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Foreword by the Chairman of
the Board of Directors

This fourth Maestrani Swiss Chocolates Ltd sustainability report was compiled in a time of enormous social
and political challenges.
Climate demonstrations all over the world in 2019 called
on politicians to finally take firm action and introduce
measures and regulations to stop the looming threat
of global warming. An appreciation of the overuse of
this planet's resources and realisation that the footprint
of industrialised countries in particular is too great is
beginning to grow. But people are usually unwilling
to give up freedoms and conveniences that they have
come to know and enjoy, which means that business
and industry are called upon to play a major role in this
optimisation in terms of both products and processes.
The year 2020 began with a shock for humanity. A tiny
virus with a magnitude of around 100 nanometres led
to a global shutdown of society and business for several
weeks. The pandemic was far from over as this report
went to press, and its effects cannot yet be foreseen. The
lockdown in many countries led to people being forced
to live and eat within the confines of their own four
walls. One consequence of this quarantine was a sharp
rise in the consumption of organic products. This behaviour demonstrates that many more people are capable
of recognising the value of sustainably cultivated products. When this health crisis is overcome, the challenge
will be to promote this behaviour further and develop,
produce and market an increasing number of products
to organic, vegan, sugarless and fair trade standards.
In my position as representative of the shareholder families, I am delighted that Maestrani has taken significant steps towards sustainable corporate management
since the publication of the first report in 2013. These
endeavours are an important element of the tradition
and reliability of our family-managed company and its
history of 165 years. Maestrani develops and produces

its exquisite products exclusively in Switzerland using
almost entirely natural raw materials. As a responsible
company, we attach enormous importance to highly
motivated employees and the conservation of resources.
Of course, we are well aware that only an economically
healthy company can make valuable contributions from
a social and ecological viewpoint.
Commissioning of the new energy centre, continual
renewal of production installations and the digitisation
of processes allowed us to achieve a further significant
reduction in CO2 emissions. In addition, we have succeeded in enhancing our attractiveness as an employer
through projects focusing on the training of our personnel and improvement of ergonomics in the workplace.
The Chocolarium has now happily become an important destination for visitors in eastern Switzerland. An
interactive tour of discovery allows visitors to gain their
own impression of our competence and state-of-the-art
production. We can test and optimise items here such
as new recipes and packaging through an exchange of
ideas with customers.
Rigorous endeavours to achieve comprehensive sustainability management entail both effort and costs, but we
are convinced that they contribute towards reducing
manifold entrepreneurial risks, increasing customer
satisfaction and, ultimately, securing the company's
success.

Randolf Hanslin
Chairman of the Board of Directors
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 From left to right: Thomas Leitner (CSO), Irène Dumas (CMO),
Bernd Rickert (CFO), Markus Vettiger (CEO), Günther Kscheschinski (COO)
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Foreword by the Executive Board

Dear Readers,
This sustainability report illustrates sustainable development in the period from 2017–2019 and our goals for
the next three years. It is the fourth report of its kind,
and we are proud that Maestrani has made activities in
all three ecological areas – social, ecological and economic – accessible to the public in accordance with GRI
standards for over nine years. We have always striven to
remain as true as possible to our belief in being guided
by the principle of sustainability in all our decisions.
Social and economic development requires businesses to
react dynamically to change if they are to be successful
in saturated markets. This is only possible with highly
motivated and well-trained employees.
We have made considerable investments in the creation
of new workplaces in recent years. Modern offices for
the administration were laid out during the building
of our visitor centre. In addition, physically demanding
tasks in the factory were reduced through investments
in machinery and a logistics centre.
Organisational changes and the use of modern IT solutions will also make it possible for us to eliminate monotonous work and provide employees with attractive
jobs with greater decision-making power in coming
years. Our goal is to offer each employee a safe, modern workplace.

