
1

Sustainability Report 
2022



2

PASTIFICIO LUCIO GAROFALO S.p.A.
Via dei Pastai, 42 – 80054 Gragnano (Naples) Italy
E-mail: info@pastagarofalo.it
Website: www.pasta-garofalo.com/it

Sustainability 
Report 
2022

mailto:info%40pastagarofalo.it?subject=
https://www.pasta-garofalo.com/it/


4 5

THE GAROFALO 
WORLD

SUSTAINABILITY 
FOR GAROFALO

HOW GAROFALO 
IS MADE

QUALITY 
FOR THE ENVIRON-
MENT

PEOPLE 
AND TERRITORY

INDEX

3. How Garofalo is made	 					     p.52

3.1 Supply chain								        p.54
3.2 The finest industrial technology				    p.62
3.3 Focus on consumers						      p.66

4. People and territory						      p.80

4.1 Employee well-being						      p.82
4.2 Focusing on the community					    p.96

5. Quality for the environment				    p.98

5.1 Responsible consumption					     p.100
5.2 Material and waste management				    p.108

About this report							       p.115
GRI content index							       p.116

Letter to stakeholders						      p.6 

1. The Garofalo world						      p.8

1.1 About us									        p.10
1.2 Our values								        p.16
1.3 Governance and ethics						      p.18

2. Sustainability for Garofalo					     p.24

2.1 The challenges of the sector					     p.26
2.2 Our stakeholders							       p.38
2.3 Materiality analysis						      p.40



6 7

THE GAROFALO 
WORLD

SUSTAINABILITY 
FOR GAROFALO

HOW GAROFALO 
IS MADE

QUALITY 
FOR THE ENVIRON-
MENT

PEOPLE 
AND TERRITORY

Dear Readers,

We find ourselves in challenging times, 
with high inflation and international ten-
sions threatening to influence consumers’ 
purchasing choices and potentially shift 
the focus away from sustainability. Luck-
ily, in our case, it seems that Italians are 
not willing to forget a delicious plate of 
pasta made with high-quality ingredients, 
as the cornerstone of a healthy Medi-
terranean diet. Despite the challenging 
landscape, demand has increased, and 
to meet this, we’ve had to ramp up our 
pasta production.
At the same time, we’ve continued 
our journey, developing an action plan 
through to 2026 to further integrate so-
cial and environmental aspects into our 
operations and products.
This plan is structured around four pillars 
that help us better understand and build 
upon ESG criteria, which are becoming 
increasingly important. An increasing 
number of responsible companies, includ-
ing us, are following these criteria to stay 
ahead in a competitive business environ-
ment. This means we need to think about 
more than just profits; we must also 
consider how our business affects society 
and the environment, both positively and 
negatively.
At Pastificio Garofalo, we’ve been aware 
of this for some time. In 2022, we rolled 
out new investments and projects on var-
ious fronts.
For instance, in terms of energy, 64% of 
it comes from our cogeneration plant, 
and 1% from our photovoltaic plant. We’re 
also planning to set up a new cogenera-
tion system and extend the photovoltaic 

CEO Pastificio Garofalo
MASSIMO MENNA

park in 2024. Additionally, we’ve em-
barked on several energy efficiency pro-
jects, and our investments will be com-
pleted by August 2023.
But, of course, our commitment centres 
around the product and its packaging. 
For five shapes in particular, we’ve de-
veloped a new pack that will be on all 
shelves this year, and is composed of 30% 
recycled plastic.
And what could we define as “sustainable 
packaging”? It wouldn’t really be “sus-
tainable” if it didn’t give clear, honest, and 
accurate information, could it? Well, that’s 
always how we’ve communicated with 
our consumers. 
For instance, in 2022, when energy prices 
shot up, we started looking at things like 
“passive cooking”, which means cook-
ing with the burner off and a lid on the 
pot. To show the real advantages of this 
method over traditional cooking, we ran 
some tests in our lab. This way, we col-
lected all the data to help people cook 
more sustainably without giving up taste, 
providing consumers with complete and 
accurate information so they can make 
informed choices.
We believe that informed choices must 
be based on science, even in everyday 
decisions, balancing economic and en-
vironmental considerations and without 
overlooking any details. 
Our sustainability plan isn’t just about 
dreams; it’s built on clear, measurable 
KPIs, comparable year-on-year and fol-
lowing the world’s best standards.
That’s why, once again this year, we’re 
sharing our results and promises with 
you. We hope it keeps you informed 
about our journey.

Happy reading!

Letter to the 
stakeholders



8 9

1.The Garo-
falo world	

259.8 
m euros 

158 
thousand 

tonnes 
3

main
brands

Turnover Garofalo
Russo di Cicciano

 Santa Lucia

Pasta sold
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Since 1789, our mission has been to pro-
duce a unique, unmistakable pasta.  We 
believe that an extraordinary pasta is the 
result of carefully considered choices that 
combine craft tradition with industrial in-
novation, while staying faithful to our or-
igins. The drive for innovation and our 
ceaseless pursuit of quality are the dis-
tinctive features of Pasta Garofalo.

Today we are one of the leading manu-
facturers of quality pasta in Italy. Our 
production lines are entirely dedicated to 
dried durum wheat semolina pasta. From 
the Gragnano area, the fame of our quali-
ty pasta has spread abroad. Our products 
are exported to over 60 countries, taking 
Italian excellence worldwide. 57% of these 
products are destined for abroad, in par-
ticular for the USA, France, Spain, the 
Scandinavian countries, Canada, the UK, 
Australia, Austria and Switzerland.

We are also online with an e-commerce 
website for consumers who want to try 

out new purchasing channels. In 2022, 
this platform recorded about 1,700 orders 
and 1,000 new customers. 

We have three main brands: Pasta Ga-
rofalo (premium quality, positioning and 
image), Russo di Cicciano (100% Italian 
wheat) and Santa Lucia (destined for ex-
port). Our products are also sold under 
minor brand names and as private labels 
for the main mass retail chains.

To complete our offer, we use qualified 
suppliers to sell premium products, or 
products designed to satisfy emerging 
food trends, such as gluten-free dry pas-
ta, pasta enriched with pulses, potato 
gnocchi with and without gluten, flours, 
extra virgin olive oil, fresh filled pasta, 
plain fresh pasta, ready-made sauces, 
couscous, bulgur and quinoa, which rep-
resents about 5% of our turnover.

1.1

About us

OUR BRANDS

Note: by value.

Garofalo in a nutshell

PASTA DI SEMOLA DI GRANO DURO
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End of the 
1800s

To handle the new production 
needs of Gragnano, a major urban 
restructuring project 
was developed, involving the 
demolition of a number of buildings, 
which were then rebuilt and aligned 
in such a way as to exploit the winds 
necessary to dry the pasta slowly.

Approx. 
1850

18301789

The history 
of pasta...

Garofalo obtained a licence from the 
municipal council to produce and sell 
top-quality pasta.

The Introduction of the 
“Uomo di Bronzo” (an automated 
dough kneader) by order of the king 
of Naples, Ferdinand II of Bourbon, 
marked the official inception of 
industrial pasta production. 
This mechanism, introduced for hygiene 
reasons, replaced the hand-kneading 
of dough.

According to the registers of the time, 
every year, Italy imports 70%  
of its durum wheat from abroad.

12 13
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 ...is 
our history.

1987 20032001 20141952

The Menna family 
held 50% of the 
company’s share 
capital. This figure 
would increase 
to 100% in 1997.

Construction of the
factory in via dei 
Pastai, which remains 
the company’s only 
production site
to this day.

Production began of a range 
under the Garofalo brand name, 
destined for Italy. In 2002, the 
Garofalo range was launched on 
the  market. Since then, the brand 
has grown exponentially, in a highly 
competitive context, and has 
obtained a leadership position in the 
premium pasta segment, at both 
national and international level.

Ebro Foods Group, a 
multinational operating in 
the sectors of rice, pasta and 
condiments and listed on 
the Madrid Stock Exchange, 
acquired a 52% shareholding 
in the company. 
The remaining 48% is 
controlled by the CEO 
Massimo Menna, who heads 
the company.

Establishment of the 
Consortium for the Protection 
of Gragnano Pasta IGP, thanks 
to which in 2013 Gragnano 
Pasta obtained Protected 
Geographical Indication Status, 
the first EU acknowledgement 
of quality.  In 2018, Massimo 
Menna became President of 
the Consortium. 

14 15

Garofalo signed the first 
durum wheat supply chain 
contract, with the aim of 
increasing the quantity 
of Italian wheat procured 
and guaranteeing the 
quality, sustainability and 
traceability of the flour.

2021
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1.2

Our values

PRODUCT

Uncompromising excellence has always 
been a cornerstone of our company cre-
do. When we talk about quality, we’re re-
ferring not only to the durum wheat used 
for our pasta, but above all, the people 
who make it. We pay special attention to 
the quality of life of the people who form 
the heart of the company.

Innovation

Our long history is deeply rooted in the 
Gragnano area. A perfect blend of re-
search and technology has allowed us to 
maintain the unique nature of our product 
and our premium positioning in a com-
petitive scenario. This is why we place our 
craftsmanship experience at the service 
of industrial innovation.

Transparency

This is our calling card, right from the 
packaging. We are the first company to 
have made our supply chain completely 
transparent, because we believe qual-
ity has no need to be kept secret. This 
transparent communication is our way of 
demonstrating our responsibility towards 
the consumer.

Respect for diversity

Pasta types are not all the same.Each has 
its own particular consistency, colour and 
porosity, all of which give it a specific taste. 
We are well aware of this, and we devote 
particular attention to each one. Likewise, 
we believe that bringing on board differ-
ent people, with different points of view, is 
a source of inspiration for our business, a 
resource that allows us to achieve a deep-
er understanding of society.

Passion

This is the essential ingredient we put into 
everything we do: in every choice that 
regards the brand, from the production 
phases through to communication. It’s 
this passion that has allowed us to pro-
duce the finest pasta since 1789, and to 
continue to guarantee a unique product. 
A product to be proud of.

What makes our pasta different from all the others? 
Every day, what we do is guided by the following values:

	       innovation 
transparency
      quality
    passion
Respect for
			   diversity
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1.3

Governance and ethics 

52% of the Share Capital of Pastificio Lu-
cio Garofalo S.p.A is controlled by Sem-
ola S.r.l., and 48% by Semolatre Srl Uni-
personale, owned by Massimo Menna, the 
current CEO of the company. Since 2014, 

Semola S.r.l. has been a subsidiary of Ebro 
Foods, a leading multinational group in 
the production and processing of rice and 
the production of pasta and condiments, 
headquartered in Spain. 

Pastificio Lucio Garofalo S.p.A is head-
quartered in Campania, in Via dei Pastai 42, 
in the famous Gragnano (NA), also known 
as the City of Pasta. It is also the parent 
company of a number of foreign subsidi-
aries: Garofalo USA, Garofalo Nordic, Ga-
rofalo France and Garleb Off Shore, locat-
ed respectively in the USA, in Sweden, in 
France and in Lebanon, incorporated to 
boost the international develop strategy of 

Garofalo products (See graph at the side).  
In 2018, Pastificio Lucio Garofalo S.p.A. 
purchased a 10% stake in Bertagni 1882, a 
long-established fresh pasta manufacturer, 
in order to strengthen its position abroad 
in the quality fresh filled pasta segment.  
2020 saw the purchase of 50% of the 
share capital of Grani d'Italia, which stores 
and sells durum wheat.

COMPANY STRUCTURE

PASTIFICIO
LUCIO 

GAROFALO 
S.p.A.

100%

100%
70%

50%

10%

In this Report, reporting is limited 
to the activities and economic, 
social and environmental impacts 
of Pastificio Lucio Garofalo S.p.A. 
alone, considering the mainly 
commercial activities carried out by 
the subsidiaries.

Garofalo 
USA

Garofalo 
Nordic

Garleb off
shore

Garofalo 
France

Bertagni 1882 S.p.A.

18 19

50%
Grani 

d’Italia

SHAREHOLDER NUMBER OF SHARES VALUE (€) %

Semola S.r.l. 104,000 1,610,960 52%

Semolatre Srl Unipersonale owned 
by Massimo Menna 96,000 1,487,040 48%

70%
Garleb
DMCC
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The administration and control model of 
the company is structured according to 
the traditional model. The Board of Di-
rectors (BoD) is the main corporate gov-
ernance body, and is responsible for es-
tablishing and pursuing the company’s 
strategic objectives. 
The BoD of Garofalo is composed of three 
members: the chairman, the CEO and a 

Director. 
All three members are men, and all are 
aged over 50. The Board of Auditors is 
composed of five members: three statu-
tory auditors and two alternate auditors, 
whose task is to ensure observance of 
the law and the articles of association of 
the company, as well as the principles of 
proper administration.

Finally, the Shareholder’s Meeting is tasked with appointing the members of the BoD 
and of the Board of Auditors, and with approving the Financial Statements.

Chairman of the Board of Directors		
ANTONIO HERNANDEZ CALLEJAS 

CEO				  
MASSIMO MENNA

Director						    
XAVIER JACQUES FRANCOIS RIESCHER-TUCZKIEWICZ

Chairman of the Board of Auditors		
PIETRO GIORDANO

Statutory Auditors					   
ENRICO GASTALDI, GABRIELE GASTALDI

Alternate Auditors					   
SARA BUSCA, GIULIO DUMONTET				  
	

Garofalo adheres to the Ethical Code 
drafted by the parent company Ebro 
Foods. This Code is a guide to conduct 
with regard to internal and external rela-
tions between the people and companies 
that form part of the Group, in order to 
ensure said conduct is always inspired 
by the principles of transparency, hon-
esty and integrity. Specifically, the Code 
focuses on observance of ethical prin-
ciples and correct conduct in dealings 
with customers, employees, suppliers and 
other stakeholders, with particular refer-

ence to the safeguarding of the human 
rights and the health and safety of work-
ers, the central role of human resourc-
es and their development, environmen-
tal protection, the importance of social 
activities and combating corruption.  
Within the company, the Code must be 
observed and applied by all employees 
and collaborators, who must sign a letter 
indicating they are familiar with the Code; 
a channel is provided for reporting con-
duct not in line with the Code to central 
management.

Regardless of the nature of the activities 
carried out, companies are always exposed 
to risks and uncertainty from the outside. 
An integrated risk management system is 
therefore essential, especially in continually 
evolving economic and commercial circum-
stances, which may also create new oppor-
tunities if appropriately identified.

Our control system is overseen by the ad-
ministrative bodies, the executives and the 
company structure, which - in the carrying 
out of their functions - seek to mitigate risks 
and guarantee the achievement of the com-
pany’s objectives. 

The main risks are of several types: risks 
of a financial nature (risks that have direct 
impacts on the economic result and on the 
value of the company’s assets and which 
are mainly linked to external factors, such as 
exchange, credit, interest rate and liquidity 
risk); risks related to compliance (risks con-
nected with failure to comply with laws, reg-
ulations or measures adopted by lawmakers 
and/or the Supervisory and Control Author-
ities or unfavourable changes to the regula-
tory framework); risks of a strategic nature 
(risks characteristic of the specific business, 

which, when properly managed, can pro-
vide a competitive advantage, and if poorly 
managed, can prevent company objectives 
from being achieved; consider, for example, 
the risks linked to uncertainty regarding 
demand for pasta), and operational risks 
(risks deriving from the inadequacy or inef-
ficiency of processes, people and systems 
within the company, or as a consequence of 
events external to the company).

The Ethical CodeGovernance model

Risk management and complianceBoard of 
Directors 

Pastificio Lucio Garofalo S.p.A.

Board of  
Auditors 

Pastificio Lucio Garofalo S.p.A.

DIRECT IMPACTS  
ON THE ECONOMIC RESULT  

AND ON THE VALUE  
OF THE COMPANY’S ASSETS

DERIVING FROM THE 
INADEQUACY OR INEFFICIENCY 

OF INTERNAL PROCESSES, 
PEOPLE AND SYSTEMS,  

OR FROM EXTERNAL EVENTS

CHARACTERISTIC  
OF THE BUSINESS, LINKED  

TO THE ACHIEVEMENT  
OF THE COMPANY’S OBJECTIVES

FAILURE TO  
COMPLY WITH  

LAWS  
AND REGULATIONS

FINANCIAL

OPERATIONAL

STRATEGIC

COMPLIANCE
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Compliance risks include the potential 
risks linked to privacy. Although this is an 
issue of marginal relevance for Garofalo’s 
business, we have adopted suitable meas-
ures to guarantee compliance with the 
measures set forth in the new European 
Regulation on the protection of person-
al data (GDPR - General Data Protection 
Regulation 679/2016), which became op-
erative on 25 May 2018. Specifically, we are 
able to count on a user profiling system 
that allows access to customer data only 
to those employees dealing with the ac-
tive cycle. For customers who contact us 
through the website, a disclosure has been 
prepared pursuant to articles 13 and 14 of 
the European Regulation, as well as regis-
tration of customers’ consent for the pro-
cessing of their data pursuant to art. 7 of 
the same. We also adopt adequate safety 
measures to prevent unauthorised access 

to data and the disclosure, modification or 
destruction of data. 

Compliance risks also include any changes-
to regulations governing health and safety 
in the workplace. In this case, the risks are 
identified and analysed by the company 
figures established pursuant to Legislative 
Decree no. 81/08, who draft the Risk As-
sessment Documents. These documents 
include the assessment reports for each 
task carried out, the actions implement-
ed to create a prevention and protection 
system and how emergency and first aid 
situations are responded to. The adequa-
cy of working conditions in our production 
facility and working premises is thus mon-
itored and assessed constantly. 

Although corruption does not represent 
a significant risk, we do not tolerate it in 

any form, and we undertake to observe 
the anti-corruption laws present in all the 
countries we operate in. 

In 2022, we also completed the process of 
implementing an Organisation, Manage-
ment and Control Model in accordance 
with Italian Legislative Decree  231/2001; 
this was formally adopted by the Board of 
Directors in January 2023. This is a set of 
procedures and measures the company 
must adopt when conducting its business, 
in order to effectively prevent offences 
on the part of management and employ-
ees. Our risk system is completed by the 
identification and assessment of risks and 
opportunities regarding SA 8000 and en-
vironmental standards, defined by a dedi-
cated procedure. This analysis, conducted 
annually, is the responsibility of the Social 

Performance Team, for SA 8000, and the 
Integrated Management System Manag-
er (IMSM) for the environmental aspect. 
To identify the dangers that may regard 
the organisation, the analysis considers 
all the possible means by which the SA 
8000 requisites regarding company pro-
cesses and activities may be breached. 
With regard to the environment, the anal-
ysis is conducted by determining the risks 
and opportunities related to direct envi-
ronmental impacts, conformity obliga-
tions, significant context factors and the 
needs of interested parties decisive for 
the organisation. Once the significance 
of a factor has been defined, the proba-
bility and seriousness of each event are 
determined, with the aim of establishing 
the level of risk and any action to be taken 
in response.  

