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      Ideas, research, knowledge
processing of materials.
The technique combined with human 
sensitivity.
We work so that every
professional recognize everything
this in our products and put them
at the service of its capabilities
to produce beauty.
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Letter to the stakeholders

With the publication of its second Report 
on Sustainability, ALFAPARF GROUP con-
tinues along the path started in 2019 to 
communicate transparently to the stakehold-
ers the policies which contribute to creating 
lasting value: development and promotion 
of human capital, protection of the environ-
ment, construction of positive relations with 
the local community and the economic con-
text of reference.
The reporting, made possible by the defi-
nition of formal processes introduced in 
the organization and by the management’s 
strategy, aimed at reinforcing the path of 
sustainable development, allows spreading 
a culture in the company that is consistent 
with the values and sensitivities common 
today in society. 
The pivot of this structure is a work group 
that monitors the actions in the various 
areas, recording their evolution, and that 
assists management in their decisions, thus 
guaranteeing the application of the prin-
ciples of sustainability. The organizational 
commitment is significant and concretely 
shows the determination of the directors to 

inspire the company’s strategic and opera-
tional decisions with the principles of eco-
nomic-financial efficiency and social-envi-
ronmental protection.
In a number of areas, the second edition 
of the Report allows a comparison with the 
results of the previous year. It also updates 
the commitments of the Group exercising 
that function of reference for the stakehold-
ers which is proper to all reporting. 
Publication takes place while, all over the 
world, the health, social and economic ef-
fects of the Covid-19 pandemic are being 
dealt with. Although the Report refers to 
2019, the event that has marked the first 
part of 2020 imposes reflection, not so 
much on the impact of the next Report but, 
rather, on the evolution of the management 
of sustainability. 
The awareness, widespread amongst the 
players of the economy, that the probabil-
ity of events similar to that of 2020 is not 
that remote and that the exposure to risk is 
very concrete, will increase the importance 
of sustainability, particularly in companies 
with global operations. The difficulty of 

countries to guarantee health and safety in 
these situations, which clearly emerged in 
the Western world, summons companies 
to tasks which, to date, had been almost 
extraneous to management, precisely be-
cause historically they were delegated 
to state institutions. In a similar scenario, 
showing the sustainability of one’s organi-
zation and one’s operating method will be 
more difficult. 
ALFAPARF GROUP, like other companies, 
has responded to the health emergency 
by modifying in progress organization and 
procedures to guarantee the health and 
safety of its collaborators in all the coun-
tries where it operates. On the other hand, 
we know we have entered a new historical 
phase which, on the front of sustainability, 
will require the multiplication, at all levels, 
of commitment and attention. It is not the 
first time, in its forty years of history, that AL-
FAPARF GROUP has been called to perform 
an extraordinary task. We are convinced 
that the quality of our people and of the or-
ganization that we have built up will allow 
us to successfully cope with it once again.   
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Highlights

11 BRANDS

4 BUSINESS UNIT 
HAIR CARE, SKIN CARE, 
RETAIL, PRIVATE LABEL

247,8 MLN €
ECONOMIC VALUE 
GENERATED 

225,6 MLN €
ECONOMIC VALUE 
DISTRIBUTED   

73 MLN €
SPENT ON LOCAL AND 
DOMESTIC SUPPLIERS  

1.685 
837 

EMPLOYEES
5 MANUFACTURING SITES AND 
2 COMMERCIAL BRANCHES

WOMENOF WHOM 

5 MANUFACTURING 
SITES

24 
100 

BRANCHES

COUNTRIES 
REACHEDI 
THROUGH DIFFERENT 
DISTRIBUTION CHANNELS
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0,22 
KW CONSUMED 
PER KILO OF 
PRODUCT
-15% COMPARED TO 2018 
(ITALIAN BRANCH)

3,8 
TON OF WATER 
CONSUMER PER 
TON OF BULK 
PRODUCT
-5.5% COMPARED TO 2018 
(ITALIAN BRANCH)

82.690
TOTAL HOURS OF 
TRAINING PROVIDED 
AVERAGE OF 49 HOURS PER CAPITA 500ml PIECES PRODUCED 

BY THE COOPERATIVA 
SOCIALE DALMINE ON 
BEHALF OF ALFAPARF

65 PEOPLE 
EMPLOYED 

40 PEOPLE IN 
TRAINING  

APG IS ONE OF THE FIRST 100 
ITALIAN COSMETIC COMPANIES AT 
WORLD LEVEL AND THE ONLY ONE 
OF THE FIVE ITALIAN COMPANIES, 
TO OPERATE IN THE PROFESSIONAL 
CHANNEL
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Methodological introduction 

The scenario in which the corporate vision 
and strategy are situated today cannot dis-
regard sustainability as an element of com-
petitive advantage which allows orienting 
the market and the stakeholders towards 
increasingly conscious choices. This led to 
the decision to publish, last year, the first 
Report on Sustainability. 
With the decision to reinforce the structured 
path taken, ALFAPARF GROUP is publish-
ing its second Report on Sustainability, 
showing its commitment to integrate topics 
such as innovation and creativity, but also 
social inclusion and respect for the environ-
ment into its business model, with a view 
to increasingly complete and transparent 
communication towards all the stakehold-
ers, but also a strategic vision which puts 
sustainability at its center.
This document aims to convey the ways 
with which the human capital, the relation-
ship with customers, the impact on the local 
communities and the solutions proposed for 
environmental protection and for the sus-
tainable development of the local area are 
managed and developed.

BOUNDARY OF REPORTING 

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.
In order to gradually align the reporting 
boundary of the Report on Sustainability 
with the consolidated financial statement, 
ALFAPARF GROUP has decided to in-
clude in the 2019 report, as well as the 
five manufacturing sites in Italy, Argentina, 
Brazil, Mexico and Venezuela, the two 
commercial branches in Spain and Por-
tugal1. Therefore, in the document, when 
“ALFAPARF GROUP” appears, reference is 
made to the reporting boundary that has 
just been identified, net of any limitations.
The data relative to the suppliers, to the 
raw materials and to packaging, refer to 

the manufacturing sites in Italy, Brazil, Mex-
ico and Argentina; for the data of an en-
vironmental nature, the boundary limitation 
concerns solely the Venezuelan manufactur-
ing site. The exclusion of the Venezuelan 
manufacturing plant and of the commercial 
branches is linked to the fact that their inci-
dence is deemed without significance with 
respect to the total. In the case there were 
further boundary limitations, other than 
those shown, they are duly shown in the 
text.
Lastly, the data and the information present-
ed derive from direct surveys; where it was 
not possible to find the data or estimates 
were made, these are duly shown in the 
document.

1The data relative to 2018 are relative to the 5 

manufacturing sites
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Materiality

For the definition of the areas and of the 
topics to be shown in its Report on Sustain-
ability, ALFAPARF GROUP has analyzed the 
material nature aimed at identifying and 
giving priority to the topics considered im-
portant and significant for its business and 
for its stakeholders. These topics are defined 
“material” in that they reflect the economic, 
social and environmental impacts of the or-
ganization and can influence the decisions 
of the internal and external stakeholders. 
In order to identify the most important and 
significant topics for ALFAPARF GROUP, a 
survey was carried out according to a struc-
tured process, based on the following steps:
• Interviews with the corporate people of 
reference who hold key functions in the ar-
eas identified as priority in relation to the 
topics of sustainability;
• Analysis of the characteristics of the sector 
they belong to and analysis of benchmarks 
in order to identify the main topics on which 
competitors also focus;
• Analysis of the existing internal documen-
tation (including the Code of Ethics and 
Model 231).

Lastly, these topics have been evaluated 
individually by the heads of the main cor-
porate functions through a questionnaire in 
which they were asked to give a score from 
1 (negligible aspect) to 5 (very important 
aspect). 
This year, in order to improve the process 
of definition of the material topics, a pre-
liminary activity of stakeholder engagement 
was carried out. In particular, all the employ-
ees and the Top Management of the Italian 
manufacturing site and of the two commer-
cial branches (Spain and Portugal) were 
asked to fill in an online survey, created ad 
hoc, to understand the importance of the in-
dividual topics, from the point of view of the 
internal stakeholder.
Once all the evaluations from the individual 
surveys had been collected, they were ana-
lyzed and consolidated. The result obtained 
is a matrix of materiality which allows mak-
ing a synthetic representation of the topics 
analyzed. Only the topics which passed the 
so-called threshold of materiality were pre-
sented, i.e. those which obtained, on both 
axes, an average score of more than 3.5.

The result of the analysis shows that, in addi-
tion to the financial performance, the topics 
deemed most important both from the point 
of view of ALFAPARF GROUP and from the 
point of view of its stakeholders are linked 
to the area of the product – from the quality 
and safety of the products as well as inno-
vation and research and development – but 
without forgetting the social sphere, with 
particular reference to human rights and to 
the development and safety of employees.
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MATRIX OF MATERIALITY

 Governance

 Social responsibility

 Environmental responsibility

 Economic responsibility

 Product responsibility

 Community
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IMPORTANCE FOR ALFAPARF

Health, safety 
and customer satisfaction 

Solidity and profitability of the Group

Product quality, packaging and R &D

Human rights

Prevention of corruption

Equal opportunities 
and inclusion

Markets served

Waste production and management

Energy and water consumption

Responsible procurement

Health, safety, development 
of human capital

Transparency and integrity 
in the business

Marketing, communication 
and brand reputation

3,50

4,00

4,00 4,50 5,00

4,50

5,00

Engagement and development 
of local communities

Protection of biodiversity
 and animal welfare
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ALFAPARF and the sustainable 
development goals (SDGs)
On 25th September 2015, at the 70th 
General Assembly of the United Nations, 
the world leaders adopted a new global 
framework for sustainable development. 
This framework is represented by the now 
well-known Agenda 2030, made up of 
17 goals (Sustainable Development Goals 
- SDGs) and 169 sub-goals, valid for the 
period 2015-2030. 
The adoption of the Agenda 2030 repre-
sented a historical event, clearly deeming 
that the model of development is unsustain-
able, not only on an environmental level 
but also on the economic and social level. 
All countries are also asked to contribute to 
and define a strategy, which allows reach-
ing the goals by the deadline.
Lastly, the Agenda 2030 explicitly recalls 
the responsibility of all the players in socie-
ty, from the governments (central and local) 
to corporations, and from civil society to in-
dividual citizens. In particular, the manufac-
turing sectors and companies are asked to 
implement sustainable development goals, 
aiming to reduce the negative impact of 
their respective businesses on the ecosys-
tem, the use of resources and fostering both 
the creation of new employment and the 
redistribution of wealth produced as a con-

tribution to the fight to eliminate poverty.
As a first step towards the integration of the 
Agenda 2030 into the strategy of sustain-
ability, ALFAPARF GROUP has carried out 
an exercise aimed at identifying the SDGs 
of priority interest for the organization, tak-
ing into account the topics resulting mate-
rial from the analysis of materiality carried 
out and the characteristics of the sector in 
which it operates. 

The results of the analysis have led to the 
selection of the following SDGs, as sustain-
able development goals of priority interest 
for ALFAPARF GROUP, i.e. the attainment of 
which the organization can most contribute 
to through its business activities: 
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Identity and governance

VISION

 “To create and offer solutions to exalt in-
dividual beauty, so each person’s journey 
becomes a pleasant experience.”

MISSION

“To guarantee and maximize the quality 
of the products and services offered to our 
customers, combining Italian taste and cre-
ativity with the latest international trends, 
in the awareness that the market requires 
increasing professionalism, attention and 
personalized services.”
Orientation to innovation is one of the qual-
ities of the ALFAPARF GROUP identity: the 
habit of working alongside professionals 
all over the world has allowed developing 
the ability to pick up in time the trends of the 
demand and channel them into activities of 
research and development, building up 
and increasing a unique expertise, today 
recognized by the whole sector.
The products and services emblematically 
embody the results of research and innova-
tion and of the collaborations established 
over the years with the sector’s profession-
als. In addition, the great technological ex-
pertise and the in-depth knowledge of the 
customers and their needs are a fundamen-
tal element for the success and achieve-
ment of the Group’s mission.

VALUES

The values guiding ALFAPARF GROUP in 
pursuing its goals are represented by four 
key words:

PEOPLE/RELATIONS
We are a large family that promotes close relations 
with our customers and collaborators through listening, 
support and a sense of belonging.1
EXCELLENCE
We put together the latest technologies with the typically 
Italian approach of wanting to do things always aiming 
for excellence.2
COURAGE
We are not afraid of risks and using our independence 
to act and find our own way.3
PASSION
We are committed to meeting the continuously evolving 
needs of hairdressers, beauticians and their customers. 
We love beauty.4
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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.

History
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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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The Italian parent company has adopted 
a traditional model of Corporate Govern-
ance, with a clear-cut separation between 
the management and the control functions. 
In particular, the company is managed by 
a Board of Directors, while the function of 
vigilance is assigned to the Board of Audi-
tors. Both the managing bodies are elected 
by the Shareholders’ Meeting.  

BOARD 
OF DIRECTORS

ROBERTO FRANCHINA
Chairman

ATTILIO BRAMBILLA
Deputy Chairman

BOARD O
F AUDITORS

ANDREA CASAROTTI 
Chairman

ALESSANDRO RICCI
Auditor

GIUSEPPE CALDESI VALERI
Auditor

FABIO GALLIO
Alternate Auditor

SIMONE FURIAN
Alternate Auditor

AUDITING 
FIRM

ERNST&YOUNG S.p.A.
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ALFAPARF GROUP operates in hair and 
body care and bases its growth on solid 
skills, multiple research activities and on the 
collaboration with hair-stylists of internation-
al level who, over the years, have taken the 
brands all over the world.
Production takes place in the five manufac-
turing plants in Italy, Mexico, Brazil, Argen-
tina and Venezuela and the offer proposed 
allows meeting professional demands of 
various kinds and referred to different mar-
ket sectors, distributing its products in over 
100 different countries through its subsidiar-
ies. The ALFAPARF GROUP business can be 
divided into four main Business Units: Hair 
Care, Skin Care, Private Label e Retail.

The efforts made over the years in the quest 
for innovative and high quality products 
have allowed many brands to assert them-
selves both on the Italian market and on 
foreign markets: today the Group has 11 
brands, four in the Hair Care Business Unit 
and seven in the Skin Care Business Unit.

Business and brands
Hair Care
Production and marketing 
of products for hair coloring 
and care 

Private Label
Production of products 
on behalf of third party 
customers who sell their 
own products all over the 
world, taking advantage of 
the Group’s expertise.

Skin Care
Production and marketing 
of products for body care 
and of equipment for aes-
thetic applications.

Retail
Manufacture of products 
under the ALFAPARF brand, 
distributed through a close-
knit network of distributors 
(professional channel and 
Mass Market) .



ALFAPARF GROUP • Report on Sustainability 201920

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, hu-
man and independent point of view, created 
thanks to its local presence. For 40 years, 
ALFAPARF MILANO has been supporting 
hairdressers with efficient services and prod-
ucts to help them in their business and offer 
people the chance to express themselves as 
they wish.
The ALFAPARF MILANO product range is 
rich in diversified solutions for every require-
ment: color, shape, treatment, styling and a 
men’s line. All the products are made with 
care, according to the principles of the AL-
FAPARF GROUP philosophy: Italian dyna-
mism, innovation and openness to diversity.
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SKIN CARE

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 
woman, 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 action, 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.