Sustainable business behaviour demands knowledge of
the interests of every relevant stakeholder. Each department at Maestrani is responsible for ensuring that the
expectations of its stakeholders are known in terms of
the sustainable behaviour of Maestrani and taken into
consideration wherever possible.
It is of great importance to us to know that the workers
of our suppliers and sub-suppliers are employed under
socially responsible conditions. The proportion of our
main suppliers with their own sustainability strategy is
81%. We aim to expand this even further.
Maestrani has used 100% fair trade certified cocoa commodities since 2016 and, as an active member of the
Swiss Platform for Sustainable Cocoa, also works to
improve the living conditions of cocoa producers and
conserve the biodiversity of the fauna and flora in countries where these commodities are cultivated.
During the development of new products, we make
every effort to take innovations in the use of raw materials and packaging materials into consideration with
regard to nutritional and ecological findings. Based on
this approach, we have already adopted packaging made
of renewable raw materials for the majority of our organic fair trade products.

Markus Vettiger
Chairman of the Executive Board

Günther Kscheschinski
Member of the Executive Board		
and Sustainability Representative
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Review

Product innovations and a growth in the export business have enabled
Maestrani to achieve the goals set during the reporting period.

When compared to 2016, domestic sales realised by Swiss chocolate manufacturers from
production plants in Switzerland declined significantly by 17% during 2019. Export volumes
increased by 16% during the same period.1
Maestrani's niche product business with ko-

Major investments were made and
extensive restructuring undertaken to
enhance competitiveness and the attractiveness of jobs.

sher chocolate and organic, fair trade and vegan products has developed particularly well.
Among other factors, this is due to targeted
investments in product development made in
recent years and efficient production of these
specialities.

1 Source: Chocosuisse
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Maestrani's visitor centre, Maestrani's Chocolarium, was opened in 2017 and has exceeded
our expectations with 130,000 visitors annually.
The move of the administration division to the
factory premises implemented in the context of
this project has made communication within
the company considerably simpler. The additional jobs created illustrate the commitment
to the location in eastern Switzerland.
Major investments were made and extensive
restructuring undertaken to enhance competitiveness and the attractiveness of jobs.
Departments were merged and employees were
given increased responsibility for decision making to simplify work processes, improve information flows and, simultaneously, lay the
foundations for further digitisation.
Investments in chocolate bar production and a
palletising centre enabled the further reduction
of physically demanding tasks.

Sustainability Report 2017–2019

On the basis of the projects mentioned, it
proved possible to conclude individual development agreements with over 50% of employees. Our goal is to offer each employee a longterm perspective with the company in a modern
workplace.

The construction of the new energy centre was
completed during the reporting period. Newly
installed infrastructure systems and a variety
of measures to increase energy efficiency meant
that targets for reducing CO2 agreed with the
Energy Agency of the Swiss Private Sector
(EnAW) were achieved ahead of schedule.

Excerpt from processed and concluded projects:
✔  Restructuring of business units and optimising of work processes as a basis for
further cultural development within the company (page 21)
✔  Modernisation of workplaces with consideration of ergonomic aspects and
employee development (page 38)
✔  Family-friendly company, health promotion programme (page 41)
✔  Increase in the proportion of organic raw materials (page 35)
✔

Traceability of raw materials used (page 32)

✔

Reduction of CO 2 emissions (page 23)

✔

Opening of the visitor centre (page 30)

For more detailed information on these and other projects, please see the respective
sections of this report.
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Maestrani Swiss Chocolates Ltd

We devote all our attention to producing our chocolate specialities from
high-quality raw materials that are in ever greater compliance with the
requirements for organic produce and fair trade criteria. We want to stay
on the track of sustainable development, fulfil our social, ecological and
commercial obligations and, in doing so, set new standards in our sector.

