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1. Stakeholders 

At the core of the concept of corporate social responsibility there is the stakeholders’ engagement in the 

corporate activity; in the definition of CSR contained in the European Commission Green Paper published in 

2001, stakeholders are defined as all those with an interest or concern in a business initiative. 

Generally, stakeholders are classified in 7 groups: 

 

1. Human resources, that is all the corporate employed personnel, including managers, civil servants 

or people treated as such and collaborators;  

2. Suppliers; 

3. Customers; 

4. Shareholders, financers and partners; 

5. State, Local Authorities and Public Administration; 

6. Communities; 

7. Environment.  

 

Depending on how they interact with the economic activity of the company, stakeholders can be grouped 

into: 

 

 internal stakeholders: customers, suppliers, financers (banks and shareholders), employees and 

collaborators, who work directly with the company; 

 external stakeholders: the State, Public Administration, Environment and Local Community, i.e. 

residents in the areas adjacent to the company or local interest groups that do not carry out 

business activities.   

Moreover, stakeholders can be divided as follows: 

 

 primary stakeholders: those who have a formal contractual relationship with the company; 

 secondary stakeholders: persons or organizations who are indirectly involved in the company’s 

activities; 

 key or strategic stakeholders: these can belong to either of the groups above and they have a 

significant impact or importance in the company. 
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2. Human resources 

The term “Human Resources” refers to a group of individuals that work in the company as employed 

personnel (including the management), assimilated personnel or collaborators. This expression aims at 

highlighting the aspect of human value or human capital that personnel have, in their professionalism and 

competences; therefore, the expenses incurred in developing these resources are to be considered 

investments, not only costs. Human resources are a source of competitive advantage for the company and 

for the entire economic system, which is reflected in the quality and novelty of the finished products and in 

productivity itself. The term Human Resources is, moreover, used to designate the corporate function that 

deals with the aspects of the “management and development of human resources”, which include the 

following processes:  

1. Planning: it is the process that makes the quantity and quality of human resources consistent with 

the company mission and its production capacity. It has to be consistent with the purposes and 

directives of corporate policies.  

Planning human resources entails: 

 correctly quantifying the number of employees proportionally to company needs (inputs for 

Human Resources recruitment)   

 the expected labour cost that converges into the Management control elaborations;  

 the hours available are to be matched with the work load provided for by production plans, in 

order to check that needs and potentiality are consistent. 

2. Recruiting, selection and induction in the company: this function deals with the recruitment, 

selection and induction in the company of new employees according to the quantity and quality 

requested by Human Resources planning, through various means, such as: examination of 

spontaneous applications and curricula vitae, classified ads, the Internet, external agencies and 

interviews. The fact that finding the human resources needed might be either an easy or hard task 

depends on the labour market at that precise moment, on the specific skills requested and on the 

appeal/fame of the requesting company.  

3. Training: it aims at transferring specific know-how; it is addressed to individuals, groups, either in 

class or on e-learning mode (through IT means or specialised bodies).  

4. Evaluation: it aims at providing an evaluation for each employee, periodically and based on 

uniform standards, regarding their performance and proficiency in carrying out tasks, in relation to 

their position, the results achieved, their potential, and so on.  

5. Career and staff relocation: it deals with the aspects concerning human resources development 

and it is aimed at personnel evolution within the company to allow for professional growth and 

personal enhancement.  

6. Remuneration policy: it deals with the aspects concerning the remuneration of employees, aimed 

at guaranteeing external, internal and individual fairness. The remuneration must be proportional 

to the average remuneration levels of the reference industry or territory, in relation to the different 

corporate positions and individual skills. Besides the fixed remuneration provided for by Collective 
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Arrangements or by possible corporate integrations, the company can provide for a variable 

amount related to performances, awards or incentives.  

7. Relations with the Trade Unions: it deals with the relationships with Personnel and with protection 

and safety at work. 

Therefore, the best organisations are those who manage, develop and allow for the expression of the full 

potential of their personnel at an individual, group and organizational level, by involving the personnel and 

making it part of all CSR-related discussions, activities and planning. Such organizations identify and 

develop personnel’s skills and know-how; they reward and upgrade their personnel in complete 

transparency and fairness; they foster dialogue with their personnel.  

Putting human resources at the centre within CSR brings benefits related to various aspects, such as: 

1. HR Recruiting, selection and induction in the company. Actually, good CSR practices that respect 

the human aspect of a company guarantee an appealing company image on the work market, thus 

attracting the best talents. Moreover, they get interested in the company as they share the ethical 

principles it has communicated; this will allow for a fast induction in the company structure, thus 

reducing interpersonal conflicts and favouring performance; 

2. Employee’s retention. Employees are emotionally connected to the work environment that 

provides them with a fair salary along with conditions that allow them to balance private and 

working life, as well as an inspiring work environment. Therefore, the employee who is emotionally 

connected to its company will find it more difficult to decide to leave it. 

3. Turnover reduction. In relation to employee’s retention, there is a decrease in the number of 

replaced employees, which brings an advantage to the company in terms of quality and quantity: 

on the one hand, the company will not need to hire substitutive personnel that implies consequent 

training costs, on the other hand there will be no outflow and leakage of the company's know-how; 

4. Safer and more inspiring working environment. A safer environment allows the company to avoid 

paying larger amounts deriving from compensations for injuries or other work-related diseases. 

In concrete terms, a Socially Responsible personnel management should: 

 activate improving interventions with regard to national legislation within the protection of employees’ 

health and safety at the workplace;  

 guarantee equal opportunities in personnel recruitment and career development; 

 pay attention to issues regarding the balancing of private and working life thanks to, for example, 

company or affiliated kindergartens to meet the needs of new mothers, or flexibility on working hours 

and exit time; 

 support permanent training of employees, both men and women; 

 promote new means of transparent and effective communication between management and 

employees. 

2.1 Best practice in the management of human resources (HR)  
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The Top Employers Institute certifies the best companies worldwide in terms of HR as an independent 
body since 1991, through a meticulous investigation process, based on the scientific analysis of objective 
data, information materials and best practices within the 9 macro-areas of human resources management:  
 
talent strategy, workforce planning, on-boarding, learning & development, performance management, 
leadership development, career & succession management, compensation & benefits and culture. 
 
The scores, obtained by means of a questionnaire and an external audit, are then attributed through an 
international standard. The elements certifying the excellent management of human resources in 
renowned companies that obtained such recognition and that value the employee’s life in the work 
environment are, for example: an inspiring and productive working environment, investments on 
information and development, an attentive career planning, strategies aimed at the improvement of 
talents, tailored benefits, custom salary policies and an innovative corporate culture. 79 Italian companies 
were awarded with the “Top Employers 2017”1 certification.  
At an SMEs level, it is possible to find an objective feedback on human resources management in reports, 

Social Accounting, and other information published on corporate websites.  