22 23
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2.Sustainability 
for Garofalo

13 
priority topics

4 
pillars

6 
associations

revealed by the 
materiality 

analysis

that are the main 
benchmarks

of the  
sustainability plan
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breaking the vicious circle

THE DIMENSION OF CLIMATE CHANGE

1. WMO, 21 April 2023, Annual report highlights continuous advance of climate change

2. IEA March 2023. CO2 Emissions in 2022

3. IPCC 2019. Special Report on Climate Change and Land

INCREASE IN GLOBAL AVERAGE SURFACE 
TEMPERATURE WITH RESPECT TO  

PRE-INDUSTRIAL LEVELS1  
IN ITALY, THE HOTTEST YEAR ON RECORD  

SINCE 1800

+1.15°C

THE IMPACTS OF AGRICULTURAL ACTIVITIES

2.1

The challenges 
of the sector

Our success and our growth are closely 
correlated with the dynamics at play in 
the agrifood sector, a delicate system 
increasingly conditioned by human activity, 
the exploitation of natural resources  
and climate change. 

To be a sustainable company, we must 
take into consideration the main social and 
environmental trends affecting 
our sector, in order to mitigate the negative 
effects and maximise the positive impacts 
of our actions.

OF GLOBAL GREENHOUSE GAS EMISSIONS 
GENERATED BY AGRICULTURE AND  

LAND USE EACH YEAR

23%

FRESHWATER USE  
IN AGRICULTURE EVERY YEAR3

70% 
INCREASE IN GLOBAL EMISSIONS COMPARED TO 2021 

REACHING 36.8 BILLION TONNES OF CO2e
2

+0.9%
Note: These figures refer to 2022

AGRICULTURE  
AND CLIMATE  
CHANGE 

Agriculture is the fourth largest contributor to 
the global greenhouse gas emissions generated 
every year.
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Reduced soil resilience to extreme 
weather events (floods, droughts, etc.) 

Less capacity of soil to retain moisture 

Increased exposure to disease 
Loss of the soil’s capacity to store 
carbon 

Decreased crop yield 

Reduction in arable area

IMPACTS OF TRADITIONAL AGRICUL-
TURAL PRACTICES ON ECOSYSTEMS

Over-exploitation of land resources causes negative impacts on ecosystems.  At the 
same time, land is becoming increasingly vulnerable to the effects of climate change, 
and agriculture itself amplifies these effects.

Greenhouse gas emissions fuelling  
climate change and its effects 

Loss of soil nutrients due  
to pesticide and fertiliser use 

Consumption and contamination 
of water resources 

Loss of biodiversity

LAND INCREASINGLY VULNERABLE  
TO THE EFFECTS OF CLIMATE CHANGE

However, if managed correctly, land resources and agricultural activities can become a 
key ally in combating climate change and ensuring food security. The European Union 
recognises and encourages the role that agriculture can play in the ecological transition.

EU STRATEGIES

Farm to Fork strategy (2020) 

Biodiversity strategy (2020) 

Soil strategy (2021)

TARGET ACTIONS

Reducing the use of pesticides and 
fertilisers 

Adopt precision agriculture practices 
that can optimise the use of 
resources 

Ensure seed security and diversity 

Introduce biodiversity-rich natural 
elements to farmland 

Facilitate the presence and health  
of pollinators

Life cycle studies of grain-based food products confirm that the cultivation phase is 
the largest contributor to GHG emissions generated.

Durum wheat production

4. Hannah Ritchie and Max Roser (2022). Published online at OurWorldInData.org and based on data published in 

a study by Joseph Poore and Thomas Nemecek (2018)

5. Banca d’Italia, October 2022. Questioni di economia e finanza. The effects of climate change on the Italian 

economy.  A Bank of Italy research project

6. Italian National Statistics Institute (ISTAT) 2023

Greenhouse gas emissions generated along the value chain4

0% 20% 40% 60% 80% 100%90%10% 30% 50% 70%W
he

at
 a

nd
 r

ye

Change in land use SalesTransformation Food waste 
along the chain

Growing Transportation Packaging

Like all other crops, however, durum wheat suffers from the effects of climate change, 
including rising temperatures and water scarcity.

TEMPERATURE ABOVE WHICH THE QUALITY AND 
YIELD OF DURUM WHEAT CROPS FALL5

>28oC
REDUCTION IN THE YIELD  

OF DURUM WHEAT PRODUCTION  
IN ITALY IN 2022 COMPARED TO 20216

-10%

Note: Emissions are measured in kilograms of CO₂ equivalents per kilogram of product (kgCO₂e per kg). 

The data does not account for the food consumption phase
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When compared to other food categories, the overall impact of food production from 
wheat and rye is among the lowest7.

Greenhouse gas emissions generated along the value chains 
of different food products

Beef (beef herd)

Dark Chocolate

Coffee

Cheese

Fish (farmed)

Pig Meat

Poultry Meat

Palm Oil

Olive Oli

Eggs

Rice

Milk

Tomatoes

Wheat and rye

Peas

Bananas

Potatoes

7. Hannah Ritchie and Max Roser (2022). Published online at OurWorldInData.org and based on data published in 

a study by Joseph Poore and Thomas Nemecek (2018) 

A CIRCULAR  
APPROACH  
TO PACKAGING
Packaging plays an essential role in ensuring the quality, preservation and safety of 
food products. On the one hand, it helps reduce waste but, on the other hand, it con-
sumes natural resources and inevitably becomes waste. The challenge is to find the 
best compromise to ensure optimum function while minimising environmental impacts.

Plastic is still one of the most widely used materials for packaging food, given its many 
advantages in terms of protection and convenience. However, cutting plastic pollution 
is a must to protect land and marine ecosystems.

TONNES OF PLASTIC CONSUMED IN ITALY IN 2020

5.9 m
FOR PACKAGING8

42%OF WHICH

8. Ecco April 2022. Plastic in Italy A vice or a virtue? Technical Report

As part of the circular economy action plan, the European Commission put forward a 
revision of the Packaging and Packaging Waste Directive (PPWD – Directive 94/62/
EC) in 2022. The initiative will amend present regulations and establish targets in the 
following key areas:

Reduce packaging  
weight and volume

Ensure 
a minimum percentage 

of recycled content

Ensure full recyclability 
 of packaging

Therefore, it is strategically advisable for an agrifood company like Garofalo to work to-
gether with the supply chain to transition towards sustainable and regenerative models.
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At the same time, the EU has set recycling targets for municipal waste: data on the 
recycling rate of plastic packaging show that Italy is above the European average and 
on track to achieve the 2025 and 2030 targets.

Recycling rate of plastic packaging with respect to EU targets9

EU AVERAGEItaly

0%

10%
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50%

60%

70%

Recycling rate target EU 2025: 50% 
Recycling rate target EU 2030: 55% 

9. Foundation for Sustainable Development, FISE UNICIRCULAR (Association of Circular Economy Companies), 

2021. Italy of Recycling 2021

In Italy, pasta is a byword for culture, conviviality and simplicity and is a tradition that 
has been handed down from generation to generation. This is why the Italian pasta 
industry has always been a world leader.

THE 
PASTA SECTOR  
IN ITALY

TONNES OF PASTA PRODUCED IN ITALY 
IN 202210

3.5 m
M TONNES EXPORTED 

WORTH 3.7 BILLION EURO  
(+31% OVER 2021)

2.4 mOF WHICH

ANNUAL PER CAPITA CONSUMPTION OF PASTA  
BY ITALIANS11

23.5 kg

10. Statista. Production volume of pasta in Italy from 2017 to 2022

11. Euler Hermes. L’industria della pasta: Report 2022

OF GLOBAL PASTA PRODUCTION IS ITALIAN

25%
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The economic framework

In 2022, the pasta industry was also affected by the geopolitical and economic 
situation arising from the conflict in Ukraine. The global dimension of the energy crisis 
and inflationary pressure has had devastating effects on the costs of resources and 
services and on the prices of agricultural products.

According to calculations made by the Farm Accountancy Data Network (FADN) on 
the basis of Eurostat data, the general index for goods and services changed by 31% in 
2022 compared to 2021, reaching peaks of up to 90% for fertilisers and 106% for simple 
nitrogen fertilisers. The increase was also significant for energy products (+53%)12.

This increase spilled over into the purchase price of durum wheat - whose index rose 
by 35% - and into production costs in general. Consequently, the end price of pasta 
has also risen over the past year, in line with inflation measured by the consumer price 
index.

Trends in the price indices of agricultural products

20222020 2021

0%

50%

100%

150%

200%

250%

2019

Durum wheat

Rice

Soft wheat and spelt

Note: the indices refer to prices in the European Union (EUR).

Source: Eurostat (2023). Price indices of agricultural products, output (2015 = 100) - annual data

12. CREA – Agricultural Policies and Bioeconomy Research Centre, 2023

For sustainable growth

Despite the challenging macroeconomic framework, Italian pasta makers continue to 
uphold their supremacy by focusing on quality and innovation. Extensive investments 
for a more modern, safe and, above all, sustainable production are growing. It is esti-
mated that pasta producers invest over half a billion euros a year in research and de-
velopment, around 10% of the industry’s turnover13.

Recent efforts by Italian companies have yielded significant results:

13. Pastai Italiani (22 September 2022). Pasta sostenibile: il settore investe ogni anno oltre mezzo miliardo di euro. 

Dal 2013 ridotti del 20% i consumi idrici e del 21% l’emissione di anidride carbonica 

[Sustainable pasta: the sector invests more than half a billion euros every year. 

Since 2013, water consumption has been reduced by 20% and carbon dioxide emissions by 21%.]

14. Unione Italiana Food. 2020 Sustainability Report

M3 OF WATER SAVED 

270

TONNES OF WASTE RECOVERED

19,500

REDUCTION OF GREENHOUSE GAS EMISSIONS14

-21%

ENOUGH TO FILL THE COLOSSEUM 
TWICE OVER

ACCOUNTING FOR 95% OF TOTAL 
WASTE PRODUCED

Note: data refers to the period between 2013 and 2019
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Sustainability has become a relevant topic not only for companies, but also for con-
sumers, who are increasingly attentive to healthy eating habits with a lower environ-
mental impact. Almost 4 out of 5 Italians consider climate change the biggest global 
challenge15 and this sensitivity is also starting to be seen in their buying choices. 

32% 28%

PERCENTAGE OF ITALIANS WHO 
SELECT ENVIRONMENTALLY 
FRIENDLY FOOD PRODUCTS

PERCENTAGE OF ITALIANS WHO 
PREFER FOOD PRODUCTS WITH 

SUSTAINABLE PACKAGING16

15. SWG 2022. Survey: “Gli italiani e il clima” [Italians and the climate]

16. Nomisma (September 2021) Towards COP26. The contribution of the agrifood chain to climate neutral targets

It’s the 
cornerstone of the 
Mediterranean diet

It doesn’t 
cost much

Leftovers  
don’t go to waste

It keeps  
vegetarians and 

vegans happy too

It lasts a long time
(without requiring 

a fridge)

Pasta is considered
sustainable because...

It has a lower impact 
than most 

food products

At Garofalo, we believe in the importance of 
dialogue and the value of constructive feed-
back to contribute to the growth of the sector 
from an innovative and sustainable perspec-
tive. This is why we take part in a number of 
organisations at national level, in various areas: 
from the promotion of Italian pasta worldwide 
and of sustainability in the sector, to protection 
of the brand, as well as support for innovation 
and for the definition of changes to national 
and international regulations.

The main associations we belong to:

•	 Unione Italiana Food

•	 Unione Industriali Napoli

•	 Gragnano Pasta PGI Protection Consortium 

•	 Consorzio per il controllo dei prodotti 
biologici

•	 Associazione Industrie Beni di Consumo 
(Consumer Goods Industries Association) 

•	 CONAI

WE PARTICIPATE IN DEVELOPMENT

As part of our sustainability-related initiatives, in 2022 we took part in a study of Italian agrifood 
companies promoted by Unione Italiana Food in collaboration with the University of Siena, which 
developed the Food Industry Sustainability Index (FISIndex) methodology. The aim of the study 
was to investigate the sector’s level of coverage in the areas of product, processes, supply chain 
management and good corporate citizenship. The evidence gathered provided a useful contribu-
tion to the international debate on due diligence measures in agrifood supply chains, ahead of the 
G7 Summit in 2022.

37
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2.2

Our stakeholders

The stakeholders are all those subjects or 
groups of people we have dealings with 
as part of our activity, who can call us to 
account or contribute to bringing value 
to the company. The sustainability of our 
growth therefore also depends on our 
stakeholders and the attention we pay to 
their needs and expectations. All these 
activities are essential in order to contin-
ue creating value in the long term. The 
involvement of the various stakeholders, 
based on open consultation and transpar-
ency, allows us to generate shared value. 

We have mapped our stakeholders all the 
way along the value chain, identifying pri-
ority figures based on our characteristics, 
their influence (in terms of their ability 
to influence the company’s strategic and 
operational decisions) and their depend-
ence (i.e. the extent to which they depend 
on the choices, products and activities of 
the organisation).

The methods of consultation, interaction 
and engagement are tailored to the dif-
ferent types of stakeholder.

39

Customers  
and end consumers
•	 Launch of the transparency  

project “How Garofalo is made”
•	 Customer satisfaction surveys
•	 Telephone and e-mail contacts
•	 E-commerce sales channel
•	 Customer Care services
•	 Creation of specific content  

on social media

Personnel
•	 Technical/specialist  

training programmes 
•	 Regular meetings  

with trade union representatives 
•	 Sharing of the Ethical Code  

and rules of conduct

Suppliers
•	 Regular meetings
•	 Visits in loco
•	 Improvement plans

Community  
and local area
•	 Meetings to define actions  

to support sport and culture 
•	 Meetings dedicated to  

listening to needs and problems
•	 Sponsorships

Media
•	 Institutional website
•	 Institutional communication events and activities
•	 Interviews with top management

Scientific community,  
national and international  
institutions and administrations
•	 Ad hoc meetings
•	 Definition and development  

of common projects
Business  
associations
•	 Constant dialogue  

and meetings
•	 Participation  

in work groups
•	 Definition  

and development  
of common projects

Shareholders and funders
•	 Shareholders’ meeting
•	 Participation in collection of data  

for the CSR report of the parent  
company Ebro Foods

Competitors
•	 Requests for collaboration,  

for example on the occasion  
of the Unione Italiana Food campaigns
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As a complement to the ordinary meth-
ods of consultation, we engaged custom-
ers, industry associations and a number 
of publications specialised in the food 
and large retail sector in an activity aimed 
at updating Pastificio Garofalo’s materi-
ality assessment in accordance with the 
new methodology guidelines introduced 
by the GRI Standards in 2021.

The materiality assessment is the process 
contemplated by the reporting standard to 
identify, assess and prioritise the econom-
ic, social and environmental aspects that, 
integrating the new focus on the concept 
of impact, represent the most significant 
negative and positive effects that Garofalo 
generates on the environment, people, hu-
man rights and the economy.

In order to understand the organisation’s 
context, the risks, opportunities and 
trends identified in the relevant regulato-
ry framework, in the publications of the 
main agrifood associations and obser-
vatories and in the competitive scenario 
were examined. As a result, it was possible 
to identify the types of impact specific to 
the sector and supply chain of Garofalo.

Garofalo’s value chain was broken down 
into its stages, from upstream to down-
stream. The negative and positive im-
pacts, current or potential, directly or 
indirectly caused by Garofalo’s activities 
on the economy, environment, people 
and their human rights were then identi-
fied for each stage. Relations with stake-
holders were also studied to understand 
which categories are exposed to the vari-
ous impacts and to what extent. 

External consultants specialising in sus-
tainability reporting then assessed and 
prioritised the impacts in accordance with 
the GRI Standard, and these were validat-
ed by corporate management. 

At this point, the stakeholders were asked 
to complete an online questionnaire as-
sessing the significance of the impacts 
identified by scoring them from 1 to 10 to 
define the perceived severity of negative 
impacts or how beneficial the positive im-
pacts may be. The stakeholders’ assess-
ment was basically the same as the assess-
ment of impacts conducted internally.

Lastly, the impacts were grouped into 
material topics, and arranged in order 
of priority from most to least significant. 
Therefore, the list of material topics de-
fines the scope that the report focuses on, 
specifically with respect to the measures 
put in place by Garofalo to manage them, 
and to the most strategic aspects for the 
company’s sustainable development. The 
results of the materiality assessment were 
also taken into account when preparing 
Garofalo’s 2023-2026 action plan.

