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“In un mondo che distrugge i beni della natura, io non ci sto”1. This was the purposeful statement 
– originally from Mr. Luigi Lavazza back in 1935 – that came to the mind of Mr. Antonio Baravalle 
– Lavazza Group CEO – on April 1st, 2021, when leaving the recently built headquarters Nuvola2 
in Borgata Aurora (Turin), after another intense and fulfilling day of work. Lavazza had just re-
leased the 2020 financial results: Revenues of € 2.1billion, slightly down on the 2019 figure of € 
2.2 € billion, Ebitda of € 253.0 million – against € 291.0 million in 2019 – and Net Profit of € 73.0 
million versus € 127.4 million the year earlier. Net Financial Position was positive and had reached 
€ 102.0 million, improving from the previous year of € 82.1 million.3 The reported results were 
confirming the strong financial solidity of the Company and had been achieved in a complex and 
difficult year, that had seen the outbreak of COVID-19 pandemic deeply changing consumers’ 
behaviours.  

 
 
However, even more remarkable was the continued commitment to Sustainability. After inter-
nalising the SDG Goals4 into Lavazza’s Strategy, focusing on 4 goals and launching the GOAL 
ZERO (an innovative idea of Lavazza), the Company was moving forward with another daunting 
challenge: the “Roadmap to Zero”. ESG5 criteria were increasingly integrated in the Group strat-
egy, the first milestone reached with the Roadmap to Zero, for which about 50 million euro had 
been invested in for the period 2020-2021. Goal was to work to reach Lavazza Group’s carbon neu-

Introduction

1. “A world that destroys the goods of nature is one I do not belong in” https://www.lavazza.en/en/sustainability.
html. 

2. Nuvola enhances the industrial heritage of the city of Turin. The current site of the Lavazza Corporate Manage-
ment Centre was previously home to high-profile Italian companies, including Società Elettrica Alta Italia, Sip 
and Enel. Lavazza worked with the city to refurbish and reclassify the buildings which had elements of histori-
cal-architectural interest. 

3. www.lavazzagroup.com. 
4. SDGs – Sustainable Development Goals for the Agenda 2030, agreed upon in 2015 by world leaders aimed to 

create a better, fairer world by 2030 – ending poverty, inequality and addressing climate change. 
5. ESG – Environmental, Social, and Corporate Governance refers to the three central factors in measuring the su-

stainability and societal impact of an investment in a company or business. 
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trality by the end of 2030.   
The question was how deep Lavazza could embed all its sustainability values inside the Company 
and outside as well, to foster a positive transformation across the whole industry? What kind of 
activities could be done to accelerate this strategy? The fact that Lavazza was still owned by an 
enlightened family could help? How this would compare with the financial pressure that other 
listed multinationals and smaller private companies would feel, where quarterly profit reviews 
and/or overall economic results would put pressure on the single bottom line profitability versus 
the triple bottom line profitability6 that Lavazza could pursue? Could this fully purpose-driven 
approach become a disadvantage in the short run for Lavazza? Conversely, might the outbreak 
of covid-19 pandemic reinforce Lavazza’s conscious business and responsible leadership?

6. 3P: Profit, People and Planet

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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Coffee provides a revitalising effect owing to its caffeine stimulant and is one of the most con-
sumed and popular drinks worldwide. The global coffee market was valued at approximately USD 
102.02 billion in 2020, with sales particularly robust as consumers stockpiled essential items dur-
ing the pandemic7. The market was expected to reach revenues worth USD 131.19 billion by 2026 
and set a record high CAGR of nearly 4.8% in the period from 2021 to 2026. The Coffee Market re-
mained very fragmented and competitive. World coffee exports amounted to 10.97 million bags 
in December 2020, compared with 10.81 million in December 2019. 
Exports in the first 3 months of coffee year 2020/21 (Oct/20 to Dec/20) had increased by 6.1% to 
31.59 million bags compared to 29.78 million bags in the same period in 2019/20. 
In the twelve months ending December 2020, exports of Arabica totalled 81.17 million bags com-
pared to 82.14 million bags the year before; whereas Robusta exports amounted to 47.93 million 
bags compared to 49.56 million bags.8 

Europe was the world’s largest coffee consumption market region, followed by respectively North 
America, Asia and Oceania and Latin America. The International Coffee Organisation (ICO) re-
ported in November 2020 that global consumption for the coffee year 2019/20 amounted to 167.6 
million 60-kg bags of green coffee (ICO, 2020d). Respectively, Europe imported 55 million bags 
and North America 31 million bags in 2019/20 (ICO, 2020e). In these mature markets, it was not 
the volume, but the demand for higher quality coffee that would drive the future value of coffee 
retail sales.9 A few very large roasters dominated the coffee market, all of which but one had their 
headquarters in Europe or the United States. Mergers and acquisitions in the industry continued 

1. The Global Coffee Market 

7. https://www.mordorintelligence.com/industry-reports/coffee-market. 
8. International Coffee Organization 2020. 
9. Coffee Barometer 2020.
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to drive consolidation in the market and increased market shares and value of these companies. 
This consolidation was also reflected by the fact that 86% of the total European Unions’ imports 
was roasted in only six countries: Germany and Italy had the largest roasting industry, followed 
by Spain, the Netherlands, France and Sweden. In general, these roasters had invested heavily 
in diversifying their portfolio of brands and covered the whole spectrum of traditional roast and 
ground products, as well as a wide range of single-serve options, next to espresso beans or instant 
coffee10.

10. Ibidem.

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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Coffee was produced in approximately 12.5 million coffee farms, mostly in underprivileged and 
underdeveloped parts of the world. The structure and size of the farms varied by producing 
country. Almost 95% of these were smaller than 5 hectares, and 84% of all coffee farms were 
smaller than 2 hectares. It was estimated that smallholder farms produced up to 73% of all coffee, 
the remaining 27% was produced by large coffee estates. Estates bigger than 50 hectares were a 
common feature in South America only. Amongst all coffee producing countries, Brazil was the 
largest origin for both Arabica and Robusta varieties. The leading Robusta producer was Vietnam. 
In 2019 these two countries accounted for almost half of the global coffee production. World coffee 
production in 2019/20 was projected at almost 169 million bags with a decline in Arabica output 
to 96 million bags, while Robusta production was expected to rise to 73 million bags (ICO, 2020e). 
Despite the pandemic, there were no serious coffee supply shortages reported in the 2020 stat-
istics. Just three countries were responsible for another quarter of the global coffee output: Co-
lombia, Indonesia and Honduras.11