Maestrani Swiss Chocolates Ltd is a family-owned
stock corporation. The medium-sized enterprise
was founded in Lucerne in 1852 by Ludovico
Aquilino Maestrani. The company manufactured
in St. Gallen from 1859 to 2003. Acquisition of
the Munz company in 1998 and the completion
of the new factory enabled the amalgamation of
all production activities in Flawil in 2003. When
the administration department was relocated to
rented premises nearby in 2004, the company
moved its headquarters to Flawil and the property in St. Gallen was sold.
We started building Maestrani's Chocolarium
at our production plant on Toggenburgerstrasse
in Flawil in 2015. These construction measures
also included the creation of offices, meaning all
employees have been at a single location again
since 2017. Having the offices close to the factory
has significantly improved communication and
organisation within the company.
Maestrani has produced quality organic chocolate using fair trade raw materials since the 1980s.
This makes the company one of the pioneers
in this segment. Maestrani has also produced
CO2 -neutral chocolate since 2013, with the CO 2
balance being equalised through compensation
projects in the cocoa's countries of origin.
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Value creation at the Flawil location begins with
the manufacture of chocolate masses. Cocoa
raw materials required for this are purchased as
semi-finished products. Maestrani's high-quality
chocolate products are either sold under one of
the brand names or as private label products.
Around 35% of chocolate products are exported abroad. The largest foreign markets are Germany and the United States. However, products
are exported to around 40 countries all over the
world. Maestrani produces almost exclusively finished products for the retail trade, catering and
impulse purchases (filling stations, kiosks, etc.).
Semi-finished products are only manufactured
and sold on a small scale.
Maestrani's core business was expanded in April
2017 with the opening of Maestrani's Chocolarium, providing an attractive tourism service.
An interactive tour of discovery is at the heart
of this visitor centre, taking visitors through the
factory and allowing them to experience chocolate production live. This new centre appeals to
every age group – but it is particularly aimed at
families. Maestrani's Chocolarium also offers a
broad programme of courses and events such as
the chance to cast your very own chocolate figure.

Sustainability Report 2017–2019

Organisational chart
CEO
M. Vettiger
Chairman of the Executive Board

Assistant to the Executive Board

COO
G. Kscheschinski

CSO
T. Leitner

CMO
I. Dumas

CFO
B. Rickert

Member of the Executive Board

Member of the Executive Board

Member of the Executive Board

Member of the Executive Board

Purchasing and
Co-Manufacturing

Private Label

Marketing

Finance

R&D/QM/Logistics

Sales Force Management, KAM CH

Business
Development

Human Resources

Production

KAM CH & Export

Maestrani’s
Business
Development
Chocolarium

Engineering

Customer Service &
Planning

Sustainability

IT

The sustainability organisation within the
company is illustrated in section 5.

Mission statement
Quality
We fulfil the high consumer expectations of our products and services by aspiring to reach the highest possible
quality standards without compromise.

Social responsibility
We take our social and ethical responsibility seriously,
communicate openly and fairly and treat our environment with respect.

Employees
We offer employees interesting, varied tasks and promote self-responsibility. We expect a high level of motivation, loyalty and identification with the company.
We convey our appreciation through transparent and
clearly defined development opportunities and the recognition of performance.

Consumers
We win over consumers through taste experiences that
always meet their expectations, thus becoming their
preferred manufacturer.

Environment
We assume ecological responsibility, select our resources
carefully and handle them with care.

Success
Our value creation and performance provide the foundations for an independent future.
Partners/Suppliers
We ensure that our partners and suppliers assume ecological and social responsibility, and we require a level
of performance from them that secures mutually successful business development.
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Corporate management principles
Fulfilling stakeholder expectations while simultaneously breaking new
ground to accommodate societal change within the context of sustainable development and promoting change in society – these are the
challenges that enterprises must face in this day and age.