2.3

Materiality analysis

UNDERSTAND  
THE ORGANISATION’S 

CONTEXT  

PHASE 1

PHASE 2

PHASE 5

The steps in the process

PHASE 4

PHASE 3

MAP STAGES  
OF THE  

VALUE CHAIN

IDENTIFY THE IMPACTS FOR EACH 
STAGE IN THE VALUE CHAIN

ASSESS THE IMPACTS, 
CONSULTING STAKEHOLDERS 

AND TOP MANAGEMENT IN 
THE COMPANY

GROUP THE IMPACTS  
INTO MATERIAL TOPICS



42 43

Analysis of impacts

NEGATIVE IMPACTS

The table below shows the negative impacts associated with each material topic, spec-
ifying whether they are actual or potential impacts and identifying the categories of 
stakeholders most affected. The impacts were arranged in the order of significance 
on the basis of the assessment of scale, scope and irremediable character. Where the 

MATERIAL TOPICS NEGATIVE IMPACTS TYPE OF IMPACT STAKEHOLDERS 
ENGAGED SIGNIFICANCE LIKELIHOOD

Procurement practices Violation of workers’ and human rights along the supply chain  Potential Workers in the supply 
chain

Food safety, traceability and quality Hazards to human health linked to consumption of products: presence 
of biological/microbiological agents, foreign bodies, chemical residues  
and allergens 

Potential Consumers and potential 
consumers

Emissions Direct and indirect GHG production Actual The community

Energy consumption and promotion 
of energy efficiency

Direct consumption of energy resources/fossil fuels Actual The community

Procurement practices Pollution and impoverishment of ecosystems and loss of biodiversity 
caused by the farming practices adopted and substances used in 
growing the raw materials

Actual The community

Circular economy and waste Excessive consumption of renewable and non-renewable materials 
(e.g. paper and plastics for packaging) 

Actual The community

Packaging Contamination of ecosystems and release of microplastics caused 
by the dispersal of packaging waste

Actual The community

Responsible water Consumption of water resources in production processes, cleaning 
and restrooms

Actual The community

Health and safety Work-related injuries and occupational diseases  Potential Employees and 
contractors

Management of human resources Unfair practices in the workplace: discrimination, restriction on freedom, 
unfair treatment

Potential Employees and 
contractors

Integrity, compliance and protection 
of economic value

Damage to partners related to economic losses and/or lost profits  
due to organisational shortcomings

Potential Employees and 
contractors
Suppliers

Procurement practices Inadequate remuneration of farmers in the supply chain with 
consequences for industry development and quality

Potential Growers in the supply 
chain

Customer focus Influence on consumer choice due to misleading, unclear or unverified 
communications

Potential Consumers and potential 
consumers

Integrity, compliance and protection 
of economic value

Damage to third parties or the public administration resulting from  
unethical or criminal behaviour in business management  
(e.g. corruption, conflict of interest, unfair business practices)

Potential Public Administration
Competitors
Suppliers
The community

Circular economy and waste Waste of food resources due to production waste Potential The community

Customer focus Consumer dissatisfaction and failure to handle complaints  Potential Consumers

Integrity, compliance and protection 
of economic value

Breach of privacy and misuse of sensitive data Potential Consumers
Suppliers
Customers
Employees

Attention to the community Noise and light pollution in the areas around the production facility Potential Local communities

significance was the same level, impacts with a higher likelihood of happening took 
precedence. Similarly, in the case of the same level of likelihood, impacts directly af-
fecting human rights took precedence. The highest level of likelihood was assigned to 
the actual impacts, i.e. those already occurring.
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POSITIVE IMPACTS

The table below shows the positive impacts associated with each material topic, spec-
ifying whether they are actual or potential impacts and identifying the categories of 
stakeholders most affected. The impacts were arranged in the order of significance on 
the basis of the assessment of the benefits and scope. Where the significance was the 

MATERIAL TOPICS NEGATIVE IMPACTS TYPE OF IMPACT STAKEHOLDERS 
ENGAGED SIGNIFICANCE LIKELIHOOD

Food safety, traceability and quality Assurance of consumer safety through a  comprehensive 
and meticulous control plan

Actual Consumers and potential 
consumers

Food safety, traceability and quality Guarantee of the best product quality through the selection 
of raw materials

Actual Consumers and potential 
consumers

Customer focus Affordable access to healthy and safe commodities Actual Consumers and potential 
consumers

Education and awareness Increase in consumer and stakeholder awareness of environmental issues 
and adopting responsible behaviour

Actual Customers
Consumers
Suppliers 
Employees

Health and safety Protection of workers’ health and wellbeing through risk and welfare 
training

Actual Employees and 
contractors

Integrity, compliance and protection 
of economic value

Generation of economic value in the long term Actual Shareholders 
Employees 
Local communities
The community

Procurement practices Creation of opportunities for economic development for the supply 
chain and sector (e.g. creating jobs along the supply chain, 
partnerships for innovative projects, etc.) 

Actual The community
Other business
Workers in the supply 
chain

Attention to the community Sharing the economic value generated with the community by means 
of donations, sponsorships, partnerships and social projects

Actual Local communities 
The community

Management of human resources Support the growth of professional and personal skills  
of employees and contractors

Actual Employees and 
contractors

Water consumption Conservation of local water resources through  
efficiency, treatment and reuse measures

Actual The community

Attention to the community Creation of jobs and support for families and surrounding communities  Actual Local communities

Packaging Adoption of the best packaging options available to ensure both 
product quality and the best environmental compromise

Potential The community

Energy consumption and promotion 
of energy efficiency

Reduction in consumption of natural resources through investments 
in energy performance and own onsite generation

Actual The community

Attention to the community Promotion and preservation of cultural heritage linked 
to the Gragnano pasta production

Actual Local communities

Emissions Contribution to energy transition through investments in renewables 
(own onsite generation, buying electricity with GOs)

Potential The community

Circular economy and waste Reduction in consumption of natural resources and materials and 
prevention of waste production

Potential The community

same level, impacts with a higher likelihood of happening took precedence. Similarly, 
in the case of the same level of likelihood, impacts directly affecting human rights took 
precedence. The highest level of likelihood was assigned to the actual impacts, i.e. 
those already occurring.
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Food safety, traceability and quality 

material topics

After consulting employees and suppliers in the previous year, in early 2023 Garofa-
lo expanded its stakeholder engagement initiatives, reaching out to a representative 
sample of large retail customers and associations and specialist food and retail pub-
lications. In addition to assessing the proposed impacts, respondents were given the 
opportunity to express their views on issues such as traceability, packaging, climate 
action and consumer perception. 

Priority issues included a focus on the upstream stages of the supply chain in terms 
of promoting both sustainable agricultural models and responsible social practices. 
Monitoring, dialogue with suppliers and traceability are therefore the key elements to 
ensure a transparent supply chain.

Reducing energy consumption and the impact on climate change is another key topic 
for stakeholders. In this regard, Garofalo has already put in place investments to in-
crease efficiency and its own onsite generation of energy from renewables. 

Lastly, packaging is also a topic of particular interest to stakeholders, who are posi-
tively responding to the Garofalo pasta packaging renewal project that the company 
worked on during 2022 and launched in early 2023 (see page 111).

Over to the stakeholders

Following the update of the materiality 
analysis, the significance of some material 
topics changed. In addition, some topics 
were reformulated to better express the 
impacts associated with them. 

The topic of quality remains a priority 
and in this revised version it has been 
combined with the areas of food safety 
and traceability to highlight the compa-
ny’s integrated approach. Whereas, cus-
tomer focus  has been separated from 
the quality topic to concentrate on the 
areas of listening and transparent com-
munication. Health and safety - already 
considered very relevant - becomes more 
significant, particularly from the perspec-
tive of external stakeholders. The topics 

related to procurement practices remain 
very relevant, while emissions and ener-
gy consumption and the promotion of 
energy efficiency  were more significant 
than in the previous year. The topics relat-
ed integrity in business management and 
concern for communities si ranked lower 
because the severity of the associated 
impacts, assessed in relation to Garofalo's 
business, were less critical. Lastly, a new 
material topic was expressed, education 
and awareness, which embodies Garo-
falo's commitment to promote a culture 
related to pasta, food and sustainability 
based on objective evidence and trans-
parent information.  

Circular economy and waste

Energy consumption and promotion of energy efficiency

Management of human resources

Packaging 

Emissions 

Water consumption

Customer focus

Attention to the community

Environment Economy and governancePeople

Health and safety

Procurement practices

Education and awareness
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Integrity, compliance and protection of economic value
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To accomplish the vision of each of these areas of com-
mitment, we have defined our 2023-2026 action plan. 
Again, our engagement activities with the company’s 
stakeholders were strategic in identifying their per-
ceived priorities. This is how we intend to actually im-
plement the responsibilities we have committed to with 
our stakeholders and the context in which we operate.

Sustainability is a hallmark element in Garofalo’s approach to doing business. Our com-
mitment has also been framed for some time in our Integrated Management System 
Policy, which sets out our objectives with regard to the environment, health and safety 
and social responsibility to respond to the challenges the global scenario represents 
for our sector. Every day, we choose to promote our signature principles, which allow 
us to continue creating value in the short, medium and long term, not only for our com-
pany, but also for the whole system underpinning it.
These pillars represent the evolution of our sustainability journey:

Our commitment to sustainability

Cultivate 
passion and 
experience
The value and goodness of 
our pasta is based on the 
commitment, passion and 
wealth of expertise nurtured 
by the people who work with 
us. This is why we are com-
mitted to creating a support-
ive environment conducive 
to personal and professional 
development, valuing the re-
sources of the Gragnano area 
and encouraging the trans-
mission of this heritage from 
one generation to the next.

Respect 
the planet

Here at Garofalo we are 
convinced that in order to 
be excellent and express our 
values, not only must pasta 
guarantee the highest quality 
and health safety, it must also 
be produced with the small-
est possible footprint on the 
environment around us.

We believe in the importance 
of engaging in dialogue and 
collaboration with our partners 
and customers to help make 
the entire supply chain more 
transparent, fair and in harmo-
ny with natural ecosystems.

Promote 
responsibility 
from farm to fork

48 49

Spread the value 
of a healthy, 
low-impact diet
We use our expertise and our 
products to contribute to innova-
tion in the industry and to pro-
mote awareness and responsible 
habits for health and the environ-
ment among consumers.
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2023-2026 action plan

    PILLAR   GOAL   ACTIONS   TIMEFRAME

Cultivate passion 
and experience

Promoting a positive, fair and inclusive working environment

Regular review of remuneration levels to ensure gender equality Continuous

Conducting a specific climate survey to assess employees’ perceptions of 
Diversity, Equity, Inclusion (DEI) topics to consider future actions 2025

Making employees an active part of the company’s journey towards 
sustainable growth Introducing specific activities on sustainability topics in training plans 2024

Passing on know-how to future generations Promoting the transmission of professional knowledge and skills by 
offering employees’ sons and daughters opportunities to join the company Continuous

Promote 
responsibility  
from farm to fork

Promoting environmental and social sustainability along the supply chain

Tightening relations with mills to assess and promote the inclusion 
of social and environmental criteria in procurement practices 2024

Training programme addressing key sustainability topics for sales staff to 
foster shared sustainability values along the value chain 2024

Respect the planet

Promoting energy transition Increasing the share of renewables through own onsite generation by 
extending the photovoltaic system 2024

Reducing impacts associated with packaging and secondary packaging Expanding recovery and reuse initiatives for secondary packaging 
materials, also in conjunction with suppliers and customers 2026

Optimising the use of raw materials by making production processes 
more efficient Increasing the recovery of by-products within production processes 2026

Spread the value 
of a healthy, low-
impact diet

Cultivating relationships with customers and consumers based 
on listening and transparency

Conducting market research and periodic consumer listening activities 
to ascertain emerging dietary trends and needs and assess their level of 
awareness on sustainability issues

Continuous

Continued investment in the development of products that respond to new 
dietary demands Continuous

Measuring and monitoring the level of customer and consumer satisfaction, 
also with respect to the perception of Garofalo’s sustainability positioning 2025

Actively contributing to the sector's sustainable development,  
making Garofalo a benchmark

Participating in events and speaking opportunities Continuous

Joining national or international sustainability initiatives Continuous

Collaboration in research projects or industry studies in partnership with 
institutions and organisations Continuous

Raising awareness among current and future consumers about 
healthy, sustainable and waste-free food

Making a comparative analysis of the carbon footprint of wheat supply 
chains with the aim of raising consumer awareness about informed 
purchasing choices

2024

Introducing food education projects in local schools 2025

Rolling out structured initiatives to raise awareness among consumers 
about food waste in regular meetings and columns 2026



52 53

THE GAROFALO 
WORLD

SUSTAINABILITY 
FOR GAROFALO

HOW GAROFALO 
IS MADE

QUALITY 
FOR THE ENVIRON-
MENT

PEOPLE 
AND TERRITORY

11 34%

types 
of semolina

percentage of  
Italian wheat  

in total amount 
purchased

Italian suppliers

87.2% 3. HOW
GAROFALO IS MADE
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Our mission is to produce a superior-qual-
ity pasta, thanks to a careful selection of 
raw materials and valuable relationships 
with our suppliers, based on collabora-
tion, on-going engagement and open di-
alogue.

The semolina our pasta is made from is 
supplied by mills that are generally part of 
the durum wheat supply chain only and 
located in the South of Italy. We choose 
mills that are not only able to guarantee 
quality, but that are also located as close 
to us as possible, so as to maximise trans-
port efficiency and minimise environmen-
tal impact. 

We signed contracts with 6 suppliers for 
11 different types of semolina. 2020 saw 
the completion of the acquisition of a 
50% stake in Grani d'Italia, which stores 
and sells durum wheat. Furthermore, with 
the aim of creating more visibility for the 
supply chain, in 2021, we completed the 
first supply chain contract for the pur-
chase of Italian durum wheat. This long-
term project is intended to negotiate sta-
ble economic conditions to encourage 
fair remuneration for production and the 
reinvestment of profits in the develop-
ment of Italian durum wheat, at the same 
time defining criteria for the product and 

technical quality of the raw material that 
incentivise high quality, sustainable crops. 
In addition, the supply chain contracts re-
quire suppliers to register for a Decision 
Support System (DSS), an online portal 
that collects and processes information 
and data to produce guidance on best 
practices to optimise agricultural practic-
es and thus reduce impact throughout all 
phases of cultivation, based on site-spe-
cific soil and climate trends. 

Among our strategic suppliers are 20 
companies that produce pasta for Garo-
falo and that make products we sell under 
our brand name, such as fresh filled pas-
ta and olive oil, helping to integrate and 
diversify our offer with complementary 
products. After expanding our production 
capacity, in 2021 we reduced the amount 
of pasta produced under contract at ex-
ternal pasta factories. However, the sup-
port of these partners continues to be es-
sential for us to be able to meet peaks in 
demand, as was the case in the last four 
months of 2022. 

Another important chain for our busi-
ness is represented by the suppliers of 
primary and secondary packaging. We 
select the solutions that best fit the spe-
cific characteristics of individual prod-

3.1

Supply chain

Proportion of spending between Italian and foreign suppliers

20222020 2021

0%

20%

40%

60%

80%

100%

Italy

Abroad

87.2%89.1%

10.9% 15.8%

84.2%

12.8%

ucts to optimally protect and preserve 
our pasta, placing our trust in 13 differ-
ent companies, all of which are Italian.  
For all our activities, we work with sup-
pliers we trust and with whom we have 
created a lasting relationship, with a par-
ticular preference for the finest Italian 
manufacturers located as close to our 

factory as possible. Italian suppliers ac-
count for 87.2% of total spending, and 
around 15% of our suppliers are located 
in our own region, Campania. Just 12.8% 
of our suppliers are located abroad, and 
these are mainly German companies that 
produce machinery used on the produc-
tion lines.
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Selection of suppliers

The choice of a supplier is the result of an organised process of research, selection 
and qualification applied to suppliers of raw materials, ingredients, products marketed, 
goods made on our account and primary packaging. The approval process is based on 
risk assessment: purchases that fall within the scope of application of this procedure 
are subjected to a documented assessment of the risks associated with them. For ex-
ample, for contamination by allergens, microbiological agents or foreign bodies (which 
is one of the main risks), it is necessary to assess the probability and severity of the 
damage and to quantify the total risk of the product and the specific risk of the sup-
plier. The combination of these two factors determines the final risk, and the criteria 
according to which each supplier is to be assessed.

17. Global Food Safety Initiative Certification

18. The purpose of the migration test is to verify suitability for contact with food

FINAL 
RISK

QUALIFICATION CRITERIA FOR SUPPLIERS 
OF SEMOLINA, INGREDIENTS, MARKETED 
PRODUCTS AND GOODS MADE ON ACCOUNT 
OF GAROFALO

QUALIFICATION CRITERIA FOR SUPPLIERS 
OF PRIMARY PACKAGING

Low •	GFSI17 certification or questionnaire or audit 
•	GFSI certification or questionnaire or audit 
•	Certificates of compliance with the pertinent 

primary packaging regulations

Medium

•	GFSI certification or second-party audit on a 
three-yearly basis

•	Analytical screening for new suppliers (where 
contemplated)

•	GFSI certification or second-party audit on a 
three-yearly basis

•	Certificates of compliance with the pertinent 
primary packaging regulations

High

•	GFSI certification or second-party audit on a 
three-yearly basis

•	Analytical screening for new suppliers (where 
contemplated)

•	GFSI certification or second-party audit on a 
three-yearly basis

•	Certificates of compliance with the pertinent 
primary packaging regulations

•	Annual migration test18, if not certified

Supplier qualification criteria

Based on the final risk, suppliers are clas-
sified as critical, moderately critical and 
non-critical, and are qualified with differ-
ent levels of approval. The supplier as-
sessment may subsequently be reviewed 
following the annual performance moni-
toring activity. 

The supplier assessment process is com-
pleted by the audits, which are generally 
carried out directly by Garofalo staff and 
based on a plan determined by the criti-

cality level of both the suppliers and the 
type of supply. In 2020, we were forced to 
suspend our regular audits to prevent the 
spread of the Covid-19 pandemic. We be-
gan them again the following year, albe-
it to a somewhat limited extent. In 2022, 
five audits were conducted on companies 
that we considered important to monitor 
directly. These included one new supplier 
and four already accredited suppliers.

The approval process is also applied to 

suppliers of services, such as disinfesta-
tion, waste disposal and laboratory anal-
yses. For these suppliers, the risk assess-
ment takes account of the quality and 
safety of the products and their compli-
ance with legal provisions. 

Since 2006, we have also applied a spe-
cific procedure that seeks to define re-
sponsibility for the qualification and 
monitoring of suppliers, sub-suppliers, 
contractors, collaborators and partners, 
so that they are assessed and selected 
based on their ability to satisfy specific 
requisites concerning the environment, 
energy, occupational health and safety, 
human rights and protection of workers. 
Consequently, when purchasing products 
and services, account must be taken not 
only of variables such as the cost, prod-
uct/service quality, functional efficiency 
and other variables generally considered 
at the purchase stage, in addition to the 
practices applied with regard to the envi-
ronment and energy, SA 8000 requisites 
and occupational health and safety con-
ditions. 

The choice of suppliers and their sup-
plies is made by the department manag-
ers, who are required, prior to purchase, 
to consult the Integrated Management 
System Manager (IMSM) with regard to 
the aspects concerning the environment/
energy, health and safety and ethics that 
may regard the supply.

Suppliers are then classified based on the 
level of criticality with regard to the en-
vironment and energy, compliance with 
SA 8000 requisites and occupational 
health and safety. We take different types 
of action, carefully considered based on 
the qualification of the suppliers. 

When assessing suppliers identified as 
moderately critical or critical with regard 
to one or more standards (SA 8000, ISO 
14001, OHSAS 18001, ISO 50001), the first 
action taken is to verify whether they have 
the authorisations requested according 
to the legislation governing the environ-
ment, energy, occupational health and 
safety and collective labour agreements. 
Any corrective or preventive actions tak-
en once the causes of any shortcomings 
have been identified are recorded in a 
dedicated register. At the re-examination 
stage, the management verifies wheth-
er the issues have been resolved; if they 
have not, further corrective actions will be 
defined, or, for the most serious issues, a 
supplier may be removed.