A practical example regarding the management of human resources by a company operating in the Treviso 

area in the fashion sector with branches in Italy and abroad will now be presented. Information has been 

retrieved from the Integrated Report, published in the corporate website. Data refer to the year 2016: the 

corporate welfare system articulates itself in different intervention areas. Thanks to two specific projects, 

the company introduced a higher level of “flexibility” in the management of work hours and the possibility 

to work from home, up to one day a week, for those having a role compatible with the project. To help 

women with children manage working hours, a programme conceived for re-integration at work after 

maternity leave is provided; it entails individual and group meetings with the support of a specialised 

coach. The project’s efficacy is evaluated thanks to a key indicator: –the retention level following the 

maternity leave period, that is to say, the percentage of female employees that gets back to work after the 

leave and that are then recorded as working in the company one-year after their return. 

A far as health is concerned, a health plan, introduced in cooperation with the Trade Unions, is provided. 

20% of the employees who took part in the plan have now extended the coverage to their family, for a total 

of more than 500 family members. It is worth mentioning the following: with reference to the initiatives 

conceived for employees’ children and their education from pre-school to university, the “welcome kit”, 

given to all children in the first months of life, the Early Childhood Centre for children from 9 months to 6 

years old (open also to those who live in the municipality where the company  executive offices are 

located), the possibility to attend English language courses at a reduced rate at an affiliated language 

centre offering different programmes depending on students’ age and prior knowledge , and an initiative 

dedicated to the guidance for newly or almost graduated students entering the labour market.  

As for leisure-time activities for employees and their families, there are about 80 agreed partners, at a local 

and an international level, which offer goods and services at reduced rates. Regarding the professional 

training and development activities of its resources, the company is committed to increasing its employees’ 

                                                           

 1
 In order to participate, the company must have a minimum of 250 employees at a local level or 2500 at a global level, 

besides an advanced structure of standardised HR strategies. 

  

https://www.top-employers.com/
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level of knowledge of the English language with individual, group courses and on specific technical 

knowledge; the first system for the evaluation and management of corporate performance with the 

intention of aligning the resources’ performance to corporate objectives and favour a continuous exchange 

between chief and collaborator in all the phases of the process was implemented. The system is based on 

the evaluation of the potential through an assessment plan, evaluation steps on performance and training 

courses specific for their position. Another important educational initiative is the Product Training Kit, 

created as a support to the communication of the values of sold products. The outlook for 2017 is to create 

an e-book with the relevant apps and functions. In 2016 the company dedicated a total of 72.684 hours to 

the training of employees, for an annual average of 10 hours per employee. The data provided confirm that 

the Benetton Group considers the training of its resources important, highlighting a constant increase in 

the training offer and in the training hours per employee. An increase by 18% in the number of total 

training hours provided was registered from 2015 to 2016, which led to a consequent increase in the 

indicator of “average yearly training hours per employee”, going from 9 to 10 hours over the same period 

of time. The remunerative system has the aim to attract, motivate and keep the key and strategic resources 

from leaving, in order to support the fulfilment of business strategies and ensure an alignment between 

creation of value and remuneration. Such system is articulated in fixed and variable components of 

remuneration, in order to acknowledge the contribution of each corporate resource, following the principle 

of equity within the organisation and the competitiveness principle with regards to the market, in line with 

the corporate results and the approved policies. There are bonus plans addressed at managerial and 

commercial roles, based on the achievement of specific individual and corporate objectives, strictly linked 

to corporate business strategy and identified through a formal process to measure and define 

performance. In 2016, a harmonisation process of the bonus plans was launched with regards to the shops 

in the various European cities, in order to adopt an approach that privileges the definition of common 

guidelines (in terms of roles, main KPI, communication mechanics and process), leaving the management of 

those aspects majorly linked to laws, procedures and local policies to the single Country. As far as 

communication and employees’ engagement are concerned, an Internal communication process that led to 

the development of different instruments dedicated to employees was launched: the corporate magazine 

that communicates on a monthly basis the most significant corporate initiatives. In 2016 the restyling of the 

corporate Intranet was also launched, fitted to offer new content and a renewed interface. 

The industrial relations system is characterized by a consolidated and productive dialogue and 

confrontation with trade unions. Within this system, in 2016 it witnessed the contents of the 2015-2017 

renewal agreement of the integrative corporate contract and of the result bonus were consolidated. The 

participative and constructive industrial relations system was reconfirmed and was fostered by a flow of 

information increasingly exhaustive that regard: the strategic role training has with the significant increase 

of the hours dedicated to employees' professional growth; the implementation of the Code of Ethics, the 

management of some important actions that have an organisational turnaround impact with very positive 

results; the safeguard of the resources’ safety and health in the working environments by registering an 

additional improvement, therefore approaching the "Zero accidents" goal; consolidating actions in favour 

of all employees and their families through a corporate welfare system, with particular emphasis on a 

health care plan; reconfirming  the criteria to determine the efficiency parameter, already used in 2015, to 

measure the parameter to define the 2016 result bonus.  

Positive results were achieved in terms of safety: also, in 2016 there were no deathly accident and a low 

level of accidents at work. The company has always been committed to guaranteeing suitable working 
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places for carrying out business activities, implementing continuous actions for improvement and 

prevention measures for the management of those aspects concerning employees' health and safety. All 

these elements are guaranteed by the in-depth analysis of the specific national indications, in addition to 

the laws in force. The diffusion of the culture of prevention takes place through training interventions 

aimed at all levels, awareness activities with regards to the signalling of avoided accidents and of dangerous 

behaviours, engaging employees in maintaining an active role in terms of safety, coordinated by the 

Prevention and Protection Service. Training sessions are organised going beyond the simple adherence to 

the laws, and is seen as an opportunity to correct, with self-criticism, the wrong procedures, implementing 

concrete prevention measures and sharing them with the workers, who can take advantage of this activity 

and learn how to manage the residual risk. In particular, training on equipment risks, and more specific 

formation courses on the management of emergencies, focused on real-life situations, are implemented. 

Emergency management courses have included practical drills for in-depth analysis also in, allowing to 

improve the identification of the right behaviours in specific context. The number of accidents in the last 

2014-2016 three-year period decreased by 9.5%, falling from 190 in 2014 to 172 in 2016. During this period, 

also the severity score has decreased, falling from 0.209 in 2014 to 0.193 in 2016. 