To this end, Maestrani has implemented a flat
management organisation as well as a form of
cooperation within the company that transcends
disciplines and hierarchies.
The principles defined in our mission statement
(see page 13) serve all our employees as an orientation aid as they go about their daily business.
They also form a basis for strategic decisions
and projects.
General meeting of shareholders
The company's supreme governing body is the
general meeting of shareholders, with two shareholder families representing almost all the shares
in the company. The rights and authorisations of
the general meeting of shareholders are regulated
in the company's Articles of Incorporation. The
Board of Directors, for instance, is elected within
the scope of the general meeting of shareholders.
The annual general meeting takes place within
six months of the end of the business year.
The corporate regulations regulate the tasks and
authorisations of the company's executive bodies.
Executive bodies of the company
· The Board of Directors
· The Chairman of the Board of Directors
· The Executive Board
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The Board of Directors
The Board of Directors consists of three to five
persons elected by the general meeting of shareholders for a period of office of one year. The
Board of Directors can pass resolutions on all
matters that are not reserved for another governing or executive body of the company by the
law, the Articles of Incorporation or the organisational regulations. The Board of Directors
convenes as often as business dictates, but at
least four times a year.
The Executive Board
All tasks and authorisations that are not assigned
to the Board of Directors by the organisational
regulations, the law or the Articles of Incorporation are assigned to the Executive Board. The
Executive Board is responsible for implementing the economic, social and ecological corporate strategies. It reports the main business figures and events to the Board of Directors on a
monthly basis. Executive Board members are
not members of the Board of Directors. A lean
corporate organisation and regular events in
which the management and employees participate ensure that the latter have an influence on
shaping corporate objectives and that these are
implemented efficiently. The employee committee at Maestrani convenes every two months to
ensure a continuous flow of information between
management and employees. A member of the
Executive Board may be invited to participate if
necessary. The employee committee consists of
eight employees and represents the concerns of
employees in the different business units.

Sustainability Report 2017–2019

Brands, products and services
Long-term and consistent development of market performance is a
major component of our sustainability strategy and has a large influence on corporate success. Our greatest efforts are concentrated on
fulfilling consumer needs and wishes to the greatest possible extent
while taking all three columns of sustainability into consideration.
Our brand portfolio comprises around 200 products distributed among our three brands – Minor, Munz and Maestrani (GRI 102-2). We are
represented through our products in various segments of the confectionery market. The most important of these is the chocolate sticks segment,
followed by the market for chocolate bars and
the markets for chocolate specialities and confectionery. Our brand products are sold through
the retail trade. We only sell our products directly in our shop at the Maestrani's Chocolarium
world of discovery. Maestrani launched its own
online shop in 2018 through which attractive
gift products are offered.
Around 35% of our turnover is achieved with
products made for our customers' private label
products. Approximately one-third of our products are exported.
The following sustainability topics were of relevance to our brands and private labels during
the reporting period:
Minor
Our Minor brand products have always been
made from 100% natural raw materials. We do
not add any other fats to this brand, using only
cocoa mass and cocoa butter bearing the UTZ
label for fair trade.

Munz
Our Munz chocolate range is produced from
100% natural ingredients. For sensory and technological reasons, the filling of our Munz Prügeli
contains palm oil that is 100% RSPO1 certified.
We also use exclusively UTZ-certified cocoa raw
materials for our Munz brand products and have
indicated this on the packaging since 2019.
Maestrani
Our Maestrani brand chocolate bars are made
exclusively from raw materials that are certified
by the Fairtrade Foundation. Furthermore, the
entire range is compliant with EU organic quality. We also compensate for CO2 emissions over
the entire value chain for the Maestrani product
brand range.
Private labels
Due to our competence in the processing of certified organic fair trade raw materials to manufacture corresponding finished products and the
increasing demand for products of this nature,
the focus in recent years has shifted to this market segment. When it comes to biologically certified products, an annual double-digit percentage
growth rate was achieved for international private
label customers during the reporting period.

1 RSPO = Roundtable on Sustainable Palm Oil (http://www.rspo.org)
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Sustainability at Maestrani
Swiss Chocolates Ltd

Global purchasing of raw materials, some of which come from developing countries, is unavoidable in a sector such as the chocolate industry.
It is for this reason that topics in the social and ecological fields are of
such high relevance to Maestrani.
There is neither a nationally nor an internationally shared understanding of sustainability. In
fact, the inflationary overuse of the term in ever
newer areas results in confusion and a lack of
definition that can shed a poor light on wellmeant activities.