2. Coffee around the World in 2020

11. Ibidem.
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“The coffee you enjoy each day has taken a long travel to arrive in your cup”. Between the time they 
are planted, picked and purchased, coffee beans go through a typical series of steps to bring out 
their best. 
Planting. A coffee bean is actually a seed. When dried, roasted and ground, it is used to brew cof-
fee. If the seed isn’t processed, it can be planted and grow into a coffee tree. Coffee seeds are gen-
erally planted in large beds in shaded nurseries. The seedlings will be watered frequently and 
shaded from bright sunlight until they are hearty enough to be permanently planted. Planting 
often takes place during the wet season, so that the soil remains moist while the roots become 
firmly established. 
Harvesting the cherries. Depending on the variety, it will take approximately 3 to 4 years for the 
newly planted coffee trees to bear fruit. The fruit, called the coffee cherry, turns a bright, deep red 
when it is ripe and ready to be harvested. There is typically one major harvest a year. In countries 
like Colombia, where there are two flowerings annually, there is a main and secondary crop. In 
most countries, the crop is picked by hand in a labour-intensive and difficult process, though in 
places like Brazil, where the landscape is relatively flat and the coffee fields immense, the process 
has been mechanised. 
Processing the cherries. Once the coffee has been picked, processing must begin as quickly as 
possible to prevent fruit spoilage. Depending on location and local resources, coffee is processed 
in one of two ways: 
a) The Dry Method is the age-old method of processing coffee, and still used in many countries 

where water resources are limited. The freshly picked cherries are simply spread out on huge 
surfaces to dry in the sun. In order to prevent the cherries from spoiling, they are raked and 
turned throughout the day, then covered at night or during rain to prevent them from getting 
wet. Depending on the weather, this process might continue for several weeks for each batch 
of coffee until the moisture content of the cherries drops to 11%. 

The Wet Method removes the pulp from the coffee cherry after harvesting so the bean is dried 
with only the parchment skin left on. First, the freshly harvested cherries are passed through a 
pulping machine to separate the skin and pulp from the bean. Then the beans are separated by 
weight as they pass through water channels. The lighter beans float to the top, while the heavier 
ripe beans sink to the bottom. They are passed through a series of rotating drums which separate 
them by size. After separation, the beans are transported to large, water-filled fermentation tanks. 
Depending on a combination of factors -- such as the condition of the beans, the climate and the 
altitude -- they will remain in these tanks from 12 to 48 hours to remove the slick layer of mucilage 
(called the parenchyma) that is still attached to the parchment. While resting in the tanks, nat-
urally occurring enzymes will cause this layer to dissolve.  
Drying the beans. If the beans have been processed by the wet method, the pulped and fermented 
beans must now be dried to approximately 11% moisture to properly prepare them for storage. 
These beans, still inside the parchment envelope (the endocarp), can be sun-dried by spreading 
them on drying tables or floors, where they are turned regularly, or they can be machine-dried 

3. Coffee Industrial Process
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in large tumblers. The dried beans are known as parchment coffee and are warehoused in jute or 
sisal bags until they are prepared for export. 
Milling the beans. Before being exported, parchment coffee is processed in the following manner: 
Hulling machinery removes the parchment layer (endocarp) from wet processed coffee.  Hulling 
dry processed coffee refers to removing the entire dried husk — the exocarp, mesocarp and endo-
carp — of the dried cherries. Polishing is an optional process where any silver skin that remains 
on the beans after hulling is removed by machine. While polished beans are considered superior 
to unpolished ones, in reality there is little difference between the two. Grading and Sorting is 
done by size and weight, and beans are also reviewed for colour flaws or other imperfections. 
Beans are sized by being passed through a series of screens. They are also sorted pneumatically 
by using an air jet to separate heavy from light beans. Typically, the bean size is represented on a 
scale of 10 to 20. The number represents the size of a round hole’s diameter in terms of 1/64’s of an 
inch. A number 10 bean would be the approximate size of a hole in a diameter of 10/64 of an inch, 
and a number 15 bean, 15/64 of an inch. Finally, defective beans are removed either by hand or by 
machinery. Beans that are unsatisfactory due to deficiencies (unacceptable size or colour, over-
fermented beans, insect-damaged, unhulled) are removed. In many countries, this process is done 
both by machine and by hand, ensuring that only the finest quality coffee beans are exported. 
 
Exporting the beans. The milled beans, now referred to as green coffee, are loaded onto ships in 
either jute or sisal bags loaded in shipping containers, or bulk-shipped inside plastic-lined con-
tainers or in 800-1000 Kg plastic bags (Big Bags). 
Tasting the beans. Coffee is repeatedly tested for quality and taste. This process is referred to as 
cupping and usually takes place in a room specifically designed to facilitate the process.  
- First, the taster — usually called the cupper — evaluates the beans for their overall visual quality. 

The beans are then roasted in a small laboratory roaster, immediately ground and infused in 
boiling water with carefully controlled temperature. The cupper noses the brew to experience 
its aroma, an essential step in judging the coffee’s quality.  

- After letting the coffee rest for several minutes, the cupper “breaks the crust” (taking out the 
floating coffee powder used in the brewing process) by pushing aside the grounds at the top of 
the cup. Again, the coffee is nosed before the tasting begins. 

- To taste the coffee, the cupper slurps a spoonful with a quick inhalation. The objective is to 
spray the coffee evenly over the cupper's taste buds, and then weigh it on the tongue before 
spitting it out.  

Samples from a variety of batches and different beans are tasted daily. Coffees are not only ana-
lysed to determine their characteristics and flaws, but also for the purpose of blending different 
beans or creating the proper roast. An expert cupper can taste hundreds of samples of coffee a 
day and still taste the subtle differences between them.  
Roasting the coffee. Roasting transforms green coffee into the aromatic brown beans that are 
purchased in our favourite stores or cafés. Most roasting machines maintain a temperature of 

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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about 550 degrees Fahrenheit. The beans are kept moving throughout the entire process to keep 
them from burning. When they reach an internal temperature of about 400 degrees Fahrenheit, 
they begin to turn brown and the caffeol, a fragrant oil locked inside the beans, begins to emerge. 
This process called pyrolysis is at the heart of roasting — it produces the flavour and aroma of the 
coffee we drink. After roasting, the beans are immediately cooled either by air or water. Roasting 
is generally performed in the importing countries because freshly roasted beans must reach the 
consumer, or packed in a controlled atmosphere or vacuum, as quickly as possible.  
Grinding coffee. The objective of a proper grind is to get the most flavour in a cup of coffee. How 
coarse or fine the coffee is ground depends on the brewing method. The length of time the grounds 
will be in contact with water determines the ideal grade of grind. Generally, the finer the grind, 
the more quickly the coffee should be prepared. That’s why coffee ground for an espresso machine 
is much finer than coffee brewed in a drip system.12

12. https://www.ncausa.org.

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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The general process of how coffee gets from farm to table: 
1. Coffee is harvested by the growers. 
2. The coffee is then sent for processing (unless the farm doubles as a processor) where the beans 

are hulled and dry or wet processed depending on the method used for that specific grower/cof-
fee; this step is often referred to as “milling”. 

3. After beans are shelled to perfection, creating green coffee beans, they are shipped to the 
roasters by exporters to suppliers/brokers/roasters/retailers. 

4. Roasters then roast beans to desired light or darkness. If coffee is not only sold at the roastery, 
it is then packed and shipped out via exporters to its various destinations13.   

4. Coffee Production Supply Chain

13. https://club.atlascoffeeclub.com/coffee-supply-chain/ 
14. Computers and Chemical Engineering, 133, 2020.