In 2021, we introduced a Supplier Code 
of Conduct, which we shared with all our 
partners. The Code is based on the val-
ues of integrity and ethics already set out 
in Ebro’s Code of Ethics, and its aim is 
to create a shared culture guided by the 
principle of transparency, paying the clos-
est of attention to economic, social and 
environmental sustainability. 
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Here at Garofalo, we choose our semoli-
na with care. We purchase it from Italian 
mills we have a consolidated relationship 
with, and which offer guarantees from the 
point of view of both quality and food 
safety. Our mission is to offer our con-
sumers a top-quality pasta, thanks to a 
semolina that has a higher-than-average 
amount of protein - in the specific case 
of the Garofalo pasta brand, 14% - regard-
less of the place of origin of the wheat. 
The Garofalo pasta brand also has a high 
Gluten Index (higher than 80), which 
measures the strength and tenacity of the 
gluten network that can be obtained by 
mixing the semolina.

Although we are positioned downstream 
from a closely controlled semolina sourc-
ing process, we are working increasingly 
hard on analysing our supply chain, using 
a targeted, analytical method to identify 
the levers that have to be acted upon in-
directly in order to continue to guarantee 
our customers a safe, quality product that 
is also virtuous from a social and environ-
mental perspective.

Indicative of this is the extremely close at-
tention we dedicate to glyphosate, which 
has recently become a matter of increas-
ing concern for consumers, since it is an 
issue that regards both food safety and 
environmental sustainability, with particu-

lar reference to the damage this herbicide 
can cause for the environment. Following 
appropriate checks, we only accept sem-
olina that has zero or borderline detecta-
ble content.

These days, a better informed, more lim-
ited use of these products in agriculture 
is possible, taking concrete action to 
strengthen this new awareness. This is 
the vision Garofalo pursues and intends 
to apply in its raw materials procurement 
policy, and we aim to transmit this aware-
ness right back along the supply chain to 
the farms.

To this end, in 2023 we intend to strength-
en relations with the mills where we pur-
chase our raw materials, opening a dis-
cussion on the topics of due diligence in 
the procurement processes with the aim 
of exploring virtuous practices and as-
sessing the inclusion of further ESG crite-
ria in the purchasing policies. 

Our approach to pasta

Quality Italian pasta is made exclusive-
ly from durum wheat, which is milled to 
obtain a semolina with a coarser grain 
than soft wheat flour and an amber-yel-
low colour. This semolina is used to obtain 
a stronger, more resistant dough, perfect 
for sustaining the “architecture” of the 
pasta, i.e. the thickness that helps make 
for a unique tactile experience when the 
pasta is tasted. Italian law also establish-
es other parameters linked to the purity 
and quantity of proteins. Proteins are an 
essential element for maintaining pasta al 
dente, because they form the gluten on 

contact with the water.  Under the pas-
ta “purity law”, Italian pasta must have a 
minimum of 10.5% protein. 

This is why the semolina we buy is not ob-
tained from durum wheat of exclusively 
Italian origin. Instead, we also source sem-
olina from the areas of the world most 
suited to the cultivation of durum wheat. 
Italian wheat does not always reach the 
quality standards established in the pu-
rity law, and therefore those required by 
Garofalo, which for the Pasta Garofalo 
brand are even stricter than the minimum 

Our raw materials
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Although demand stabilised in 2022 after the sharp increase triggered by the pandem-
ic, production volumes continued to grow. This resulted in a 12% year-on-year increase 
in the quantities of semolina purchased. In addition to semolina and wheat procured 
through supply chain agreements, in 2022 we also purchased 5,000 tonnes of durum 
wheat from farms not participating in supply chain agreements and, indirectly, another 
5,154 tonnes through our subsidiary Grani D'Italia. 
Products of animal origin, such as eggs, dairy products or cured meats contained in 
the fresh pasta products, are not supplied directly, because they are ingredients of 
products made by third-party suppliers. Despite this, we are aware of the importance 
of animal welfare for our consumers, so we ensure that our fresh filled pasta, the pasta 
sheets for which contain 30% fresh eggs, is made using Italian free-range eggs, fully in 
keeping with the Animal Equality campaigns.

Raw materials purchased

60

* During 2020, no tomato or spinach was used, because the production of coloured pasta was temporarily out-

sourced to allow for a modification of the production machinery. Domestic production gradually restarted in 2021.  

6160

in tonnes 2022 2021 2020

Durum wheat semolina 147,906 132,240 158,470

Italian durum wheat purchased 
through supply chain agreements 2,300 1,067 0

Ingredients (powdered spinach 
and tomato) 36 31 0*

19. CREA considerations on the quality of Italian wheat, 2016
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Note: The “EU/non-EU blend” indicates a semolina already mixed with wheat from Italy, Australia and North America

required by law. In Italy, unlike in other 
countries, differentiated storage accord-
ing to quality categories is not common 
practice, and this means that higher-qual-
ity products can be confused with those 
of low-medium quality19. 

On the other hand, the quality of wheat 
grown in the same region can be affected 
from year to year by contingent factors 
related, for example, to weather condi-
tions or agricultural policies implement-
ed by governments. This is supported by 
the fact that much of the semolina we 
use is largely made using “Desert Durum” 
wheat from Arizona, considered one of 
the best in the world for its high protein 
content. There was a drastic shortage of 
this type of wheat in 2022, and in order 
to maintain the quality standards neces-
sary to produce our pasta, we decided 
to increase the percentage of coarsely 
milled durum wheat from Australia.  In-
deed, the quality of the wheat grown in 
Australia’s desert climate is high in terms 
of protein content, gluten quality, colour 
and specific weight of the grain. Turkey 
is another country whose wheat is used 
to produce the semolina we purchase.  It 
produces excellent organic durum wheat, 
for which there is a growing demand in 
Italy and abroad that is not fully covered 
by domestic production. We use Turkish 
wheat to produce organic pasta for the 

overseas market. Therefore, the different 
origins of the wheat allow us to manage 
the variability of Italian production more 
effectively, in the event of a rise in prices 
or adverse climate conditions.

In recent years, the supply of top-quali-
ty durum wheat with high levels of safety 
has also grown in Italy, stimulated above 
all by the growing demand from the pas-
ta industry. In this new scenario, we have 
gradually introduced excellent-quality 
Italian wheat, increasing the proportion 
used according to the availability on the 
market at the time. We use a storage 
silo located in the Puglia region, which 
contains Italian wheats mainly from the 
southern regions, and where possible, 
from supply chain agreements. These 
wheats have excellent characteristics in 
terms of protein, and come from farms 
that do not use glyphosate and are thus 
able to guarantee a product with an ex-
tremely low level of mycotoxins.

Our raw material procurement policy is 
currently focused mainly on wheats from 
Italy and blends of wheat from Italy, Aus-
tralia and Europe, the geographical areas 
that at the moment are able to guarantee 
Garofalo quality, respect for the environ-
ment and the highest levels of food safety. 
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6.  Cooling
At the end of the drying process, 
the pasta passes through a cooling 
tunnel that brings it down to room 
temperature.

7.  Packaging
At the end of the production cycle, we 
package the pasta in flexible plastic 
packaging.

We select the varieties of 
semolina according to Garofalo 
specifications, which - depending 
on the different ranges and brand 
- require different raw material 
standards: specific weight, purity, 
protein index, gluten quality and 
yellow index. 

1.  Selection 2.  Milling
The wheat is sifted,
has impurities removed and is then 
milled. The products of this milling 
process are refined and 
unrefined semolina.

3.  Dough and particle size
The durum wheat semolina is mixed with 
water at a controlled temperature in the 
mixing tanks. It is here that the proteins 
(gliadin and glutenin) bind with the water to 
form gluten. The diameter of the particles 
into which the semolina is ground affects 
the final quality of the dough. 
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How we make our pasta

The passion for our work is expressed in the 
continual pursuit of what we consider perfection. 
To guarantee this, we select a prime-quality 
raw material and use it in a production process 
that combines age-old experience with the 
results of our ongoing research and an original 
interpretation of flavour. Semolina, durum wheat 
and water. Although the brands and types of 
pasta we produce vary, these three ingredients 
remain unchanged.

4.  Drawing
During the drawing phase, the pasta dough is 
drawn through dies that give it the chosen shape. 
We use bronze dies for most types of Garofalo 
pasta, which in many cases offers the right 
balance between the porosity and colour of the 
pasta. However, this technique does not always 
guarantee the best possible quality: for capellini 
pasta, for example, Teflon drawing is more 
suitable, because it ensures greater tenacity even 
when the pasta is served in the traditional way, 
i.e. cooked in stock.

5.  Drying
This is a very delicate phase. 
During the drying phase, 
the pasta is ventilated with 
hot, humid air in controlled 
conditions, in order to 
gradually reduce its water 
content, which must be lower 
than 12.5%. 
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THE GAROFALO 
WORLD

SUSTAINABILITY 
FOR GAROFALO

HOW GAROFALO 
IS MADE

QUALITY 
FOR THE ENVIRON-
MENT

PEOPLE 
AND TERRITORY

3.2

The finest industrial 
technology
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It is fair to say that the pasta production 
process has remained unchanged for cen-
turies, but research and technology have 
made it more efficient, allowing the pasta 
industry to progressively improve product 
quality. Innovation is a key tool to main-
tain and boost competitiveness, because 
it allows us to keep pace with the needs 
and expectations of consumers. For us 
here at Garofalo, innovation means devel-
oping new types of pasta, improving pro-
duction processes, boosting efficacy and 
efficiency and develop new packaging 
solutions in terms of graphics and styles 
and considering new materials, develop 
circular economies linked to secondary 
packaging and invest in on-going re-
search regarding the raw materials used. 

In 2020 and 2021, we worked on 98 in-
novation products, most of them related 
to products and the extension of ranges. 
Among these, we relaunched the graphic 
design of the wholemeal line, expanded 
the number of bronze-drawn products 
(with the consequent acquisition of PGI 
certification) and launched new shapes 
for both the wholemeal line and the basic 
line. In 2022, we developed an addition-
al 56 product innovation projects. These 
include the introduction of three new 
shapes for the gluten-free line targeting 
the international market, the expansion of 
the recipes of the fresh filled pasta line, 
and the renewal of the Garofalo brand 
product pack, comprising a recycled plas-
tic portion.  

INNOVATION PROJECTS IN 
2022

Our passion 
for what we do 

drives our constant pursuit 
of what we consider 

to be perfection. 

We select a prime-quality raw material, 
and use it in a production process that combines age-old 
experience with the results of our ongoing research and 

an original interpretation of flavour.

65
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THE GAROFALO 
WORLD

SUSTAINABILITY 
FOR GAROFALO

HOW GAROFALO 
IS MADE

QUALITY 
FOR THE ENVIRON-
MENT

PEOPLE 
AND TERRITORY

16PEOPLE
ON THE QUALITY 
TEAM SINCE 2021

CHECKS
IN EXTERNAL 

LABORATORIES
CHECKS ON 
SUBCONTRACTORS’ 
PRODUCTS

CHECKS 
ON INCOMING 
MATERIALS

QUALITY 
INVESTMENTS

TREND

INVESTMENTS

Quality in numbers

+20%
4,720 

48048

1.6m€

3.3

Focus on consumers

For Garofalo, the attention paid to quality, traceability and food safety takes the form 
of continual checks carried out on products and processes, both in our own factory and 
at suppliers’ premises. This attention is boosted with information and awareness-rais-
ing activities aimed at our consumers. In addition to this, we pay close attention to the 
nutritional profile of Garofalo brand products, which we communicate clearly.

Quality checks 

In order to guarantee the excellent quali-
ty of our products, we conduct painstak-
ing analyses, both at the semolina supply 
stage and during the processing and dis-
tribution of the finished product. 

Our in-house quality team, which is or-
ganised and operates in accordance with 
the procedures contemplated in the BRC/
IFS certified quality management system, 
includes 16 operators. Of these, 2 people 
work on quality assurance, 3 on quality 
control and another 3 are laboratory tech-
nical staff. The remaining 8 are process in-
spectors. 

The rigorous checks we carry out to guar-
antee high quality standards account for 
a significant portion of spending. In 2022, 
we invested almost 1.6 million euros in 
our quality structure, an increase of 20% 
compared to 2021. These amounts cor-
respond to 0.6% of our turnover. The in-
vestments made in the past year included 
over 70,000 euro for the purchase of new 
laboratory equipment for testing mois-
ture, ash and protein parameters.  

OVER

Quality checks: the costs sustained

In euros 2022 2021 2020

Cost of personnel 919,657   722,111 714,068

Consulting and certifications 164,886   158,640 193,095

Laboratory material 58,697   43,078 47,066

Pest Control 188,337   184,325 124,098

Personnel quality training 17,113   13,200 4,211

Costs for outsourced tests 215,599   178,254 142,556

Total quality control costs 1,564,288 1,299,608 1,225,094
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PURCHASE
BY THE MILL 

Product, chemical, physical 
and microbiological quality checks1.

SALE 
AND DISTRIBUTION 

Sample checks 
on the finished product
post-sale
at an accredited 
laboratory

5.

PROCESSING
BY THE MILL 

Check based on 
Garofalo specifications2.

DELIVERY TO THE  
PASTIFICIO GAROFALO 
OF CERTIFIED 
SEMOLINA 

3.

PROCESSING
BY THE   
PASTIFICIO 
GAROFALO

Check 
on the finished 
product

4.Chemical and 
physical checks in the 
Garofalo laboratory

WHEAT
GROWN
IN ITALY WHEAT

GROWN
IN ARIZONA
AND AUSTRALIA

ARRIVAL 
OF THE 
WHEAT 
IN ITALY

Preliminary 
check 
at customs

With the Italian mills we use for the purchase and milling of wheat into semolina, we 
have agreed upon a particularly challenging system of checks. The semolina we pur-
chase from Italian mills must comply with technical specifications that are often strict-
er than those required by law. In addition, annual ordinary and extraordinary checks 
are scheduled and implemented by the mills, which verify compliance with the various 
parameters. For each type of semolina, we agree on a specific schedule of checks, 
which includes:

•	 analysis of chemical and physical characteristics (such as colour, humidity, quantity 
and quality of gluten and protein index);

•	 analysis of microbiological characteristics, which examines bacterial load and the 
presence of mould or parasites;

•	 analysis of allergens, especially soya;

•	 analysis of trace levels of pesticides, including glyphosate, and heavy metals;

•	 analysis of the presence of solid impurities and mycotoxins.

When we receive semolina in the factory, we ensure it is accompanied by all the nec-
essary certificates from the mill attesting to the checks carried out, and we conduct 
further checks regarding ash, humidity, proteins, colour and grain size, using NIR 
spectroscopy, for every drum received. In 2022, this operation required 4,720 checks 
on incoming materials, according to ten different chemical and physical parameters. 
Once the semolina is accepted, we continue to carry out different checks, first on the 
semolina and subsequently on the pasta, in our own laboratory or in qualified external 
laboratories. Compared to the previous year, in 2022 we increased the checks conduct-
ed at external laboratories – already doubled in the previous year – by 10% to verify the 
presence of pesticides, identify any traces of soya and for comprehensive screening, to 
the point of ordering 480 checks.
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In addition to the checks listed, specific 
checks are also carried out depending on 
the type of pasta produced. For example, 
for Gragnano Pasta PGI, we also conduct a 
careful analysis of the nutritional values, as 
well as the consistency, even quality, ability 
to remain firm when cooked and stickiness, 
to ensure they comply with the character-
istics that have earned it PGI recognition.  
 
A further example regards the production 
of organic pasta, for which we carry out 
checks on the presence of pesticides to 
confirm there has been no contamination 
deriving from previous production. 

Naturally, all these checks on the raw 
material are complemented by other, 
no less important, checks carried out on 
the production process, which also in-
clude microbiological analyses on pow-
dered spinach and tomato, analytical 
checks on the water used for the pro-
cesses, hygiene checks on the machin-
ery and packaging material inspections. 
 

Finally, we have also established a detailed 
schedule of checks for the suppliers of 
products marketed by Garofalo. A number 
of different checks are contemplated, but 
most of them take place in an external lab-
oratory that verifies levels of toxins, bacte-
ria, heavy metals and pesticides. In 2022, 
we had 48 checks conducted on sub-sup-
pliers’ products.

In addition to this, specific control plans 
were embarked on with an external lab-
oratory, to ensure precise measurements 
and accurate monitoring of the levels of 
deoxynivalenol, a mycotoxin also known 
as DON, and of glyphosate, as a conse-
quence of the new procurement contracts 
that set more restrictive limits for these 
substances. For the management of in-
house analyses, in 2021 a project has been 
implemented to carry out checks in the 
laboratory to detect the presence of DON 
and traces of soya. The first 700 tests con-
ducted in-house between 2021 and 2022 
did not reveal any critical concerns. 

CHECKS CARRIED OUT ON SEMOLINA AND PASTA

For Gragnano Pasta PGI, 
we analyse nutritional values, 

consistency, even quality, 
ability to remain firm when 

cooked and stickiness, 
to ensure they comply
with the characteristics 

that have earned it 
PGI recognition. 
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PHASE 
OF THE PROCESS PARAMETERS ANALYSED MEANS

Entry 
of semolina

Ash, humidity, proteins, colour 
and grain size NIR analysis

Storage 
of semolina

Gluten, black spots, bran tips Internal laboratory

Microbiological characteristics Internal laboratory

Contaminations External laboratory

Infestations, mycotoxins, heavy metals, 
pesticides, allergens External laboratory

Extrusion, filtering 
and cutting

Hygiene conditions of the press 
(presence of yeast and mould) Internal laboratory

Drying Humidity Check carried out by line operators

Handling and 
packaging of pasta 

Ash, humidity, proteins Internal laboratory

Acidity External laboratory

Product 
distribution

Plant protection products, pesticides, 
herbicides, toxins, soya allergen, heavy 
metals

External laboratory (sampling)
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BRC certification 
Global Standard for Food Safety 

BRC is a specific global standard for the quality and 
safety of agrifood products. The requisites of this 
certification cover quality management systems and 
HACCP methodology, as well as GMP (Good Manu-
facturing Practice), GLP (Good Laboratory Practice) 
and GHP (Good Hygiene Practice) criteria. 