As a company of long standing, we
accept and assume our responsibility
towards society and the environment
and continuously attempt to act in a
more sustainable manner.
The dynamics of global trade and the development of political systems and societies require enterprises to be flexible and creative if
they not only want to react to changes but also
wish to play a pro-active role in today's highly
competitive markets. Maestrani considers the
orientation based on all three pillars of sustainability – namely economic, ecological and
social engagement – to be a prerequisite for the

16

company's future success and fulfilment of its
own expectations.
"Meeting the needs of the present without compromising the ability of future generations to meet
their own needs." [Brundtland Report of 1987]
We feel committed to this definition of sustainability. We are absolutely convinced that
all three areas of sustainability need to be taken into account.
As a company of long standing, we accept and
assume our responsibility towards society and
the environment and continuously attempt to
act in a more sustainable manner. We are well
aware that managing a company on the basis of
the principles of sustainability costs both time
and money and the results cannot be achieved
from one day to the next. Nonetheless, our
most important fundamental belief is to base
all our actions on the principle of sustainability.

Sustainability Report 2017–2019

Our sustainability approach

Social Aspects

Economic Aspects

Ecological Aspects

Sustainable Development

The three areas
of sustainability

Economic sustainability
Commercial success represents the basis for sustainable corporate management. Investments
in infrastructure and equipment as well as in
marketing activities for our products are only
realisable through successful value creation that
in turn enables the company's power of innovation, the improvement of workplaces and the
further development of employees. Maestrani
invests the lion's share of the profits it achieves
in sustainable corporate development.
Ecological sustainability
Maestrani actively promotes the preservation of
biodiversity and ecological systems to maintain
the quality of life for future generations. This is
a principle we pursue when it comes to the procurement of the raw materials and packaging
we need for our products, but also increasingly
in all other fields of activity. We know the CO2
footprint of our products and our company. It
is fully compensated for our Maestrani brand.
The construction of a new energy centre has
succeeded in improving energy efficiency by 9
percent during the reporting period.

Social sustainability
Maestrani is acutely aware of the importance
of assuming social responsibility, both in terms
of social engagement and over the entire supply chain.
We attach great importance to the advancement
of our employees through continuous improvement and modernisation of workplaces and the
organisational structure within the company.
We are convinced that societal development
that makes ever more information accessible
to every individual and opens up new opportunities must be reflected in the workplace.
To this end, a flat management hierarchy and
interaction in a trusting and open manner are
considered essential prerequisites.
We strive to develop relationships with customers and suppliers based on a spirit of partnership, and it is important for us that their dealings with their stakeholders are also shaped by
sustainability. We bank on certified fair trade
raw materials when it comes to more complex
supply chains such as for cocoa.
Sustainability aspects also influence the development of our products. See section 8 for more
information.
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the corresponding KPIs that are used to track
sustainable development within different areas. Operational sustainability is supported by
each and every division. Each division has a
sustainability representative who coordinates
corresponding projects and collects and reports
the associated KPIs.

We ensure sustainable development at Maestrani through our corporate culture and corporate organisation. This development cannot be
achieved through issuing orders, but rather by
motivating employees to follow this path. The
supply chain manager at Maestrani is the Executive Board member with responsibility for sustainability. Management control consolidates

Marketing
R&D/Logistics/QA
Sales
Executive Board
Technology/Production
Coordination
Public Relations

Finance
Human Resources
Purchasing
Environmental representative

 Sustainability organisation
within the company.

Consideration of stakeholder interests
The exchange with our stakeholders provides
us with valuable information on the most important social issues and starting points from
which to improve our performance with regard
to sustainability. (GRI 102-42) We have defined 13 stakeholder groups on the basis of their
function and significance for our business development, and we regularly exchange information and views with these. (GRI 102-43) Every
demand brought to our attention is assigned to
one of these groups. These stakeholders have
differing requirements that need to be recognised, evaluated and, where necessary, backed
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up by corresponding measures. Stakeholders
and their respective interests are assigned to
one of the sustainability representatives who
ensures that they and their concerns are taken
into consideration.
The following table lists our main stakeholder
groups and relevant issues.
The responsible representatives present the results of these discussions and relevant issues
arising from these to the sustainability team
at least once a year.