14
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Lavazza buys most of the coffee volumes from long-established exporters with which it has 
worked for years and which provide a secure guarantee both in quality terms and from the stand-
point of “country risk” and financial solidity. At the same time, Lavazza researches and assesses 
new potential suppliers, so as to always ensure the consistency of the in-cup sensory profile of 
the product. The Countries from which Lavazza buys coffee are mainly: Central America: Mexico, 
Guatemala, Honduras, El Salvador, Nicaragua, Costa Rica; South America: Brazil, Colombia, Peru; 
Africa: Tanzania, Kenya, Uganda, Ethiopia; Asia: India, Vietnam, Indonesia, Papua New Guinea. 
Lavazza purchases its coffee through collaboration between coffee-buyers, coffee-tasters and 
coffee-exporting companies, which are required to provide the raw material according to specific 
“Lavazza standards” in order to ensure that the taste characteristics of Lavazza coffee — the “in-
cup profile” — are kept constant over time. The bags of purchased coffee are loaded into containers 
and embarked. Each individual container is checked against monitoring forms to verify general 
coffee conditions, intact seals and presence of any damage. Coffee spends up to 35 days crossing 
the oceans by ship before reaching its destination port (in Italy or France). Upon entering the port, 
coffee containers are unloaded, still closed, to the customs warehouse and all the administrative 
and custom’s procedures are then completed so that the product is available to be used for pro-
duction. A sample is taken from each container and then sent to Lavazza’s laboratories where the 
coffee tasters carry out the necessary tastings and analyses to verify that the product received 
corresponds to the coffee purchased. A specific identification code is given to each lot of coffee to 
identify characteristics such as the embarkation month or the agreed price. The lot is held in the 
customs warehouse until the analyses are completed and it is judged fit for processing at the 
plants. When it reaches the plant, the green coffee undergoes a number of visual controls and 
humidity checks, according to specific reference and control standards. Once these checks have 
been passed, the coffee is put in storage silos. Depending on the plant in which the coffee is pro-
cessed, beans are roasted separately and then mixed to make the blends, or, in other cases, the 
blend is made before the roasting phase. Various controls are carried out on packaging integrity: 
each plant has a small tasting laboratory, where all the finished product lots are tasted by per-
sonnel who have received special training to check that the right blend is contained in the pack 
and has no defects. 
Finished product distribution is organised through three central hubs in Italy and a central ware-
house for each market of distribution.15 

15. Lavazza 2020 Sustainability Report

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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A Coffee farmer sells 100 $ for about 100 kgs of final product to intermediaries who process the 
material and sell in turn to Agents for a price of 310$. Agents sell to Distributors for a price of 390$. 
Then, coffee is exported at 490$ to Coffee Manufacturers who — after roasting — sell at 780 $ per 
100 kgs to retail chains. Finally, Coffee reaches the ultimate consumer at a price of about 12.20 $ 
per kg (including 22% Value Added Tax).16  
 

5. Coffee Global Value Chain

16. Source: “Spin lab: Coffee and others. A structural comparative analysis of the most common goods’ supply 
chains.” 
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IllyCaffè 
 
ILLYCaffè is an Italian family business founded in Trieste in 1933 by Francesco Illy. In 2021 it was 
led by the third generation of the family. ILLYCaffè Company would market coffee-related prod-
ucts in approximately 140 countries worldwide. The Illy Group was made up of several companies 
located in North America, France, Germany, Spain and Benelux. The group employed approxi-
mately 800 people in these locations. The company was renowned around the world and recog-
nised for the high quality and velvety taste of  coffee, a blend made of nine varieties of pure Arabica 
that delighted millions of people every day at home, in the office, in hotels, restaurants and coffee 
shops. The company had built a world of experience, taste, science and art around the pleasure 
of a perfect cup of coffee. The world of Illy also included coffee machines, designer cups (the Illy 
Art collection) and accessories; IllyCaffeè — authentic Italian coffee shops — and the Università 
del Caffè (University of Coffee), founded in 1999 to promote and share the culture of quality coffee 
in Italy and around the world. On March 6th 2020, Illycaffè announced to be the first Italian coffee 
company to obtain B Corp certification, which was awarded to companies that were committed 
to respecting the highest standards of social and environmental performance, transparency and 
accountability and that operated in a way that optimised their positive impact on employees, 
communities and the environment. 
On May 3rd 2021, IllyCaffè released the 2020 financial results: Revenues of € 446.5 million were 
down on the 2019 figure of € 520.5 € million, Ebitda was of € 57.7 million versus €73.4 million the 
year before and Net Profit reached of € 5.0 million versus € 19.0 million, the year earlier. Net Fi-
nancial Position was negative at € 103.3 million, improving from the previous year of negative € 
114.0 million.  Key Financial figures and narrative from IllyCaffe’ below:17 

6. Key Competitors

17. https://www.illy.com/en-us/company/store-events/press/press-releases/financial-results-illycaffe-2020. 
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“We faced the pandemic with solid fundamentals, a clear vision of the value of our brand, and a 
strong commitment to the digitalization of our business – commented Massimiliano Pogliani, CEO 
of illycaffè – While our 2020 results were inhibited by limited  out-of-home consumption, they con-
firm the strength of our brand, the efficacy of the actions we implemented to mitigate the impact of 
the pandemic, and our ability to respond to changing consumer needs. Our ceaseless commitment 
to sustainability, which has always been one of illycaffè’s core and founding values, was further 
boosted by obtaining B Corp certification, another milestone in our path towards continuous im-
provement. We look to the future with optimism. As the international vaccine campaign speeds up 
and the pandemic is gradually brought under control, consumers and companies will return to a 
new normal, with further opportunities for growth”. 
 
JDE Peets 
 
JDE Peet’s is a public limited liability company under the laws of the Netherlands. The Company 
was incorporated on 21 November 2018 as a private limited liability company and converted into 
a public company after listing on 29 May 2020. The Company is the holding company of JACOBS 
DOUWE EGBERTS B.V. (“JDE”) and Peet’s Coffee & Tea, Inc. (“Peet’s” or “Peet’s Group”) through 
several indirect holding companies. 
 
JDE Peet’s is the world’s largest pure-play coffee and tea group by revenue with local roots dat-
ing back more than two centuries. The company unleashes the possibilities of coffee and tea in 
more than 100 developed and emerging markets, through a portfolio of over 50 brands that col-
lectively cover the entire category landscape through leading household names such as L’OR, 
Peet’s, Jacobs, Senseo, Tassimo, Douwe Egberts, Old Town, Super, Pickwick and Moccona. The 
corporate governance model is in line with the Dutch Corporate code of governance and is based 
on the relevant provisions of Dutch law, Articles of Association and the Board Rules. 
 
JDE Peet’s was listed and began trading on the Euronext Amsterdam stock exchange on 29 May 
2020 under the ticker “JDEP”. The total number of issued and outstanding ordinary shares in the 
share capital of JDE Peet’s amounts to 501,446,549.  
 