ALFAPARF GROUP • Bilancio di sostenibilità 2019
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Responsible governance  

The Organization and Management Model 
applies both to internal relations and to re-
lations with those outside the company, with 
the aim of avoiding the offences punishable 
by Law 231 being committed.
The decision of the ALFAPARF GROUP Board 
of Directors to have, on a voluntary basis, 
an Organization and Management Mod-
el is part of the broader policy of raising 
awareness on the transparent and correct 
management of the company, in respect of 
the current legislation and the fundamental 
principles of business ethics in pursuing the 
corporate purpose.
To draw it up, the parent company mapped 
the processes, highlighting the sensitive 
activities, the functions and roles directly 
involved, and associating with the already 
existing checks further new instruments – 
such as new operating procedures – in 
compliance with the requirements and the 
new ISO standards for risk analysis and 
risk prevention.This Model, inclusive of the 
Code of Ethics, forms an integral part of all 
the rules, procedures and systems of control 
developed by ALFAPARF GROUP, contrib-
uting to defining an overall, structured and 
complete organizational framework aimed 
at preventing illegal behavior.

MODEL 231

From the methodological point of view, in 
2019, the Body of Vigilance also carried 
out the activity of verification on the Special 
Part of the Model, especially through inter-
views with the subjects responsible for the 
important activities, with a dual purpose: 
- To make and obtain an overview of the 
concrete application of the operating princi-
ples of the Model;
- To verify the presence and/or the appli-
cation of formalized application procedures 
for the management of the processes, in 
general, and for the application of the oper-
ating principles of the Model, in particular.
Since the Model 231 has been adopted, 
100% of the contracts and agreements of 
investment made by the Italian subsidiary 
include a note which requires the signature 
of the company’s Code of Ethics and Model 
231. The pre-existing suppliers have been 
informed that the Organizational Model 
231 has been adopted and they have been 
asked to become familiar with it.
In relation to the topic of anti-corruption, a 
system of control is in place which assumes 
the avoidance of cases of corruption or of 
any other significant offence. This system is 
based on some fundamental principles of 
control such as, for example, the so-called 

“Process ownership”, according to which 
each corporate process must report to a spe-
cific person of reference, while the powers 
and responsibilities must be clearly defined 
and acknowledged. 
The training activity has been carried out 
mainly following the adoption of the Model 
231 and has differed in the content and in 
the methods depending on the qualification 
of the addressees and the level of risk of 
the area in which they operate. In particu-
lar, two types of 231 training given can be 
distinguished:
• For the personnel operating in production;
• For the personnel operating in the adminis-
trative offices, with a particular focus on the 
first corporate levels who have contributed 
to raising awareness on the topics with re-
gard to the whole structure.
The training, given 
only to the personnel of the Italian branch, 
is carried out periodically while the Code of 
Ethics has been translated and distributed to 
all the employees, including of the foreign 
branches. 
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The Internal Auditing in ALFAPARF GROUP 
started in July 2016, through a start-up 
of the function. In particular, the activity is 
carried out by the Italian subsidiary for all 
the foreign manufacturing and commercial 
branches and concerns the main corporate 
processes, including:
• Procurement
• Human resources
• Administration, finance and control
• Logistics
• Quality control
• Health, safety and environment
• Commercial
Once the activities of verification have taken 
place, the internal audit function produces, 
every six months, a report summarizing the 
results and the assessments assigned – both 
at the level of the individual process and at 
the level of Italy/Group – relative to the ver-
ifications made. 
In addition, in order to assess the Internal 
System of Control during the activity of con-
trol and mapping, verifications are made on 
the 231 points of control in the processes 
also managed by the foreign subsidiaries.

INTERNAL AUDITING AND INTERNAL 
CONTROL SYSTEM

New checks were introduced in 2019, in 
particular:
• Receivables Management with the aim of 
harmonizing the processes and the opera-
tive times and improving the overdue trade 
debts, the DSO and the activity of control of 
the credit controllers of the subsidiary. On 
the basis of the checks made in 15 branch-
es, it was deemed necessary to develop a 
Group Receivables Procedure, with the ob-
jective of harmonizing the process and the 
controls on receivables.
• Returns Management following the activity 
carried out and seeing the differences found 
in the controls on the customer returns, es-
pecially in the case of product returns of a 
significant value, returns for breakage and/
or non-conformities of product or expired 
products, it has been deemed necessary to 
implement a Management of Returns Proce-
dure to improve the management and imple-
ment new controls.
• Trade Commissions new controls have 
been implemented in order to verify wheth-
er the commissions paid to the agents are 
linked to effectively reaching the pre-set com-
mercial targets (sales and receivables).
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The certifications obtained and renewed by 
the Italian branch, for the management of 
the various sectors of activity of the organ-
ization, are: 

 
• UNI EN ISO 9001:2015 
Quality Management System (QMS)

• ISO 22716:2007 Cosmetics 
Good Manufacturing Practices (GMP) 

• UNI EN ISO 13485:2016 
Medical Devices- Quality Management 
System 

• AEO (Authorized Economic Operator) 
certification 
Authorization for customs simplifications 
AEO and of safety (AEOF)

The mission of ALFAPARF GROUP is to raise 
the quality of the service offered by the pro-
fessional operators (hairdressers and beauty 
salons) through the application of an Inte-
grated Management System, in order to 
create synergies, integrate processes and 
distinguish their specializations.

CERTIFICATIONS

With the start of the Private Label Business 
Unit, the Italian subsidiary has been the ob-
ject, over the years, of audits with respect to 
some social, ethical and safety certification 
programs on the request of some large cus-
tomers, through verification and evaluation 
in the field by international auditors with 
respect to the following Standards: SME-
TA (Sedex Members Ethical Trade Audit), 
SEDEX (Supplier Ethical Data Exchange) and 
SA 8000 (Corporate Social Responsibility).
When the standard ISO 9001:2015 came 
into force, the company adopted an ap-
proach according to the risk/opportunity 
logic, through “Risk-Based Thinking”, which 
implies management based on the capacity 
of each member of the organization to take 
decisions or undertake actions, including 
thanks to an attentive assessment of the pos-
sible – positive and/or negative – effects in 
the context considered. 

Amongst the 2019 goals, the Italian branch 
has considered, in its Policy on quality, the 
application of the following aspects:
• Identification of the risks and opportuni-
ties and subsequent actions for the manage-
ment;
• Approach of the Management System in 
relation to the context of the organization;
• Internal and external factors, needs and 
expectations of the parties concerned;
• Engagement of the personnel;
• Perspective of the life cycle of the prod-
uct/service provided;
• Management of the suppliers and of out-
sourcing.
For the future, the Italian parent company 
has set itself the goal of keeping and re-
newing the existing certifications and once 
against sets itself the aim of obtaining the 
following certifications, to complete its Inte-
grated Quality Management System:
• ISO 14001:2015 – Environmental Man-
agement System;
• ISO 45001:2018 – Management Sys-
tem for health and safety in the workplace.
.
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In 2019, ALFAPARF GROUP became one of the 10 quotable companies in the beauty 
sector – and one of the 80 quotable companies at national level in the various sectors - iden-
tified by Pambianco. This acknowledgement is given to companies which prove they meet 
key requisites in terms of administration, reputation and growth of its business. 
For the fourth year running, ALFAPARF GROUP is also one of the first 100 largest cosmetics 
manufacturers in the world (94th place) according to the ranking drawn up every year by the 
online magazine Women’s Wear Daily, one of the most authoritative sources of information 
in the sector. In the 2019 ranking, ALFAPARF GROUP is one of the five companies present 
with Italian capital and the only one amongst those for the professional segment.

PRIZES AND ACKNOWLEDGEMENTS
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The stakeholders are all those who, in vari-
ous ways, can influence or be influenced by 
the activities of ALFAPARF GROUP. They rep-
resent the complexity of the organizational 
reality, highlighting all the relations in which 
the Group is continuously involved.
The Report on Sustainability aims to meet 
the stakeholders’ needs for information on 
the performances of the Group in the field 
of sustainability and at the same time of pro-
moting dialogue and the improvement of the 
management and of the organization itself.
The main categories identified, with which 
the Group interacts, and the relative ways 
through which regular constructive dialogue 
takes place, are:

SHAREHOLDERS
• Interviews and daily exchanges on corpo-
rate management
• Monthly Management Meetings
• Meetings, including on aspects linked to 
sustainability

DIALOGUE WITH THE STAKEHOLDERS

CUSTOMERS AND CONSUMERS
• Customer Service
• Social networks
• Sales channel as a channel for listening, 
intermediation and communication 
• Questionnaires
• Creation of work groups with teams of 
hairdressers/beauticians

LOCAL COMMUNITIES
• Continuous relationship with the local au-
thorities and the communities to manage the 
environmental impact of the manufacturing 
plants on the local systems
• Support activity in some initiatives of the 
local authorities in the social field
• Sharing and collaboration on topics 
linked to the local area

SUPPLIERS 
• Periodic meetings with the suppliers and 
visits in loco
• Sharing of the Suppliers’ Code of Con-
duct and of the Code of Ethics
• Periodic contacts for the definitions of 
standards of quality

LOCAL, NATIONAL AND 
INTERNATIONAL INSTITUTIONS 
AND NON-GOVERNMENTAL 
ORGANIZATIONS
• Participation in local and national trade 
organizations
• Participation in events such as conferenc-
es and similar, to share with third parties the 
corporate experience and the corporate sit-
uation

FINANCIAL INSTITUTIONS
• Sharing the global scenarios of financial 
markets
• Occasions of sharing the company’s per-
formances and development plans

PRESS AND SOCIAL MEDIA
• Relations with the local and international 
press
• Participation in round tables
• Social Networks

HUMAN RESOURCES
• Training programs and performance man-
agement
• Focus groups and group coaching
• Sharing the Code of Employee Conduct 
and the Code of Ethics

TRADE UNIONS/
TRADE ASSOCIATIONS
• Meetings for periodical information on the 
Group’s situation 
• Meetings for negotiations on corporate 
and site topics
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Economic sustainability

ALFAPARF GROUP pays particular attention 
to the capacity of generating income and 
work in the local systems where the Group 
operates, trying to produce and keep the 
maximum of added value, effectively com-
bining all the resources it uses, and devel-
oping the specificity of local products and 
services.
In particular, the Group believes that its 
fundamental base for its economic devel-
opment is the capacity to create innovation 
through an increasingly consolidated rela-
tionship with its collaborators who, through 
periods of training and “on the job” exper-
imentation, make a significant contribution 
to the generation of new products and the 
improvement of the company’s manufactur-
ing capacity. The relationship with the sup-
pliers with whom ALFAPARF GROUP tries 
to establish synergies, which derive from 
the development of their investments with 
the ideas and requirements of the Group, 
thus obtaining new added value from the 
products and services purchased, is not 
negligible. 
Last but not least, attention to investments 
in technology, both of the tangible type 
(machinery) and intangible (software), al-
lows obtaining a third dimension which 

The Group closed 2019 with a turnover of €243.1 million, a growth of 2.6% compared 
to 2018, and with an added value of €108.1 million (44.5% of the ordinary revenue).

THE APPROACH DIRECTORS’ REPORT2

contributes to economic maintenance and 
development.
Therefore, combining as best as possible the 
development of the human capital with the 
development of relations with suppliers/cus-
tomers and the investments made generates 
a path of constant innovation which supports 
thew economic growth of the organization, 
making it solid and sustainable. 

2 The data shown refer to the consolidated perimeter of the Group

INCOME STATEMENT 31.12.2019 31.12.2018
Ordinary revenue 243,100,677 236,778,646
Ebitda 44,996,809 53,564,368
Ebitda % 18.5% 22.6%
Ebit 33.039,306 26,429,701
Ebit % 13.6% 11.2%
Financial charges -5,085,209 -4,551,301
Income before non-recurring items 27,954,097 21,878,400
Valuation adjustment to financial assets -6,216 -2,709.390
Extraordinary income/charges - -
Ebt 27,947,881 19,169,010
Ebt % 11.5% 8.1%
Taxes of the year 14,985,652 7,216,591
Profit (loss) of the year 12,954,913 11,952,415
Profit(loss) of third parties 7.316 4
NET INCOME 12,962,229 11,952,419
NET INCOME % 5.3% 5.0%
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The distribution of the added value is the point of contact between the economic profile 
and the social profile of the business of ALFAPARF GROUP and allows analyzing how the 
wealth created is distributed to the whole socio-economic system with which the organiza-
tion interacts.

In 2019, the Economic Value Generated, equal to €247.8 million, was mostly distributed 
to the different stakeholders with whom ALFAPARF GROUP comes into contact in carrying 
out its business, in the respect of the cost-effectiveness of the business and the expectations 
of its stakeholders. 
The Economic Value Distributed, equal to € 226 million, represents about 91% of the Eco-
nomic Value Generated which, as well as covering the operating costs borne during the 
year, is used to remunerate the socio-economic system with which the Group interacts, 
including the employees, the backers  and the community, understood as donations made.
Lastly, the Economic Value Retained, about 9% of the Economic Value Generated, represents 
all the financial resources dedicated to the economic growth and to the stability of the equity 
of the corporate system.

DISTRIBUTION OF THE ADDED VALUE
2019

RECLASSIFICATION OF THE 
INCOME STATEMENT 31.12.2019 31.12.2018
Revenue  243,100,677 236,778,646
Other revenue  3,908,062 4,145,802
Financial revenue  753,596 1,116,431
Total economic value generated 
by the Group 247,762,335 242,040,879
Operating costs 142,332,900 140,304,309
Remuneration of the personnel 63,118,549 56,344,010
Remuneration of the backers 5,085,209 4,551,301
Remuneration of the Public Administration 14,985,652 7,216,591
External donations 59,100 117,755
Total economic value distributed 
by the Group 225,581,410 208,533,966
Economic value retained by the Group 22,180,925 33,506,913

27,98%
Remuneration of the personnel

2,25%
Remuneration of backers

6,64%
Remuneration of the Public Administration

0,03%
Donations

63,10%
Operating costs

€ 225.581.410
ECONOMIC VALUE 

DISTRIBUTED
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ALFAPARF GROUP controls the whole value 
chain directly: from research and innovation 
to the production, sale and distribution of its 
products all over the world, and it has an 
operational system which allows identifying 
the percentage of expenditure concentrated 
on local suppliers, as well as the weight and 
volume of the materials purchased. 
2016 was a turning point for the procure-
ment division. The Senior Management of 
ALFAPARF GROUP, having considered the 
continuous growth of the company and to 
better face future challenges, decided to 
create the Global Purchasing Department, 
which, thanks to a totally dedicated team, 
ensures a centralized strategic management 
of procurement, guaranteeing a transparent 
control, efficiency and constant coordination 
with the local purchasing offices at the forei-
gn branches. 