•	 Factory certification.

Kosher certification

The Hebrew term “kasher” or “kosher” 
means suitable, appropriate, correct. Ko-
sher certification indicates that a product 
is suitable for consumption by a person of 
Jewish religion, because it is in accordance 
with the Jewish rules governing food.

•	 Factory certification.

Non-GMO Project certification

This certification is issued by a North American non-profit 
association that guarantees safe products made from trace-
able raw materials free from GMO. The association entrusts 
the management of the checks and scientific analyses on 
products to Global ID Group, an American non-GMO prod-
uct certification entity. Certification is aligned with Europe-
an standards, for which products with more than 0.9% GMO 
ingredients must be labelled and recognisable as such.

•	 Product certification.

PRODUCTS 
MADE 
BY THIRD PARTIES

Organic certification

Many Garofalo products have the European Union organic 
logo, attesting to the fact that these products contain at least 
95% organic ingredients, and that the remaining 5% comply 
with rigorous requisites. 
In order to export our organic products to Japan, we have 
also obtained Japan Agricultural Standards (JAS) certifica-
tion. JAS organic certification requires organic products to 
be checked and certified by a Japanese or foreign entity reg-
istered with the Japanese Ministry of Agriculture.

•	 Product certification
•	 About 20% of Garofalo pasta is certified organic.

Gluten-Free certification

The barred ear of wheat, the registered trademark 
of the Italian Coeliac Association, indicates prod-
ucts that can be consumed by coeliac sufferers, 
because they have a gluten content of less than 
20 ppm (20 mg/kg). Garofalo gluten-free products 
are also certified by the American Gluten Intoler-
ance Group (GiG) certification body.

•	 A whole Garofalo range is dedicated  
to coeliac sufferers

•	 Product certification

BRC Global Standards 
“AVM Trade Goods”

BRC Traded Goods certification is applicable to 
food products that normally fall within the scope 
of application of the BRC Global Standard for 
Food Safety, but which are not produced, further 
processed or repackaged in primary packaging on 
the site subject to review. 

Gragnano PGI certification

Guarantees the origin and quality of many types of 
pasta, testifying to the centuries-old pasta making tra-
dition of Gragnano. We are proud of this certification, 
which guarantees our customers even greater peace 
of mind, because our production processes are subject 
to checks by the PGI label supervisory bodies. 

        Process and product certification.
•	 About 50% of Garofalo pasta has PGI certification.

V-Label Vegan certification 

V-Label is an internationally recognised mark that al-
lows vegan consumers to identify products obtained 
without the use of ingredients of animal origin.

•	 Product certification.

Halal certification 

The term Halal means "permitted", and 
therefore indicates what can be con-
sumed according to the rules of Islam: 
halal foods are not only compliant with 
Italian and European regulations gov-
erning hygiene and food safety, but are 
also prepared according to the ethical, 
hygienic and health rules of Islamic law 
and doctrine.

•	 Factory certification.

IFS certification

International Food Standard (IFS) qual-
ifies suppliers of food products. This 
standard indicates a commitment to 
food safety. It builds a management sys-
tem and makes it operative with a view 
to ensuring full observance of the quality, 
safety and legal compliance regulations 
governing the sector, and is a means to 
improving food safety management. 

•	 Factory certification.

The quality of Garofalo pasta is guaranteed 

by a series of important national and 

international voluntary certifications and 

standards. Independent, qualified third 

parties verify and attest to the compliance 

of the products and/or management system.

Certifications  
in the area of food 
safety and quality 
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FSMA VQIP certification

The Voluntary Qualified Importer Program (VQIP) 
of the Food Safety Modernization Act (FSMA) is a 
third-party certification programme accredited by the 
US Food and Drug Administration (FDA). This certifi-
cation is essential for US importers, to guarantee the 
rapid entry of food products into the USA.

        Product certification.
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The name of the food 
(e.g. durum wheat semolina pasta,  
wholemeal durum wheat semolina 
pasta).

Production lot

Minimum 
conservation period

Nutritional 
statement

Ingredients
(durum wheat semolina)  
with allergens highlighted.

Origin
specifying the country where the wheat was 
grown and the country where it was milled.

Net amount

The figure responsible 
for product 
information
with the address 
of the production plant.

In view of the launch of new packaging made of recycled plastic in 2021, with the 
support of external consultants, we assessed in detail possible critical concerns, espe-
cially in terms of environmental claims, with reference to legislation on unfair business 
practices, misleading advertising and environmental labelling The study confirmed 
that consumers are increasingly attentive to food packaging. As packaging becomes 
a purchasing lever, it is essential to clearly communicate both the type of materials it 
is made of and any sustainability benefits of the food it contains. We therefore delved 
into the best ways to communicate these features to consumers, so that packaging and 
label become “talking points”, i.e. an extension of the storytelling of our sustainability 
strategies. The study turned out to be strategic with respect to the evolving regulatory 

Packaging and greenwashing, let's get this straight

Transparency? 
A question 
of responsibility

For us, communication and responsi-
ble marketing mean maximum transpar-
ency when it comes to conveying the 
identity of our products, our company 
and our values, even when we find our-
selves dealing with different opinions. So 
each marketing action is taken responsi-
bly and entirely in keeping with our val-
ues and in observance of the pertinent 
laws. Each communication activity is al-
ways submitted for review, approval and 
a qualified legal opinion that is frequent-
ly requested from outside the company.  
 
Packaging and labelling are essential for 
providing the information necessary to 
make informed purchasing choices.
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environment. In fact, in March 2023, the European Commission published its proposal 
for a Directive on Green Claims (environmental declarations), which will be followed 
by a period of consultation and negotiation before it is approved. We will follow the 
process closely in order to build into our analysis the elements that emerge from this 
new European action, while continuing to ensure accurate, transparent communica-
tion. We completed the study by carrying out industry benchmarking and best-in-class 
benchmarking of the food sector, which revealed that there is plenty of potential to 
make better use of that device. This tool is important for correct product storage and 
wholesomeness, as well as being an actual communication and branding channel.
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20. In 2020, Facebook eliminated inactive or duplicate accounts. The real number of followers was over 30,000 

higher in 2020 compared to 2019

OUR SOCIAL MEDIA PRESENCE

Goodness behind the scenes too

In recent years, the food sector has been 
marked by a growing awareness on the 
part of consumers, who are increasing-
ly likely to ask questions on what they 
are buying. For this reason, in 2018, we 
launched the “Transparency Project”, 
a set of integrated information, aware-
ness-raising and marketing tools aimed 
at answering all the questions that arise 
regarding our pasta, providing more de-
tails than those consumers can find on 
the label. 

The element this project is founded on is 
the website “comesifagarofalo.it”, which 
explains the choices we make as a pasta 
factory and illustrates the pasta making 
process, from the selection of a quality 
raw material to processes and production. 
The website includes a section where con-
sumers can find details on the packet of 
pasta they have bought, tracing the origin 
of the wheats used and verifying all the 

checks that have been carried out on the 
semolina, as well as the results of the sam-
ple checks regularly made on the finished 
product by a certified external body. 

Internet, and in particular the social net-
works, are one of the main channels 
through which we interact with our cus-
tomers. Thanks to the immediate impact 
of these resources, we are able to remain 
constantly up to date on the needs and 
desires of consumers. 

Facebook is the channel most widely used 
by our consumers, and the one they prefer 
to use to ask us questions about the char-
acteristics and quality of our products.  
Our response rate is 100%. 

For any questions they have, our custom-
ers can contact the call centre, or write to 
consumatori@pastagarofalo.it to receive 
a reply from our marketing and quality 
departments. 

Social media channel Unit of measure-
ment 2022 2021 2020

Facebook (Global and 
Italy) Fans 178,306 320,000 260,00020 

Instagram Followers 44,202 45,000 31,000

YouTube Views 6,290,000 15,000,000 11,000,000

mailto:consumatori%40pastagarofalo.it
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The art of choosing wisely
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With this analysis we wanted to gather 
all the data necessary for an overall as-
sessment of passive cooking compared 
to traditional cooking and to give some 
evidence-based advice for more sustaina-
ble cooking without sacrificing taste, like 
paying attention to the amount of water 

used and the time between coming to a 
boil and adding the pasta. We consider it 
extremely important for consumers to be 
fully and correctly informed so they can 
make responsible choices.

Focusing on consumers also means re-
sponding to their doubts and accommo-
dating their needs, getting them involved 
in our projects. Initiatives in recent years 
include the redesign of our packaging to 
make cooking times more legible, taking 
up the cue launched by consumers who 
created the Grandi Minuti Movement on 
social networks, and the survey dedicat-
ed to coeliac consumers to better under-
stand their specific needs, which we fol-
lowed up in 2021 with the launch of new 
gluten-free pasta shapes.
In 2022, with increasing consumer aware-
ness of sustainability issues and a sharp 

rise in energy prices brought about by 
the political and economic situation, the 
focus on practices such as passive cook-
ing, meaning cooking with the burner off 
and the lid on, became widespread in or-
der to curb household consumption. To 
shed light on the reports floating around 
on this subject, at Garofalo we decided to 
take a closer look at the pros and cons of 
passive cooking compared to traditional 
cooking by conducting instrumental tests 
on the yield of pasta in our laboratory and 
measuring the energy consumption asso-
ciated with the two techniques.

Passive cooking vs traditional cooking. The results

YIELD

TIME

CONSUMPTION

COSTS

Cooked but not  
an excellent yield

Less quality

More time On average, two minutes 
longer than indicated on the 
packet

Less energy

Higher savings

10% less energy consumed
30% less water consumed
about 20 grams less of CO2 
for each cooking operation

saved 15 euro per year per 
person21

Grocery&Consumi 
Awards 2022
Best new media campaign for Pasta

Best co-marketing initiative

Charity initiative

The "Sii Turista" (Be a Tourist) campaign 
and the "Amici per la Pasta" (Friends for 
Pasta) competition launched in collab-
oration with Disney Pixar in 2021 were 
awarded by Tespi Mediagroup for their 
efforts in creating and implementing 
marketing and communication activities. 
Garofalo was also recognised for award-
ing a scholarship at Women in Food, the 
event that brings together Italian and 
international female professionals from 
the world of food and wine.

The heroes of the silver 
screen meet  
the magic of pasta

In 2022, after the experience for the re-
lease of the film Luca, we consolidated 
our collaboration with Disney Italia with 
the project “The Cooking Universe” to 
coincide with the release of three Marvel 
Studios films in cinemas: Doctor Strange 
in the Multiverse of Madness, Thor:  Love 
and Thunder; and Black Panther: Wakan-
da Forever. The initiative invited fans and 
food lovers to indulge their imagination 
and creativity to try and win the prizes. In 
addition to the competition, we launched 
an Instagram challenge to spark off cook-
ing recipes with unusual and creative in-
gredients inspired by the stories and he-
roes of the films. To mark the occasion, we 
also created three custom-made Garofalo 
pasta shapes based on the protagonists 
of the film Thor. 

Awards
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21. Savings calculated on an average of 300 cooking operations per year on an induction hob with reference to 

the electricity market prices of October 2022
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THE GAROFALO 
WORLD

SUSTAINABILITY 
FOR GAROFALO

HOW GAROFALO 
IS MADE

QUALITY 
FOR THE ENVIRON-
MENT

PEOPLE 
AND TERRITORY

218

employees more training 
hours compared 

to 2021

permanent
contracts

99.5% +56% 4. PEOPLE
AND TERRITORY
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THE GAROFALO 
WORLD

SUSTAINABILITY 
FOR GAROFALO

HOW GAROFALO 
IS MADE

QUALITY 
FOR THE ENVIRON-
MENT

PEOPLE 
AND TERRITORY

4.1

EMPLOYEE WELL-BEING

We believe in the indispensable value 
and importance of the people who invest 
experience, passion and commitment 
in interpreting our hallmark values and 
preserving our success. Our people have 
brought on board and preserve tradition-
al skills and knowledge handed down 
through the generations, which every day 
allow them to introduce the finest pasta 
to consumers all over the world.

The professional and personal develop-
ment of our employees allows each of 
them to understand and absorb the val-
ues that have guided us from the very 
beginning, as well as to express their po-
tential and thus guarantee the continual 
evolution and constant improvement of 
what we are and what we do. Personal 
well-being is equally important, and this is 
why we adopt all the measures necessary 
to guarantee safety in the workplace, pro-
mote an inclusive environment and to help 
our employees achieve a healthy work-life 
balance. In addition, at each stage of our 
employees’ professional journey, from the 

selection process to opportunities for pro-
fessional development and right through 
to the conclusion of the working relation-
ship, we guarantee respect for diversity 
and equal opportunities, by preventing all 
forms of discrimination.

This commitment to responsible per-
sonnel management is confirmed by the 
SA 8000 certification we first obtained 
in 2010 and which has been periodically 
renewed since. Based on the Universal 
Declaration of Human Rights and the con-
ventions of the ILO, this standard certifies 
important aspects regarding corporate 
social responsibility, and specifically, re-
spect for human rights, workers’ rights, 
protection against the exploitation of 
minors and guarantees of occupational 
health and safety. Our commitment and 
attention to our people are also set forth 
in our Integrated Management System 
Policy, in which we have formalised our 
social responsibility and health and safety 
objectives regarding our employees.

Our people
have brought on board 
and preserve traditional 

skills and knowledge

handed down through the generations, 
which every day allow them to introduce 

the finest pasta to consumers all over the world.
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EMPLOYEES BY PROFESSIONAL CATEGORY AND GENDER 

EMPLOYEES BY PROFESSIONAL CATEGORY AND AGE GROUP 

Our people

At 31 December 2021, Pastificio Garofalo employed 218, compared to 221 in 2021. Al-
most all the employees have a permanent contract, with only one employee on a 
temporary contract.  Most of them (89.5%) work full-time. We also made use of the 
services of 20 non-employees, including 18 temporary agency workers – often con-
tracted in this way as a solution prior to employment – and two consultants who work 
permanently in our premises.

Equality and inclusion are an integral part of our company culture, so we are working 
towards a growing level of gender balance in order to reward the values and identi-
ty of each individual. We also seek to aid the integration of new generations into the 
workplace, at the same time as valuing the skills of those with many years of experi-
ence with our company and who have been able to take on board our essence and our 
values.

At 31 December 2022, in line with 2021, there were 33 women working in Garofalo, 
accounting for 15.1% of staff and working mainly in administrative positions. The ma-
jority of men is physiological in a sector that has mainly men working in production 
departments. 

Most of our employees (55%) are in the 30-50 age bracket, followed by the over-50s 
(28%) and the under-30s (17%). 

EMPLOYEES BY WORK CONTRACT AND GENDER

EMPLOYEES BY TYPE OF CONTRACT AND GENDER

PROFESSIONAL
CATEGORY

2022 2021 2020

WOMEN MEN TOTAL WOMEN MEN TOTAL WOMEN MEN TOTAL

% % % % % % % % %

Senior Management - 3.7% 3.7% - 1.4% 1.4% - 1.4% 1.4%

Middle Management 
and Technical Staff 2.8% 6.9% 9.6% 2.7% 7.7% 10.4% 2.8% 7.0% 9.8%

Office Staff 8.7% 7.8% 16.5% 8.6% 9.5% 18.1% 8.8% 8.8% 17.7%

Blue-collar workers 3.7% 63.8% 67.4% 3.6% 63.8% 67.4% 3.3% 65.6% 68.8%

Other Staff - 2.8% 2.8% - 2.7% 2.7% - 2.3% 2.3%

Total 15.1% 84.9% 100% 14.9% 85.1% 100% 14.9% 85.1% 100%

PROFESSIONAL
CATEGORY

2022 2021 2020

WOMEN MEN TOTAL WOMEN MEN TOTAL WOMEN MEN TOTAL
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees

Senior Management - 8 8 - 3 3 - 3 3

Middle Management 
and Technical Staff 6 15 21 6 17 23 6 15 21

Office Staff 19 17 36 19 21 40 19 19 38

Blue-collar workers 8 139 147 8 141 149 7 141 148

Other Staff - 6 6 - 6 6 - 5 5

Total 33 185 218 33 188 221 32 183 215

PROFESSIONAL
CATEGORY

2022 2021 2020

<30 30-50 >50 <30 30-50 >50 <30 30-50 >50

% % % % % % % % %

Senior Management - 0.9% 2.8% - 0.5% 0.9% - 0.5% 0.9%

Middle Management and 
Technical Staff 0.9% 6.0% 2.8% 1.4% 5.0% 4.1% 0.9% 4.7% 4.2%

Office Staff 2.3% 10.1% 4.1% 2.3% 11.8% 4.1% 3.3% 10.2% 4.2%

Blue-collar workers 14.2% 38.1% 15.1% 14.5% 39.4% 13.6% 15.3% 37.7% 15.8%

Other Staff - - 2.8% - 0.5% 2.3% - - 2.3%

Total 17.4% 55.0% 27.5% 18.1% 57.0% 24.9% 19.5% 53.0% 27.4%

PROFESSIONAL
CATEGORY

2022 2021 2020

<30 30-50 >50 <30 30-50 >50 <30 30-50 >50
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees
No. of 

employees

Senior Management - 2 6 - 1 2 - 1 2

Middle Management and 
Technical Staff 2 13 6 3 11 9 2 10 9

Office Staff 5 22 9 5 26 9 7 22 9

Blue-collar workers 31 83 33 32 87 30 33 81 34

Other Staff - - 6 - 1 5 - - 5

Total 38 120 60 40 126 55 42 114 59

Employment 
contract

2022 2021 2020

WOMEN MEN TOTAL WOMEN MEN TOTAL WOMEN MEN TOTAL

Permanent 32 185 217 33 188 221 31 183 214

Temporary 1 - 1 - - - 1 - 1

Total 33 185 218 33 188 221 32 183 215

Type 
of contract

2022 2021 2020

WOMEN MEN TOTAL WOMEN MEN TOTAL WOMEN MEN TOTAL

Full-time 32 163 195 32 165 197 31 163 194

Part-time 1 22 23 1 23 24 1 20 21

Total 33 185 218 33 188 221 32 183 215
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Attracting talent

Our work is founded on passion and the pursuit of excellence, values we consider essen-
tial when it comes to hiring employees. The candidate selection process, which involves 
different evaluation procedures depending on the role offered and experience required, 
guarantees equal opportunities for admission.

In 2022, 2 new hires joined our organisation, a man and a woman, both in the 30-50 year-
old age bracket. Following the increase in new hires recorded in 2021 (7 incoming) and 
2020 (11 incoming), also associated with an increase in production volumes, the trend 
stabilised at a more modest level in the last year.