In 2020, the company generated total sales of EUR 6.7 billion and employed a global workforce of 
more than 19,000 employees. Pure-play focus and powerful portfolio drove record In-Home or-
ganic sales growth of 9.1% in FY 20, total organic sales growth accelerated from -1.1% in H1 to 0.7% 
in H2, with In-Home at 9.8% and Away-from-Home at -29.8% due to new lockdowns in Q4. Or-
ganic adjusted EBIT growth of 6.2% to EUR 1,278 million in FY 20. FY 21 outlook: organic sales 
growth of 3 to 5%, with a catch-up on the marketing investment level, will result in a low single-
digit organic increase in adjusted EBIT. 
 

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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JDE Peet’s’ Corporate Responsibility strategy is built on three pillars: Common Grounds, address-
ing the priority issues in the supply chain; Minimised Footprint, aimed at reducing environmental 
impact; and Connected People, engaging employees and communities. In 2020, there were lots 
of progress across all sustainability commitments, with notable increase in share of third-party 
certified/verified coffee and 87% of packaging designed to be reusable, recyclable or compostable. 
 
Nespresso  
 
Nestlé Nespresso S.A., trading as Nespresso, is an operating unit of the Nestlé Group, based in 
Lausanne, Switzerland. Launched by the multinational company Nestlé in the early 1970s, the 
“coffee in capsule” project underwent a long period of maturation. In 1976, Eric Favre, an employee 
of Nestlé, invented, patented and introduced the Nespresso system. Nestlé, after signing an agree-
ment with the coffee machine manufacturer Turmix and after creating the company Nespresso 
in 1986, began to propose itself on the Swiss and Italian markets. 
 
All Nespresso coffee is roasted, ground and encapsulated in one of three factories in Switzerland 
(Avenches, Orbe and Romont), but the company sells its system of machines and capsules world-
wide, as well as the VertuoLine system in North America and certain other countries. 
 
In FY 2020, Nespresso sales reached CHF 5.9 billion, with organic growth accelerating to 7.0%, 
the highest level in the last six years. The company reported 7.0% organic growth, with strong 
RIG and positive pricing. E-commerce and the Vertuo system saw strong double-digit growth, 
more than offsetting sales declines in out-of-home channels. Growth was also supported by in-
novations such as Reviving Origins, limited-edition products and the launch of Nespresso’s first 
organic coffee. By geography, the Americas and AOA posted double-digit growth. North America 
continued to see market share gains, with the United States becoming Nespresso’s largest market. 
In Europe, a sales decrease in the out-of-home channels was partially offset by mid-single-digit 
growth in the at-home business. 
 

6. KEY COMPETITORS
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Nespresso’s commitment to sustainability has been built for over 30 years. The company learned 
how to integrate sustainability into its everyday business. Since 2013, this strategy has been The 
Positive Cup: a strategy that aimed to not only reduce negative impacts but also to generate posi-
tive impacts across the company’s value chain. Most notably, the company improved its commit-
ment to source towards 100% of permanent coffees through the Nespresso AAA Sustainable 
Quality™ Program, increasing the rate of recycled capsules, and delivering climate actions that 
mitigate our global GHG emissions and adapt coffee farming communities. In short, Nespresso 
remained committed to its investment plan and the integration of sustainability into operations. 

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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“The stability of family-run governance supports a long-term value oriented business approach”18. 
The history of Lavazza was that of a business which, for over 120 years, had pursued a company 
vision based on passion for work, for the product and the land in which it operated.  These values 
had been ingrained in Lavazza’s DNA since its foundation in 1895, and uphold by four generations 
of entrepreneurs. Each family member who had worked in the company had helped it to grow, 
transforming it into the company it had become, yet still true to the qualities of passion and inno-
vation inherited from Luigi Lavazza, in the words of Emilio Lavazza: “It’s about doing business 
with your heart”. Therefore, Luigi Lavazza S.p.A., established in Turin – had been owned by the 
family of the same name for four generations. The world’s seventh ranking coffee roaster, Lavazza 
had a market share by sales of over 36% in Italy, 3800 employees and revenues of €2.09 billion in 
2020. Over 120 years earlier, in his grocery shop in Turin Luigi Lavazza invented and marketed 
the concept of blending: the art of combining different coffee varieties and origins, which even at 
present distinguished all Lavazza products. In the early decades of the 20th century, Lavazza was 
the first company to locally distribute coffee in bags bearing its logo. In 1950, the company used 
for the first time in Italy vacuum tins to preserve coffee and in 1971 the first flexible vacuum brick 
pack. In 1989, Lavazza was also the first brand to introduce multiple coffee packs. In the same year, 
it entered the portioned coffee market, becoming the first Italian company to produce and market 
capsule-based espresso systems. Thanks to ongoing collaborations with an international network 
of universities and scientific institutes, Lavazza had developed different platforms in the portioned 
coffee segment. Innovation had always been closely intertwined to research, and the company 
was known as an organisation with a “continuous innovation cycle”, ranging from the art of blend-
ing to vacuum-packed coffee, from portioned to instant coffee, from decaffeinated coffee to the IS-
Spresso machine — developed alongside the Italian aerospace engineering firm Argotec (in a 
public-private partnership with the Italian Space Agency) — capable of functioning in the extreme 
conditions of space. This constant passion for quality led the company in 1979 to establish the Luigi 
Lavazza Centre for Coffee Studies and Research, dedicated to analysis and in-depth study of es-
presso and the spread of espresso culture. This then evolved into the Lavazza Training Centre, an 
international network of over 50 coffee schools throughout the world, where 30,000 people were 
trained each year. Constant innovation was also essential when it came to the significant industrial 
investments that over the years had made the Group more efficient, flexible and nimble in re-
sponding to a constantly evolving market. In 2021 Lavazza Group continued to be a Top Employer 
in Italy, thanks to continuous improvement centred on people and the ongoing quest for excellence 
in human resource management processes and strategies19. 

7. Luigi Lavazza S.p.A.

18. www.Lavazza.com; https://www.comunicaffe.com/nestle-reports-3-6-organic-growth-nespresso-sales-up-
7-the-highest-level-in-the-last-6-years/; https://www.sustainability.nespresso.com/progress-against-goals-
and-ambitions; https://www.nestle.com/media/pressreleases/allpressreleases/full-year-results-2020. 