SUPPLIERS

The three-year KISS project (2016-2019) 
has also been implemented, which has led 
to a great change in the structure and in the 
internal processes of the function, identifying 
the targets, the milestones and the funda-
mental key points which must characterize 
the Group’s Procurement function.
The whole project is based on four main gui-
delines: three actions and one opportunity.
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Actions
 
 
 
Opportunity

BEST PRACTICES
• IDENTIFICATION OF THE PRACTICES AMONGST THE DIFFERENT 
SUBSIDIARIES

• SHARING AND IMPLEMENTING THE SAME ALL OVER THE WORLD

• CONSIDER THE PECULIARITIES OF THE INDIVIDUAL SITUATIONS

BUY RIGHT
• COMPETITIVE, TRANSPARENT 
AND TRACEABLE OFFER

• ANALYSIS OF THE TCO AND 
NOT ONLY OF THE PRICE

• STANDARDIZATION OF THE 
PRODUCT

BUY CHEAPER
• FRAMEWORK CONTRACTS 
WITH SELECTED SUPPLIERS

• GROUP PROCUREMENT OF 
THE RAW MATERIALS WITH BETTER 
YIELD AND LOWER PRODUCTION 
COSTS

• OPTIMIZATION OF THE 
QUANTITIES ORDERED

BUY LESS
• LESS CONSUMPTION 
THANKS TO THE BETTER YIELD IN 
THE PRODUCTION PHASE

• “MAKE OR BUY” (IN 
SOURCING)

• LESS OBSOLESCENCE OF 
RAW MATERIALS
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Ambito Temi materiali Gli standard  
di riferimento

Perimetro degli impatti

Interno Esterno

Responsabilità 
di prodotto

Salute, sicurezza 
e soddisfazione  
del cliente

416-1 Gruppo Clienti
Fornitori
Enti e Istituzioni

Prodotto, packaging 
e R&D

301-1
301-2

Gruppo Clienti
Fornitori

Marketing 
e comunicazione 
responsabile

417-1 Gruppo Investitori
Clienti
Fornitori
Enti e Istituzioni

Responsabilità 
ambientale

Consumi energetici 
e idrici

302-1
302-4
303-1

Gruppo Clienti
Fornitori
Collettività

Rifiuti 306-1
306-2

Gruppo Clienti
Fornitori
Collettività

Biodiversità 
e animal testing

304-2 Gruppo Clienti
Fornitori
Collettività

Emissioni* 305-1
305-2

Gruppo Clienti
Fornitori
Collettività

* il Gruppo ha deciso di rendicontare anche gli aspetti legati alle emissioni nonostante 
il tema non sia risultato materiale dall’analisi svolta.

31
3 Portal of communication between the Italian branch 

and its suppliers.

The driving force of this initiative was also re-
aching the correct Total Cost of Ownership 
(TCO) which has allowed monitoring, in an 
increasingly effective and efficient way, the 
purchase management process, always ke-
eping the highest standard of quality of the 
products and the precision in deliveries.
The main advantages obtained, thanks to 
the centralization and the actions underta-
ken in recent years, have been:
• Greater added value obtained by the 
adoption of the Group’s best practices 
(Group benchmark);
• Consolidation of expenditure and aggre-
gation of volumes, with consequent econo-
mies of scale (in terms of greater discounts 
linked to greater volumes ordered);
• Centralized professional skills (extension of 
know-how) and “contamination” of the skills 
to the different branches (Group power);
• Opportunities for synergies between the 
branches;

• Suppliers of the Group oriented to impro-
ving and standardizing the processes and 
an increase in qualified suppliers.
With the objective of greater transparency 
and traceability of the whole purchasing 
process, the Group has modified the purcha-
sing procedure at World level and, thanks to 
the long portal3, it has been possible to auto-
mate the management of the orders, evalua-
te the performance of the supply chain and, 
at the same time, have the life cycle of the 
orders constantly monitored. 
Thanks to the portal, it is possible to make 
comparisons on several levels and simula-
tions, in order to identify and select the best 
suppliers; in addition, for each type of order, 
the actions and feedback requested from 
each commercial partner can be defined, 
such as confirmation of the quantities and 
the date of delivery. 
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Although the purchasing function is centralized under the Global Purchasing Department of 
the Italian branch, Group procurement is carried out by favoring, at equal quality, perfor-
mance and price, local and national commercial partners.

In 2019, ALFAPARF GROUP had relations with over 2,000 suppliers for a total of over €92 
million of turnover, of which €86 million (93% of the total) with local and national suppliers, 
€4 million (4% of the total) with continental suppliers and €2 million (3% of the total) with 
international suppliers.

EXPENDITURE ON LOCAL SUPPLIERS AND BY CATEGORY OF GOODS

  % of tot.  % sul tot.
Localization 2019  2018
Local - Lombardy 62,3% 53,7%
Italy 31,8% 32,2%
Continental 5,6% 12,3%
Rest of the World 0,3% 1,8%

ITALIA

 Components, Equipment, 
Promotional products

 Packaging
 Raw materials
 Other uncoded materials and services

15,7%

24%

24,7%

35,6%

  % of tot.  % sul tot.
Localization 2019  2018
Local - Argentina  59,2% 97,0%
Continental 37,1% 3,0%
Rest of the World 3,7% -

ARGENTINA

 Promotional products
 Packaging
 Raw materials
 Uncoded services and materials

2,3%

64,5%

23%

10,2%

  % of tot.  % sul tot.
Localization 2019  2018
Local - Brasile 94,4% 99,5%
Continental 2,7% 0,3%
Rest of the World 2,9% 0,2%

BRAZIL

 Promotional products
 Packaging
 Raw materials
 Uncoded services and materials

0,3%

32,7%

19,3%

47,8%

  % of tot.  % sul tot.
Localization 2019  2018
Local - Messico  90% 82,1%
Continental 1,6% -
Rest of the World 8,4% 17,9%

MEXICO

 Promotional products
 Packaging
 Raw materials
 Uncoded services and materials

0,6%

44,2%

34,5%

20,7%
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Ensuring the respect of human rights is a 
very complex and highly topical challen-
ge; the Italian branch adheres completely 
to the Organizational Model 231/2001, 
adopted on a voluntary basis in 2016, and 
in particular puts respecting and promoting 
human rights at the center of its activity.
This is why the Group fosters and encoura-
ges commercial relations with partners that 
share the same values of ethical commitment 
and total respect for the local legislation in 
terms of working standards.

SELECTION OF THE SUPPLIERS

All the commercial partners must have, as 
the priority value of their activity, the respect 
of the individual and are obliged to provide 
a written contract of employment and pay-
ment of  social security for all employees, to 
protect the psycho-physical integrity of their 
collaborators, guarantee decent working 
conditions and safe and healthy workpla-
ces, in the full respect of the legislation cur-
rently in force on providing health services, 
prevention of injury and accidents in the 
workplace and protection of the workers.
ALFAPARF GROUP requires the commercial 
conduct of its suppliers to be compliant with 
all the laws and contractual conditions appli-
cable at international, national and local le-
vel, as well as with the standards based on 
ILO conventions and on the ISO standards 
on the child labor, safety and anti-corruption.
No supplier is taken into consideration un-
less they comply with the above; in addi-
tion, in the contractual phase, all the new 
suppliers must sign the Organizational Mo-
del according to Legislative Decree 231 
adopted by the Group, comprehensive of 
the Code of Ethics.
To make the selection of suppliers even more 
effective, the new procedure of qualifying 
suppliers came into force towards the end of 

2019 which comprises, on every first con-
tact (request of offer) with a new supplier, 
two main steps:
1. Sending a pre-qualification questionnai-
re, containing a series of ethical-social que-
stions, to assess, from as early as the first 
contact, the approach to these topics.
2. Once the answers to the prequalification 
questionnaire have been assessed, there is 
the evaluation of the economic offer and, 
before proceeding with the first purchase 
order, a file of qualification must be comple-
ted with a series of questions of a technical 
nature which aim at looking closely at the 
financial position of the individual supplier, 
the company organization, the  certifica-
tions they possess, the policies and activities 
existing on sustainable development and 
safety. 
Only after having positively evaluated the 
answers is it possible to start a commercial 
relationship with the new supplier. The aim is 
to increasingly raise the level of knowledge 
of the commercial partners, including from 
the ethical-environmental point of view, plan-
ning a contextual increase of projects linked 
to sustainability in partnership with them.

In addition, preference is given to the pos-
session of certifications such as ISO 14000 
or similar and being clearly committed in fa-
vor of sustainability, i.e. suppliers who show, 
as well as technical and operational skills, 
their sensibility to social and environmental 
issues, without generating additional char-
ges for the customer.
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Below are listed the main initiatives pursued 
in 2019 by the Global Purchasing Depart-
ment, in collaboration with the different cor-
porate functions and the foreign branches.

YES, WE SHARE

From September 2019, every two weeks 
internal meetings are held (using a CISCO 
video conference system) between the pur-
chasing offices of the Italian, Brazilian and 
Mexican branches, during which important 
subjects and best practices are shared. 
A person of reference (Champion) is ap-
pointed for each meeting. They may be 
internal or external to the purchase division 
and they are asked to prepare a presenta-
tion on a specific subject, considered useful 
for the other colleagues as well. The subjects 
dealt with can concern initiatives directly 
related to the purchase function or which, 
in some way, can have an impact on the 
procurement activity. From this point of view, 
wide space was given to GREEN projects, 
with further study on the sector of recycling, 
logistics and sustainability. The forthcoming 
appointments, already scheduled, will main-
ly concern sustainable purchasing projects 
and Green messages.

INITIATIVES AND PROJECTS 2019

This project aims to offer a great opportu-
nity of sharing and training for the profes-
sional and personal improvement of each 
colleague.

GREEN PROJECTS - PACKAGING

Following on the “Green yes or not?” pro-
ject, in collaboration with the marketing 
department, the Purchasing Department has 
completed some activities aimed at pursu-
ing the corporate objective of reducing the 
environmental impact of some brands: the 
explanatory leaflets were eliminated, with 
the consequent reduction of the amount of 
paper used; the use of recycled aluminum 
tubes (one supplier already approved and 
others under approval) and the use of recy-
cled cardboard boxes were introduced. For 
the secondary packaging, the weight of the 
plastic and cardboard was reduced, intro-
ducing the use of recycled paper.
In addition, in July 2019, at the Osio Sotto 
site, the purchasing department, in collabo-
ration with two of the Group’s main suppli-
ers, organized a workshop on “Sustainable 
Procurement Packaging” on post-industrial 
consumption recycled plastic.

UNDER CONSIGNMENT STOCK

From 2019, for the raw materials deemed 
strategic, under consignment stock was ac-
tivated, which allowed obtained a series 
of advantages both from the commercial 
point of view but also at environmental lev-
el, thanks to the optimization of the logistics 
related to the purchasing processes. 

GREEN TRAINING  

In June 2019 a representation of the Pur-
chasing Office took part in the “Sustainable 
Procurement Summit ’19”, during which the 
topic of Corporate Social Responsibility was 
discussed, through the experiences of some 
companies. The main topics discussed are 
shown below:
- For a sustainable, transparent and safe 
Supply Chain: purchasing and responsibly 
managing the supply chain, criteria of eval-
uation for the choice of suppliers and strat-
egies to involve them and commit them to 
green dynamics.
- The Couple of the future: use of new tech-
nologies to meet increasingly strict standards 
of sustainability. A vision that can be imple-
mented through a relationship of collabora-

tion with suppliers, universities, start-ups and 
research centers. Development and choice 
of product through an economic and envi-
ronmental evaluation of the Life Cycle Cost. 
Concrete solutions of circular economy.
- An inter-functional strategy to reformulate 
the corporate dynamics in green: sustain-
ability as corporate responsibility, shared 
and fueled by all the functions. Strategies 
to involve internal customers in reaching the 
sustainable development goals.

CISCO POINT TO POINT

In 2019, 20 branches all over the world 
were equipped with a Cisco videoconfer-
ence system. The advantages of the video-
conference include better collaboration be-
tween teams and a direct sharing of ideas, 
exactly as in face-to-face exchanges.  
By its very nature, the videoconference al-
lows the teams to take part wherever they 
are and this entails a considerable reduction 
of flights and travel and greater closeness 
and contact with the branches, creating 
greater involvement of the participants.
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For the coming years, the purchasing depart-
ment of the parent company has planned a 
series of initiatives and projects for a lower 
impact on the environment. In particular:

PRINTERS

Use of recycled paper only. At the Italian 
branch, the “Print only if really necessary” 
approach is used: once printing has been 
launched, it is completed only when the per-
sonal badge has been swiped, through whi-
ch the  monthly number of copies of each 
employee is traced, allowing only what is 
strictly necessary to be printed.

WATER DISPENSER

The Technical Department of the parent com-
pany is currently evaluating whether to install 
in the offices and in the canteen dispensers 
for water from the mains water supply, whi-
ch would allow a consistent reduction in the 
consumption of plastic bottles. The dispen-
sers proposed allow dispensing both chilled 
water, water at room temperature or hot wa-
ter of excellent quality, withdrawn from the 
mains water supply, activating a contract for 
periodic sanitization. 

INITIATIVES AND PROJECTS FOR THE FUTURE (TARGET 2020/2021)

CAR RENTAL

ALFAPARF has set itself the objective of re-
ducing the emission of GHG produced per 
Km traveled by evaluating the use of a pool 
of electric cars and giving incentives for car 
sharing, where possible.

SOLAR PANELS WITH 
GREEN ENERGY

In the coming years, a feasibility test is to be 
carried out for the installation of solar panels 
on the 3 main Italian sites. The objective, for 
the near future, is to use only green energy, 
coming 100% from renewable sources.  
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* Portale di comunicazione tra la filiale italiana e i 
suoi fornitori.

Il motore trainante di questa iniziativa è stato 
anche il raggiungimento del corretto TOTAL 
COST OF OWNERSHIP (TCO) che ha per-
messo di monitorare in maniera sempre più 
efficace ed efficiente il processo di gestione 
degli acquisti, mantenendo sempre il più alto 
livello di qualità dei prodotti e la precisione 
nelle consegne.
I principali vantaggi ottenuti grazie alla cen-
tralizzazione e alle azioni intraprese negli ul-
timi anni sono stati:

 maggiore valore aggiunto ottenuto dall’a-
dozione delle best-practices di Gruppo 
(benchmark di Gruppo);

 consolidamento della spesa e aggregazione 
dei volumi, con conseguente economie di 
scala (maggiore scontistica legata a mag-
giori volumi ordinati);

 competenze professionali centralizzate (esten-
sione del know-how) e “contaminazione” del-
le competenze tra le diverse filiali (potere di 
Gruppo);

 opportunità di sinergie tra le filiali;
 fornitori di Gruppo orientati al migliora-
mento e alla standardizzazione dei processi 
e incremento dei fornitori qualificati.