Sustainability Report 2017–2019

GRI 102-40, 102-43, 102-44
Main stakeholder
group

Sustainability
representative

Relevant
sustainability issues

Exchange Section
frequency

Employees

Human Resources

Economic success, job security, wages and
salaries, training and further education,
work conditions

Daily,
monthly

Section 10

Capital
providers

Finance

Information on business development

1/4 yearly,
annually

Section 6

Suppliers,
service
providers

Purchasing

Fair business relations in a spirit of partnership, transparent communication, timely
process integration, delivery reliability

1/2 yearly,
annually

Section 9

Customers

Sales

Product quality, raw materials, packaging,
work conditions, logistics, certifications,
audits, CO² emissions, transparent sustainability communication

Continuous Section
exchange
7, 8, 9

Consumers

Marketing

Product quality, quality of raw materials
and traceability, work conditions, CO²
emissions, waste disposal and packaging,
equality, energy efficiency, credible communication, brand values and image

Continuous Section
exchange
7, 8, 9

NGOs

Executive Board

Trustworthy cooperation, transparent communication, fair trading conditions, climate
change, work conditions

1/2 yearly,
annually

Section
7, 8, 9,10

Authorities
and public
offices

Sustainability
representative,
COO

Legal conformity, timely transparent
communication, employee protection, risk
avoidance, job security, environmental
protection

As
required,
annually

Section
8, 10

Universities,
Research &
development
universities of
applied sciences

Know-how transfer, future technologies,
sensors, product design

As
required,
annually

Section 8

Neighbours,
region

Marketing

Transparent communication, noise and
odour emissions, support of local trade
and industry, respectful approach to the
environment

As
required,
annually

Section 11

Associations,
memberships

CEO

Training new talent, exchange of experience, benchmarking, sustainable communication

As
required,
annually

Section
8, 10

Trade unions

Human Resources

Fair employment terms, observance of
collective bargaining agreement (CBA)

As
required,
annually

Section 10

Media

Marketing

Timely transparent communication, new
products, raw materials, new attractions
in the Chocolarium world of discovery

As
required,
annually

Section 8

Partners

Marketing

Public transport development, sustainable
handling of resources, transparent communication in a spirit of partnership

1/2 yearly,
annually

Section 11
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Our material topics
(GRI 102-46) The selection of material topics for this report results from careful analysis
in the context of the development of our sustainability strategy. The topics are evaluated
with regard to the impact of Maestrani on sustainability and the relevance for stakeholders.
(GRI 102-43) A dialogue was conducted with
stakeholders to discern their expectations. Expectations expressed in this context were included in significant sustainability topics. The
following chart illustrates prioritised topics that
form the basis of our sustainability activities.
They shape our corporate strategy in combination with our economic goals and our mission
statement. The sustainability report addresses
these (updated) material topics in greater detail
in the following sections.

(GRI 102-49) The following topics were given a higher classification during the reporting
period, both in terms of their impact and the
relevance for stakeholders:
· CO2 emissions (section 7)
· Waste management (section 7)
· Nutritional requirements / Genetic
engineering (section 8)
· Packaging (section 8)
· Energy consumption and efficiency (section 8)
· Innovation leadership (section 8)
· Variety and equal opportunities (section 10)
· Biodiversity (section 11)
These aspects were included in the update of
material topics described and are addressed in
the respective sections of the report.
(GRI 102-47) The material topics take the areas
of social, economic and ecological sustainability
into consideration.