19. Lavazza press release Turin, April 1, 2021.
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Over the more recent years, the Lavazza Group had embarked on an international development 
process aimed at consolidating its independence and competitiveness at the global level, with 
the mission of being a premium pure coffee company: concentrating solely on high-quality coffee 
by leveraging the value of its brand. Specifically, the company had completed some major trans-
actions: Merrild, a leading retail coffee brand in Denmark and the Baltic countries, joined the La-
vazza Group in 2015. In the same year, the Group also took over the distribution business for 
Lavazza products from its local partner in Australia, thereby establishing a new subsidiary in 
Melbourne. Since 2016, Carte Noire has been part of the Lavazza Group, which has included in 
its industrial system also the production site in Lavérune, located in the Occitanie region. This 
important transaction allowed Lavazza to take a position on the strategic French market, which 
was one of the top five coffee markets in the world and now the company’s number-two market 
for the Group. In addition, as part of its globalisation and premium positioning strategy, in 2017 
the Group completed the acquisition of the Canadian brand Kicking Horse Coffee — a leader in 
the organic, fair-trade coffee segment in North America — acquiring an 80% stake in the company. 
In 2017, to strengthen its distribution strategy, Lavazza also acquired the shares in Espresso Ser-
vice Proximité (subsequently merged into Lavazza France), a company specialising in the OCS 
segment, and an 80% stake in NIMS, an Italian firm specialising in distribution and direct door-
to-door sale of coffee capsules and coffee machines throughout Italy. In 2018, Lavazza acquired 
the business of the Australian company The Blue Pod Coffee Co. At year-end 2018, following the 
acquisition of Mars Drinks, the company set up the Lavazza Professional Business, which includes 
the Flavia and Klix OCS and Vending systems. In 2019, their integration within the Group was 
successfully completed. In 2019, Lavazza was again among the first 50 brands in the world by 
reputation according to the Global Rep Track 100 by the Reputation Institute, the world’s leading 
reputation-based research advisory firm (49th in 2018, 38th in 2019, 53th in 2020). 
In early 2021 Lavazza was present on five continents, in more than 140 countries worldwide, and 
operated through both direct subsidiaries and a broad network of distributors. Lavazza’s indus-
trial system consisted of ten manufacturing plants: three in Italy (Turin, Gattinara and Pozzilli); 
the Carte Noire plant in France and that of Kicking Horse Coffee in Canada; the Lavazza Profes-
sional plants (two in the United Kingdom and one in the United States); and two production hubs, 
one in Brazil and one in India, which served the local markets. The Lavazza Group workforce was 
composed of about 4,000 people worldwide. In Italy, Lavazza reached its consumers directly 
through operators such as retail chains and Ho.Re.Ca. points of sale.  Abroad, Lavazza operated 
across different markets through its subsidiaries and a network of distributors specialising in 
the Home and Away- From-Home channels. In a nutshell, Lavazza catered to all consumption 
needs, offering its customers a wide and diverse range of products. 

8. A Multibrand Group 
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Group’s result for the year 2020 
 
The following table shows the Group’s operating and financial highlights at 31 December 2020 
compared with the previous year (exhibits 1&2) :  

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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“The coffee supply chain is closely tied to the top ten multinational roasters that represent 
over 35 percent of global trade in green coffee and engages millions of smallholders and 
workers. In the top 10 coffee producing countries, we provide insight to problems small-
holder coffee farmers encounter in responding to the global market structures. Contribu-
ting to the resilience of smallholder coffee farmers is imperative to create a sustainable 
coffee sector”.20 

 
The beginning of Lavazza’s journey towards Sustainable Development goes back to 1935 when, 
during a trip to South America, the founder Luigi Lavazza expressed his disappointment at seeing 
the destruction of entire coffee crops that had gone unsold: an experience that affected him deeply 
and ultimately shaped his vision of how business should be conducted. Since then, Lavazza had 
always paid careful attention to the economic, human, environmental and cultural heritage of 
the countries in which it worked. Over the years, this had translated into concrete action in sup-
port of producers and their communities, as well as in meaningful assistance for organizations 
operating across the globe. During the evolution of Lavazza presence and growth all over the 
world, a question arose: “How could the sustainability vision of the Founder be integrated into 
the company’s daily business?” The year 2004, when Sustainability wasn’t yet a trend, marked 
the first phase of Lavazza’s approach to Sustainable Development through “The Giuseppe e 
Pericle Lavazza Onlus Foundation”, which promotes and develops economic, social and environ-
mental sustainability projects, in order to support coffee producing communities all around the 
world. This phase was characterized by the so-called Philanthropic approach since the Lavazza 
Family was the only one managing the Foundation, without integrating sustainability activities 
into the business. This first phase was in fact characterized by a low integration of sustainable 
practices within the company strategy, absence of dedicated professionals and of a specific com-
munication network.21 Subsequently to the Philanthropic approach, an Intermediate approach 
followed: the company started to establish a Corporate Social Responsibility Office in addition to 
Company Departments focusing on efficiency promotion (Purchasing, Operations, Logistics, 
R&D, …). This approach was considered more reactive than the first one, since Lavazza started to 
implement a strategy toward Sustainable Development carried on by professionals and a channel 
was established with stakeholders to communicate the results obtained through the Sustainabil-
ity Report. In the third and last phase, an Integrated approach22 was established, characterized 

9. Lavazza’s evolution in approaching to Sustainability   

20. Coffee Barometer 2020. 
21. It must be said that there are still very effective “philanthropic activities” performed by Lavazza like the well renown 

and on-going Lavazza calendar developed in collaboration with top artists with proceeds donated to “Save the 
Children” or donations for Lavazza’s responsibility not only to the environment, but also to the communities in 
which and with which Lavazza operates. This was the thinking behind Lavazza Group’s allocation in 2020 of € 10 
million for projects to support healthcare, education and vulnerable groups in Italy’s Piedmont region. In addition, 
during the pandemic, a further € 2.5 million had been allocated to support local communities in Italy and abroad.  

22. This would internalise the “Creating Shared Value” approach conceptualised by M. E. Porter and M.R. Kramer 
– HBR .org Jan-Feb 2011.
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by the integration of Sustainability into the company’s strategy, policies and practices. This new, 
proactive approach makes use of integrated reports, integrated evaluations of economic, social 
and environmental impacts: everything transmitted through an effective communication of the 
company’s shared values.  
In March 2016, Lavazza set up the Sustainability and Institutional Relations Department. Insti-
tutional Relations side was in charge of representing Lavazza in relevant Italian and European 
Food & Beverage industry organizations and Community Engagement, which consisted in liais-
ing with local public institutions and non-profit organizations in order to build good long-term 
relationships for the benefit of local communities. On the other hand, the Sustainability side was 
involved in designing and coordinating the Lavazza Foundation projects, managing environ-
mental impacts based on quantification, risk assessment and scientific targets, improving coop-
eration with suppliers to share the CSR requirements, the creation of ongoing improvements in 
suppliers’ CSR performance, the coordination and realization of the sustainability report and the 
definition of the group’s sustainability strategy.  
This evolution in the Sustainability Governance was also driven by the need of responding to 
the growing interest of consumers, especially young people, in knowing how sustainable the 
companies from which they buy their products would be.  
In changing market landscapes, Lavazza had been capable of responding to the demands of the 
social and economic environment in which it operated, by integrating sustainable development 
goals with its business goals.  Lavazza’s significant international growth in recent years had been 
driven by various factors, including its extensive investments in product and process innovation, 
its traditional focus on qualitative excellence and its commitment to continuous improvement in 
its performance in terms of both efficiency and attention to environmental sustainability. At La-
vazza, the study of how to constantly diversify the consumer offer and seeking to integrate envi-
ronmental sustainability into products and processes became systemic and ongoing processes. 
The company wanted to commit responsibly to a sound environmental sustainability process in-
volving all players in the supply and production chain, with the aim of identifying areas of envi-
ronmental improvement for the processes that the organization had the power to influence and 
control. Defining the Company’s processes and products by applying the novel perspective of en-
vironmental sustainability and efficiency was a way of adequately responding to an evolving 
market, the increasingly strict environmental regulations and the expectations of stakeholders. 
In pursuit of this goal, over the years Lavazza sharpened its skills in assessing the environmental 
impacts of its products and the organization’s activities, with the aim of mitigating and preventing 
such impacts in a process of ongoing improvement. How to be consistent with these ambitions 
and communicating them without risking of being accused of greenwashing? Lavazza Sustain-
ability Report represented the most powerful tool for disclosing to both internal and external 
stakeholders of the organization the Company’s annual results about Sustainability initiatives 
and results. In order to be credible and relevant, Lavazza drafted its Sustainability Report follow-
ing the Global Reporting Initiative Standards. These Standards were the ones used by listed com-