Infine, con l’obiettivo di una maggiore tra-
sparenza e tracciabilità di tutto il processo di 
acquisto, nel 2018 il Gruppo ha modificato 
la procedura acquisti a livello mondo e, gra-
zie al nuovo portale Iungo*, è stato possibile 
automatizzare la gestione degli ordini, valu-
tare le performance della catena di fornitura 
e, contestualmente, avere un monitoraggio 
costante del ciclo di vita degli ordini stessi. 
Grazie al portale è possibile eseguire raffronti 
su più livelli e simulazioni, al fine di individua-
re e selezionare i migliori fornitori; inoltre, per 
ogni tipologia di ordine, si possono definire le 
azioni e le informazioni di ritorno che si richie-
dono a ciascun partner commerciale come, 
per esempio, la conferma sulle quantità e la 
data di consegna.
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Product sustainability

ALFAPARF GROUP manages the whole 
production cycle of its lines internally, from 
design, research and development, to pro-
duction and sale; this aspect, as well as 
guaranteeing full control from the qualitative 
point of view, represents a strong point in the 
execution of the product sustainability policy.
The corporate strategy is to focus on a 
product that is performing and of excellent 
quality, capable of satisfying all the types of 
customers, while trying to minimize the envi-
ronmental impacts during the whole of the 
production process.
In particular, growing attention is given to 
the aspects of sustainability linked to the 
packaging and traceability of the materials 
used in the production process: in 2019 im-
portant initiatives were implemented at the 
Italian branch aimed at optimizing produc-
tion and which will allow reducing consump-
tion and waste, through innovative systems 
for the recovery of the cooling waters of the 
plants and for the storage of bulk products 
as well as containment of electricity, through 
increasing the efficiency of the utilities.

THE APPROACH
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HAIR CARE (AND HAIR COLOR)

The Hair Care Business Unit offers a wide 
range of products and services, such as to 
be able to cover all the professional requi-
rements for any type of hair: from the color 
of the hair to styling and more. ALFAPARF 
GROUP also invents styles: it offers what 
fixes, sculpts and tousles hair, so that everyo-
ne can express their own personality. 
In line with the new market trends, which 
indicate a return to a soft perm, Keratin The-
rapy CURL DESIGN has been launched. 
This is a new line which allows creating soft 
curls or fluid and natural waves while fully 
respecting the well-being of the hair.
The Semi di Lino line, a strong point of ALFA-
PARF GROUP, has also been improved by 
updating two axes: Semi Di Lino Scalp, for 
the care of the scalp, and Semi Di Lino Vo-
lume, to give density to fine hair that hangs 
heavily, moisturizing it and preventing the 
damp and atmospheric agents from dama-
ging its natural beauty.
In hair coloring, Color Wear4 was develo-
ped in 2019. This is a tone-on-tone colo-

PRODUCTS

ring in cream with arginine. It is an innova-
tive product which has allowed ALFAPARF 
GROUP to file and obtain two patents.

SKIN CARE

The Skin Care Business Unit, with more 
than 30 years of unequalled experience 
in the sector of professional beauty, offers 
products chosen by professionals who are 
about to start their business, thanks to a com-
plete offer of exclusive products, developed 
in-house by the research and development 
laboratories, alongside training and refre-
sher programs.
The development of the Skin Care products 
is always aimed at finding new trends and 
increasingly innovative formulas: from the 
use of precious substances, such as 24 ca-
rat gold and colloidal gold, for highly perfor-
ming anti-age products, to the study of pro-
tective formulations for skin with on average 
98% of ingredients of natural origin. 

RETAIL

The Retail Business Unit is characterized by 
professional technology and high-perfor-
ming formulas: it offers a complete line of 
treatment and innovative and multi-faceted 
colors to exalt the individuality of every wo-
man at a competitive price.
Alta Moda è… has renewed the axis of pro-
ducts for damaged hair, Repair & Defense, 
restoring the hair from inside and defending 
it externally against polluting agents. It is a 
line which offers damaged hair greater stren-
gth and a protective anti-pollution shield. 
Both studies were carried out internally by 
the Research and Development Division of 
ALFAPARF GROUP, with protocols and de-
dicated tests.

PRIVATE LABEL

ALFAPARF GROUP is also well known on 
the market for being an excellent partner of 
products of excellent quality, developed to-
gether with the customer, following the “Cu-
stom Made!” concept.
2019 was the year of the customization of 
the Hair Care products, through dedicated 
lines with products specially developed to 
be mixed and therefore personalized.  This 
is also found, including on the professional 
Hair Color market, in the references with in-
tense colors, designed to be mixable with 
one another. 

4 Market launch in 2020.
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The ALFAPARF GROUP approach to the 
world of raw materials is characterized by 
in-depth research and knowledge of them, 
in order to guarantee the use of raw ma-
terials with high and known safety profiles 
for its customers. At times this research goes 
as far as the physical-chemical analysis of 
the raw materials, in the case in which the 
information provided by the partners is not 
deemed sufficient.
As far as the classification of the raw ma-
terials used in the production cycle is con-
cerned, there are a number of fragrances 
(perfumes) and active ingredients: these two 
categories of ingredients are fundamental 
for the marketing positioning of the products 
and, therefore, are usually assigned to a 
brand in particular, so that usually they can-
not be transferred. This naturally entails an 
increase in the number of codes belonging 
to these types, in proportion to the develop-
ment of the brands and of the Private Label 
business, representing an indicator of devel-
opment of new references.
The volumes of the main groups of materials 
consumed to make the ALFAPARF GROUP 
products are shown in this page.

ECOCERT is a body of certification and con-
trol that has become a point of reference in 
organic certification all over the world, which 
takes place through inspections based on the 
following technical criteria:
• Natural and organic cosmetics;
• Products for natural cleansing;
• Natural and organic home fragrances;
• Materials suitable for use in organic agri-
culture;
• Ecological production of aquatic plants 
and their evaluation.
The quantities of ECOCERT certified raw 
materials, relative exclusively to the Italian 
branch, are showing a strong increase 

RAW MATERIALS  

*The data have been reclassified and recalculated with respect to what was presented in the 2018 Report on Sustainability and refer to the plants in Italy, Mexico and Brazil.

  2019  2018*
RAW MATERIALS Total weight Of which from Total weight Of which from
in tons  ECOCERT CERTIFIED  ECOCERT CERTIFIED
   SOURCES   SOURCES 
Additives, preservatives 
and conditioning resins 2.554 0,76 2.328 0,12
Alcohol 98  113 
Colorings 93  95 
Emulsifiers and emollients oily phase 1.973 3,09 1.861 1,78
Plant extracts 4 3,27 4 0,08
Essential oils 0,4  0,6 
Active ingredient 116 3,27 112 0,19
Fragrances 89  83 
Silicones 132  129 
Solvent 359  380 
Surfactants 1.616 205,62 1.467 0,02
TOTAL 7.034 212,77 6.573 2,19

compared to last year, as the suppliers are 
gradually obtaining this certification not only 
for high performance raw materials (spe-
cialties) but also for mass consumption raw 
materials (commodities). Although it is, for 
the time being, not a compulsory requisite in 
the selection process of a supplier, ALFAPARF 
GROUP is thus indirectly benefiting from this 
trend, using an increasingly large quantity of 
materials with these types of certification.
Lastly, it is emphasized that, to date, ALFA-
PARF GROUP purchases various raw mate-
rials with RSPO (Roundtable on Sustainable 
Palm Oil) origin, a global and multilateral 
initiative on sustainable palm oil, the partici-

pants and members of which are companies 
of plantations, transformers and dealers, ma-
nufacturers of consumer goods and dealers 
of palm oil of their production. This choice of 
procurement concerns to a greater extent the 
emulsifying and emollient substances (so-cal-
led oily phase).
Over the past few years, as for the ECOCERT 
certification, the large suppliers are moving 
towards RSPO sources. It can be said that, 
for the Italian plant, a good portion of the 
raw materials used has inherited this cha-
racteristic. 
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All the materials that make up the packag-
ing are part of the macro-categories de-
fined in an environmental sphere at interna-
tional level and are considered recyclable 
at the end of their life, according to what 
is established by the legislation on environ-
mental recycling. All the packaging in con-
tact with the product is also compliant with 
the legislation on cosmetics and the laws in 
force in the individual countries where the 
products are sold.
The data shown below refer to the total 
amount of packaging purchased5, divided 
by macro-category and put on the mar-
ket.  Considering the diversity of shapes, 
weights, volume and type, an average 

weight has been calculated, then classified 
according to the material used (plastic, 
glass, and aluminum, paper/cardboard 
and corrugated cardboard).
For the packaging made up of multiple 
materials which cannot be sorted by the 
consumer, their position in the category 
they belong to has considered the greatest 
percentage of presence considering the 
weight of the article. As far as the pack-
aging made up of several materials that 
can be sorted by the final consumer is con-
cerned, the quantities calculated in two or 
more categories are attributed, according 
to the material.

With reference to the purchases of packag-
ing, in Italy and in Brazil a total increase 
respectively of 11% and 41% compared 
to the quantity of materials purchased and 
used in 2018 was recorded. This is main-
ly due to an increase in production with 

respect to the previous year. The data rel-
ative to Mexico, on the other hand, have 
dropped, recording a reduction in the use 
of plastic and paper equal to 36% and 
44%.

PACKAGING 

*The data refer to the plants in Italy, Mexico and Brazil.

5  Primary and secondary packaging, for the packaging, and the packaging used for transport. The calculation 

excludes the articles considered as Accessories or Complementary Elements, such as spatulas for the use of 

creams, beauty masks, and pochettes. Wooden Pallets, used on several occasions as a means for the inter-

exchange of finished products both between the production plants and between warehouses and the final clients 

have also been excluded from the calculation.
6 FSC certified paper guarantees the origin from forests and from a supply chain that are managed responsibly.

  2019    2018*
MATERIAL Total weight Of which  Of which % of RECYCLED Total weight Of which  Of which 
in tons  material from  from FSC6 MATERIAL  material from from FSC
   RENEWABLE SOURCES SOURCES   used  RENEWABLE SOURCES  SOURCES 
Plastic 3.042,80 - -  2.799,60 - -
Glass 111,05 - -  95,37 - -
Aluminium 562,22 - -  422,02 - -
Paper – Cardboard 1.851,87 492,50 158,65 27% 2.015,33 160,00 16,60*
Corrugated cardboard 1.738,12 403,32 - 23% 1.567,94 - -
TOTAL 7.306,06 895,82 158,65  6.900,24 160,00 16,60
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In 2019 ALFAPARF GROUP attended speci-
fic meetings on sustainability, organized by 
Cosmetica Italia. In addition, in the area of 
packaging, the Group “APGreen” project 
was confirmed, which has the objective of 
gradually introducing recycled material into 
the main categories of packaging that the 
Group handles at global level to meet the 
increasingly specific demands both by cu-
stomers and by final consumers.

In particular, the “APGreen” project will 
allow exploring and evaluating different 
aspects and multiple macro-areas, inclu-
ding:
• Plastics: the areas technologically active 
in plastic recycling will be evaluated and 
the most suitable types of plastic will be hi-
ghlighted, in terms of real usability, including 
depending on the European legislation on 
cosmetics and food.
 • Aluminum: part of the aluminum used for 
the production of tubes will no longer come 
from mineral resources but from an industrial 
recycling process, i.e. produced from the 
regeneration of industrial waste.
• Paper/cardboard: paper and cardboard 
from recycling will gradually be substituted; 
while in the case of virgin material, FSC cer-
tified material will be used.

TONS OF MATERIAL FOR PACKAGING BY  GEOGRAPHIC AREA (2019)

 Italy
 Mexico
 Brazil
 Argentina

Plastic

 871
 726

 1361
 85

Glass

 102
 -
 9
 -

Aluminium

 185
 146

 211
 20

Paper/cardboard

 818
 483

 500
 51

Corrugated cardboard

 695
 391

 611
 41
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The characteristics of product safety are 
guaranteed in two ways:
• The respect of the limits of the law pub-
lished in European legislation with respect 
to the use of raw materials;
• The verification, carried out by two ex-
ternal firms, independent from one anoth-
er, specialized in cosmetic product safety 
(toxicology), of the formula on which the 
product to be made is based. 
All the categories of products and services 
developed and sold by ALFAPARF GROUP 
are subjected, before being put on to the 
market, to an assessment of the potential 
impacts on health and safety, ensuring 
that the product is safe in the normal and 
reasonably foreseeable conditions of use, 
shown through the warnings and directions 
for use.
In particular, the European Regulation in-
cludes two main tests to guarantee the safe-
ty of the cosmetic product:
• patch test (skin compatibility test)
• challenge test (test of resistance of the 
preservative system)

SAFETY AND CONFORMITY

In 2019 there were no cases that entailed 
a penalty or warning relative to the impacts 
on health and safety of the products and 
services offered. One episode however, of 
a product was recorded that did not com-
pletely reflect the characteristics with which 
it has been developed and on which ac-
tion was immediately taken. 
The product in question was a batch of liq-
uid coloring product, inside of which small 
crystals of a recrystallized raw material 
formed, due to an unexpected deviation 
of the production method. At a distance 
of months, or even years, these crystals 
remained in the product, presenting un-
wanted and undesirable pointed facets. 
The batch was withdrawn and replaced by 
compliant goods.

The information presented on the pack-
aging is, in most cases, laid down by the 
European Regulation: it comprises, by way 
of example, the name of the product, the 
warnings if required and the directions for 
use. Depending on the marketing claims, 
the presence of particular ingredients, for 
example the presence of ECOCERT certi-
fied materials or ingredients of natural ori-
gin, is declared, for some brands and on 
the basis of specific documentation provid-
ed by the supplier.

ANIMAL TESTING

ALFAPARF GROUP, in line with the provi-
sions of European legislation, in making its 
products, does not carry out or commission 
tests on animals, except where compulso-
rily requested by the local legislation (for 
example China) for the import of products 
to its market. 
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L’orientamento all’innovazione fa parte dell’i-
dentità di ALFAPARF GROUP ed è un motivo 
conduttore della sua storia. Lavorare accanto 
agli operatori professionali e girare il mondo 
ha permesso di sviluppare una capacità non 
comune di cogliere in tempo le tendenze 
della domanda e convogliarle nella ricerca. 
Sono nati così un gran numero di prodotti 
e soluzioni che, negli anni, si sono affermati 
in Italia e all’estero diventando un punto di 
riferimento per acconciatori e professionisti 
dell’estetica.

La ricerca di ALFAPARF GROUP è condotta 
principalmente nel laboratorio di Osio Sotto 
(Bergamo) dove si valutano e selezionano le 
materie prime, si studiano le formule dei pro-
dotti, si compiono test attraverso un centro 
tecnico per l’Hair Care e un centro pilota per 
lo Skin Care. Laboratori di ricerca si trovano 
anche all’estero (Brasile e Messico) dove negli 
anni recenti la ricerca è stata intensificata con-
tribuendo in misura rilevante all’innovazione. 

Gli investimenti in ricerca e innovazione 
sono cresciuti nel tempo, rendendo possibile 
un’estensione dell’attività e il potenziamento 
dell’organico che ora supera i cinquanta ad-
detti, tutti profili di elevato livello di profes-
sionalità ed esperienza.

Nel 2018 la ricerca è stata sviluppata su più 
fronti. Il completamento di attività avviate 
nell’anno precedente ha portato al lancio di 
prodotti, per esempio nella colorazione del 
capello, e sono proseguite delle attività, come 
quelle inerenti ai prodotti naturali, che porte-
ranno a nuovi prodotti nel 2019 e nel 2020.

È un lavoro complesso quello dei ricercatori, 
chiamati a trovare un punto di equilibrio tra 
le molteplici esigenze espresse dal mercato: 
la ricerca continua di novità, il miglioramen-
to delle performance, l’alta qualità degli in-
gredienti, esprimendo una forte sensibilità 
verso tutto ciò che è naturale. Esigenze che 
vanno poi tradotte nella fattibilità industriale 
e in una comunicazione bilanciata.