The company is committed to respecting human rights and achieving gender equality through women’s 

empowerment and is on the front line to fighting violence against women. In this regard, the company has 

launched projects specifically conceived for the Gruppo Benetton female employees that work in countries 

more exposed to this risk and, starting from March 2015, implemented a prevention policy against sexual 

harassment at the workplace, pledging themselves to provide a working environment where every female 

employee is treated with dignity and respect and has the right to an equal treatment. 



   
 

Rev. 1 dated 12.10.2017 

 

9 

3. Corporate welfare 
 

Corporate welfare belongs to the Corporate Social Responsibility area, therefore in contrast with the 

Taylorist vision of corporations: corporate organisation is no longer defined through clearly set, strict times 

and methods (the machine metaphor), but focuses on the connections that are established with the 

stakeholders and the environment in which it operates.  

Public welfare, following the economic crisis which started in the Summer of 2017, has gradually decreased 

its intervention in social contexts and has therefore had to find a new model to satisfy workers’ needs. 

Therefore, we now speak of contractual welfare that defines the set of action (in the form of benefits or 

services) a worker can benefit from in consideration of his/her employment status. This negotiation of 

intervention is developed on three levels: 

 Level I: it is linked to collective bargaining agreements and is part of national contracts; 

 Level II: territorial bargaining; 

 Level III: agreements stipulated within specific corporate contexts (corporate welfare). 

 

Company welfare is the set of voluntary actions that are implemented to ensure a better quality of life for 

workers and other people related to the corporate’s activity. These were developed to meet the needs of 

workers, their families and the community in which the organisation operates. To achieve good results, 

management and workers jointly strive to create a good working environment, in which employees feel 

fulfilled and participate in the business and its results.  

It is therefore necessary to: 

 understand the needs of the company and of the local community: the growth in welfare needs can 

increase internal productivity and become an area for the creation of a new business; 

 networking among companies: it is necessary to develop a perspective which integrates different 

size companies also through means of network contract;  

 involve all the different parties in the territory: it is necessary to integrate profit, non-profit, trade 

union and public parties in an innovation network; also, the Trade Unions can have a central role; 

 remove the constraints: foster and promote forms of corporate welfare also through taxation, 

making the current legislation flexible.   

The company therefore can decide to provide services that go beyond law provisions. These can include, 

for example: 

 health services (health assistance, special examinations, nutritional education schemes, etc.); 

 services for upbringing and education (school books refunds, scholarships, etc…); 

 family and children assistance services (summer schools, after-school activities, career counselling, 

etc….); 

 time utility services (administrative paperwork handling, laundry, etc.); 

 family-work balance services (baby-sitting, flexible working hours, working from home, etc...). 

 

The services and goods provided by employers in the context of a welfare plan do not constitute an income 

for employees, and are not calculated in the tax base for the contributions. This represents an important 

cost-saving measure for employers. 
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This mechanism2, which represents a great incentive, indeed gives virtuous companies (those companies 

that through a specific shared program, and therefore agreed with the employees through their trade 

unions, can increase one or more productive factors) the possibility to dispense a tax-exempt, thus higher, 

bonus to their employees  

On a practical level, upon the occurrence of the conditions provided for by the different plans for 

productivity increase, the employer can dispense its employees a bonus which is subject to a personal 

income substitutive tax and to regional an municipal taxes amounting to 10%, thus drastically reducing the 

tax wedge on these emoluments and, even more interestingly, employees are given possibility to receive 

these bonuses as welfare goods and services.  

Welfare goods and services provided as bonuses are totally deductible from the company’s revenues and 

are no longer restricted to the previously set deductibility limit of the 5x1000 of the personnel cost. In this 

way corporate welfare is fully recognised as an income instrument also in the Italian legal system. 

 

3.1. Italian Regulations on corporate welfare 

The 2017 Stability Law in force concerning corporate welfare aims at consolidating and strengthening the 

path started with Law no. 208/2015, by increasing the number of beneficiaries and the amounts of the 

bonuses: the maximum amount for the employed worker salary allowing for a reduced taxation has been 

increased from 50,000 to 80,000 euros3; the amount for dispensable bonuses have been increased from 

2,000 to 3,000 in most cases, and from 2,500 to 4,000 for those companies that equally engage their 

employees in the work organisation .  

Moreover, the number of the services provided included in art. no.51 of the Consolidated Text of the Laws 

on Income Tax (TUIR) has grown, already reviewed the previous year; childcare services and care services 

for the elderly or non-self-sufficient people are now included. The 2017 Stability Law text contains the 

following passage: "In article 51, paragraph 2 of the TUIR were added the contributions and bonuses 

provided by the employer to the advantage of employees in general or of different categories of employees 

for services, also as an insurance, which take into consideration the risk of being not self-sufficient in the 

performance of everyday life activities, or of having serious diseases." Moreover, it is specified that 

contributions for complementary pension schemes and health assistance are not taken into account in the 

income formation and are not subject to the regulated income tax, even if exceeding the previously set 

limitations, respectively 5,164.57 euro and 3,615.20 euro.  

 

The 2017 Stability Law extends the Performance Bonus to the public sector other than the private one. 

The companies who equally engage employees in the organisation of work can convert the result bonus in 

welfare services for a maximum amount of 4,000 euro, through a plan that establishes for: the creation of 

work-teams including both managers and employees, in order to improve and innovate productive areas 

and production systems. These must provide permanent structures for the consultation and monitoring of 

the objectives and resources, which arrange periodical reports showing the activities carried out and the 

results achieved. 

                                                           

2
In compliance with Law no. 232/2016 (2017 Stability Law). 

3
 This way, along with the vast majority of workers and clerks, also 75% of the management and 12% of the executives can be 

included. 
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If a Performamce Bonus is awarded, it can be converted in those services provided for in Art. 100 if the 

TUIR and in those services listed in paragraphs 2,3 and 4 in Art. 51 of the TUIR, which are described below. 

  

ARTICLE 51: 

 Contributions for pensions and health assistance and complementary pensions are not taken into 

account in the income formation of employees, and are not subject to the personal income 

substitutive tax (respectively 5,164.57 euro and 3.615,20 euro);  

 contributions and bonuses provided by the employer to the advantage of employees for services, 

also as an insurance, which take into consideration the risk of being not self-sufficient in the 

performance of everyday life activities, or of having serious diseases.  

 refunds on expenses related to the use of services for the elderly and non-self-sufficient relatives 

are allowed; 

 education costs for the employees' relatives are refunded. enrolment fees and attendance to any 

kind of school, purchase of school books and manuals, summer and winter schools, children’s play 

centre, additional services (school trips, school bus, etc…), baby-sitting services. 