LUIGI LAVAZZA S.P.A. “A GOAL IN EVERY CUP”
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panies to report on their sustainability performances. Even if not listed, thus not obliged by the 
law to report on Sustainability following specific reporting guidelines, Lavazza had been drafting 
its Report following the GRI Standards as well as verifying data and figures through the work of 
an auditing company.  
Lavazza Group Sustainability Manifesto “A Goal in Every Cup” became a programmatic statement 
that set out Group Sustainability strategy, inspired by the deep sense of responsibility that the 
Company had felt for over 120 years towards the communities in which it operates, and particu-
larly towards coffee growers, employees and consumers.  

It was a strategy that formed an increasingly integral part of the business. Based on the principles 
of the 2030 Agenda, Lavazza identified the four priority sustainability pillars that Lavazza needed 
to focus on in coming years: Goal 5 – Gender Equality, Goal 8 - Economic Growth, Goal 12 - Sus-
tainable Consumption and Production, and Goal 13 – Climate Change.  These four SDGs had been 
chosen to promote a balance between social (8 and 5) and environmental (12 and 13) Goals. They 
were joined by the Group’s own “Goal Zero”, framed by Lavazza to promote the message of the 17 
Sustainable Development Goals in all the Company’s business relations (exhibit 3). Lavazza de-
cided to give a name to this engagement plan: “Goal Zero”. Goal Zero was a mission Lavazza gave 
to itself, a new and additional commitment, a preliminary step to any engagement on the 2030 
Agenda: spreading the SDGs message to as many stakeholders as possible, by using all usefuland 
efficient ways and means. 
Goal Zero – enhanced by its strong communication – was used to spread the United Nations’ 
SDG messages, engaging its stakeholders in a shared commitment to a sustainable future. Goal 

9. LAVAZZA’S EVOLUTION IN APPROACHING TO SUSTAINABILITY   
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Zero represented the set of initiatives designed to spread the messages of the 2030 Agenda to 
stakeholders, and the 2019 Sustainability Report had a chapter dedicated to describing these in-
itiatives. “A Goal in every Cup” became a key expression of the “Lavazza WAY”. 

The idea of Goal Zero, namely the need for stakeholder’s awareness and engagement on Agenda 
2030, emerged during the analytical phase, in which the working team realised that very few La-
vazza internal stakeholders were aware of the Agenda 2030 and the commitments it implies. Con-
sequently, Lavazza decided to identify a set of relevant stakeholders to be involved in a process of 
engagement called Goal Zero: Lavazza people, Lavazza suppliers, Institutions and Organizations, 
Young people and Local Communities were identified as the main stakeholders for Lavazza sus-
tainability strategy.  
Goal Zero consisted in a wide plan of stakeholder engagement focusing on the Global Goals, con-
sisting on initiatives such as: 
- The launch of the 2018 Lavazza Calendar focusing on the Global Goals, in collaboration with 

the worldwide known photographer Platon, which showcased 17 stories of 17 people, each one 
working towards the realization of one Goal of Agenda 2030; 

- The global internal communication plan called “2030: What are WE doing?”, which aimed at 
showing to Lavazza people how to contribute to each Goal in their daily life;  

- The drafting and adoption of a new Lavazza Supplier Code of Conduct, to which Suppliers have 
been asked to sign and commit, specifying in details what are Lavazza’s expectations in terms 
of human rights protection, labour rights, children’ rights, environmental protection and anti-
corruption; 
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-  The involvement of young people asking to a wide network of Universities in Italy to take part 
to a competition called “Lavazza and Youth for SDGs”, in which students coming from different 
academic backgrounds had to propose a sustainability project benefitting coffee producing 
communities, demonstrating which of the 17 SDGs were impacted by their proposals; 

- The launch of “TOward 2030” project. Art has always been a powerful communication channel 
for sustainability messages in Lavazza’s history. Lavazza believed that especially urban art, 
could represents a tool to communicate sustainability messages able to attract people’s atten-
tion during their daily life. From this intuition, Lavazza partnered with the city of Turin, in a 
project involving 18 artists from around the world. Every artist was asked to interpret a par-
ticular Global Goal and to represent it on a wall of the city. Also Goal Zero was represented in 
one of the walls.  

 
All of the above demonstrated how a simple idea like the one of engaging stakeholders around 
sustainability messages could turn into an innovative, comprehensive program like Goal Zero.  
Internal understanding and acceptance were not an easy objective; many meetings and conver-
sations were organized to explain the idea, fine tune it and roll out activities. Even the name was 
a problem: somebody thought that “Goal Zero” could have been perceived as an offense to the 17 
U.N. Sustainable Goals and it was enough to include such activities under the Goal 17.  
The discussion evolved until Prof. Jeffrey Sachs, Director of the Centre for Sustainable Devel-
opment of Columbia University, New York, was consulted and gave his positive opinion to the 
idea.   
 
Stakeholder Engagement and Materiality Analysis 
 
In accordance with GRI guidelines, Lavazza had defined the content of its Sustainability Report 
based on the following reporting principles: Stakeholder Inclusiveness; Sustainability Context;  
Materiality; Completeness. Lavazza therefore analysed its business (analysis of the sustainability 
context) and its stakeholders’ interests and expectations. To identify the most relevant topics eli-
gible for inclusion in the 2019 Report, the Company had:  
• identified its stakeholders;  
• surveyed and assessed the expectations and topics of greater interest to its stakeholders using 

dedicated listening and communication tools and through specific engagement initiatives;  
• updated the materiality analysis on the most significant sustainability topics for the Group.  
In 2019, Lavazza:  
• conducted specific internal stakeholder engagement activity through interviews with top man-

agement and shareholders;  
• continued with local community engagement initiatives;  
• further implemented the Goal Zero programme, consisting of various initiatives aimed at in-

volving stakeholders in the United Nations Global Goals, which are detailed in a dedicated 
chapter;  

9. LAVAZZA’S EVOLUTION IN APPROACHING TO SUSTAINABILITY   

Lavazza_case_STAMPA.qxp_Teaching Cases  12/10/23  12:45  Pagina 33



34

• organised the first meeting dedicated to Lavazza’s suppliers;  
• organised the first Global Sustainability Meeting, an internal event reserved for the points of 

contact in charge of the sustainability initiatives at the Group’s foreign companies. 