Five people left in 2022, a slight increase compared to three terminations in 2021 and four 
in 2020, attributable to resignations and retirements.

NUMBER OF NEW HIRINGS BY EMPLOYEE GENDER AND AGE GROUP

NUMBER OF EMPLOYEES LEAVING THE COMPANY BY GENDER AND AGE GROUP

In 2022, the company onboarded a new person belonging to a protected category, bring-
ing the total number of employees to 20 (15 of them in the production departments). 

The presence of people with very different personal profiles makes for a deeper under-
standing of society, thanks to the adoption of different points of view. It is a source of 
inspiration and strengthens the culture of inclusion. 

Our sensitivity towards issues regarding diversity and inclu-
sion is demonstrated by our presence, in 2020, among the 
20 finalists for the Diversity & Inclusion Brand Award, and in 
2021 among the 50 finalists.  
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GENDER 
2022 2021 2020

<30 30-50 >50 Total <30 30-50 >50 Total <30 30-50 >50 Total

Women - 1 - 1 1 1 - 2 7 1 - 8

% of employees - 5.0% - 3.0% 10.0% 5.3% - 6.1% 53.8% 7.1% - 25.0%

Men - 1 - 1 4 2 1 7 9 2 - 11

% of employees - 1.0% - 0.5% 13.3% 1.9% 2.0% 3.7% 31% 2% - 6.0%

Total - 2 - 2 5 3 1 9 16 3 - 19

% of employees - 1.7% - 0.9% 12.5% 2.4% 1.8% 4.1% 38.1% 2.6% - 8.8%

GENDER 
2022 2021 2020

<30 30-50 >50 Total <30 30-50 >50 Total <30 30-50 >50 Total

Women 1 - 1 2 - - - - - - - -

% of employees 11.1% - 25.0% 6.1% - - - - - - - -

Men 1 1 1 3 - - 3 3 1 - 3 4

% of employees 3.4% 1.0% 1.8% 1.6% - - 5.9% 1.6% 3.4% - 5.6% 2.2%

Total 2 1 2 5 - - 3 3 1 - 3 4

% of employees 5.3% 0.8% 3.3% 2.3% - - 5.5% 1.4% 2.4% - 5.1% 1.9%
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Here at Garofalo we believe firmly in the 
importance of facilitating the constant 
growth - both professional and personal 
- of our employees. We consider training 
activities essential to assist the develop-
ment of our staff and our organisation, 
and to support cultural advancement by 
consolidating individual skills and at the 
same time by promoting our values and 
our business strategy.

We plan training programmes for the var-
ious professional categories and specific 
approaches for highly technical activities. 
We also monitor and assess training re-
quirements based on individual needs. 
Training methods range from mandato-
ry online courses to bringing in external 
professionals where specific technical 
skills are required, as well as specialist 
courses. The main types of training of-
fered regard quality and food safety (to 
provide the necessary knowledge of the 

sector regulations), occupational health 
and safety and specific skills required to 
use particular machinery or to operate 
in certain areas of the production lines.  
In 2021, despite the difficulties caused 
by the continuing health emergency, we 
were able to resume some training activ-
ities that had been suspended in 2020, 
completing the plan set out for the year. 

In 2022, we provided 1,687 hours of 
training, up from 2021 (+56%) and 2020 
(+48%), two years when in-person train-
ing was restricted as a measure to prevent 
the spread of the Covid pandemic. 184 
employees, 84% of the company popula-
tion, participated in at least one course. In 
relation to the total staff, each employee 
benefited from an average of 7.7 hours of 
training in 2022. 

AVERAGE YEARLY HOURS OF TRAINING PER EMPLOYEE, BY GENDER AND BY 
PROFESSIONAL CATEGORY

Training and development
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Professional 
category

2022 2021 2020

WOMEN MEN TOTAL WOMEN MEN TOTAL WOMEN MEN TOTAL

Senior Management - 7.0 7.0 - 10.0 10.0 - 2.7 2.7

Middle 
Management and 
Technical Staff

2.7 4.5 4.0 13.0 10.0 10.8 14.2 3.6 6.6

Office Staff 17.1 24.4 20.6 1.1 1.9 1.5 3.2 1.3 2.2

Blue-collar workers 2.3 5.6 5.4 2.8 5.1 5.0 3.7 3.3 3.4

Other Staff - 2.0 2.0 - - - - 0.6 0.6

Total 10.9 7.2 7.7 3.7 5.1 4.9 5.3 3.1 3.4

0%

20%

40%

60%

80%

2020 2021 2022

100%

Quality and food safety

Occupational health and safety

Specific training

Administrative training

Sustainability

Foreign languages

Hours of training by type

18.1%

11%

33.1%

43.1%

23.9%

7.6%

33.8%

53.3%

5%

90%

70%

50%

30%

10%

33.3%

37.7%

0.2%
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Health, safety and well-being in the workplace

Since 2016, our factory in Gragnano has 
been covered by OHSAS 18001:2007 
health and safety certification. ISO 45001 
certification was updated during 2020. As 
declared in our Integrated Management 
System Policy, we undertake not only to 
comply with all the legislative and other 
regulatory measures applicable regarding 
health and safety in the workplace, but 
also to ensure these aspects are consid-
ered essential from the moment new ac-
tivities are established, as well as to apply 
systematic procedures for the identifica-
tion, management and reduction of risk, 
with the aim of preventing accidents, in-
juries and occupational diseases. 

Specifically, the Integrated Management 
System involves both Garofalo employees 
and the employees of contracting com-
panies working in the factory, and pro-
vides for a preventive assessment of risks 
and their elimination and/or mitigation 
through a formalised procedure.

Risk assessment is a decisive element 
for the protection of workers’ health and 
safety. The risk assessment process and 
the drafting of the pertinent report is the 
responsibility of the employer, assisted 
by the Prevention and Protection Ser-
vice Manager, an external consultant, the 
company doctor and the Worker’s Safety 
Representative.

Firstly, the process involves the identifica-
tion of the risks present in the company 
and the most appropriate way to evalu-

ate them to obtain a versatile, exhaustive 
assessment for all those situations not 
covered by a specific dedicated regula-
tory framework. Risks are then assessed, 
starting with those present in the areas 
divided into the same types, i.e. all those 
connected with the machinery present in 
the individual areas and those relating to 
the operator’s specific tasks. This analysis 
is formalised by means of an assessment 
organised into three levels that includes 
all the possible working situations, both 
ordinary and extraordinary, such as main-
tenance or the presence on the machines 
of personnel from external companies. 
We also conduct a work-related stress 
risk assessment every three years. Once 
all the assessment operations have been 
completed, an improvement plan is draft-
ed that takes into consideration all the sit-
uations of danger and the improvement 
measures scheduled to reduce the risks, 
divided into priority levels depending 
on the severity of the hazard. This doc-
ument, which is always shared with the 
workers’ representatives in the event of 
any amendments or additions, allows us 
to understand the existing situation and 
identify how improvements can be made. 
Improvement is guaranteed by the struc-
ture of the document, and by a review 
and constant updating through audits. 

Garofalo staff are responsible for their 
own health and safety and that of the 
people they interact with, and must stop 
and/or swiftly report to the department 

Industrial relations and communication 
with employees

Here at Garofalo, we comply with Italian 
labour regulations and with the conven-
tions of the International Labour Organi-
zation (ILO) on workers’ rights (freedom 
of association and collective bargaining, 
consultation, right to strike, etc.), sys-
tematically promoting communication 
between the parties and listening to the 
needs of our employees to find solu-
tions able to bring about shared benefits. 
 
99.5% of our employees are covered by 
collective bargaining agreements, in par-
ticular by the National Collective Labour 
Agreement for food industry workers. 
Since 2008, second-level supplementary 
agreements have been in force regarding 
the management of round-the-clock shifts 
and the pertinent remuneration. In 2021, the 
second-level contract was renewed, with its 
effects backdated to December 2019. The 
new agreement introduced an increase in 
the value of restaurant tickets and an in-
crease in remuneration for the sixth work-
ing day. At contractual level, no minimum 
period of notice is established for opera-
tional changes, such as acquisitions and re-
organisations, since these are determined 
by the occurrence of the various cases.

In addition to the provisions of the sec-
ond-level agreement, we gave further con-
crete support to staff to help them cope with 
the consequences of rising energy costs 
and inflation by issuing shopping vouch-
ers worth EUR 1,500 to each employee and 
EUR 500 in fuel vouchers for employees 
who do not have a company vehicle. 

Our employees are entitled to establish or 
take part in trade union organisations with 
the aim of defending their interests, and 
to be represented by trade union bodies. 
During 2022, on-going talks were held be-
tween the management and the trade un-
ion representatives (RSU) to negotiate the 
renewal of the second-level contract and 
for the management of production activi-
ties. The discussion committee, presided on 
the part of the company by the Prevention 
and Protection Service Manager (RSPP), 
formally met on a quarterly basis, meeting 
thereafter on a more agile and informal ba-
sis during the rest of the year.  

Finally, the small size of the organisation 
makes it easier to have a direct, famil-
iar relationship between employees and 
management and a positive climate in 
the company, without the particular need 
to identify specific company figures for lis-
tening to problems or to formalise actual 
physical meetings. Despite this, we intend 
to conduct a survey on the climate in the 
company to find out more about the ex-
pectations of our employees and to detect 
any needs that have not been expressed. 

In the meantime, direct communication be-
tween employees and management is al-
ways encouraged: we have set up dedicat-
ed boxes for suggestions and comments, 
and an e-mail address to report behaviour 
out of line with the principles set out in the 
Ethical Code, also anonymously. 

Here at Garofalo, we consider the health, safety and physical and 
mental well-being of premium importance: for this reason, we un-
dertake to promote a solid culture of safety, in order to guarantee 
a working environment free from dangers. 
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supervisor or Workers’ Safety Represent-
ative any risk situations or unsafe behav-
iour, and must also keep away from any 
processes that may cause injury or occu-
pational diseases.

The risks linked to Garofalo’s activities are 
in any case considered limited. The pro-
duction and packaging lines are the area 
that present the greatest risk to health 
and safety, although this risk is limited.

The SA 8000 standard, to which we have 
adhered for over 10 years now, plays an 
important role in safeguarding health and 
safety. The pertinent committee, the So-
cial Performance Team, meets at least 
once a year for a constructive dialogue 
regarding all the requisites of the SA 
8000, including those regarding work-
ers’ safety. The committee is composed 
of representatives of the trade unions, 
the operating management, the Integrat-
ed Management System Manager and by 
two workers’ representatives for the SA 
8000 (one for white-collar and one for 
blue-collar workers). In addition to these 
encounters, a periodic meeting is estab-
lished by law that must take place at least 
once a year and must be attended by the 
employer, the company doctor, the Pre-
vention and Protection Service Manager 
and the Workers’ Safety Representative. A 
number of important suppliers in terms of 
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the extent of the commercial relationship 
or who make significant use of manpow-
er are also required to comply with the 
requisites of the SA 8000 standard, and 
therefore to provide guarantees regard-
ing health and safety in the workplace. 
 
We ensure that all employees are of-
fered health and safety training pursuant 
to Legislative Decree no. 81/08, for the 
transmission of knowledge and proce-
dures useful for carrying out their tasks 
in the company safely, as well as for the 
identification, reduction and manage-
ment of risks. We also organise an an-
nual informative meeting with workers, 
during which we present any changes 
to processes or areas, the injury situ-
ation and the results of the pertinent 
surveys carried out. The last two-year 
period also saw the implementation of 
information actions to make all work-
ers aware of the measures adopted 
for managing the health emergency.  
 
For the occupational medicine service, in 
keeping with the legal provisions, Garo-
falo not only guarantees health monitor-
ing, but also has a nursing service in the 
factory twice a week to listen to workers’ 
concerns and provide support. In addi-
tion, the company doctor inspects the 
working environments at least twice a 

year. By law, the workers’ health records 
are managed by the company doctor and 
kept in dedicated locked filing cabinets. 
 
Finally, Garofalo adheres to the Food In-
dustry Healthcare Assistance Fund, as per 
the National Collective Labour Agreement, 
for the supply of healthcare and preven-
tive screening services. In addition, a cam-
paign for voluntary flu vaccinations to be 
carried out at the infirmary has been pro-
moted every autumn since 2018. Over the 
last two years, as an additional measure to 
prevent the spread of the Covid-19 virus in 
the company, since the first wave in 2020 
we have conducted analytical screening 
campaigns at Garofalo consisting of mo-
lecular-based and rapid antigen tests. Al-
though the screening campaigns were 
voluntary, the opportunity was taken up 
by all the employees of Garofalo and of 
the external companies operating on the 
premises; on request, the service was also 
extended to those living with the workers. 
The screening continued in the follow-
ing years, and about 3,000 rapid antigen 
tests were conducted in 2022. The intia-
tive proved particularly effective, because 
of the timely detection of cases of asymp-
tomatic infection among employees. The 
company also took out a specific insur-
ance policy to cover the risk of hospitalisa-
tion due to Covid-19, but fortunately none 
of the employees had to use it. 
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Health and safety indeces

In 2022, 5 cases of minor injury occurred, regarding men only, an increase compared 
to the 2 cases recorded in 2021, but a 44% decrease compared to the 9 cases in 2020. 
These injuries were mainly abrasions and contusions, which mostly occurred in the 
packaging department, the area where most of the factory staff work. In 2022, no 
injuries occurred among workers not employed by Garofalo working regularly in the 
factory. During the three-year period 2020-2022, there were no cases of fatal injuries 
or occupational diseases.

In recent years, we have taken steps to reduce the risk of accidents in the workplace. 
In 2021, the motorisation of the overhead crane for handling the dies and the installa-
tion of pedestrian protection systems for foot traffic in the pasta factory yards were 
completed. More recently, we renewed the equipment in the machine shops to improve 
their reliability and adopted a new mobile platform to make operations at height safer. 
We also installed additional pedestrian protection systems in the pasta factory yards.

In addition to protecting the health and 
safety of our employees, we pay attention 
to their physical and mental well-being. 
 
This is why we undertake to promote solu-
tions to improve their private life-work-
ing life balance. To this end, employees 

are entitled to flexible working hours and 
a canteen service, while the organisation 
of operations based on scheduled, clearly 
defined shifts allows workers to plan their 
day as effectively as possible. Workers 
also have an area for consuming food and 
a laundry service for their working clothes.

22- 23. The injury frequency rate is calculated as the relationship between the number of injuries and the total 

number of hours worked in the same period, multiplied by 200,000

INJURY INDECES

Health and safety indicators regarding employees 2022 2021 2020

Total hours worked 378,840 391,451 373,643

Number of serious injuries - - -

Total recordable injuries 5 2 9

Serious injury frequency rate - - -

Total recordable injury frequency rate22 2.64 1.02 4.82

Health and safety indicators regarding workers 
not employed by Garofalo operating in the factory 2022 2021 2020

Total hours worked 18,632 5,508 20,035

Number of serious injuries - - -

Total recordable injuries - 2 3

Serious injury frequency rate - - -

Total recordable injury frequency rate23 - 72.6 29.9
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I Bambini delle Fate

The non-profit association called “I Bam-
bini delle Fate” has set up La Banca del 
Tempo Sociale (social time bank), an ini-
tiative that, with continued contributions 
from organisations, aims to offer children 
with autism and disabilities opportunities 
for inclusion. It also gives high school stu-
dents the positive experience of getting 
to know non-profit work in a structured 
organisation. Garofalo has also decided 
to support I Bambini delle Fate by provid-
ing financial backing for its initiatives in 
the Campania region.

Love in all shapes and sizes

In 2022, during Pride month, Pasta Garofa-
lo supported the Rome Pride, Milan Pride 
and Naples Pride associations, with a cam-
paign celebrating diversity and freedom of 
expression. Just as in the kitchen everyone 
is free to experiment according to their own 
tastes, embracing tradition but also inno-
vation, so too did we want to promote the 
values of freedom and inclusiveness in love. 
We celebrated these values with a special 
edition of Pasta Garofalo in which various 
types are packaged together in a variety of 
shapes, colours and tastes to celebrate love 
in all shapes and sizes. 

4.2

Focusing 
on the community

The close ties that bind us to the Gragna-
no area have shaped our identity, and our 
values come from the community around 
us. This is why our gratitude prompts us 
to put some of the resources the com-
munity has given us back into it. During 
2022, we contributed to the well-being 
of our community in the form of both do-
nations and membership fees, for a total 
of more than 78,000 euros. A portion of 
this was donated to the Italian Red Cross 
to provide aid to people affected by the 
conflict in Ukraine.  

Our commitment to generating shared 
value goes beyond projects for the com-
munity, and also includes developing the 
ability to listen and to understand. Con-
stantly and actively examining the needs 
and priorities of the local area allows us to 
grasp new challenges and to re-define a 
business model that is increasingly in har-
mony with the surrounding community. 

For example, we are aware of the impacts 
our activities have in terms of the noise 
produced. We periodically have external 
noise levels measured using dedicated 
equipment, during both the day and night. 

Although the levels recorded over the 
years has always been within the limits 
permitted, we have implemented meas-
ures to prevent any inconvenience caused 
to the people of Gragnano living near the 
factory, with the installation of sound-ab-
sorbing and insulating panels. In 2017, in 
the compressor area for unloading the 
tankers - one of the most critical activities 
in terms of noise -, we decided to install 
our own compressors to avoid the use of 
the noisier compressors installed on the 
tankers. This operation required an invest-
ment of around 150,000 euros. 

To further reduce sound emissions, dur-
ing 2020 we created green barriers by 
planting magnolia and laurel trees near 
the homes closest to the factory.

Garofalo for our area

Garofalo for a fair society
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5.1

Responsible consumption

The quality of our products is an essential priority, which for 
us goes hand in hand with the attention for the environment.

In our factory in Gragnano, we are con-
tinually looking for appropriate measure 
to reduce the amount of energy we con-
sume and to increase the amount of ener-
gy from alternative and renewable sourc-
es. Since 2003, the factory is covered by 
ISO 14001:2015 certification, attesting 
to the compliance of the Environmental 
Management System with the requisites 
established for the standard. In our Inte-
grated Management System Policy, linked 
to the obtaining of the certification, we 

undertake not only to observe all the leg-
islative measures and other regulatory 
requisites applicable to environmental is-
sues, but also to pay constant attention 
to the responsible consumption of natural 
and energy resources, monitoring emis-
sions, waste management and controlling 
soil contamination risks, also by means of 
transparent communication with all the 
stakeholders concerned and by promot-
ing a culture of respect for the environ-
ment among all our employees.