Tra i principali risultati dell’anno, occorre segnala-
re, nell’area della colorazione del capello, il lancio 
delle colorazioni temporanee termo-cromiche 
che si modificano in funzione della temperatura. 

Nell’Hair Care si evidenzia il trattamento 
intensivo Miracle Shot, una maschera ultra 
concentrata di agenti condizionanti che ga-
rantiscono lucentezza, idratazione e nutri-
menti in un minuto, con risultati visibili fini 
dalla prima applicazione. L’uso di materie 
prime di ultima generazione, per esempio i 
siliconi funzionalizzati, ha reso possibile lo 
sviluppo di un prodotto efficace in termini di 
idratazione, lucentezza e nutrimento che non 
appesantisce il capello ed evita di doverlo la-
vare il giorno successivo all’applicazione. 

Nello Skin Care, l’attività dei ricercatori ha 
portato nel 2018 alla prima linea che, grazie 
ad attivi innovativi, agisce sugli enzimi en-
dogeni della pelle, permettendo di trattare 
in modo localizzato e specifico ogni tipo di 
ruga. Il risultato è un trattamento di filler 
professionale che incrementa la compattez-
za della pelle, cancella i segni del tempo e 
dona più espressività al viso.

Un costante orientamento all’innovazione

La ricerca
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RESEARCH AND DEVELOPMENT

For ALFAPARF GROUP there are two driving 
forces of change and innovation:
• the resolute wishes of the company to 
grow;
• the constant search for new products, cos-
metic forms and effects, which can leave a 
mark with great enthusiasm, on a constantly 
changing market.

The product development projects are nec-
essary to continue carrying on research 
into ingredients and methodologies or ap-
proaches to the cosmetic, which can make 
the difference in the short and long term, 
bringing brand awareness, visibility and 
therefore opening important new commer-
cial doors.  

INNOVATION AND MARKETING
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For the cosmetic products, the ALFAPARF 
GROUP approach is to create innovative 
and high-performing products of quality. 
Innovation is also an essential instrument 
for the development of the business and 
commercial negotiations with new Private 
Label customers; in the history of ALFAPARF 
GROUP these have been a powerful driver 
of growth and improvement: they come to 
us knowing that they will find a partner with 
whom they can grow over time and who 
can accompany them on an international 
journey. The world of aesthetic cosmetics 
is perhaps even more dynamic than that 
of hair and requires continuous innovation, 
where past lines are replaced by more per-
forming products more aligned with the de-
mands and the problems of the consumer.
In 2019 the calculation of the Natural In-
dex, according to standard ISO 16128, 
was adopted, for the calculation of the per-
centage of natural ingredients in ALFAPARF 
GROUP products. This decision well espous-
es the philosophy of product development 
of the organization and will soon become 
a consolidated choice; similarly, the trend 
of vegan products, which is a very popular 
topic and in line with many of the products 
under development.
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MAIN LAUNCHES 
 AND MARKETING ACTIVITIES

2019 was a year full of launches with a 
high content of innovation but also of tech-
nology. The main launches and marketing 
activities of the year are shown below.

HAIR CARE

• ALFAPARF MILANO
In 2019, a great deal of work was done 
on the new Brand Identity of ALFAPARF MI-
LANO. The objective was to rationalize the 
values of the brand and define a clear, cred-
ible and distinctive brand identity significant 
for the clientele.
The output was a Brand Manual, complet-
ed with Communication Guidelines, for all 
the new global and local projects, i.e. in-
struments for the creation of a coherent and 
consistent identity, in order both to consol-
idate the leadership of the Group with the 
current customers, to be more attractive in 
the eyes of high end prospective customers 
but also to increase brand awareness with 
the customers of salons.
The new brand identity presents ALFAPARF 
MILANO as the partner in beauty who be-

lieves in beauty as a source of pleasure, be-
cause only this way can it help better face 
up to the other challenges of life. It offers 
affordable services and effective products to 
try and make the life of professionals easier 
and, why not, pleasurable, working so that 
people feel more self-confident and have the 
courage to express themselves really as they 
want to, according to the principles of the 
brand’s philosophy: Italian Dynamism, Inno-
vation, Openness to diversity.
2019 was also a year of product innova-
tions for ALFAPARF MILANO, in particular 
with the launch of a series of special colors, 
in the Evolution of the Color line, I colori di 
Leonardo, on the occasion of the celebra-
tion of the five hundredth anniversary of the 
death of Leonardo da Vinci. It is innovation 
in its purest state: deep iridescent shades 
which change with the light thanks to the 
third highlight. The launch of the line was 
also accompanied by a communication 
campaign #alfaparfpeopledreamlikeLeon-
ardo.
The second important innovation for AL-
FAPARF MILANO concerns treatments for the 
skin with the launch of Semi di Lino Scalp, a 
wide range to renew, rebalance and relieve 
the scalp and leave hair luminous and look-

ing healthy. The launch introduces, for Hair 
Care, a new frontier of scientific research, 
thanks to the exclusive Microbiotic System 
technology, a blend of probiotics and preb-
iotics which allow the balance and extra 
protection of the scalp.
Lastly, in 2019 the vegan policy of the 
Group was updated and circulated, at 
the same time as the launch of two new 
ALFAPARF MILANO lines, Curl Design and 
Semi di Lino Volume which can boast of for-
mulas without ingredients of animal origin or 
derivation.

• YELLOW

In 2019 the product portfolio in the treat-
ment area was completed with the launch of 
no fewer than three new lines, Repair, Silver 
and Easy Long.
In particular, Easy Long is an exclusive line 
that allows accelerating the growth of hair 
with respect to its natural growth thanks to 
an advanced technology that uses a mi-
croalgae from the Sea of Tahiti. After it has 
been taken from the sea, the algae is re-
produced in protected environments through 
renewable sources. Cultivation takes place 
in total respect of the ecosystem and far from 
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polluting agents which can be found in the 
sea, thus guaranteeing a pure final product.

SKIN CARE

• DIBI MILANO
The main launch in 2019 was The Gold, a 
line with a multi-corrective action with unique 
and precious formulations, rich in Pure Gold, 
for a splendid and glowing skin, Bioconju-
gated Gold, with regenerating properties 
for compact and radiant skin and Peptide 
no. 34, a stimulant of the coenzyme Q10, 
to protect and repair the skin’s cells.
The heart of the professional treatment, rec-
ommended for all skins and at all ages, 
is the  24 carat gold Maschera fogli lam-
ina, perfect to reactivate and regenerate 
the epidermis; while the home treatment is  
Crema Oro di Giovinezza,  a “hyper-soin” 
enhanced with particles of Pure Gold, to 
reduce and fight the appearance of signs 
of time and Maschera Oro di Giovinezza, 
which gives skin strength and youthfulness.

TECHNOLOGY 

• APG TECH
In February 2019, APG TECH launched the 
new body apparatus Shapinpulse, a highly 
advanced laser that represents innovative 
technology for body shaping, thanks to a 
treatment with a strong action but gentle on 
the skin, with short treatment protocols.
To promote the launch of Shapinpulse, a 
surprise event was organized for the whole 
sales organization, in an original and par-
ticularly appreciated location, the racing 
department of a well-known motorbike man-
ufacturer, to emphasize the link with high 
technology and the speed of innovation with 
which  ALFAPARF GROUP has always stood 
out in the offer of advanced machinery.  
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PREMI E RICONOSCIMENTI

ALFAPARF GROUP rientra tra le 31 azien-
de che hanno ottenuto, nel corso del 2018, 
il premio Deloitte Best Managed Companies 
Awards, riconoscimento attribuito alle im-
prese che hanno dimostrato di eccellere nella 
capacità organizzativa, nella strategia e nella 
performance.
Anche nel 2018,  per il terzo consecutivo  
ALFAPARF GROUP è tra le prime 100 più 
grandi produttori cosmetici del mondo, se-
condo la classifica stilata ogni anno dal ma-
gazine on-line Women’s Wear Daily, una delle 
fonti di informazione più autorevoli del setto-
re. Nel ranking 2018, ALFAPARF GROUP è una 
delle tre aziende a capitale italiano presenti, 
l’unica tra quelle che si rivolgono al segmento 
professionale.

ALFAPARF GROUP • Bilancio di Sostenibilità 2019

TRAINING 

As far as the Hair Care Business Unit is 
concerned, training concerns raw materials, 
technique (color, cutting, shape and treat-
ment), the personalization of the service and 
management.
In 2019, 350 days of training for hairdress-
ers were held in Italy, concerning almost 
1,700 customers (+ 42% compared to the 
previous year); while for foreign customers 
(Eurasia), 20 stylistic events were organized 
throughout the area and 15 specialization 
courses (academies) were held in Italy. The 
training support given to distributors is also 
to be mentioned, with over 250 activities by 
the technical team.
To ensure the quality of information, in 
2019, the first level of Global Certification 
of training technicians was also completed, 
a multi-step path which started in 2018.

Each launch is supported by a series of ini-
tiatives for the sales force and for customers 
for the Skin care Business Unit as well: from 
the technical training at the Academy in Ber-
gamo to itinerant days of presentation and 
training which reach over 800 beauticians 
every year. 
In addition, twice a year, weekends of infor-
mation-training are held in attractive tourist 
spots, to offer customers opportunities for 
professional growth together with leisure 
and relaxation and strengthen the compa-
ny-customer relationship. 
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Per ALFAPARF GROUP un’azienda è sostenibi-
le quando il business trova il giusto equilibrio 
sia con il Pianeta (l’ambiente circostante), sia 
con le Persone (il contesto sociale in cui essa 
si trova) e per far ciò l’organizzazione ha adot-
tato un approccio alla sostenibilità ambienta-
le basato sui seguenti obiettivi strategici:

 prevenire, controllare e ridurre l’impatto 
ambientale definendo obiettivi aziendali 
concreti e misurabili

 aumentare la consapevolezza ambientale di 
tutto il personale

L’organizzazione ha posto in essere una serie 
di attività e iniziative, tra cui:

 implementazione di un sistema di indicato-
ri di performance relativi al consumo delle 
risorse del territorio

 attivazione di progetti di ottimizzazione ed 
efficientamento per migliorare l’impatto 

ambientale 
 iniziative che puntano ad aumentare l’in-
clusione all’interno della comunità locale*

Sostenibilità ambientale

* Maggiori informazioni in merito sono riportate 
nel capitolo “Sostenibilità sociale: la comunità”

L’APPROCCIO 

Environmental sustainability

For ALFAPARF GROUP, a company is sus-
tainable when the business finds the right 
balance both with the surrounding environ-
ment and with the context and the social 
fabric in which it operates. To guarantee 
this balance, the organization has adopted 
an approach to environmental sustainability 
based on two strategic goals:
• Preventing, controlling and reducing the 
environmental impact, defining concrete 
and measurable corporate objectives
• Increasing the environmental awareness 
of all the personnel
and implementing a series of activities and 
initiatives, including:
• The implementation of a system of perfor-
mance indicators relative to the consumption 
of the local resources
• The activation of projects of optimization 
and increasing efficiency to improve the en-
vironmental impact 
• Initiatives that aim to increase inclusion in 
the local community7.

THE APPROACH 

7 Greater information on this is shown in the chapter 

“Social sustainability: the community”.
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In 2019 ALFAPARF GROUP consumed a to-
tal of 45,039 GJ of energy; in particular the 
following were consumed:
- 5,540,799 kWh of electricity, of which 
more than 30% from renewable sources;
- 379,156 Sm3 of natural gas and 
358,184 liters of LPG for heating, a reduc-
tion compared to the 2018 figure.
On the other hand, as far as corporate mo-
bility is concerned8, in 2019 202,893 liters 
of diesel fuel, 239,201 liters of petrol and 
2,020 Sm3 of LPG were consumed.
The Group’s attention to energy efficiency 
has always been a key element, which is 
constantly monitored through measuring the 
Performance Indicators (KPIs) discussed pe-
riodically and made public to all the per-
sonnel. 

ENERGY CONSUMPTION

8 Mobility using the corporate fleet.

0,1%
LPG for corporate fleet

16%
Diesel fuel for corporate fleet

17%
Petrol – for the corporate fleet

44%
Electricity

3%
Natural gas – for heating

19%
LPG for heating

In particular, a specific KPI has been estab-
lished which monitors the energy consump-
tion (in kW) in relation to the kilogram of 
product: in 2019, the Italian branch con-
sumed 0.22 kW for every kilogram of prod-
uct, 15% less than in 2018, thanks to great-
er efficiency in production.
As the Italian branch comes within the area 
of application of Legislative Decree no. 
102/2014, in 2019 a second energy 
diagnosis was carried out, with the aim of 
identifying a virtuous path, in terms of effi-
ciency actions, such as to reduce energy 
requirements and create the presuppositions 
for greater sustainability and product com-
petitiveness.

ENERGY CONSUMPTION 2019
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Given the nature of the business and the attention given to environmental protection, the 
consumption and the consequent production of greenhouse gases are constantly monitored.
In particular, in 2019 the branches, which are the object of reporting, emitted into the at-
mosphere a total of 3,754 tons of CO2 equivalent, divided as follows:

EMISSIONS

TONS OF CO2 EQUIVALENT 2019 2018
SCOPE 1 Direct emissions, produced by fuels 
for heating and for the corporate fleet 2,373 1,461  
SCOPE 2 Indirect emissions from energy consumption, 
associated with the use of electricity and district heating 1,381 1,214   
TOTAL 3,754 2,675

IALFAPARF GROUP • Bilancio di sostenibilità 2018

Bilancio di sostenibilità

2018

At none of the points of emission of the plants were the limits set by the respective authori-
zations exceeded, thanks also to the internal monitoring and the control of processes that 
allowed obtaining high standards of performance. 
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0,1%
LPG for corporate fleet

14%
Diesel fuel – for corporate fleet

14%
Petrol – for corporate fleet

37%
Electricity

21%
Natural gas – for heating

15%
LPG – for heating

EMISSIONS  2019 2019 EMISSIONS BY SCOPE AND BRANCHES (Tons of CO2e)

  Scope 1  Scope 2 Manufacturing branches 
Italy

 1.014
 781

Argentina

 99
 137

Brazil

 142
0

Mexico

 975
 455

Commercial branches 
Spain

 13
 8

Portugal

 130
 0,2
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In 2019 the commercial and manufacturing 
branches9, the object of reporting, withdrew 
a total of about 80.4 thousand liters of wa-
ter exclusively from the mains water supply. 
In particular, the 3 manufacturing plants con-
sidered withdrew and consumed a total of 
about 80,200 liters of water, 2.8% more 
than in 2018.
For the Group, the responsible use of water 
during the production process is fundamen-
tally important as washing the tanks, con-
taining the dyes, has a dual environmental 
impact deriving from the high consumption 
of water and the consequent production of 
industrial waste water to be disposed of.
For this reason, at the Italian branch, the 
water used, like the electricity, is the object 
of an ad hoc performance indicator, aimed 
at monitoring the consumption of water, and 
the equivalent production of waste, in rela-
tion to the quantity of bulk produced in the 
month. 