Stakeholder engagement activities allowed Lavazza to update its materiality matrix, while also 
taking account of the principles of the United Nations Global Compact. The material topics have 
been rationalised and updated to reflect the changes in the Company and the context in which it 
operates. For example, the material topic that in previous years had been called “Central Role of 
the Lavazza Group’s People” has been renamed “Focus on people, inclusion and diversity” to re-
flect Lavazza’s recent development from a strictly Italian company to a large international group 
committed to harnessing the unique traits of the local companies that have joined the Group. In 
addition, environmental sustainability has a higher level of priority than in previous years, since 
topics relating to climate change have a strong influence on the availability of the raw material, 
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as well as on the choices of consumers and customers, who request that companies increase their 
commitment to these topics. In this regard, another topic that has assumed greater relevance is 
innovation, viewed as fundamental to progress in the area of the environmental sustainability of 
products and the organisation. The graph shows the results of the update analysis carried out: 
the degree of priority attributed to the topics according to an internal perspective (horizontal axis 
“Materiality for the Lavazza Group”) and external perspective (vertical axis “Materiality for Stake-
holders”) is highlighted within the matrix. The relevant topics included in the materiality matrix 
are discussed in the chapters of this Report and in the UN Global Compact Communication on 
Progress. 
 
Roadmap to Zero 
 
Carbon neutrality is a fundamental prerequisite for stabilising global temperatures. Without 
achieving the Net Zero Emissions goal, or the total elimination of net emissions of greenhouse 
gases produced, the concentration of CO2 in the atmosphere will continue to rise, making it im-
possible to contrast global warming. Hence, stronger climate action is needed to accelerate the 
transition to a zero-carbon economy in all sectors. Lavazza wholeheartedly decided to follow the 
‘guiding principles’ set forth by the CEO Carbon Neutral Challenge23. The Challenge invited busi-
nesses to prioritise maximum reduction of greenhouse gas emissions as a priority and then, as a 
final measure, offset them, and to act immediately and responsibly to such end.24 In this context, 
Lavazza started to work on its path towards carbon neutrality. The Group’s objective was to con-
tribute to the fight against climate change by zeroing the carbon emissions of all the Group’s com-
panies and products by 2030, thanks to a precise strategy of reducing and offsetting emissions: 
the “Roadmap to Zero” (exhibit 4). Lavazza committed to creating a low carbon emissions econ-
omy in line with the Agenda 2030 that the company undersigned in 2017, adhering to the Sus-
tainable Development Goals that outlined the path for its Sustainability activities. Lavazza 
therefore adopted a systemic approach to sustainable development and its Carbon Neutrality was 
designed as a gradual process that involved monitoring and quantification, continuous improve-
ment aimed at improving efficiency and reducing impacts and, finally, offsetting residual 
emissions. It was a path which aimed to bring the Group to carbon neutrality, thanks to the bal-
ance between the emissions produced and their absorption, through specific activities to remove 
carbon dioxide from the atmosphere, such as reforestation projects. 
As part of its CO2 reduction strategy, Lavazza Group’s objective was to guarantee maximum 
quality coffee with the lowest possible environmental impact thanks to continuous process and 
product innovation. The company on one hand employs the most innovative techniques right 

23. Lavazza responded to the open letter published in November by Marco Bizzarri, President and CEO at Gucci, 
which will bewas highlighted in January 2021 at the World Economic Forum in Davos, under the theme ’Building 
a Net-Zero, Nature-Positive Economy’. 

24. http://ceochallenge.gucci.com.
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from the initial design phases of its packaging, coffee machines and production models and, on 
the other hand, with its sustainable by design approach, applies the principles of the circular 
economy to avoid waste and reduce environmental impact, thereby boosting efficiency and re-
ducing emissions and waste across the product’s entire life cycle. With this in mind, the Sustain-
able Packaging Roadmap aims to make the entire packaging portfolio reusable, recyclable or 
compostable by 2025. Also covered by this roadmap is the gradual transition to recyclable pack-
aging and an increasingly small carbon footprint for its bean and ground products, starting with 
the new packaging launched on the market in 2020 for certain formats in the Lavazza Tierra 
range, an icon of social and environmental sustainability. Another virtuous case in point is La-
vazza Professional, which launched Eco Cups, paper cups that can be recycled up to seven times 
and are easy to dispose of as sorted waste, even in the more demanding markets like Germany 
and the UK.  
Lastly, the responsible use of resources along the whole chain was a key strategy on the road to 
environmental sustainability. In Italy and France, for example, power is now supplied 100% from 
renewable sources and in Italy, from 2012 to 2014, this progress enabled a 90% reduction in cor-
related CO2 emissions. 
 
In 2020, the Lavazza Group reached the first important milestone of the Roadmap to Zero with 
the neutralisation of all CO2 emissions from activities under the direct control of the Company 
(scope 1) and those generated by energy purchased and consumed (scope 2): by April 2021 in fact, 
all the activities of the production plants, headquarters, flagship stores and company vehicles 
had reached carbon neutrality. By 2030, the Group also set the objective to offset indirect 
emissions along the entire supply chain, upstream and downstream of its operations (scope 3) 
from green coffee to packaging, logistics and disposal.  
 
In more recent years, Lavazza had been gradually aligning with third-party verification standards 
in order to approach transparent and reliable communication. To increment its activities, in order 
to reach the Carbon Neutrality goal by the end of 2030, the Institutional Relations and Sustain-
ability department took into consideration several options. Business consulting in particular are 
groups which supported companies to manage their CO2 emissions, making it an opportunity 
of development through climate change mitigation strategies tailored to reduce, for how much 
it was possible, the amount of greenhouse gas produced through activities and to obtain a lasting 
competitive advantage over time. The advantages of setting a mitigation strategy for companies 
would go far beyond the objective of reducing emissions: companies that could assess and under-
stand the risks and opportunities related to climate, would be able to make better long-term deci-
sions, mitigating risks and transform those in business opportunities. The definition of a 
tailored-made climate strategy guaranteed ambitious objectives to define an effective and long-
term climate change management program, to be able to guide the company in a path of continu-
ous improvement which would allow the achievement of increasingly ambitious goals, even 
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outside the company boundaries. In such a way, corporates could act today to support the transi-
tion to a low carbon economy implementing their carbon strategy and set ambitus targets. More 
precisely, the purchase of carbon credits was recognised as a methodology to voluntary offset the 
emission that the company was not able to reduce directly, which was one of the solutions to im-
prove the commitment on climate change, where a carbon offset represented a reduction in 
emissions of carbon dioxide or greenhouse gases made in order to compensate for or to offset an 
emission made elsewhere. Thus, Carbon Offsetting represented a way to reduce emissions and 
to pursue carbon neutrality by reducing the emissions made in the company’s sector somewhere 
else outside the area of control of the company. For the private sector, climate change represented 
both risks and opportunities, which was why eventually more and more companies started com-
mitting themselves to act concretely to overcome the risks linked to climate change and to be able 
to exploit all their opportunities. Corporates were encouraged to take action promptly in order to 
support the transition to a low carbon economy implementing their carbon strategy and setting 
ambitus targets. In this regard, Lavazza took into consideration the idea of buying carbon credits 
to compensate its emissions. Using carbon credits to voluntary offset the emissions that were not 
able to reduce was one of the solutions to improve the commitment on climate change. Buying a 
carbon credit means financing and supporting projects with a positive impact that could con-
tribute to the achievement of international sustainable development goals and actively improve 
the living conditions of local communities, guaranteeing social, economic and environmental 
benefits on a global scale. In this field, several consulting groups developed positive impact pro-
jects that generate carbon credits in countries like Africa, Asia and Latin America to offer its cus-
tomers concrete actions and solutions for their strategies to reduce greenhouse gas emissions. 
However, the ambition of Lavazza was not confined to compensating its emission through the in-
vestment in offsetting projects. In fact, the Company’s ultimate goal was more ambitious to de-
velop a Carbon Insetting strategy. Carbon insetting was an innovative mechanism to reduce 
emissions while driving business value. It used organisation investment to promote sustainable 
practices and reduce your company’s carbon footprint within its own value chain. Lavazza aimed 
to do this integrating “The Giuseppe e Pericle Lavazza Onlus Foundation” Projects. The Founda-
tion, founded in 2004, promoted and implemented economic, social and environmental sustain-
ability projects, to support coffee producing communities around the world. Projects supported 
by the Fondazione Lavazza had the primary objective of economic empowerment of the commu-
nities i.e. helping coffee producers to improve the yield and quality of their products, through ag-
ricultural best practices training, and of encouraging the development of their entrepreneurial 
skills. Lavazza decided to adopt several measures to reach its path towards Carbon Neutrality, 
but once reached this goal the benefit of climate positive created, would be an immense benefit 
for other people, companies, or localities that might not have the means or initiative to reduce 
their own carbon footprint. Ideally, carbon neutrality would become the eventual standard across 
the board. Climate positive initiatives could, in the meantime, help pick up some of the slack.   