  

ARTICLE 100: 

 Conditions for tax exemption 

Particular education, training, recreational, social and health assistance or religious programmes 

Services for all employees or for employees of certain homogenous categories 

Direct or voluntary cost paid by the employer, or contracted by means of an agreement or a 

company regulation. 

 Limitations on Deductibility 

The 5 per thousand of the clearance of the expenditure for employees: 

It becomes invalid when the supply of the contracted services requests a contractual obligation 

It remains valid in case of non-formally stated donations. 

  

VOUCHER 

Services mentioned in paragraphs 2 and 3 of Art. 51 of the TUIR can also be dispensed by means of nominal 

vouchers, both in paper or electronic form, which allow to benefit from a single service or item for the total 

nominal value, at no additional costs for the holder.  

  

Besides corporate welfare services, the Stability Law also includes various provisions that favour the 

private life -work life balance, although they are still too focused on money benefits: 

 “Mother-to-be” Bonus: from January 1, 2017 all mothers-to-be are entitled to apply for an 800-

euro bonus at the birth or adoption of the child. The bonus, which is not taken into account in the 

total income formation, is provided by INPS (National Institute of Social Insurance) in a single 

instalment, upon request from the mother-to-be, from the seventh month of pregnancy or when 

finalising the adoption; 

 Nursery school vouchers: From 2017, for those born from January 1, 2016, a 1,000 euro yearly 

bonus, divided in 11 monthly rates, is provided for the payment of public and private nursery 

school enrolment fees, as well as for the introduction of child care services at one’s house to the 

advantage of children under three years of age suffering from serious chronical diseases. The bonus 

is provided by INPS. It must be specified that when benefitting from the Nursery School Voucher, 
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then one cannot also benefit from the tax deduction on documented expenses for nursery school 

enrolment paid by parents (amounting to 19% of the total yearly documented expenses paid for up 

to a maximum of 632 euro) nor it is possible to benefit from the Baby-Sitting Voucher. An 

implementation decree will be necessary for the voucher to be effective.  

 Parental leave for the employed father: it was introduced in an experimental way in 2013, and it 

was increased by 2 days in 2017 and by 4 days in 2018 (5 if one uses the mother's days). It must be 

used within 5 months from the child’s birth, also in a non-continuous way. 

 Baby-sitting voucher: considering the good outcome of the experimental phase, the “Baby-sitting 

voucher” is extended also for the year 2017 and 2018. This gives the opportunity to mothers who 

work to request, at the end of their maternity leave and within the following eleven months, a 

voucher to benefit from baby-sitting or nursery school services as an alternative to parental leave. 

It consists of 600 euro per month that can be dispensed for 6 months, and for 3 months for self-

employed female workers. The financial law has increased the allocated resources for self-

employed female workers; 

 Birth support fund to access credit: in order to support families and promote births, the Presidency 

of the Council of Ministers instituted a rotating fund, called “Birth support fund” aimed at favouring 

access to credit to those families with one or more children, born or adopted from January 1, 2017 

by issuing direct warranties and guarantees, to banks and financial intermediaries. Also in this case, 

a ministerial decree will be necessary for the fund to be effective 

As fiscal regulations are always changing and as lines of action are amended every year, in this handout we 

will present the 2017 version merely as an example and inherent to the last update to this publication. 

Please refer to the laws in force, available for public consultation on the Official Gazette of the Italian 

Republic, for the latest and up-to-date legislative news on this issue. 
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4. Customers 

“Customer” or “consumer” is the subject who demands services and products generally based on a contract 

that provides for mutual obligations from the supplier, in exchange of economic compensations. At the 

moment, this concept extends also to those who experience this service from an emotional point of view, 

as consumption is no longer simply functional. And it is in this intangible sector that CSR practices are 

helpful in terms of corporate economy; to understand this, however, it is necessary to assess the recent 

evolution of the economic scenario. 

Recently there has been an increase in the acceptance and popularity of ethical consumption in relation to 

CSR diffusion. Thus, nowadays, consumers are more careful and aware of the social and environmental 

implications deriving from their daily consumption and are more informed regarding these issues when 

purchasing the different products and/or services.  

Within every market, companies aim at obtaining monopoly positions to grant themselves the possibility to 

fix the price. This goes against the need of the consumer, who requests to choose within a wide range of 

products at competitive prices. Therefore, it is fundamental for the company - in such a fragmented 

environment- to offer a different kind of product targeted to customers that are willing to pay more with 

respect to the same competitor’s product, to acquire the added value. At the same time, this guarantees a 

higher income to the company. Thus, the practice of Corporate Social Responsibility represents an element 

of diversification that generates a competitive business advantage. 

 

Nowadays, results show that: 

 Customers appear increasingly attentive to CSR: when choosing products with the same quality and 

price, their choice falls on socially responsible companies (prices and quality are often the same 

among competitors; the intangible value of the company and of the product can make the 

difference and such element is enhanced by CSR practices). 

 CSR protects against the risk of boycotting initiatives, since it focusses on building a reputation 

based on integrity and the exercise of good practices that ensure that clients respect and defend 

the company's image.  

 CSR reinforces brand value towards consumers /customers, by increasing brand confidence and 

loyalty. This enables the company to justify a higher price (prestige price) for the product or service, 

indicating the quality and the investments the company made.  

Moreover, it is important for companies to indirectly involve customers in the production process, 

monitoring their satisfaction (customer satisfaction) with appropriate surveys in order to get feedback 

regarding the product/service provided, and to be able to make the improvements required. 

 

4.1. CSR practices towards customers 

 development of product innovation policies aimed at safeguarding the environment and 

customers; 
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 monitoring customer satisfaction and respecting clients'/purchasers' rights; 

 clear and precise information on products and services, including the obligations towards the client 

in case of claims; 

 customer care instruments and systems to meet client’s needs such as toll-free numbers, call 

centres, service centres;  

 with regards to health issues of those consumers using a specific product, the company receives 

and disseminates information on the toxicity of materials and on their potential impact on the 

health of people and the environment; 

 customer guidance in the choice of bio-compatible materials and of highly energy-efficient 

technologies. 