WATER CONSUMPTION 

In 2019, for each ton of bulk produced, the 
water consumed went from 4 to 3.78 tons, 
recording a reduction of 5.5%; while 0.89 
tons of industrial waste water were dispo-
sed of, 9% less than the previous year, also 
thanks to the initiatives of optimizations con-
cluded during the year.

9 The data consider only the plants in Italy, Mexico and Brazil.

During the year, a total of 25,161 tons of 
waste were produced, of which 23,457 
tons of hazardous waste and 1,703 tons of 
non-hazardous waste.
As far as the waste water is concerned, in 
2019 about 29,645m3 were channeled 
directly into the sewers. The water dischar-
ged has mainly been used for non-industrial 
purposes with only a part consisting of elua-
te derived from reverse osmosis processes. 
This last type falls within the limits imposed 
by the legislation currently in force, with 
a concentration of chemicals below the 
threshold, allowing the organization not to 
classify this waste as industrial waste.

WASTE 

At the Mexican manufacturing branch, 
10,170 m3 of water from a chemical pro-
cess were given to a specialized vector.
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  2019    2018
Waste divided per
method of   Hazardous  Non-hazardous   Hazardous  Non-hazardous
disposal and type waste (tons) waste (tons) Total (tons) waste (tons) waste (tons) Total (tons)
Recycling 0,1 681 681 1 419 420
Re-use 0,2 70 70   
Recovery, including 
recovered energy 532 222 754 164  164
Incineration 96 - 96 47 24 72
Deep well injection 11 - 11 79  79
Landfill 8 690 698 7 438 444
Waste water* 22.810 40 22.850 21.393  21.393
TOTALE 23.457 1.703 25.160 21.690 881 22.571

* The industrial waste water is given to a specialized operator for correct disposal.
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As for 2018, the greatest impact comes 
from the disposal of hazardous industrial 
waste water, coming from the washing and 
sanitization of the tanks, which represents 
about 91% of the total waste produced. 

2%
Industrial waste water 

97,24%
Industrial waste water

4%
Reuse 

40%
Recycling 

13%
Recovery, including recovered energy

0,03%
Landfill

0,05%
Deep well injection

41%
Landfill

0,41%
Incineration

2,27%
Recovery, 
including 
recovered 
energy

NON-HAZARDOUS WASTE 2019 BY TYPE OF DISPOSAL HAZARDOUS WASTE 2019 BY TYPE OF DISPOSAL

In order to reduce the production of waste 
water, in 2019 a number of projects were 
carried out which will allow reducing this 
item.
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In 2019, at the Italian branch, some 
projects were completed which combine the 
dual aim of improving the efficiency of the 
production processes and, at the same time, 
considerably reducing the consumption of 
some energy vectors, in particular:

INITIATIVES OF OPTIMIZATION AND INCREASING EFFICIENCY 

TERMOSTATIC MIXERS

The new and innovative system allows car-
rying out the cooling operations of the 21 
mixers through the recovery of water in “a 
closed cycle”. In essence, at the end of the 
cycle of use, the reheated return water is 
put back into a basin of containment and 
taken again to then be cooled and made 
available for the subsequent cooling cycle. 
By doing this, the same water is used for 
several cycles, avoiding pouring into the 
public purification system considerable vo-
lumes of water to be treated. In addition, 
the residual cooling energy produced by the 
cooling plants, instead of being dispersed 
is recovered and used for climate control in 
the production areas with the support of air 
treatment units and the utilities supporting this 
plant (Chiller and UTA) are of high energy 
efficiency. The action therefore contributes 
to improving the well-being of the operators 
during their work. 

STORAGE OF DYES IN SACKS

A new way of storing dyes has been imple-
mented, using disposable aluminum sacks, 
sealed and inertized with nitrogen which al-
lows increasing flexibility during production, 
for better exploitation of the mixers, longer 
storage times, less waste of product and 
also obtaining a very important environmen-
tal result of drastically reducing washing the 
steel containers, previously used to hold the 
bulk product.

STORAGE OF BULK COSMETICS 
IN PALLECON

The new system consists of stocking the 
liquid and semi-dense bulk products in ste-
rile polythene sacks, which are placed in 
foldable 1,000-liter containers, to be con-
nected to the line for filling the finished pro-
duct. This way avoids using the containers 
previously used, which necessarily had to 
be washed and sterilized after each use.  
In addition, the new containers, occupying 
less space, after being folded, can be sto-
red in the warehouse in larger quantities 
and be easily moved.

The above actions have generated a re-
duction in the use of water for the production 
process of 8% compared to 2018.
In the second half of 2020, the Italian plant 
will start out on the journey to building up 
the Environmental Management System ac-
cording to UNI EN ISO 14001:2015, with 
the aim of obtaining environmental certifica-
tion in 2021.
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Social sustainability: people

For ALFAPARF GROUP people are an es-
sential and fundamental element to create 
sustainable value over time. It is thanks to 
the dedication and professionalism of each 
employee that the corporate objectives can 
be reached.

The model of personnel development is 
based on widespread leadership, with the 
management strongly involved in develop-
ing their people. Professional development 
is supported through paths of growth in 
which training and internal mobility activi-
ties (changes of role, of corporate function 
or area) are combined with systematic oc-
casions of evaluation – of performances, of 
potential, of experience and of know-how 
– which contribute to determining the indi-
vidual contribution to attaining the corporate 
objectives, to monitoring the progress ma-
tured over time and outlining the areas of 
improvement on which to act.

THE APPROACH



56 ALFAPARF GROUP • Report on Sustainability 2019

On 31st December 2019, the personnel 
of the 5 manufacturing branches and the 2 
commercial branches of ALFAPARF GROUP, 
the object of reporting, comprised 1,685 
employees, of whom  about 98% are per-
sonnel in the 5 manufacturing plants (Italy, 
Argentina, Brazil, Mexico and Venezuela), 
while 2% are relative to the 2 commercial 
branches (Spain and Portugal). 
Almost all of the employees have an 
open-ended and full-time employment con-
tract. Only 1% of the employees, mainly 
women, are employed with a part-time con-
tract, in line with the 2018 figure. 
Considering the nature of the business and 
the sector in which the Group operates, the 

COMPOSITION OF PERSONNEL

 2019   2018
 Women Men Total Women Men Total
Open-ended 828 842 1.670 777 804 1.581
Temporary 9 6 15 3 5 8
TOTAL 837 848 1.685 780 809 1.589

Full-time 814 847 1661 764 808 1.572
Part-time 23 1 24 16 1 17
TOTAL 837 848 1.685 780 809 1.58

EMPLOYEES BY TYPE OF CONTRACT 

employees are consistent as far as the diver-
sity of gender is concerned, with a female 
presence which exceeds 49.5% of the total.
All the employees of the Group are covered 
by a National Contract, disciplined by the 
individual local legislations. In Italy, four 
types of contract are applied to the employ-
ees, depending on the tasks carried out and 
their salary level:
• National Employment Contract for Indus-
trial Executives         
• National Employment Contract for Execu-
tives in the Tertiary Sector
• National Employment Contract for the Ter-
tiary Sector
• National Employment Contract for the 
Chemical and Pharmaceutical Sector

To sell its products, ALFAPARF GROUP ben-
efits from a close-knit distribution network 
made up of exclusive agents: in 2019, the 
Italian branch had 177 agents (42 wom-
en and 135 men), a slight increase with 
respect to 2018; the Brazilian branch has 
247 collaborators (154 women and 93 
men), almost 30% more than the previous 
year; while in the Spanish commercial 
branch, the sales force mainly consists of 14 
agents (5 women and 9 men).  
The agent representatives, who work at the 
branches in Argentina, Mexico, Venezuela 
and Portugal, are, on the other hand, direct-
ly included in the category of employees, as 
according to the legislation in force in the 
aforementioned countries. 
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2019 PERSONNEL DIVIDED BY GENDER AND BRANCH 

  Women  MenManufacturing branches
Mexico

 245
 229

Italy

 199
 231

Brazil

 288
 245

Argentina

 43
 89

Venezuela

 48
 28

Commercial branches
Spain

 7
 10

Portugal

 7
 16

40 EMPLOYEES

35%WOMEN

65%MEN

COMMERCIAL BRANCHES

1.645 EMPLOYEES 

50%WOMEN

50%MEN

MANUFACTURING BRANCHES
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TURNOVER  

2019 Women    Men  
 <age 30 30-50  >50  Total <age 30 30-50  >50  Total TOTALE
Number of employees 191 549 97 837 201 505 142 848 1.685
Number of hires 87 127 16 230 99 136 33 268 498
Number of terminations 52 112 23 187 69 138 40 247 434

Rate of new hires 46% 23% 16% 27% 49% 27% 23% 32% 30%
Rate of terminations 27% 20% 24% 22% 34% 27% 28% 29% 26%

HIRES AND TERMINATIONS IN 2019 BY GENDER

  Entered  ExitedWomen
< age 30

 87
 52

30-50

 127
 112

>50

 16
 23

Men
< age 30

 99
 69

30-5

 136
 138

>50

 33
 40

In 2019, in the branches which are the ob-
ject of reporting, a total of 498 new resourc-
es (230 women and 268 men) were hired. 
The highest rate of new hires is recorded in 
the personnel under 30; in addition, 46% of 
the hires which took place during the year 
were women; of these, almost 40% are un-
der 30.

Apprenticeship is the form mainly used for 
hiring young people: each new hire has a 
personal tutor who accompanies them in a 
program of insertion for the whole of the trial 
period and afterwards as well. By alternat-
ing training in the classroom with specific 
support on the job, the new hire acquires 
the training necessary to carry out their role 
in the company.
In relation to terminations, in 2019, 434 
employees left the organization, 43% of 
whom were female, of whom 28% were 
employees under 30.
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For ALFAPARF GROUP “diversity” means 
understanding, recognizing and promoting 
differences and for this, is committed to at-
tracting and developing talent, regardless 
of every element of diversity, encouraging 
whoever is part of the Group to express their 
potential to the maximum.
The Group has adopted a Code of Ethics, 
which is an integral part of the Organization-
al Model, to provide precise guidelines of 
behavior which allow promoting a corporate 
culture characterized by values of integrity 
and responsibility, which are proper to the 
Group’s mission. 

DIVERSITY AND EQUAL OPPORTUNITY

The organization identifies the respect of the 
requisites of social responsibility as one of 
the success factors of its business, promoting, 
amongst others, the following principles:
• No discrimination;
• Creating a working environment in which 
personal characteristics and orientations can-
not give rise to discrimination;
• Guaranteeing equal opportunities in all as-
pects of professional life.

 2019   2018
 Women Men Total Women Men Total
Executives 6 40 46 8 39 47
Middle managers 54 100 154 55 96 151
White-collar 555 477 1,032 458 438 896
Blue-collar 222 231 453 259 236 495
Total 837 848 1,685 780 809 1,589
Percentage 50% 50% 100% 49% 51% 100%

EMPLOYEES BY GENDER AND SALARY LEVEL

At the Italian branch, in the event that an 
employee believes they have been the victim 
of such conduct, they can make a report to 
a special board made up of the Director of 
Human Resources, the Director of the Legal 
area and one of the members of the Board 
of Directors. The board will handle the report 
with the greatest confidentiality, verifying the 
grounds and adopting, if necessary, the op-
portune measures.
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s far as the composition of the personnel by 
salary level is concerned, more than 60% of 
the labor force come under the category of 
white-collars, followed by the category of 
blue-collars, who represent about 27% of the 
employees of the Group.
7% of the women hold senior positions (Exec-
utives, Middle Managers); while more than 
half of the female personnel (about 66%) 
come within the category of white-collars.

EMPLOYEES IN 2019 DIVIDED BY GENDER AND SALARY LEVEL

  Women  Men
White collars

 54%
 46%

Blue collars

 49%
 51%

Middle Managers

 35%
 65%

Executives

 13%
 87%
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EMPLOYEES BY CATEGORY OF EMPLOYMENT AND AGE GROUP

 2019    2018
 < age 30  30-50 >50 Total < age 30 30-50 > 50  Total
Executives - 30 16 46  -     33   14   47 
Middle managers 8 116 30 154  9   115   27   151 
Blue-collar 281 626 125 1,032  245   541   110   896 
White-collar 103 282 68 453  107   318   70   495 
Total 392 1,054 239 1,685  361   1,007   221   1,589 
Percentage 23% 63% 14% 100% 23% 63% 14% 100%

ALFAPARF GROUP is a young Group, which 
focuses very much on talent, and this is also 
shown by the fact that more than 85% of 
the personnel, in the different manufacturing 
and commercial branches, are under the 
age of 50.
As the Italian parent company falls under 
the scope of the application of Law 68/99 
(Legislation for the right to work of the dis-
abled), at the plant there are 12 employ-
ees (5 men and 7 women), of whom 1 is a 
middle manager, 5 are white-collars and 6 
blue-collars, belonging to the so-called “pro-
tected categories”.

EMPLOYEES IN 2019 BY SALARY LEVEL AND AGE GROUP

  <30 years   30-50 years  >50 years
Blue Collars

 23%
 62%

 15%

White Collars

 27%
 61%

 12%

Executives

 65%
 35%

Middle Managers

 5%
 75%

 20%
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REMUNERATION AND WELFARE

ALFAPARF GROUP offers, in full respect of 
gender equality, remuneration in line with 
the market, benefits and additional incentive 
systems aimed both at improving the quality 
of life of the people and promoting, on a 
meritocratic basis, performance and the at-
tainment of specific objectives.
All employees are guaranteed the benefits 
according to the National Employment Con-
tract and, if existing, those according to the 
different Supplementary Contracts applied, 
including (by way of example):
• Life insurance;
• Health care;
• Parental leave;
• Supplementary pension provisions.

The main initiative to foster the life-work bal-
ance are:
• Flexibility of working hours and measures 
in support of parenthood such as, for exam-
ple, part-time, which concerns most new 
mothers;
• Reduction of working hours for the facto-
ry personnel equal to 2.5 paid hours per 
week;
• Result bonus paid to factory personnel;
• Free access to the canteen for those who 
wish to use it;
• Guided tours of the company for the fami-
lies of employees;
• Help for employees in economic difficulty.

HUMAN RIGHTS

In ALFAPARF GROUP, the training on human 
rights has the aim of promoting knowledge 
of the legislation as per Legislative Decree 
231 and of providing an exhaustive picture 
of the same, of the contents and the princi-
ples on which the Model and the relative 
Code of Ethics are based; the activity has 
the aim of promoting the respect of the rights 
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ATTIVITÀ DI RICERCA  
E SVILUPPO
Per ALFAPARF GROUP sono due le forze tra-
scinanti del cambiamento e dell’innovazione:

 la prima è rappresentata dalla ferma vo-
lontà aziendale nel voler crescere;

 la seconda, in un mercato che è in continuo 
cambiamento, è una costante ricerca di 
nuovi prodotti, forme ed effetti cosmetici, 
che possano lasciare il segno con grande 
entusiasmo.

I progetti di sviluppo prodotto si rendono 
necessari per continuare a portarsi avanti 
nella ricerca di ingredienti e metodologie o 
approcci al cosmetico, che possano fare la 
differenza nel breve e nel lungo periodo, por-
tando notorietà, visibilità e quindi aprendo 
porte commerciali importanti.  