The quality of our products 
is an essential priority, which 

for us goes hand in hand 
with the attention we pay

to the environment.

101



102 103

In 2022, the consumption of energy from non-renewable sources totalled 347,854 GJ, 
up 4.1% compared to 2021. This increase is related to both the shutdown of the CHP 
plant and the expansion of auxiliary services in view of the increase in production 
capacity. In 2022, the consumption of energy from non-renewable sources totalled  
1,133 GJ, up 32.7% compared to 2021. In 2022, the energy intensity24 of 2.56 GJ/tonne 
of pasta improved by 5% over the previous year (2.70 GJ/tonne of pasta), bringing it 
back in line with 2020 levels (2.51 GJ/tonne of pasta). This is mainly due to the increase 
in production volumes, which contributed to an improvement in efficiency as a result 
of the implementation of economy of scale mechanisms. 

In the last years, we have sought to boost energy efficiency by make improvements at 
each stage of the production chain. In 2020, we replaced one of the refrigeration units 
in the factory with a more efficient model equipped with a new generation compressor, 
20 - 40% more efficient than other corresponding technologies. A project to optimise 
the compressed air plant was also implemented, with the installation of a new high-ef-
ficiency compressor. Between 2021 and 2022, we initiated major servicing of the heat-
ing plant and the photovoltaic system to ensure the highest levels of plant efficiency 
and, consequently, their optimal energy output. In addition, another refrigeration unit 
was replaced with a new model that uses a lower-impact refrigerant, and an additional, 
more energy efficient refrigeration system was installed in production.  More recently, 
we have begun replacing two boilers and two Air Handling Units (AHUs), which we 
expect to complete by August 2023.

DIRECT AND INDIRECT ENERGY CONSUMPTION 

Energy

Here at Garofalo, we adopt a system-
atic approach to the consumption and 
use of energy; we recognise the impor-
tance of energy efficiency measures. 
This approach is testified to by the ISO 
50001:2011 certification we have held 
since 2017 and which covers the whole 
factory, including both main and auxiliary 
processes. 

The main sources of energy consumption 
are linked to the need for methane gas 
and electrical energy. Around 53% of the 
methane gas consumed is used for run-
ning the generators of overheated water 
in the heating plant, and the remaining 
47% for the cogeneration plant. Electrical 
energy, on the other hand, is used for the 
production departments, auxiliary servic-
es such as water filtering and treatment 
plants and general services such as light-
ing. Part of this energy is purchased from 
the grid and part is produced by the co-
generation plant; a small amount is pro-
duced by the photovoltaic plant. 

In 2022, the factory used about 27,594 
kWh of energy, about 64% from our own 
cogeneration plant and 1% by our photo-

voltaic plant. So, we buy about 35% of the 
electricity we use. As a result of extraor-
dinary servicing of the photovoltaic plant, 
its productivity was increased by 24%, 
bringing it back into line with 2020 lev-
els. On the other hand, compared to 2021, 
the generation capacity of the CHP plant 
decreased by 15% because there was no 
heat recovery during the approximately 
one-month plant downtime required for 
scheduled servicing. Consequently, to 
meet the company’s needs, the portion of 
purchased electricity increased by 42%. 
Given the growth in production volumes 
over the last few years compared to the 
pre-pandemic period, Garofalo has com-
menced the administrative procedures to 
increase its own energy production ca-
pacity in order to return to the previous 
situation, when the CHP plant supplied 
up to 90% of the its electricity needs. 
Planned projects include the installation 
of a new cogeneration plant and the ex-
tension of the photovoltaic array in 2024.

Amount of 
electrical 

energy 
consumed 
per source

63.5%
GROSS 
PRODUCTION 
FROM CHP

35.4%
PURCHASED 

FROM THE GRID

1.1%
PRODUCTION

FROM PV

Amount of 
methane gas

consumed

47.3%
COGENERATION 

PLANT

52.7%
HEATING 
PLANT

In GJ 2022 2021 2020

Consumption from non-renewable energy sources 347,854 334,238 347,739

Methane gas 310,659 309,333 319,311

Non-renewable electrical energy purchased 35,252 23,286 27,027

Diesel for vehicles in leasing 1,943   1,618 1,402

Consumption of energy from renewable sources 1,133 854 1,072

Energy self-produced from photovoltaic plant and consumed 1,138 867 1,090

Energy self-produced from photovoltaic plant and put back into the 

grid
(5) (13) (17)

Total direct and indirect energy consumption 348,987 335,092 348,811

Total energy consumption/tonnes of pasta produced (GJ/t) 2.56 2.70 2.51

24. Calculated as the aggregate of natural gas, electricity purchased from the grid, own electricity generated by the 

photovoltaic plant and consumed, and fuel, as a ratio of annual domestic production
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Thanks to the cogeneration plant that 
runs on natural gas, we have optimised 
energy consumption, and significantly 
reduced greenhouse gas emissions. To 
contain polluting emissions, the genera-
tor uses a number of different technolo-
gies: the first regards the prevention of 
the formation of polluting substances 
with a system that regulates combustion, 
while the second regards the reduction of 
the carbon monoxide generated during 
combustion using an oxidation catalyst. 

For monitoring emissions, the heating 
plant has a flue analyser, as provided for 
by the integrated environmental author-
isation pursuant to Legislative Decree 
no. 152/06. For the cogeneration plant, 
no continuous analyser is contemplated, 
but two checks are carried out per year 
in accordance with the provisions of the 
integrated environmental authorisation. 

Our direct emissions are linked to the 
consumption of methane gas to run the 
cogeneration plant and the heating plant, 
the diesel for the company vehicle fleet, 
and to a very small extent to leaks of re-
frigerating gases from the air condition-
ing systems. In 2022, our direct emissions 
totalled 16,098.5 tonnes of CO2e, up 1.5% 
compared to 2021. Our indirect emis-
sions, on the other hand, were lower, be-
cause they are linked to the consumption 
of electrical energy purchased from the 
grid. In 2022, these emissions amount-
ed to 2,636.9 tonnes of CO2e, based on 
the location-based calculation method, 
and 4,497.9 based on the market-based 
calculation method25, a year-on-year in-
crease of 56% and 52% respectively. This 
difference is explained by the reduced 
efficiency associated with the CHP plant 
and the consequent use of more electric-
ity purchased from the grid.

Emissions

Direct and indirect emissions (Scope 1 and 2)26

2022 2021 2020

Direct emissions27 (t CO2 e)  16,098.5   15,863.3 16,407.9

Indirect emissions – Location-based28(t CO2 e)  2,636.9 1,690.1 1,961.5

Indirect emissions – market-based29(t CO2 e)  4,497.9 2,967.1 3,461.9

Intensity of direct emissions (t CO2/t pasta)  0.12   0.13 0.13

Intensity of indirect emissions – Location-based (t CO2/t pasta)  0.02   0.01 0.01

Intensity of indirect emissions – Market-based (t CO2/t pasta)  0.03   0.02 0.03

In 2023, we plan to install a solar thermal system for the production of domestic hot 
water used in the staff changing room building. The measure is expected to save about 
4,000 SCMs of natural gas per year, avoiding about 7.6 tonnes of CO2 in emissions.

During the annual inspections, we also monitor nitrogen oxide (NOx) and particulate 
emissions. Specifically, in 2022 NOx emissions amounted to 7.51 tonnes, a decrease 
over 2021 of 15.08 tonnes. The revamp of the heating plant completed in July 2020 
resulted in a reduction in NOx emissions compared to the levels recorded in previous 
years.  Particulate emissions amounted to 223.6 kg in 2022, up from 2021, when levels 
had dropped significantly due to the replacement of the burners, but still 75% lower 
than in 2020. 

in kg 2022 2021 2020

Nitrogen oxide (NOx) 7,512.0 15,079.2 4,335.1

Particulate Matter (PM) 223.6 7.2 884.9

25. The first reflects the average intensity of the emissions related to the networks that supply the energy, while the 

second indicates the emissions related to the electricity the company has decided to purchase

26. Figures in tonnes of equivalent CO2 emissions. For calculation purposes, the following greenhouse gases were 

considered: CO2, CH4, N2O and HFCs (R407C and R410A)

27. Source of the emission coefficients: DEFRA 2023, 2021, 2020

28. Source of the emission coefficients: Ispra Italian Greenhouse Gas Inventory 1990 – 2020 National Inventory 2023 

(for the 2022 data); Ispra Italian Greenhouse Gas Inventory 1990 – 2019 National Inventory 2022 (for the 2021 and 

2020 data). Emission factors for CH4 and N2O are based on calculations by ABI Lab (2021 Guidelines)

29. Source of the emission coefficients: European Residual mixes Association of Issuing Bodies, 2021, 2020, 2019. 

Emission factors for CH4 and N2O are based on calculations by ABI Lab (2021 Guidelines)
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WATER CONSUMPTION

Water extraction and discharge 

Continual optimisation and reduc-
tion of the use of water is a prerog-
ative for us. In recent years, we have 
installed 21 different meters to accu-
rately map consumption and iden-
tify possible areas for improvement.  
To this end, we downsize the cooling cir-
cuits of the extrusion heads in order to 
reduce water consumption. In Septem-
ber 2020, we completed the revamp of 

the cooling circuit of the extrusion heads 
in order to maintain a closed circulation 
circuit and reduce the volumes of water 
used for the process. 

As a result of these actions, the water 
consumption index improved by 9%, from 
0.41 m3/tonne of pasta in 2020 to 0.37 
m3/tonne of pasta in 2022.

In the factory, we use only fresh water30, 
from the municipal network or from un-
derground aquifers. Aqueduct water can 
potentially be used for the toilets and for 
the production process. 

However, since 2003, when the water 
drawn from the well was declared drink-
able, we have been using it for the pro-
duction process, for the heating plant, 
for the toilets, for washing the machin-
ery and the service areas, for the cooling 
system and for the cogeneration plant.  

As a result, we use water from the munici-
pal network only when necessary. 

Once used, waste water is discharged 
into the local sewer system. In 2022, we 
drew 122.1 megalitres of fresh water from 
the well, up by 16% compared to 2021 but 
down by 21% compared to 2020, and 0.9 
megalitres from the mains supply. 

107

30. Water with a concentration of dissolved solids equal to or lower than 1,000 mg/l

in megalitres 2022 2021 2020

Total water withdrawals 123.0 109.7 155.8

Total water withdrawals / Tonnes of pasta produced (ML/t) 0.0009 0.0009 0.0011

Underground water 122.1 105.4 154.2

Third-party water resources 0.9 4.2 1.6

Total waste water 72.5 60.6 99.3

Underground water 72.5 60.6 99.3

Third-party water resources - - -
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5.2

Material and  
waste management

Packaging and wrapping materials are the 
main category of materials we use. For 15 
years, we have been using recycled pa-
per for our secondary packaging. This 
paper is obtained from pulping the paper 
obtained from the separate waste collec-
tion of homes and businesses in the Cam-
pania region, and has greenboxX® certifi-
cation. These materials are subjected to 
a life cycle analysis (LCA) and certified 
by the Forest Stewardship Council (FSC), 
an association that identifies wood from 
responsibly managed forests. In 2022, 
this allowed us to reduce CO2 equivalent 
emissions by 243.5 tonnes31. 

In 2022, we used a total of 6,889 tonnes 
of cardboard, slightly down over 2021, 
and down by 8% compared to 2020. We 
have planned a circular economy project, 

beginning in 2021, for recycling the paper 
collected in the factory and using it to 
produce the packaging cardboard used 
for Garofalo pasta.

With a view to guaranteeing uncompro-
mising transparency, we have decided to 
use plastic as the primary packaging for 
the Garofalo line. Transparent packaging 
allows consumers to recognise and distin-
guish the content of our products on the 
shelves of supermarket chains, thus giv-
ing pasta a leading role and allowing end 
customers to immediately see what they 
are buying. In addition, plastic is today an 
excellent material to guarantee and pre-
serve the physical and chemical charac-
teristics of the pasta, thus ensuring that 
our customers receive our product in the 
same condition in which it left the facto-

31. Compared to an equivalent production of virgin fibres.

Here at Garofalo we 
acknowledge the importance of 
responsible waste management 

and we undertake 
to recycle as much as possible
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We try to make the most of resources and keep raw materials and materials circulating 
for as long as possible, facilitating recovery and recycling to prevent waste and wastage.

In our industry, organic by-products from the production process do not represent a 
critical impact. With respect to total production, the amount of waste raw materials is 
small and is fully recovered for use in other supply chains. 

More significant, on the other hand, is the use of materials for product packaging. For 
this reason, careful management and the search for innovative solutions are important 
for us to optimise our environmental impact. 

Use of materials 
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ry. In 2022, we used 1,822 tonnes of plas-
tic, up 20% compared to 2021 due to the 
higher volume of pasta produced. 

We are aware of the impact plastic has on 
the environment, and are constantly seek-
ing alternative solutions. In the past, we 
have looked into and experimented with 
the costs and benefits of PLA (Polylactide 
or Polylactic Acid), a new polymer de-
rived from corn. PLA, which has very high 
transparency and excellent thermoforma-
bility, limits CO2 emissions, thanks to an 
eco-compatible production process and a 
non-polluting combustion; it is complete-
ly biodegradable and can be broken down 
and composted rapidly. However, the ex-
periments conducted showed that there is 
a significant gap between the cost of this 
packaging material and the cost of the 
product it contains, which runs counter to 
our goal of offering a quality, healthy and 
affordable product. For this reason, using 
100% recyclable in single-material bond-
ed polypropylene film pack seems to be 
the best choice for the moment. 

Nevertheless, we have not discontinued 
our efforts to improve our packaging. 
In 2022, we worked on a new packet to 
bring to market in 2023 that, while re-
maining transparent, affordable, sin-
gle-material and of course food safe, can 
help reduce our environmental impact 
and stimulate a more virtuous and circu-
lar packaging supply chain. In comparison 

with the traditional plastic film pack, the 
new packaging will consist of a percent-
age of recycled material. With this initia-
tive, we are therefore experimenting with 
possible solutions to align ourselves as 
soon as possible with the packaging tar-
gets proposed by the European Union.   

In addition to this, we have joined Life-
Gate’s Zero Impact project to offset the 
CO2 emissions generated during the man-
ufacture and marketing of packaging for 
Garofalo brand products for the Italian 
market from 1 July 2022 to 30 June 2023, 
with the intention of continuing in the 
second half of 2023.

In the meantime, we are working with the 
major retail chains to find equally effi-
cient alternative solutions for private la-
bel products, as well as striving to aid end 
consumers in the recycling process, with 
clear, readily understandable instructions 
on disposal methods.

As regards office materials, although they 
do not account for a significant amount 
of the materials we consume, 2022 saw a 
drop in the consumption of paper and ton-
er, of 57% and 91% respectively compared 
to 2021, due to a partial return to normal 
working conditions following the spread of 
the pandemic, which had increased mate-
rials consumption in 2020 because of the 
need to reorganise remote work. 

The new Pasta Garofalo pack

In keeping with the principles of the circu-
lar economy, we focused our study and re-
search for the new packaging on reducing 
the consumption of virgin material and re-
using resources already in circulation. This 
is why we have focused on a pack made 
from 30% recycled plastic, obtained from 
the chemical recycling of plastic packag-
ing waste. 

As the first in the pasta industry to explore 
this innovative solution, we hope that our 
support for this recycling process will help 
it become more widely available. After all, 
it opens up unprecedented recycling pos-
sibilities for hitherto difficult-to-recycle 
types of waste such as household plastics. 
Using chemical recycling, pyrolysis oil can 
be obtained from the breakdown of the 
polymers that make up traditional plastic 
packaging waste, converting them into 
the raw material that can be used to pro-

duce plastic again, equivalent in quality to 
virgin material. 

The new pack will initially be adopted for 
five pasta shapes with a commitment to 
extend it to other products in the line and 
progressively increase the percentage of 
recycled plastic material. 

And when we launch the new pack, we will 
also join the Zero Impact initiative in col-
laboration with LifeGate to offset the CO2 
emissions generated for its production, 
by purchasing carbon credits that will fi-
nance conservation projects for growing 
forests with the goals of prevention, pro-
tection and local development. In addi-
tion, the initiative will be accompanied by 
a communication campaign to explain the 
project with transparency and clarity and 
to raise people's awareness to adopt in-
formed habits in the kitchen. 
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Waste and by-product management

Here at Garofalo we acknowledge the importance of responsible management of the 
waste produced during all the activities, and we try to encourage the recycling of as 
much waste as possible, in order to reduce the amount destined for landfills. In 2022, 
we produced 922 tonnes of waste, 99.1% of it non-hazardous waste.  Despite a 6% 
increase in total waste compared to the previous year, the ratio of waste generated to 
tonnes of pasta produced improved by 3%. Most of this is made up of waste from pack-
aging material (plastic and cardboard), most of which is recycled. In 2022, the propor-
tion of hazardous waste, corresponding to 8.2 tonnes, increased from 3.4 tonnes in 
2021 as a result of building work and extraordinary maintenance. 

We recover 100% of the by-products derived from the processes by directing them 
to the animal feed or petfood chain. In 2022, we reduced the amount of by-products 
generated by 34% compared to the previous year, from 8,177 tonnes to 5,364 tonnes, 
thus demonstrating an increase in the level of efficiency of our production processes.

Waste by composition33

in tonnes 2022 2021 2020

Total non-hazardous waste  914.23 864.74 683.81

Paper and cardboard packaging  246.83 249.88 258.90

Plastic packaging  136.92 124.40 126.48

Wood packaging  296.90 368.24 169.84

Mixed packaging  46.81 55.04 9.58

Iron and plastic from demolitions  50.49 26.68 52.34

Mixed materials from demolitions  121.76 

Unsorted municipal waste  6.26 10.26 49.75

Sewage sludge  -   22.90 3.66

Other waste  8.26 7.34 13.25

Total hazardous waste  8.15 3.40 4.30

Waste oils  4.44 3.04 3.30

Contaminated packaging  0.43 0.11 0.70

Oil filters  0.05 0.23 0.22

Bituminous mixtures  3.04 

Lead batteries  0.15 

Other waste 0.05 0.02 0.08

Total waste produced  922.38   868.13 688.10

Tonnes of waste generated / Tonnes of pasta produced  0.0068   0.0070 0.0050

By-products generated in relation to the volume of pasta produced

We also work with a local company that has set up a circuit for the recovery and re-
cycling of PP/PE plastic waste. In 2022, we delivered more than 209 tonnes of plastic 
waste which, following a mechanical recycling process, was transformed into second-
ary raw material used for the production of plastic crates. A guarantee certificate as-
sures the composition and quality of the recycled material obtained.
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Use of the main materials by type 

32. Weight estimated based on the units purchased, multiplied by unit weight of 2.5 kg for reams of paper and 1 

kg for toner

33. The figures in the following table do not include scraps recovered as by-products for animal feed

in kg 2022 2021 2020

Product packaging materials

Cardboard 6,888,500 7,002,000 7,500,000

Plastic 1,821,530 1,519,970 1,469,380

Office materials32

Paper 1,235 2,880 3,240

Toner 16 179 189
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About this report
For Pastificio Lucio Garofalo S.p.A. (hereinafter also “Pastificio” or “Garofalo”) the sus-
tainability Report is a move towards a transparent, properly structured communication 
concerning sustainability, and is an important tool to illustrate the commitments and 
actions taken with regard to sustainability issues.