 

4.2 Best practices in customer management 

We are presenting below a practical example on customer management by a company located in the 

province of Bologna, founded as a small artisanal company operating on the domestic market; thanks to a 

successful entrepreneurial vision and its will to be increasingly close to the customers, today this company 

is a world leader in the sector of beverage bottle closures, and a partner of one of the major international 

players in the beverage sector. The company achieved this result by investing on research and development 

not only of new products, but also of new technologies, presenting itself to its clients as a reliable partner 

looking for new long-term collaborations/partnerships, while following the internationalization path with 

determination, to become increasingly close to customers and their satisfaction. 

The summarised information takes into consideration the data of the 2013-2015 three-year period and 

have been retrieved from the Sustainability Report available on the company’s website. The company 

adopted a Code of Ethics, updated in 2013. Answering the requests of some American clients, the company 

launched a survey for tin plate suppliers, in order to analyse in-depth the "conflict minerals" issue, and 

receive the confirmation that, in the relevant production processes, tin is not obtained from the Cassiterite 

mined in areas affected by conflict. 

Some clients and suppliers are listed companies in Wall Street, therefore it is compulsory for them to verify, 

certify and communicate by means of a specific report to the American Security Exchange Commission the 

non-usage of “conflict minerals”. Such suppliers have already publicly expressed their objection with 

regards to the use of these controversial materials through the companies' websites; anyway, being a listed 

company in Wall Street represents in itself a reasonable guarantee that no raw materials coming from 

areas afflicted by conflict are used.  

The company interacts with its customers by means of: periodic satisfaction surveys; inspection visits in the 

plants, participation to internal and external events organised by customers; continuous relations with 

sales consultants and other corporate functions, such as: logistics, quality, technical departments, etc… 

The pillars on which the approach regarding customer care and satisfaction is based are: 

 quality, safety and reliability of the offered products and services. 

 wide range of products to satisfy all the different market needs. 

 in-depth knowledge of the bottling sector, which allows to provide a custom consulting service to 

choose those products that best meet one's needs, being available to develop special solutions. 
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 great productive capacity, which allows to meet the continuative demand for large volumes in the 

peak periods (summer), and urgent demands for large product quantities that are not included in 

the standard planning. 

 the will to be increasingly close to clients, also geographically, by choosing to open new sales offices 

and production plants in those markets so far supplied by the parent company. 

In order to be increasingly close to clients, the company opened sales offices to oversee strategic market 

areas, as Germany, France, United Kingdom, Russia, besides a local sales office in India (highly potential 

market) and in the Philippines to control South East Asian and Oceanian markets. In 2013 also a new 

representative office in Turkey was opened aimed at developing the corporate business in the Turkish and 

Middle Eastern markets, and production in a new plant in China was started. 

Besides an increasing capillary presence throughout the territory, online communication channels have 

been activated, among which we can list the new company website, much more focussed on customers 

and entirely renewed as far as graphics and contents are concerned, and the presence on the main social 

media channel with a new communicative methodology, dedicated to a modern and dynamic public. 

The company maintains a constant communication and connection with its clients thanks to a series of 

meetings at their premises and plants, with a group of qualified resources that work in the following 

sectors: Internal Sales, Customer Service and Customer Assistance. 

Customer satisfaction is at the centre of the corporate business, thus a specific software for the approval of 

the graphics, dedicated to customers, was developed. This software allows to manage and automate the 

approval cycles thanks to an immediate view in a personal area where clients can interact in real time with 

the graphics design. The programs allow for a close cooperation between the pre-print office and the 

customers, thanks to a simple technology available online using a standard browser, therefore enabling the 

interested customers to connect anytime, anywhere. Customers can observe the development of the 

graphics in 2D and 3D, point out any amendments or change the colours directly on the project, and can 

also compare different designs on the same screen. Models are exportable as videos, images and 

interactive images, thus easing the communication activities and the decision-making processes. 

This intuitive approval and annotation structure shortens the acceptance times, facilitates the sharing of 

information, reduces the margin of error and the cost of graphics and structural models. At the end of the 

planning, a summary document on the interactions occurred is released, therefore allowing for a greater 

control on the approval process.  

 

Putting Customers at the centre has determined the will and full availability of the company to invest even 

large amounts in capital and research and development of new markets and innovative products, leading 

the company to establish new production plants in areas that were non-locally controlled, but supplied by 

Italian plants. Large amounts were indeed invested in the industrial production of new bottle caps. In order 

to ensure the best product quality and safety to all customers and final consumers, the company requests 

its production plants to adopt increasingly demanding international standards concerning quality, food 

safety, environment and compliance to the regulations in force regarding products destined to come into 

contact with food. The implementation process of management systems for food safety in all production 

plants was completed in order to integrate the HACCP self-control system for the prevention of hygienic 

and health risks (which has always been integrated in the Quality management systems in compliance with 

ISO 9001). 
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At the group’s headquarters where also the historical production plant is located, the certification 

processes for environmental management in compliance with ISO 14001 and for the OSHAS 18001 safety 

management, to be extended to other plants in the next years, were completed.  

In order to constantly meet product requirements and customers' and clients' needs, the company selects 

and periodically validates its standards. 

Thanks to the intermodal transport for the logistics management of the movements from warehouse to 

customer, besides decreasing CO2 emissions by over 40%, the customer's need to be supplied in short time 

and with short notice, in light of a just-in-time service, is met. In the near future, an area dedicated to e-

commerce will be launched, consisting in a new platform to enable customers to purchase products in a 

simple and easy click. The company is currently carrying out a study of the best prototype that at first will 

only cover the production of two types of crown cork bottle caps, and then will allow customers to order 

them with custom graphics. 
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5. Suppliers 

Suppliers are the main economic subjects, operating on the supply markets for primary resources (raw 

materials, commodities) or services for the company. 

The socially responsible company is careful to select suppliers that are consistent with its corporate 

philosophy and therefore will prefer supply companies engaged on the CSR front, or will try to align them 

with its policies, leading them to adopt a socially responsible conduct. 

Therefore, it is necessary to define a supplier management policy that takes into account two fundamental 

aspects: 

1. Breakdown of suppliers by category; it is essential to classify direct suppliers and identify the most 

significant ones for the core business, establishing precise and impartial criteria for selecting and 

evaluating them (Vendor rating); 

2. Select suppliers and raise suppliers awareness; in accordance with the adopted breakdown, the 

company will implement supplier management policies aimed at their involvement and 

accountability on social, environmental and safety issues (for example, localisation of production 

units and respect of the ILO conventions by their direct suppliers). This will be expressed in 

communications with suppliers aimed at raising their awareness and increasing knowledge on the 

subject of CSR; the selection of suppliers must ensure compliance with international laws and 

conventions and be supported by verified certifications. Typical examples are: 

 the verification of market sectors certifications; 

 proposal of awards for socially responsible suppliers. 