L’innovazione è uno strumento essenziale 
allo sviluppo del business e delle trattative 
commerciali con nuovi clienti Private Label; 
quest’ultimi sono stati nella storia di ALFA-
PARF GROUP un potente motore di crescita 
e di miglioramento: essi si avvicinano sapen-
do di trovare un partner con il quale crescere 
nel tempo e che possa accompagnarli in un 
percorso internazionale.

Il mondo della cosmetica estetica forse è 
ancora più dinamico del mondo tricologico 
e richiede continua innovazione che porta 
a sostituire le linee passate con prodotti più 
performanti e più allineati con le richieste e le 
problematiche riscontrate dal consumatore.

Per quanto riguarda i prodotti cosmetici, 
l’approccio del Gruppo è quello di creare 
prodotti innovativi e migliorare costante-
mente le performance del prodotto.

INNOVAZIONE E MARKETING

of the Group’s workers suppliers and part-
ners through:
• Non-discrimination;
• Fair and favorable working conditions;
• Health and safety;
• No tolerance of child labor.
All the employees must know them, observe 
them and respect them, contributing to their 
implementation. 
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In ALFAPARF GROUP, there is the strong con-
viction that the quality of the products is in-
separable from the quality, preparation and 
growth of its resources. This is why multiple 
training and professional development paths 
are offered.

TRAINING

Training is considered an important and un-
deniable investment as it combines the needs 
of corporate growth, with the professional de-
velopment of people: the HR function defines 
the guidelines and the instruments for identi-
fying the training needs and the consequent 
training actions, through the preparation of 
an annual training plan. This plan includes:
• Managerial training, on the development 
of managerial skills and techniques, organi-
zational behavior and leadership;
• Training on legislation and governance, 
relative to detailed study of legislation and 
corporate measures;
• Training of an operative and professional 
technical nature, aimed at gaining skills relat-
ed to the organizational task;
• Training in health and safety, coherent with 
the technical-operational activities and the 
specific obligations according to legislation;
• Language, marketing, commercial and IT 
courses.
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2019
 Women Men
Executives 11 14
Middle Manager 10 10
White-collars 15 15
Blue-collars 162 126
TOTAL 54 45

AVERAGE HOURS OF TRAINING AVERAGE HOURS OF TRAINING IN 2019 BY GENDER AND BRANCH

  Women  MenManufacturing branches
Mexico

 172
 142

Italy

 9
 11

Brazil

 1
 6

Argentina

 5
 7

Venezuela

 4
 11

Commercial branch
Portugal

 18
 23

In addition to being directly provided by 
the Group, the training of personnel is also 
financed through membership of inter-profes-
sional bodies for ongoing training. 
In 2019, the ALFAPARF GROUP employees 
of the 5 manufacturing branches and of the 
commercial branch in Portugal10, the object 
of reporting, were provided with a total of 
82,690 hours of training. Most of these were 
aimed at blue- and white-collars, respectively 
15,365 and 65,167 hours of training. 

10 The data shown do not include the commercial branch in Spain, as the company has not structured an 

internal process that can trace and monitor the data required.
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Safety is at the basis of every action, sharing, 
innovation and performance. Through a path 
of continuous updating, analysis and edu-
cation, ALFAPARF GROUP deals with all the 
types of behavior that can put at risk the safety 
of its people, guaranteeing compliance with 
the obligations on safety in the workplace, 
including through the definition and periodic 
updating of the Risk Assessment Document. 
In addition to the training of the operative 
personnel, for the prevention and reduction 
of risks, the Group pays particular attention to 
raising the awareness of the employees, with 
initiatives on the prevention of risks for health 
and safety in the workplace, including:
• The revision of the procedures relative to 
safety and the emergency plans;
• The installation of semi-automatic defibrilla-
tors in order to fight sudden heart failure, pro-
tecting the health of the workers and guests in 
the company premises.
The project has included the installation of 
2 semi-automatic defibrillators (AED) at the 
head office of the Italian branch and the 
training of 3 employees on basic cardio-res-
piratory support and on defibrillation.

HEALTH AND SAFETY

The health vigilance activity is carried out by 
an external hospital, which operates in com-
pliance with the legislation currently in force 
and in collaboration with external profession-
als and includes the prevention of occupation-
al diseases that workers may contract during 
their activities, due to the prolonged exposure 
to risk factors present in the workplace.

Within the scope of the activities carried 
out by ALFAPARF GROUP, there are no risk 
profiles such as that may cause professional 
pathologies; however, the competent physi-
cian has the task of defining the preventive 
measures and the health protocols for the risk 
profiles connected with particular tasks and 
that of monitoring any damage to the work-
ers’ health; in addition, when stating a work-
er’s fitness for work, the competent physician 
applies, if necessary, limitations and rules to 
prevent possible occupational diseases.

At the manufacturing branches, there were 
24 injuries in 2019, two more than in 2018, 
none of which was fatal. No cases of injuries 
(whether on the way to/from work or in the 
workplace) were recorded in the commercial 
branches that led to an industrial accident.
As far as occupational diseases are con-
cerned, only one case was recorded, of an 
employee in the plant in Argentina.

EMPLOYEES BY CATEGORY OF EMPLOYMENT AND AGE GROUP

Accidents in 2019 Women Men Total Italy Argentina Brazil Mexico Venezuela
In the workplace 1 10 11 2 5 0 2 2
On the way to/from work 3 10 13 4 4 0 4 1

Accidents in 2018 Women Men Total Italy Argentina Brazil Mexico Venezuela
In the workplace 3 9 12 7 2 0 3 0
On the way to/from work 2 8 10 3 1 0 6 0
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Social sustainability: customers

ALFAPARF GROUP is at the service of its 
customers, with the aim of supporting and 
accompanying their growth both in terms of 
turnover and technical and artistic skills. The 
Group is therefore a supplier of professional 
products with high quality standards, but it 
is also a provider of services, training and 
consulting to support its customers.

For the Private Label Business Unit, trade fairs 
represent, without a doubt, one of the main 
meeting points between the company and 
its customers: it is in this context that there is 
a first commercial approach with potential 
customers. Subsequently, dedicated meet-
ings are scheduled at the headquarters with 
the aim of presenting different types of for-
mulas and products that can be customized 
according to the customers’ needs. Moreo-
ver, over the last few years, in addition to the 
traditional physical activity, “virtual” trade 
fair opportunities have developed, in which 
potential customers interested in the distribu-
tion of brands, especially Skin Care, have 
come into contact with the division.

Visibility on the market, besides the trade 
fair channel, comes from belonging to AL-
FAPARF GROUP: know-how and expertise, 

THE APPROACH  

globally recognized, have reached, and 
continue to reach, those customers who are 
looking for an industrial partner with high 
quality standards, able to support produc-
tion capacity at a global level, but above 
all able to develop and produce high per-
formance and quality formulas in compli-
ance with the national and international 
standards, able to support professional ser-
vices in hair and beauty salons and satisfy 
end users with retail products. 

As far as the Professional Hair and Skin 
Business Unit is concerned, the continuous 
relationship with the clientele is managed by 
a network of salespeople or direct exclusive 
agents and a network of distributors with a 
sales force for salons, beauty salons, stores, 
distribution centers and perfumeries. A com-
mercial structure with Sales Managers and 
Heads of Sector complements the organiza-
tion of this customer contact team. 

Moreover, in order to interact better and 
with a greater number of customers and 
professional prospective clients, ALFAPARF 
GROUP makes available online, both on 
social networks and on its own platforms, 
an increasingly important part of its training 
content: the “live” initiatives on Facebook 
and Instagram effectively allow multiplying 
the points of contact with customers, in addi-
tion to the historical contact represented by 
the agent, seller or distributor.

For the Hair Retail Business Unit, besides 
trade fairs, which are a possible meeting 
point with customers, the sales activity is first 
of all performed through the definition of the 
target of potential new customers, defined 
according to how the positions of the cus-
tomers’ offer and those of the brands offered 
correspond. Matching supply and demand 
normally takes place through a market anal-
ysis and a selection of retailer channels/cus-
tomers, and then proceeds with a direct con-
tact aimed at proposing products for retail. 

Taking into account the increasing interest 
of end consumers for professional products 
and a multiplication of sales channels world-
wide, ALFAPARF GROUP adapts to the spe-
cificities of each market both in product offer 
and communication, using its vast portfolio 
of brands to adapt the offer to the different 
channel. Relations with customers and the 
network of foreign distributors are handled 
by export managers and, for the Skin Care 
Business Unit, an Export Manager, who 
directly manages meetings, presentations, 
orders, training activities and promotional 
events, all under the coordination of the Ital-
ian corporate. In addition, a team of trainers 
works with export customers for sales sup-
port service, technical explanations on prod-
ucts and the organization of local seminars.
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The types of ALFAPARF GROUP customers 
are many and distinct, depending on the 
sales channel and their geographical loca-
tion. In particular, the main beneficiaries of 
products and services in Italy are:
• beauty centers, hairdressing salons, per-
fumeries and aesthetic medicine centers;
• multinational corporations that are looking 
to complement their current production ca-
pacities, present in the professional or retail 
market;
• final consumers, also through the direct 
e-commerce channel managed with APPs 
and proprietary Web Sites;
• regional/local distributors, who target 
beauty centers and beauticians operating in 
the territory;
• wholesalers, who target small retailers;
• large-scale retail;
• specialized stores, which normally resell 
to small beauty salons;
• distribution companies in the pharmaceu-
tical market.

TYPES OF CUSTOMERS AND MARKETS 

On the international market, on the other 
hand, customers are distributors who directly 
target:
• beauty centers or chains of beauty centers;
• large-scale retail;
• chains of aesthetic medicine centers and, 
in turn, small local distributors.
Multi-channel sales, in the Hair Color and 
Hair Care sector, also includes beauty out-
let chains oriented towards end consumers 
(such as Ulta in the USA), professional cli-
ents (such as BSG Cosmoprof in the USA) 
or hybrid clients (such as most players in 
Latin America). These players, in fact, are 
also developing online and compete with 
pure e-commerce players such as Amazon 
or Notino. 

To date, the production of ALFAPARF GROUP 
related to hair is mainly for the export market 
- even though the Italian branch is growing 
rapidly both in terms of turnover and distri-
bution - through 24 direct branches and a 
network of distributors focused in the Eurasia 
region, while production related to skin and 
body care, together with equipment for pro-
fessional aesthetic applications, is mainly for 
the Italian market, most of which is handled 
through a network of exclusive agents.

The current Private Label offer, on the oth-
er hand, targets the global market, mainly 
multinational corporations with an interest in 
global launches, as well as local companies 
close to the Group’s production sites. How-
ever, after years mainly oriented to the pro-
fessional channel, the Private Label offer is 
now also dedicated to the Retail and Mass 
Market. The acquisition, in 2019, of New 
Business Retail has in fact contributed to in-
creasingly consolidating this new distribution 
channel.

The increasingly widespread conscious-
ness of environmental sustainability and 
everything that is eco-sustainable, has led 
ALFAPARF GROUP to look for recycled mate-
rials, which are increasingly in demand and 
appreciated by customer companies; as 
well as the optimization of purchase orders 
and the consequent merging of production 
orders which have contributed to reducing 
consumption in terms of energy, water and 
industrial waste. 
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CUSTOMER SATISFACTION

In general, direct contact with customers is managed directly by the sales network, which 
reports any requests and/or anomalies presented to the company, and by a network of 
Beauty Consultants that responds directly to the customer or reports requests/anomalies 
that cannot be managed through ordinary training activities.
Important opportunities for contact with customers are represented by six-monthly meetings 
for listening, sharing and the presentation of new beauty equipment and new Skin Care 
products, which involve about 350 customers for each meeting.
In addition, Global Marketing periodically monitors Customer Satisfaction of both custom-
ers and final consumers, through both quantitative and qualitative market research. 
In 2020, the Skin Care Business Unit will implement a structured project to listen to its 
customers, through a web questionnaire and a significant statistical processing of data, 
with the aim of measuring the level of satisfaction in different operational areas11.

CUSTOMER SATISFACTION AND COMPLAINT MANAGEMENT

11 Cosmetic product quality, equipment reliability and effectiveness, commercial operation, administrative 

reliability, delivery and logistics, after-sales service.

COMPLAINTS MANAGEMENT

For the management and monitoring of complaints, ALFAPARF GROUP has adopted the 
following procedures:
• COSMETIC PRODUCT COMPLAINTS MANAGEMENT regulated by the ISO 9001 
standard, which allows complaints to be divided according to whether it is a service 
complaint or a product complaint.
• COMPLAINTS MANAGEMENT OF EQUIPMENT regulated by ISO 9001 for all devic-
es intended for the aesthetic channel and by ISO 13485 for medical devices. Moreover, 
the procedure “Management of complaints and after-sales reports” has been adopted, 
with the purpose of defining the methods of providing after-sales service for equipment 
sold on the Italian market.
For the management of customer complaints, there is also a complaints module managed 
by the various branches according to their structure and, in all cases, the complaints cor-
respond to an internal verification procedure at the end of which appropriate corrective 
measures are taken, with consequent information to customers.
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Social sustainability: the community

ALFAPARF GROUP is strongly linked to the 
local communities in which it operates and 
pays attention to the needs that these ex-
press, making itself available to concretely 
support them in the areas of greatest need, 
with several projects and initiatives and 
through various means, including:
• creation of new jobs
• invitations to local companies to join their 
supply chain
• offering training courses to people
• support for initiatives in the social field of 
its local community  
In order to better structure the various social 
initiatives, the Italian branch opted to set up 
an internal committee, made up of a figure 
from the HR office, a figure from the legal of-
fice, the General Manager and coordinated 
by the President. 

THE APPROACH

The philosophy of ALFAPARF GROUP is to 
be a “good neighbor”, contributing to en-
vironmental and community welfare, trying, 
through its activity, to avoid or minimize any 
negative effects and managing as best as 
possible those effects that may prove to be 
inevitable. 

Beauty in all its forms
The strength and the smile
Solidarity 
IN PARTNERSHIP WITH THE SOCIAL COOPERATIVE OF DALMINEV

Dynamo Camp
Woman’s heart

The attention and importance that ALFAPARF 
GROUP places on social and community 
development is also evident in the initiatives 
that the Group has decided to undertake, 
such as:
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“Beauty in all its forms” is a social respon-
sibility project, with the aim of providing 
young people with intellectual disabilities 
with the opportunity to undertake and com-
plete a training course aimed at obtaining 
a diploma as an Assistant Hairdresser. The 
aim is to offer these young people the op-
portunity to develop new professional skills, 
increase their personal and social autonomy 
and help them enter the world of work.
“Beauty in all its forms” is a message of hope 
that aims to communicate diversity as a val-
ue, behind which unexpected characteristics 
such as creativity, sensitivity, joy, enthusiasm, 
professionalism and sweetness may be con-
cealed. Simple but essential ingredients.