This fourth edition of the Sustainability Report - regarding the period from 1 January 
to 31 December 2022, reports the progress made and new commitments undertaken 
as part of Garofalo’s sustainability journey, presented in the previous edition, which 
covered the period from 1 January to 31 December 2021.  

The scope of the 2022 edition of the report comprises the company Pastificio Lucio 
Garofalo S.p.A. It does not comprise the activity of the subsidiaries Garofalo USA, Garo-
falo Nordic, Garofalo France, Garleb Off Shore and the controlled companies, Bertagni 
1882 S.p.A. and Grani d’Italia.  

The Sustainability Report has been drafted in compliance with the “Global Reporting 
Initiative Sustainability Reporting Standards” defined in 2021 by the Global Reporting 
Initiative (GRI), on the basis of the “in accordance with” reporting option. The GRI is 
the most widely used benchmark at international level for sustainability reporting. It is 
an independent international association that promotes the development of the volun-
tary reporting of economic, environmental and social performance. Provided as an ap-
pendix to this document is the “GRI content index”, which sets out the qualitative and 
quantitative information reported, in compliance with the guidelines mentioned above.

The content of this Report has been created using a materiality assessment process 
that has made it possible to identify the most relevant sustainability themes for Garo-
falo and its stakeholders. 

To present a complete and exhaustive picture of the company’s performance, the data 
published are presented in comparative form where possible. As regards quantita-
tive information, those instances where estimates have been used are duly indicated. 
Please also note that we have clearly specified where previously published compara-
tive data are restated in the document.

The document has been drafted in cooperation with the area in charge of the quali-
ty and safety system and the marketing area. The Sustainability Report has been as-
sessed by the CEO. 

This Report has not been reviewed by an independent body.

The Report is available on our institutional website www.pasta-garofalo.com/it and 
on the website www.comesifagarofalo.it. For information and communications on the 
Sustainability Report, you can write to ehs@pastagarofalo.it.

https://www.pasta-garofalo.com/it/
https://comesifagarofalo.it/
mailto:ehs%40pastagarofalo.it
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GRI Content Index
The Garofalo 2022 Sustainability Report was drafted in compliance with GRI Standards. The table below shows the 
company information based on GRI Standards, with reference to the materiality assessment conducted. For all the 
information provided, reference is made to the pertinent page of the Sustainability Report.

GRI Standard  Disclosure                                                  
  Page 

number                
Notes / Omissions

General disclosures

GRI 2: General 
disclosures 2021

2-1 Organizational details 18-19, 115

2-2 Entities included in the organi-
zation's sustainability reporting 115

2-3 Reporting period, frequency 
and contact point 115

2-4 Restatements of information There have been no significant changes in the information 
reported in 2020 and 2021.

2-5 External assurance 115

2-6 Activities, value chain and 
other business relationships

10-11, 54-55, 
68-69

2-7 Employees 84

2-8 Workers who are not employees 84

2-9 Governance structure and 
composition 20

b) There are no committees within the governance body 
responsible for decision-making and monitoring the man-
agement of the organisation’s impacts on the economy, 
environment and people.
c) The highest governance body consists of Antonio 
Hernandez Callejas, Chair of the Board of Directors; Mas-
simo Menna, Director and Chief Executive Officer; Xavier 
Jacques Francois Riesher-Tuczkiewicz, Director.
All three members are male, independent, represent 
shareholders, do not represent under-represented social 
groups and have expertise in economic, environmental 
and social issues.

2-10 Nomination and selection of 
the highest governance body

a) The board of directors is appointed by the annual 
general meeting of shareholders and remains in office for 
three financial years.
b) No criteria have been formalised for the appointment of 
the members of the highest governance body.

2-11 Chair of the highest govern-
ance body

a) The Chair of the highest governance body does not 
hold management positions within the organisation. 
b) Not applicable.

2-12 Role of the highest gov-
ernance body in overseeing the 
management of impacts

a) Through senior managers delegated to specific functions, 
the highest governance body oversees and approves the 
development of the mission, strategies and policies for man-
aging impacts on the economy, environment and people. 
b) The BoD promotes the preparation and conduct of 
periodic due diligence processes to identify and assess the 
significance of impacts. More specifically, management over-
sees and approves the execution of the materiality assess-
ment that requires evaluating the significance of the impacts 
generated by the organisation on the environment, economy 
and people. Stakeholder engagement in the control of due 
diligence processes is delegated to the operational roles that 
implement strategic guidelines, through the organisation 
of specific engagement activities or on periodic occasions, 
such as meetings between management and trade union rep-
resentatives (RSU).
c) The effectiveness of the processes is periodically verified 
by management during the review required by the integrated 
management system.  

2-13 Delegation of responsibility 
for managing impacts

The highest governance body has not delegated respon-
sibility for managing the organisation’s impacts on the 
economy, environment and people to managers or other 
employees.

2-14 Role of the highest gov-
ernance body in sustainability 
reporting

The CEO verifies and approves the process of defining 
material topics and the information reported in the annual 
Sustainability Report.

GRI Standard  Disclosure                                                  
  Page 

number                
Notes / Omissions

General disclosures

GRI 2: General 
disclosures 2021 2-15 Conflicts of interest

a) In January 2023, Garofalo adopted its Compliance Mod-
el pursuant to Italian Legislative Decree 231/2001, a tool 
designed to ensure the utmost fairness and transparency 
in conduct inside the Company and to prevent offences 
from being committed. 
The Oversight Committee, consisting of an independ-
ent member from outside the Company, endowed with 
autonomous powers of initiative and control conferred 
by the Board of Directors, monitors compliance with the 
principles and rules laid down in the Model and specified 
in Garofalo’s Code of Ethics, which is part of the Compli-
ance Model. Preventing conflicts of interest falls within the 
areas regulated and monitored in the application frame-
work of the Compliance Model. 
b) Any conflicts of interest that may arise are reported to 
stakeholders.

GRI 2: General 
disclosures 2021

2-16 Communication of critical 
concerns

a) Garofalo gathers and analyses all information received 
through its communication channels and at periodic meet-
ings with stakeholders (reports to the Oversight Commit-
tee, reports to Customer Care, meetings with trade union 
representatives, etc.) and if this information includes any 
critical concerns in terms of actual and potential negative 
impacts, these are reported to the highest governance 
body. 
b) No critical concerns were reported to the highest gov-
ernance body during the reporting period.

2-17 Collective knowledge of the 
highest governance body

The collective knowledge, skills and experience of the 
highest governance body with regard to sustainable de-
velopment are enhanced and promoted through discus-
sions with relevant officers at board meetings.

2-18 Evaluation of the performance 
of the highest governance body

a) There are currently no formalised measures for evalu-
ating the performance of the highest governance body in 
monitoring the management of impacts on the economy, 
environment and people.
b) Not applicable.
c) Not applicable.

2-19 Remuneration policies

a) The remuneration of the members of the Board of Di-
rectors is decided by the shareholders at the time of their 
appointment. Their compensation is fixed; there are no 
bonuses, benefits or variable fees.
b) Remuneration of members of the highest governance 
body and senior executives is not based on performance 
targets and results with respect to managing the organ-
isation’s impact on the economy, the environment and 
people.

2-20 Process to determine remu-
neration

a) The remuneration of the members of the Board of 
Directors is decided by the shareholders at the time 
of their appointment.
b) Not applicable.

2-21 Annual total compensation 
ratio

The annual total compensation ratio between the person 
receiving the highest remuneration and the average annu-
al total remuneration of all employees was 6.52 in 2022, 
5.46 in 2021 and 5.55 in 2020. The ratio of the percentage 
increase of the two remunerations was 7.68 in 2022, 0.40 
in 2021 and -0.49 in 2020.

2-22 Statement on sustainable 
development strategy 7
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GRI Standard  Disclosure                                                  
  Page 

number                
Notes / Omissions

General disclosures

GRI 2: General 
disclosures 2021

2-23 Policy commitments

a) The Integrated Management System Policy sets out the 
organisation's commitments in the fields of environment, 
social responsibility and safety:
i. the commitments refer to the international standards 
defined by ISO 14001, ISO 50001, ISO 45001, SA8000;
ii. the commitments require the implementation of a due 
diligence process that includes the assessment of the 
reference context, the monitoring of impacts and risks, the 
selection and monitoring of suppliers and partners, and the 
periodic evaluation of management performance;
iii. in assessing impacts and risks, the organisation adopts 
an approach based on the precautionary principle;
iv. the commitments require respect for human rights and 
workers’ rights. 
b) i. The commitments defined in the SA8000 Social Policy 
- part of the Integrated Management System - require 
respect for the rights referred to in the International La-
bour Organisation (ILO) Conventions, the United Nations 
Convention on the Rights of the Child, the Universal Dec-
laration of Human Rights and in all relevant national and 
international laws;
ii. the social commitments concern all the workers em-
ployed directly by Garofalo and by suppliers along the sup-
ply chain, with particular attention to the rights of minors, 
pregnant workers and new mothers and other vulnerable 
categories;
c) Integrated Management System Policy https://www.
pastagarofalo.it/pdf/La-Politica-del-SGI-rev5.pdf
d) The organisation’s policies are approved by the CEO
e) The commitments made apply not only to employees, 
collaborators, suppliers and business partners, but also to 
other persons who have dealings with the Company. 
f) The Integrated Management System Policy is shared 
internally and made available on the Company’s website.

2-24 Embedding policy commit-
ments

a) i. The assignment of responsibility for implementing the 
commitments described in the Integrated Management 
System Policy to the various levels of the organisation is 
referred to in the management manual and in the attached 
procedures;
ii. The policies and procedures adopted at corporate level 
are defined in such a way as to ensure that the principles of 
the Code of Ethics and the Integrated Management System 
Policy are echoed in the conduct of all persons working on 
behalf of Garofalo.  Furthermore, investigation and sanc-
tion mechanisms are in place in the event of violations of 
the Code of Ethics;
iii. The organisation conducts periodic monitoring activities 
with respect to requirements and audits of suppliers;
iv. Management systems certified by accredited third-party 
bodies establish the requirements for providing training 
activities for the implementation of principles aimed at 
individuals in positions of responsibility.

2-25 Processes to remediate nega-
tive impacts

a) In addition to the whistleblowing channels (Oversight 
Committee and reporting procedures set out in the Code 
of Ethics), the organisation has set up other channels for 
reporting complaints:
- dedicated web form for customer service 
- dedicated e-mail address for the company population
b) The aforementioned channels address specific cate-
gories of stakeholders. Complaints are handled by the 
relevant department and, in the case of critical concerns, 
communicated to the governance body. 
c) In addition to the complaint procedures, Garofalo im-
plements other actions aimed at remedying environmental 
and social impacts respecting the principles laid down in 
the Integrated Management System Policy and the proce-
dures thereof. 
d) Currently, stakeholders are not directly involved in the 
planning and review of complaint procedures.
e) The organisation records and monitors complaints 
received. In addition, in the case of customer service, for 
example, it monitors the response rate to users.

GRI Standard  Disclosure                                                  
  Page 

number                
Notes / Omissions

General disclosures

GRI 2: General 
disclosures 2021

2-26 Mechanisms for seeking ad-
vice and raising concerns

Stakeholders can use the contact details of the Oversight 
Committee, as indicated in the organisation’s Code of 
Ethics to seek advice about the implementation of the 
organisation’s policies and practices for responsible busi-
ness conduct and raise concerns about the organisation's 
business conduct.

2-27 Compliance with laws and 
regulations

In the 2020-2022 three-year period, there were no record-
ed instances of non-compliance with laws and regulations.

2-28 Membership associations 37

2-29 Approach to stakeholder 
engagement

38-41, 47, 
56-57, 76, 82

2-30 Collective bargaining agree-
ments 90

MATERIAL TOPICS

GRI 3: 
Material Topics 
2021

3-1 Process to determine material 
topics 40-45

3-2 List of material topics 46-47

HEALTH AND SAFETY

GRI 3: Material 
Topics 2021 3-3 Management of material topics 91-93

GRI 403 
Occupational health 
and safety 2018

403-1 Occupational health and 
safety management system 91

403-2 Hazard identification, risk 
assessment, and incident 
investigation

91

GRI 403 
Occupational health 
and safety 2018

403-3 Occupational health 
services 92-93

403-4 Worker participation, con-
sultation, and communication on 
occupational health and safety

91-92

403-5 Worker training on occupa-
tional health and safety 92

403-6 Promotion of worker health 93

403-7 Prevention and mitigation 
of occupational health and safety 
impacts directly linked by business 
relationships

91

403-9 Work-related injuries 94

403-10 Work-related ill health 94

FOOD SAFETY, TRACEABILITY AND QUALITY

GRI 3: 
Material Topics 
2021

3-3 Management of material topics 66-73

GRI 416: 
Occupational 
health and safety 
2016

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

In the period 2020-2022, no non-conformities were record-
ed regarding impacts on the health and safety of products 
and services.

EMISSIONS

GRI 3: 
Material Topics 
2021

3-3 Management of material topics 104-105

GRI 305: 
Emissions 2016

305-1 Direct (Scope 1) GHG emis-
sions 104

305-2 Energy indirect (Scope 2) 
GHG emissions 104

305-4 GHG emissions intensity 104

305-7 Nitrogen oxides (NOx), 
sulfur oxides (SOx), and other 
significant air emissions

105

https://www.pastagarofalo.it/pdf/La-Politica-del-SGI-rev5.pdf
https://www.pastagarofalo.it/pdf/La-Politica-del-SGI-rev5.pdf
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GRI Standard  Disclosure                                                  
  Page 

number                
Notes / Omissions

ENERGY CONSUMPTION AND PROMOTION OF ENERGY EFFICIENCY

GRI 3: Material 
Topics 2021 3-3 Management of material topics 102-103

GRI 302: 
Energy 2016

302-1 Energy consumption within 
the organization 103

302-3 Energy intensity 103

302-4 Reduction of energy 
consumption 103

PROCUREMENT PRACTICES

GRI 3: Material 
Topics 2021 3-3 Management of material topics 54-61

GRI 204: 
Procurement 
practices 2016

204-1 Proportion of spending 
on local suppliers 55

PACKAGING

GRI 3: Material 
Topics 2021 3-3 Management of material topics 108-111

GRI 301: Materials 
2016

301-1 Materials used by weight 
or volume 112

MANAGEMENT OF HUMAN RESOURCES

GRI 3: Material 
Topics 2021

3-3 Management of material topics 82, 84, 86, 88, 

90

GRI 401: 
Employment 2016

401-1 New employee hires and 
employee turnover

87

GRI 402: Labor/
Management 
relations 2016

402-1 Minimum notice periods 
regarding operational changes

90

GRI 404 Training 
and education 2016

404-1 Average hours of training 
per year per employee 

89

GRI 405: Diversity 
and equal 
opportunities 2016

405-1 Diversity of governance 
bodies and employees

20, 85

GRI 406: 
Non-discrimination 
2016

406-1 Incidents of discrimination 
and corrective actions taken

No cases of discrimination occurred in the 2020-2022 
period.

WATER CONSUMPTION

GRI 3: Material 
Topics 2021 3-3 Management of material topics 106-107

GRI 303: Water and 
effluents 2018

303-1 Interactions with water as 
a shared resource 106-107

303-2 Management of water 
discharge-related impacts 106-107

303-3 Water withdrawal 106

303-4 Water discharge 106

CUSTOMER FOCUS

GRI 3: Material 
Topics 2021 3-3 Management of material topics 74-75, 78

GRI 417: Marketing 
and Labeling 2016

417-1 Requirements for 
product and service information 
and labeling

74-75

417-2 Non-conformity regarding 
information and labeling of 
products and services

In the 2020-2022 period, no non-conformities were 
recorded regarding information and labelling of products 
and services.

417-3 Incidents of non-compliance 
concerning marketing 
communications

In the period 2020-2022, no non-conformities were 
recorded regarding marketing communications.

GRI Standard  Disclosure                                                  
  Page 

number                
Notes / Omissions

CIRCULAR ECONOMY AND WASTE

GRI 3: 
Material Topics 
2021

3-3 Management of material topics 112-113

GRI 306: 
Waste 2020

306-1 Waste generation and 
significant waste-related impacts 112-113

306-2 Management of significant 
waste-related impacts 112-113

306-3 Waste generated 112

INTEGRITY, COMPLIANCE AND PROTECTION OF ECONOMIC VALUE

GRI 3: 
Material Topics 
2021

3-3 Management of material topics 21-23

GRI 205: 
Anti-corruption 
2016

205-3 Confirmed incidents of 
corruption and actions taken

In the period 2020-2022, no episodes of corruption 
occurred.

GRI 206: 
Anti-competitive 
behavior 2016

206-1 Legal actions for 
anti-competitive, antitrust 
and monopolistic practices

In the period 2020-2022, no legal action was recorded 
for anti-competitive, antitrust and monopolistic practices.

GRI 418: Customer 
Privacy 2016

418-1 Substantiated reports 
regarding breaches of customers’ 
privacy or loss of their data

In the period 2020-2022, no substantiated reports were 
recorded regarding breaches of customers’ privacy or loss 
of their data.

EDUCATION AND AWARENESS

GRI 3: 
Material Topics 
2021 3-3 Management of material topics 76-78

ATTENTION TO THE COMMUNITY 

GRI 3: 
Material Topics 
2021 3-3 Management of material topics 96-97

GRI 413: 
Local communities 
2016

413-2 Operations with significant 
actual and potential negative 
impacts on local communities 96
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