Moreover, contractual conditions on suppliers payment policies can be taken into consideration. The 

assessment could be carried out considering amount categories of invoices and the related maximum 

payment times. For example: 

 payment terms applied and relevant benchmarking (i.e. Banks, Cerved Dara, etc…); 

 number of supply contracts payed within the agreed terms on the total number of contracts (in 

percentage); 

 value of supply contracts payed within the agreed terms on the total value of contracts (in 

percentage); 

 

5.1. Advantages of the practical implementation of CSR towards suppliers: 

 suppliers feel more protected and will allow their service to be more easily provided on better 

terms, streamlining contractual constraints; 

 large companies maintain business relationships with (and exclude) suppliers that (do not) respect 

specific social and ethical values as it has an impact on the company’s CSR proposals. 

 

5.2. CSR practices towards suppliers: 
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 maintaining business relations with suppliers in a partnership logic (i.e. exchange of information, 

cooperation in common interest projects); 

 making demands for specific requirements (legal, ethical and environmental) to suppliers whose 

responsibility is “at risk”, such as those which are not part of the European Union; 

 the systematic collection of information on the awareness level on corporate social responsibility of 

suppliers enables the company to increasingly select and work with socially responsible suppliers. 

 

5.1 Best practice in suppliers management 

The following is a practical example concerning suppliers management by a company in Trieste producing 
coffee. This company was the first in the world to be awarded, in 2011, the Responsible Supply Chain 
Process (RSCP) Certification, which entrusts a crucial role to quality and value creation for stakeholders of 
the whole green-coffee supply chain. The company decided to follow this path in order to introduce 
management solutions and measures able to highlight and communicate responsible value creation in the 
whole supply chain. The strategic orientation at the core of this certification lies its foundations on 
traceability, reciprocity, and quality principles. The Responsible Supply Chain Process (RSCP) Certification 
does not entail direct costs for coffee producers, as it is the company itself who bears the costs for 
certifications and inspections, including those carried out at the producers' plant.  
Sustainability of green coffee supply chain is an element of competitiveness and value creation for the 
company and for future generations. This is the reason why the company safeguards the raw material, 
green coffee, and every phase of the business product chain in a sustainable perspective. 
In order to produce high-quality coffee, the company operates in close contact with the farmers in the 

countries where the most refined Arabica blend is grown; in fact, in order to have a high-quality product, 

this must be the most distinctive element of the whole supply chain. In the last 25 years the company has 

therefore implemented a direct-relations system with its suppliers, based on three pillars: 

1. select and work with the best producers, that is, those always committed to improve themselves; 

2. transfer knowledge and motivate to produce quality; 

3. economically reward them for the achieved quality and promote continuous improvement. 

The company decided to follow this path in order to introduce management solutions and measures able to 

highlight and communicate responsible value creation in the whole supply chain. 

The investment for these activities of support and monitoring of the green coffee supply chain reached the 

amount of 5 million euro starting from 2011. 

The sustainable approach was verified by a third-party and independent body through the Responsible 

Supply Chain Process Certification, with which it is certified that the company: 

 adopts a direct purchase approach and direct traceability up to the producer, unless there are 

institutional limitations; 

 transfers its knowledge to the green coffee supply chain to continuously improve product quality; 

 guarantees a higher payment compared to the market’s average so to honour producers for their 

achieved superior quality; 

The strategic orientation at the core of this certification lies its foundations on traceability, cooperation, 

and quality principles. 

The company pursues the objective to manage relations with the producers and the environment on the 

basis of the territoriality principle, establishing long-lasting and direct cooperation with the community and 

the parties of the green coffee supply chain (farmers work in small plots of land and can carry out some 

preliminary operations on the harvest; producers: companies such as consortia, medium and large 

cooperatives or farmers, who carry out processing techniques such as separation, washing and dying; 
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exporters who purchase green coffee from cooperatives, selecting coffee directly from producers and to 

arrange commercial lots based on their clients, sellers and coffee roasting companies. They know the 

production areas and local producers, and this represents a guarantee for traceability and quality of the 

raw material. They are involved in the verifications and supply chain actions according to an approach 

typical of the integrated supply chain, through a greater involvement of producers and investments aimed 

at training and raising awareness, on the basis of the needs and requirements identified at a local level. 

Moreover, the company aims at establishing cooperation relations with Local Institutions, as Government 

Agencies, Institution, research bodies, which allow for monitoring the operative activities and help 

spreading sustainability principles within the community. 

In the last years, the company operated with the objective to safeguard natural and social systems in which 

people are treated with equality, dignity and respect, to ensure that the natural environment is protected 

and restored, and to ensure that suppliers operate in compliance with the regulations in force and are 

rewarded for the quality and sustainability of their business. 

The strategy set to obtain such objective is diversified depending on the supply chain. RSCP is applicable to 

any party in the company’s supply chain, not only at a farm level. 

The adopted certification system is in line with the main international standards in terms of child labour, 

forced labour, income fairness, trade unions and polluting multinationals. 

The standard applied to the green coffee supply chain provides that the company monitors its suppliers by 

verifying that the minimum law requirements (essential to maintaining business relations with the 

company) are respected, and that verifications are carried out in the following areas: ENVIRONMENT (Use 

of the soil, Water management, Water quality, Impacts on the local community, Biodiversity); 

EMPLOYMENT (implemented agronomic practices, Production equipment, Labour conditions, Accidents 

and injury risks, Workers' abilities and skills); PRODUCT (Active principles usage, implemented agronomic 

practices, Production equipment, Working conditions, Hygiene).  

 

From the end of 2013, the company draws up and updates a risk assessment document that analyses 

environmental, business ethics, employment, and product risks, assessing them both at a country and 

supply chain level. Such an instrument allows for the improvement of the monitoring process, in particular 

with regards to those issues on which to focus their future actions. Verifications and inspections, which 

provide additional data to the company supply chain performance parameters, are also part of the process:  

minimum requirements that suppliers must respect under penalty of temporary exclusion  

key performance indicator, which describe the company supply chain and are necessary to assess the 

company’s performance in respect of the suppliers: these are divided into requirements which go beyond 

the minimum law requirements but that the company deems fundamental and the non-compulsory 

requirements, which however are highly qualifying. On the basis of the collected data, the company sets 

specific objectives by identifying the most suitable actions to carry out in accordance with the identified 

targets. The company commits itself to periodically revise and reformulate said requirements, so that they 

are in accordance with the territorial changes, which are generally gradual and visible only over the 

medium and long term.  