BEAUTY IN ALL ITS FORMS

THE RESULTS ACHIEVED

• In the world (Brazil, Guatemala, Ireland, 
Italy): since 2013 more than 160 boys and 
girls have been certified and many of them 
are working in beauty salons;
• In Italy, since 2015, 47 young people 
have been certified, many of whom are cur-
rently working in a work environment.
Since 2015 ALFAPARF GROUP, together 
with several Associations such as AIPD Ber-
gamo (Italian Association of Down People), 
AGPD Milano (Association of Parents and 
People with Down Syndrome), La Bussola 
Dalmine, is committed to starting and ac-
companying young people in training cycles 
that provide a path, not only a professional 
one, aimed at inclusion in the world of em-
ployment, but especially a personal path, 
necessary for inclusion in society and the 
growth of their own autonomy.
In 2019, four young people were trained 
and certified and seven have started their 
training path that will lead them to the cer-
tification of Assistant Hairdresser in 2020. 

ALFAPARF GROUP supports the non-profit 
organization “The strength and the smile”, 
sponsored by Cosmetica Italia, which or-
ganizes beauty workshops for women un-
dergoing cancer treatment in hospitals and 
voluntary associations throughout Italy. 
The initiative, which does not interfere with 
medical treatments or in any way intend to 
replace them, aims to provide information, 
ideas and practical advice to face the side 
effects of therapies: the workshops are ad-
dressed to all women who do not want to 
give up their beauty, regaining their sense of 
well-being and self-esteem. 

 “THE STRENGTH AND THE SMILE” 
IN FIGURES
• 13 years of activity (since 2007);
• 57 structures in Italy;
• 29 supporting cosmetic companies, rep-
resenting 34 brands;
• 4,000 beauty workshops carried out;
• 18,000 women involved;
• 500 volunteers (beauty consultants and 
hospital staff).

THE STRENGTH AND THE SMILE

In 2019 ALFAPARF supported the asso-
ciation The strength and the smile in two 
further initiatives that allowed a significant 
fundraising:
• Beauty Gives Back, an event held in Milan 
at the end of October 2019, with the par-
ticipation of an audience of 1,300 people 
who were able to choose cosmetic products 
made available by companies in exchange 
for a free donation. ALFAPARF made avail-
able a few hundred products and its own 
voluntary staff, illustrating and promoting its 
beauty products, collecting important dona-
tions for the Association.
• Beauty Gives Back hosted by Boutique, 
the Cosmoprof charity corner that offers vis-
itors to the fair the opportunity to take home 
an assortment of beauty products, for a small 
donation. ALFAPARF has contributed with the 
free supply of 1,000 travel-size products un-
der the DIBI brand.



73ALFAPARF GROUP • Report on Sustainability 2019

Dynamo Camp is a Recreational Therapy 
camp that hosts children suffering from se-
rious or chronic diseases and their families 
for periods of vacation and fun. The Camp, 
located in a WWF affiliated oasis - Oasi 
Dynamo - in the province of Pistoia, offers 
activities and workshops conducted with the 
method of Recreational Therapy and assis-
tance of qualified staff. 
(www.dynamocamp.org)

DYNAMO CAMP 

The Italian branch participates in the project 
“La Solidarietà” by supporting the activities 
within the Social Cooperative of Dalmine, 
outsourcing a part of manufacturing activi-
ties for its cosmetic products. 
La Solidarietà was founded in 1990 by a 
social and work reintegration project aimed 
at disadvantaged people, with a very pre-
cise mission: “Education and training of 
disadvantaged people with the purpose of 
entering the world of employment”.
The Cooperative La Solidarietà deals with 
manual processing of a particular quality, 
such as the packaging of products in cases 
and displays, labeling, change and recov-
ery of secondary packaging, etc. 

SOLIDARITY

TODAY “LA SOLIDARIETÀ” 
CONCERNS

• 65 people belonging to disadvantaged 
categories, hired in compliance with Law 
381/91;
• 40 people in internship/employment ac-
tivities;
• 51 people comprising employees (work-
ers, administrative staff, managers, educa-
tors), partners and volunteers;
• the volume of pieces processed on behalf 
of ALFAPARF GROUP by the Cooperative is 
far from negligible, exceeding 500,000 
pieces in 2019.

In 2019 Alfaparf Milano supported Dy-
namo Camp through two donations, an 
awareness-raising campaign in salons and 
online and two trade campaigns. In particu-
lar, the activities carried out by the organiza-
tion concerned:
• communication in 400 points of sale, 
through shoppers dedicated to the associa-
tion, posters and displays;
• communication on official social media, 
with a dedicated post per month;
• a promotion in the salon where, carrying 
out a color service in the salon at a certain 
time of the year, the customer was given a 
mini travel hair spray with the secondary 
pack branded Dynamo Camp;
• the realization of a 2020 Alfaparf Milano 
and Dynamo Camp agenda, given to col-
leagues and customers, to make the reality 
of the camp known to as many people as 
possible. 
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2019 was characterized by two initiatives, 
both related to culture and art, with a social 
purpose as well.
The first was carried out in collaboration 
with the Brera Academy and, more precise-
ly, with the two-year course of Theory and 
Practice of Art Therapeutics. The children 
freely created works (drawings, sculptures, 
photographs, creations) on the theme of 
hair, captured in its symbolic and psycho-
logical aspect, promoting artistic expres-
sion in young people and stimulating them 

In 2019, ALFAPARF GROUP took part in 
BergamoScienza, a festival with a scientific 
character in which meetings, conferences, 
exhibitions and workshops are offered, with 
the aim of spreading science to the general 
public, making it accessible to everyone, 
especially young people and schools, so 
that they can improve and perfect their tech-
nical-scientific training and increase their 
interest. 

ALFAPARF GROUP, with the aim of exploit-
ing the Group’s sales channels to give great-
er visibility to the Associations, supports, 
with its Alfaparf Milano brand, the local 
non-profit association “Cuore di donna”, 
contributing with two donations and two 
trade visibility operations, which were held 
in February 2019 and September 2019.

INITIATIVES IN FAVOR OF ART OTHER INITIATIVES

to involve the general public in what hair 
(or not having hair) can mean. The works 
were then exhibited and the proceeds from 
the sale went as a donation to the non-profit 
organization “La Forza e il Sorriso”. 

The second initiative was in collaboration 
with the Carrara Academy of Bergamo and 
consisted of sponsoring the extraordinary 
evening openings on the occasion of the ex-
hibition “Le storie di Botticelli” held between 
the end of 2018 and January 2019 and 
the exhibition “Andrea Mantegna - il cap-
olavoro ritrovato”, from April to July 2019. 
Thanks to this initiative, it was possible to 
visit these exhibitions even outside the usu-
al hours, with a social purpose of aware-
ness-raising. In the words of the Operations 
Manager of the Art Gallery: “Thanks to the 
generosity of ALFAPARF GROUP, Accadem-
ia Carrara has once again come close to its 
public, offering the opportunity of 4 evening 
and special appointments with the Museum. 
An extraordinary opportunity to talk about 
Beauty in a wider sense, not only referring 
to the well-being of the body, but also un-
derstood as the care of a priceless artistic 
heritage for humanity”.

ALFAPARF GROUP was sponsor of the Jova 
Beach Party, the musical event of the year, 
which marked a turning point in the enter-
tainment world. In addition to the innovation 
of the music format, the Jova Beach Party has 
become a symbol of sustainable entertain-
ment: WWF was the exceptional partner, 
controlling and approving locations, raising 
awareness and promoting an “environmen-
tally friendly culture” throughout the tour. All 
the other partners and sponsors, including 
Alfaparf Milano, contributed, stage after 
stage (from July to September 2019), to mul-
tiplying the message between fun initiatives 
for the public and eco-sustainable stands. 
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GRI STANDARD 

GRI 102: General Disclosures 2016
Organizational profile

GRI 102: General Disclosures 2016
Strategy

GRI 102: General Disclosures 2016 
Ethics and integrity

GRI 102: General Disclosures 2016
Governance

GRI 102: General Disclosures 2016
Stakeholder engagement

GRI 102: General Disclosures 2016
Reporting practice

102-1 Name of the organization
102-2 Activities, brands, products and services
102-3 Location of headquarters
102-4 Location of operations
102-5 Ownership and legal form
102-6 Markets served
102-7 Scale of the organization
102-8 Information on employees and other workers
102-9 Supply chain
102-10 Significant changes to the organization and its supply chain 
102-11 Precautionary Principle or approach
102-12 External initiatives
102-13 Membership of associations

102-14 Statement from senior decision-maker
102-15 Key impacts, risks and opportunities

102-16 Values, principles, standards and norms of behavior

102-18 Governance structure

102-40 List of stakeholder groups
102-41 Collective bargaining agreements
102-42 Identifying and selecting stakeholders
102-43 Approach to stakeholder engagement
102-44 Key topics and concerns raised

102-45 Entities included in the consolidated financial statement
102-46 Defining report content and topic boundaries

PAGE NUMBER/NOTES

Cover
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16-17
69-70
6-7
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29-31
29-31
22-23
73-76
73-76

5
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13; 22

18

26
56
26
26
26

16-17
10-11; 81-83

GRI Content Index
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GRI 103: Management approach 2016

GRI 201: Economic performance 2016

GRI 204: Procurement practices 2016

GRI 205: Anti-corruption 2016

GRI 301: Materials 2016

GRI 302: Energy 2016

GRI 303: Water 2016

GRI 304: Biodiversity 2016

GRI 305: Emissions 2016

GRI 306: Waste 2016

102-47 List of material topics
102-50 Reporting period
102-52 Reporting cycle
102-53 Contact point for questions regarding the report
102-54 Claims of reporting in accordance with the GRI standards
102-55 GRI content index

103-1 Explanation of the material topic and its boundary
103-2 The management approach and its components

103-3 Evaluation of the management approach

201-1 Direct economic value generated and distributed

204-1 Proportion of spending on local suppliers

205-3 Confirmed incidents of corruption and actions taken

301-1 Materials used by weight or volume
301-2 Recycled input materials used

302-1 Energy consumption within the organization

303-1 Water withdrawal by source

304-3 Habitats protected or restored

305-1 Direct (Scope 1) GHG emissions
305-2 Energy indirect (Scope 2) GHG emissions

306-1 Waste water by type and destination
306-2 Product waste by type and disposal methods

11
01.01.2019 – 31.12.2019
Annual
Back cover
9
77-80

9; 81-83
22-23; 27; 33; 37; 39; 40; 42-43; 47; 
51; 55; 60; 63-64; 66; 69-70; 73
22-23; 27; 33; 37; 39; 40; 42-43; 47; 
51; 55; 60; 63-64; 66; 69-70; 73

28

32

There were no violations of the Model 231 
in 2019 and no measures were taken nor 
were any sanctions applied; in addition, 
no incidents of corruption were identified.

39-41
40

48

51

N.a.

49-50
49-50

51-53
51-53
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GRI 307: Environmental 
compliance 2016

GRI 308: Supplier environmental 
assessment 2016

GRI 401: Employment 2016

GRI 403: Occupational health and safety 
2016

GRI 404: Training and education 2016

GRI 405: Diversity and equal opportuni-
ties 2016

GRI 406: Non-discrimination 2016

GRI 412: Human rights assessment 2016

307-1 Non-compliance with environmental laws and regulations

308-1 New suppliers that were screened using environmental criteria

401-1 New employee hires and employee turnover
401-2 Benefits provided to full-time employees that are not provided to temporary or  
 part-time employees

403-2 Types of injury and rates of injury, occupational diseases, lost days and 
 absenteeism and number of work-related fatalities
403-3 Workers with high incidence or high risk of diseases related to their occupation 

404-1 Average hours of training per year per employee

405-1 Diversity of governance bodies and employees

406-1 Incidents of discrimination and corrective actions taken

412-2 Employee training on human rights policies or procedures

412-3 Significant investment agreements and contracts that include human rights 
 clauses or that underwent human rights screening

No cases of non-compliance with environ-
mental laws and regulations were recorded 
in any of the manufacturing plants of the 
Group.

In the two years under examination, no 
suppliers were screened also using environ-
mental criteria

58
62

65

65

63-64

59-61100% of the members of the Board 
of Directors are of the male gender and 
aged over 50.

In the two years under examination, no cas-
es of discrimination were recorded.

In 2019 in the Mexican manufacturing 
branch alone, 450 hours of training on hu-
man rights were given to 12 employees. 
In all the other branches, the object of re-
porting, no hours of specific training were 
given.

22; 33
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GRI 414: Supplier social assessment 
2016

GRI 416: Customer health and safety 
2016

GRI 417: Marketing and labeling 2016

414-1 New suppliers that were screened using social criteria

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

417-1 Requirements for product and service information and labeling
417-2 Incidents of non-compliance concerning product and service information 
 and labeling

417-3 Incidents of non-compliance concerning marketing communications

In 2019, the Italian branch formed com-
mercial relations with 307 new suppliers, 
all screened with social criteria.

42

42
In 2019 no warning was received from 
any health authority over labeling of the 
products.

In the last two years the company has not 
received any type of report on non-compli-
ances concerning marketing communica-
tions
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AREA MATERIAL TOPICS GRI STANDARD BOUNDARY  OF THE IMPACTS
  OF REFERENCE Internal External
Governance Prevention of corruption 205-3 Group Suppliers
    Corporations 
    and Institutions

 Transparency and integrity 307-1  Group Suppliers
 in management of the business 417-2   Customers
  417-3  Investors
    Corporations 
    and Institutions

Economic responsibility Solidity and profitability 201-1 Gruppo Investors
 of the Group   Customers
    Suppliers
    Community
    Corporations 
    and Institutions

 Sustainable procurement 102-9 Group Suppliers
  102-10   Investors
  204-1   Customers
  308-1
  414-1 

 Markets served 102-6 Gruppo Investors
    Customers
    Suppliers
    Community

Reconciliation table
For each material topic, the GRI Aspect and 
the boundary of the real and potential im-
pacts that are generated and/or undergone 
by the organization are shown below.
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Social responsibility Equal opportunities and inclusion 405-1  Gruppo Investors
  406-1  Customers
    Suppliers
    Community
    Corporations 
    and Institutions

 Human rights 412-2  Group Investors
  412-3  Customers
    Suppliers
    Community
    Corporations 
    and Institutions

 Health, safety and development  102-8  Group Investors
 of human capital  102-41   Suppliers 
  401-1   Corporations 
  401-2  and Institutions
  403-2
  403-3
  404-1  

Product responsibility Health, safety 416-2 Gruppo Customers
 and customer satisfaction   Suppliers
    Corporations 
    and Institutions

 Quality of the product,  301-1 Gruppo Customers
 packaging and R&D 301-2  Suppliers

 Marketing, responsible 417-1  Gruppo Investors
 communication and brand   Customers
 reputation   Suppliers
    Corporations 
    and Institutions
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Environmental Energy and water consumption 302-1 Gruppo Customers
responsibility  303-1  Suppliers
    Community

 Waste production  306-1 Gruppo Customers
 and management 306-2  Suppliers
    Community

 Protection of biodiversity 304-2 Gruppo Customers
 and animal welfare   Suppliers
    Community

 Emissions* 305-1 Group Customers
  305-2  Suppliers
    Community

* The Group has also decided to report the aspects linked to emissions even although the topic is not material from the analysis carried out.



CONTACTS
For any requests for further information, please visit the website 
www.alfaparfgroup.com 

Or contact: 
ALFAPARF GROUP SPA
Via Ciserano 24046
Osio Sotto (Bergamo)
Telephone +39 035 596 311
email ALFAPARF@ALFAPARF.it