Material topics
Sustainability topics at Maestrani Swiss Chocolates Ltd:
✔  Profit-oriented management with consideration of ethical principles
(section 6)
✔  Emissions (section 7)
✔  Product responsibility and development (section 8)
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✔

Traceability and fair trade (section 9)

✔

Employees (section 10)

✔

Regional responsibility (section 11)
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6

Economic aspects

The chocolate industry is a highly competitive sector. Success in this
field requires the entire value chain to follow a path of sustainable
development.
The Swiss chocolate market has been in decline in recent years. Per capita consumption
dropped from 11.7 kg in 2014 to 10.4 kg in
2019, while the proportion of imported chocolate increased from 37% to 41% during the
same period.1

It is estimated that development of the Swiss
chocolate market will continue to decline until
2023. The most important export markets are
regarded as saturated.
Prices for chocolate in Switzerland rose by
25.5% from 1982 to 2019, while the Swiss national index of consumer prices increased by
59.9%.

Price development
Swiss national index of consumer prices,
updated (December 1982 = 100)
180

160

140

120

100

1 03 05 07 09 11 13 15 17 19
87 89 91 93 95 97 99 0
19 19 19 19 19 19 19 20 20 20 20 20 20 20 20 20 20
Overall index
Chocolate

1 Source: Chocosuisse
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Maestrani maintained its market share in Switzerland in this challenging market situation.
The company turnover of approx. CHF 50 million and production of around 3,500 tonnes of
chocolate also remained constant during the
reporting period.

Maestrani's Chocolarium, our visitor
centre, opened on schedule in April
2017 to great success, giving visitors
a unique glimpse of the processes
involved in chocolate production.

As the markets are declining or saturated and
a price increase would be very difficult to implement, sustainable corporate management
demands continuous productivity increases and
a high level of innovation.

22

Investments made in the factory in Flawil in recent years have allowed us to focus on
high-quality products in the organic, vegan
and fair trade categories and successfully market these. This means that our product portfolio also increasingly reflects our aspirations
regarding sustainable corporate management.
Employee development and organisational
change will be the focal points in the coming
years as we want to promote teamwork and improve communication in all areas while taking
other digitisation options into consideration.
We will also continue to make increased investments in the marketing of our products.
Maestrani's Chocolarium, our visitor centre,
opened on schedule in April 2017 to great success, giving visitors a unique glimpse of the
processes involved in chocolate production. Simultaneously, it enables us to provide visitors
with valuable information on raw materials
and our sustainability concept. This newly created tourism attraction in eastern Switzerland
generates valuable brand contacts, particular
for Munz and Minor. In less than three years,
Maestrani's Chocolarium and its associated
shop and café have established a new business
unit in the Maestrani enterprise, and we welcome over 130,000 visitors to our premises in
Flawil every year.
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Ecological resources

The handling of natural resources, wasting of food and, in part, severe
pollution of the environment with pesticides and plastics with all the
associated negative changes for the Earth's ecological system are becoming increasingly clear. Sustainability aspects are gaining increasing
attention, both in society and politics.

As part of a society that is becoming increasingly sensitive to these concerns, but also in its
role as a business enterprise, Maestrani actively
pursues the ecological and economic interest of
conserving global and regional resources. We
enhance efficiency in this respect in our production, logistics and waste management. The
focus in this section is on these directly influenceable operational processes at Maestrani.
In particular, CO2 emissions, energy efficiency and material efficiency (waste, packaging)
play a significant role in our efforts to reduce
our ecological footprint. The procurement of
raw materials and commodities means that

Maestrani's business activities also have ecological effects in the upstream supply chain.
The "Raw materials" section explains how we
deal with this and the measures we take.
CO2 emissions and energy efficiency
The production of chocolate and the associated
climate requirements at the production plant
and control of temperatures across the entire
supply chain are energy intensive.
The following diagram indicates that the majority of emissions originate in the use of raw
materials.1

CO2 emissions
Average CO2 emissions per chocolate bar ex works (in kg)

Dark
chocolate
Milk
chocolate
0
Cocoa

Sugar

0,5

■ Milk

1

1,5

Manufacture

2

2,5

Packaging

3

3,5

Transport

1 Source: www.myclimate.org
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least 58 tonnes per annum at the production
location in Flawil up to 2020. The following
diagram illustrates the annual CO2 reduction
at the Flawil location that clearly exceeds the
set targets. The main savings were achieved
through the reduction of natural gas.