Particular attention is given to monitoring the first phase of the raw material origin, the farmer. The 

sampling is carried out both on the basis of the risk assessment performed by the company (at a country, 

supply chain and organisation level), and of the purchased volumes and of the outcomes of the previous 

monitoring cycles. Since the beginning of the programme, 1,900 producers in total have been assessed 

directly on the field. From 2010 to 2016, considering both direct actions (training programmes) and indirect 

actions (participation to and organization of conferences) the company reached a number of more than 
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7,000 participants. Given the strong commitment in the implementation of a sustainable supply chain, 

100% of the purchase volume carried out by first and second suppliers (exporters, cooperatives and 

associations) results being compliant with the company’s supply policies. As far as third level suppliers are 

concerned, that is farmers, it results that 90.2% of them respects the Responsible Supply Chain Process 

protocol requirements.  

The supplier verification system underwent a revision and amendment process in order to face the increase 

in the purchase volumes in Latin American and African countries where the supply chain is more articulated 

and farmers participate in the formation of a commercial lot by investing a minimum percentage and in 

such a way that cannot be identified beforehand: when there is market atomisation of the farmers’ offer, 

the knowledge of the territory is articulated to 100% of the second level suppliers (farmers as a collective 

group, then cooperatives or associations) and with the inspection of at least 10% of the individual farmers 

that have participated to forming a commercial lot. Mapping the territory allows for the study and 

development of local projects, able to identify and manage the needs of the community of farmers. The 

company develops programmes to transfer know how to the green coffee supply chains. The company is 

very sensitive to the “best coffee we can provide” theme, to the extent that some publications were 

dedicated to the issue of best practices in decreasing the use of phytosanitary products.  

The company values and rewards coffee quality through many initiatives and recognitions: money awards, 

bonus trips, loyalty cards that vary according to the duration of the supply relations and product quality). 

Fair profit for farmers: the minimum fair price for the purchased coffee is calculated considering a series of 

variables (country of origin, market type, product quality, and production costs). The company 

acknowledges to farmers a price increased by 30% in average compared to other market prices, therefore it 

pays them back for the care they give to plantations and guaranteeing them a profit also when the price of 

green coffee decreases in the international market.  
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6. Shareholders and Financiers 

A shareholder is a person who legally holds shares in a company against a payment which is essential for 

corporate investments. In exchange, he receives a share of the profits distributed during the period in 

which he holds the shares; the financier is the figure who ensures (in advance) the financial means 

necessary for the realization of a business venture by requesting (subsequently) instalments increased by a 

given interest rate, without having ownership in the company. 

Nowadays, companies finance and are financed using a variety of financial instruments and the protection 

deriving from laws and regulations facilitates risk management, which is central to corporate strategies. 

Compliance with the regulations and the financial commitments undertaken has an impact both on the 

corporate financial side and on corporate image. Reputation, which takes a long time to build, can be 

ruined in a few hours due to corruption scandals, or accidents that cause serious environmental damage. 

These events can lead to “negative attention” from governments, the media and, particularly, from 

financiers. Building a genuine culture of “doing the right thing” in business can eliminate this risk and 

ensure a greater flow of financial resources. 

In particular, finance and investment have always been analysed using return, capital and interest 

parameters; the culture of “ethical investment”, where investors aim not only at financial speculation, but 

above all at supporting activities that meet certain social and environmental responsibility requirements is 

becoming increasingly widespread, in line with the "synergy between economy and ethics" theory, 

formulated by Nobel prize winner Amartya Sen, who states the following:  

to the value of wealth, that always remains a basic element of the market, must be added happiness. A 

person is richer than another one when he/she is happier and has reached a better quality of life. Quality 

of life becomes, therefore, an algebraic variable in economic calculations. The market is a true market 

when it produces not only wealth, but it also satisfies needs and ethical values. 

Today we speak of ethical investing when the selection and management of financial flows collected with 

instruments such as shares, bonds, loans and mutual funds, is influenced by ethical or social criteria 

(socially responsible investment - USA; Ethical investment – Great Britain). An ethical investor is not only 

interested in the performance of his shares, but wants to know the underlying reasons that make this 

profitability, the characteristics of the goods produced, the location of the company, and how the business 

is conducted. Therefore, financiers will prefer companies which are in line with personal ethical values. 

Ethical or responsible investment has among its main goals the financing of initiatives that operate in the 

fields of the environment, sustainable development, social services, culture and international cooperation.  

Americans summarise this whole concept as the “Triple P Approach”: People, Planet, Profit. The most 

widely adopted instrument is the mutual fund, set up to support organizations working in the field of 

environment, sustainable development, social services, culture and international cooperation. This financial 

instrument is widespread in evolved markets, where the offer is vast and can satisfy a wide range of ethical 

and moral requirements. 
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Today, a growing number of financial institutions offer investment products whose funds are destined to 

these purposes. One of the tools used to select beneficiaries of the investment is Ethical Screening, that is, 

the practice of including or excluding securities from a portfolio or a pension fund based on an ethical 

judgement on the activities performed. In this regard, there are now a wealth of independent organizations 

that provide ethical ratings to businesses, depending on the focus that these companies dedicate to the 

negative impact or consequences of their business activities. 

All of this is part of a new dimension of finance, called ethical finance. In particular, the Italian Manifesto of 

Ethical Finance was drawn up, which lists its underlying principles: 

 credit, in all its forms, is a human right;  

 efficiency is a component of ethical responsibility;  

 enrichment based on the sole possession and exchange of money is illegitimate;  

 the transparency of the markets;  

 participation in important company decisions not only by shareholders but also by savers;  

 social and environmental responsibility are reference criteria for uses;  

 global and coherent adherence by the manager who organizes all activities. 

 

6.1. Advantages deriving from the adoption of Corporate Social Responsibility practices for Shareholders 

and Financiers: 

• greater access to credit and better relations with banks, thanks to transparent communication;  

• Some banks carry out assessments on the environmental and social impact for the purpose of 

issuing credit. In particular, a bad reputation in environmental and social terms identifies the 

enterprise as more “at risk” and therefore the use of capital is more expensive; 

• Transparent and ethical financial statements make it easier to verify legal compliance, market 

experience, compliance and financial health of the company as a guarantee on the repayment 

expectation of the financier. 

 

6.2. CSR practices towards Shareholders and Financiers: 

• Adoption of sustainability criteria for the selection of financiers; 

• Informal assessment of behaviour in terms of CSR, such as the composition of uses and profit 

distribution policies. 