9. LAVAZZA’S EVOLUTION IN APPROACHING TO SUSTAINABILITY   
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In 2020, Lavazza made changes to the Board of Directors composition towards the evolution of 
corporate governance best practices under the principle that a good governance delivers better 
results. Objective was to reinforce the Company mission to sustainable success through innova-
tion and commitment to the ESG goals, to keep the focus not only on the Environmental and Social 
objectives but with Governance as essential to achieve them and be able to create value in the 
long run. To this extent the number of Directors was increased from 9 to 15, with the increase of 
non-executive independent Directors from 4 to 7. 
 
The underlying belief remained that the stability of a family-run governance would better support 
a long-term, value-oriented business approach and be enhanced by an increased number of in-
dependent directors in line with the best adopted standards (exhibit 5).

10. Lavazza Governance
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In early 2021, the world was still going through a spin of massive change owing to the impact of 
Covid-19 pandemic, the change in consumers’ behaviour, the pressure of environmental and so-
cial requests. How would Lavazza adapt to all these challenges, whilst staying truthful to his heri-
tage, purpose and principles? Would Lavazza be able to weather the storm and keep looking with 
confidence into the future? The financial market was asking whether the company should con-
sider floating part of the shareholders’ equity to get access to capital and boost the Company’s 
growth. Would this approach potentially compromise Lavazza’s long-standing legacy to sustain-
ability and commitment to an integrated shared value? Baravalle knew that Lavazza could count 
on a solid financial structure and “enough cash to face the crisis”.25 In its history, the Company 
had been able to continuously innovate and adapt to change. The Corporate governance was set 
to separate the ownership from the management. Would this policy allow the organisation to be 
more resilient? Finally, the family had stayed wholeheartedly on his side: President Alberto La-
vazza had reassured him to keep the bar straight on the long run, remaining anchored to the fun-
damental values of Lavazza, sustained by three key watchwords: i) protect the well-being of the 
employees and preserve their jobs, ii) maintain the commitment to the sustainability of the Com-
pany and iii) make sure to extend over the next 125 years the history of Lavazza.26 Going home 
that night, Baravalle felt quite confident about the Company’s future. 
 
https://www.youtube.com/watch?v=K_9UnsvPVF0 
 
Good morning Humanity 
Our commitment for a better future 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

11. What Was Next 

25. https://www.comunicaffe.it/antonio-baravalle-milano-finanza-intervista-post-covid/. 
26. Ibidem.
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Exhibit 1. Lavazza Financial Statements 2020 

Lavazza Annual Report 2020.
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Exhibit 2. Lavazza Financial Statements 2020 

Lavazza Annual Report 2020.
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Exhibit 3. Lavazza’s Commitment to SDG’s Goals 
 
 
 
 
 
 
 
 

The Lavazza Group has embarked on a mission to integrate the principles  
of sustainability in all its activities and processes.  

This means looking at value creation in a fresh light, one that considers social and environ-
mental factors, in addition to economic ones, when making corporate decisions.  

 
Lavazza Sustainability Report 2020 
 

A shared path 
 

The Lavazza Group undersigned the United Nations’ Agenda 2030, with its 17 Sustainable Development Goals 
(SDGs), and has joined the United Nations’ Global Compact, uniting forces with other companies in order to 
achieve the sustainability targets. 
  
The aim is to make the 17 SDGs the essential starting points when determining the Group’s strategies, in ac-
cordance with an ambitious project called “A Goal in Every Cup”, a title it shares with the Group’s Sustainability 
Report.  
  
This is a sustainability plan based on: 
  
- an analysis of the impact of processes and products and a reporting system that meets with the most advanced 
international standards; 
  
· a commitment to raising widespread awareness of the SDGs among all of the Group’s components, through 
an initiative that the Lavazza Group has created and called “Goal Zero – Spreading the message”; 
  
· the implementation of a platform that indicates the main SDGs with a direct link to the corporate mission — 
those that the Group has identified as providing guidance for the performance of all business activities and sus-
tainability programmes. 
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Exhibit 4.  Goal Zero 
 

Goal Zero 
 
The Lavazza Group has made its own addition to the 17 Sustainable Development Goals (SDGs) identified 
by the United Nations: Goal Zero, which aims to spread the message of the SDGs among the Company’s 
main components, including employees, shareholders, suppliers, local communities, institutions and 
consumers. This gave rise to a whole range of activities aimed at creating a culture based on the SDGs, 
one that could instil such a deep sense of responsibility and contribute to driving the engine of change. 
 
The following are a few significant examples of these activities: 
· the 2018 Lavazza Calendar by photographer Platon, entitled “2030 What Are You Doing?”, a photog-

raphy project inspired by Agenda 2030 and designed to spread a “wave of responsibility” among people; 
· “2030: What are WE doing?”, an internal awareness campaign that actively involved all of the Group’s 

employees in relaying stories of “everyday” sustainability; 
· the new Code of Conduct for suppliers, rewritten to reflect the SDGs thanks to the collaboration of 

partners such as Oxfam, Save The Children and the International Labour Organization; 
· initiatives aimed at young students, such as the university contest “Lavazza and Youth for SDGs”; 
· the street art initiative “TOward 2030. What Are You Doing?”, which transformed the 17 SDGs and 

Goal Zero into 18 murals across Turin, created by international artists: a pilot project — an example of 
best practices — that can be replicated in other countries. 

Lavazza Sustainability Report 2020 
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Exhibit 5 – Lavazza Board of Directors 2021 
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