• Adoption of the “ethical rating” criteria of the bank, insurance company, or of the financial services 

company; 

• Communication of the company’s risk profile to its financiers; 

• Attention for financial statement reports, communication of corporate risk analysis factors and of 

the environmental and social risks mapping, other than the hidden environmental liabilities; 

• Control/monitoring of the positive impact of said criteria and communication towards the 

community and in the company. 

 

6.3 Best practice in the management of shareholders and financiers 

As an example, we will present the case of an important listed Italian multiutility which operates mainly in 

the Environment (waste collection and treatment), Energy (distribution and sale of electricity and gas) and 

the Water (aqueduct, drainage and depuration) sectors. It commits itself to the creation of value by putting 

at the core of its strategic system quality, efficiency of the services provided and growth, pursuing at the 
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same time a balanced development of the strategic areas of its business portfolio. The following is a 

summary of the information extracted from the sustainability report (2016 version) published in the 

Group’s website. 

Stability in time of strategic orientations, risk management and the sustainable approach contributed to the 

production of economic-financial results in constant increase, also in cases of adverse context conditions. 

The total shareholder return always remained positive, in a ten-year-period characterised by a remarkable 

high instability in financial markets. 

In the five-year industrial plan, the company increased the objectives regarding the shareholders’ 

remuneration, expecting a minimum dividend increasing by up to 10 cents per share in 2020, rising by 11% 

compared to the last distributed dividend. Such a policy allows shareholders to have greater visibility on the 

future minimum return of their investment compared to the remunerations used by other companies in the 

sector, which make their dividends depend on the economic prospect of net profits. The list of analysts 

following the security is constantly widened, in order to guarantee a plurality of professional and 

independent assessments on the company’s value. 

The important economic - financial information are communicated to the market in a timely and 

transparent manner to facilitate their correct evaluation and thus transfer the value deriving from its 

management to the security. Any public announcement which can influence the price of the share is 

divulged in real time on different channels to every investor category (institutional, socially responsible, 

private and retail, public authority); access to the main information, be it economic-financial, social or 

environmental, is guaranteed  

Risk components related to the share performance in the market, such as the instability of the quotations 

and market liquidity of exchanges (resulting from the intense dialogue activity carried out with the financial 

market operators) and the development of new relationships with professional investors who have an 

investment style consistent with the company's portfolio. 

Moreover, the diversification of institutional investors among the Group’s members constitutes and 

important factor to facilitate the continuous evolution of the corporate structure and the balance over time 

of the listed share. The company presents a balanced geographical diversification and investment style as 

far as professional investors are concerned, for the benefit of resilience and of the low instability of the 

share.  

The company share is part of six ethical indexes4, three more than in 2015. Ethical indexes include shares of 

those companies deemed excellent as far as corporate social responsibility is concerned, in order to 

facilitate the investment choices for socially responsible investments (Sri).  

The Group’s activities are dealt with by the management in respect of the Code of Ethics adopted by the 

Group, in line with the Code of Self-Discipline promoted by Borsa Italiana Spa. 

The administrative body carefully protects shareholders' interests, thus any amendment to its structure 

achieving such objectives is promptly taken into consideration. The last amendment to the articles of 

association eliminated the obligation of minimum ownership of 51% of the social capital by public partners, 

                                                           

4
 The organisation of these indexes takes into consideration that companies with a sustainable management in terms of 

environment, relations with stakeholders and corporate governance, in the long term achieve better results compared to their 
competitors. 
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and established the loyalty share5, thus rewarding those investors who demonstrate - thanks to the stability 

of their investment - greater sensitivity towards both the long-term growth of the Group, and an active 

participation in the appointment of the shareholders' representatives. In order to fully safeguard the 

interest of minority groups, the loyalty share was applied in a reduced version compared to law provisions: 

indeed it comes into force for the appointment and/or revocation of the Board of Directors and of the 

Board of Statutory Auditors, to modify the limitation of the share ownership, as well as for the amendment 

of the same article that established the loyalty share. 

In 2015 a new three-year Trade Union agreement with public authorities partners was also signed, which 

introduced some news, also in light of the approved statutory changes: three time thresholds were set, 

progressively reducing the share owned by members participating in the agreement to 38.6% (this 

percentage anyway guarantees control on the loyalty share and guarantees public administration partners 

to have a majority in the shareholders’ meeting of over two thirds of the total, that is the limit set by law on 

statutory amendments). 

From 2017 the number of directors increases from three to four; the new member is appointed from the 

lists submitted by the minority shareholders, in order to attract a greater participation of private capitals in 

choosing the Group's strategic directions. Moreover, in order to increase the minority shareholders’ 

participation, the share capital required to submit a list for the appointment of the Board of Statutory 

Auditors, as already set for the appointment of the Board of Directors, was reduced from 3% to 1%. 

In July 2014, the Group launched a green bond6 which is expected to have a coupon of 2.375% and a return 

of 2.436%, with the aim to finance investments in sustainability in order to contribute to a better 

environmental quality thanks to its business activities. The bond issue was presented to investors and 

analysts with a roadshow, which took place in the main European financial centres. This instrument is 

designed to finance or re-finance sustainability-related projects in four main sectors: fight against climate 

change, decrease in emissions, quality in water depuration and waste cycle.  

The proposal was submitted by a 69% of “sustainable” investors, which have, among their investment 

criteria, the Environment, social and governance (Esg) ones. 

The list of those projects that can be considered for financing was defined on the basis of specific 

environmental criteria and subsequently verified by a certified Authority in order to guarantee the correct 

destination of the funds. For every project sector a set of indicators which reflects the environmental 

benefits deriving from the single actions was identified.  

Following the fund raising, 26 projects, which fall in the categories listed above, were financed/re-financed. 

The total amount of the projects financed in 2016 reached 500 million euro, covering the full amount of the 

bond. 

                                                           

5
 Instrument regulated by Law Decree no. 91/2014 that enables to attribute a loyalty share right up to a maximum of two votes to 

those shares held by the same shareholder for a period of at least 24 months. 
6
 The green bonds finance environmental activities and investments thanks to the funds raised. The first financial instrument as 

such was issued by the World Bank in 2008. The interest for green bonds grew over time and 2016 registered a record number of 
issuing bodies. The last Climate Bond Initiative report forecasted that green bond investments in 2017 will reach over 150 billion 
dollars, given the 80 billion dollars invested in 2016 and the 42 billion dollars invested in 2015. 
The Group was the first in Italy to launch this instrument, for an amount totalling 500 million euro and paved the way to others in 
the utility sector or in other sectors. The bond achieved resounding success with demands totalling a counter value of almost three 
times its amount. 