To increase energy efficiency, we agreed on an
extensive package of measures with the Energy Agency of the Swiss Private Sector (EnAW)
in 2013 that was audited and approved by the
Federal Offices of Energy and for the Environment. Among other measures, Maestrani
committed to achieving a CO2 reduction of at
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The CO2 reduction exceeds the target value for the fourth consecutive year.
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The proportion of A suppliers with a
sustainability programme is very high at 81%.

Further educat
expanded duri
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In addition to striving to reduce CO2 emissions
and the use of energy, Maestrani also aspires to
achieve savings in company vehicles. With this
in mind, a first company car was replaced by
an electric vehicle in 2017. The intention is to
increase the use of EVs to 30% by 2022. 100%
green electricity is used to charge the batteries.
Employees who use public transport can profit
from a financial incentive in the form of a share

In addition to CO2 offsetting for our company
vehicles, Maestrani brand chocolate bars have
also been CO2 neutral since 2014. Any CO2
generated in the entire value chain for these
chocolate bars is offset, namely through the
same project in Peru already mentioned.
Material availability and material logistics
Storing raw materials and finished products
calls for different temperature control systems
in each storage area. The efficiency of cooling
and the design of storage areas are a decisive
factor with regard to the energy required. We
reduce the use of energy expended on product logistics by exploiting the synergies created
in the fields of storage and transport through
our cooperation with an experienced logistics
provider. In addition, we also benefit from the
sustainability projects of our logistics provider.
Waste management and material usage
The aim is to avoid the loss of raw materials
and waste chocolate during chocolate production. On the one hand, this calls for reliable
production installations and, on the other, for
attentive and well-trained personnel.

 F irst company EV

in subscription costs of maximum CHF 300
per employee per annum. In addition, the local
bus schedule was also adapted in cooperation
with the municipality of Flawil. Since 2018,
this means that there is a bus from the stop on
Maestrani's premises to the railway station in
Flawil every half an hour.
We have also offset CO2 emissions from our
company vehicles since 2015. We achieve this
through the myclimate project that provides
energy efficient cookers in Peru. We chose this
project as some of our cocoa mass comes from
this country.12

Collecting all the waste and separating it into
material to be recycled or destroyed is the basic prerequisite for achieving continuous improvements in this area. We organise employee
training seminars and optimise machinery and
processes on the basis of the data we collect
and evaluate. Anticipated loss rates or material
efficiencies play an important role in the development of new products and the acquisition of
new machinery and equipment.

2 You can find details at http://www.myclimate.org, and the corresponding project number is:
01-14-783781.
2
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The construction of our new visitor centre and
investments in machinery and equipment has
led to an increase in the volume of waste in
the last three years. The conclusion of these
projects means that considerably less waste is
anticipated for 2020.

An equally negative impact on the volume of
waste has resulted from the increased consumption of raw materials in small packaging units.
The intention here is to change to bulk deliveries. Initial meetings with suppliers will take
place in the summer of 2020. We aim to reduce
this packaging waste by 50%.

Ecological resources
The following table illustrates and aids the monitoring of sustainability projects. The completion
of the energy centre and the CO2 reductions achieved through this deserve special mention.
However, the cessation of natural gas use was not achieved as planned and is now a target for
2023.

Sustainability project
Responsible handling of
energy, raw materials and
natural resources

Delivery of raw materials
in bulk packs
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Degree of implementation

Goals by 2022

New energy centre
completed. The majority
of energy units were
replaced

Completion of heat
recovery work – installation of systems to end
natural gas consumption
by 2023

First company car
replaced by an electric
vehicle

Expansion of proportion
of electric vehicles to
30%

CO2 reduction 2019: –143
tonnes per annum
vs. 2013

Annual CO2 reduction of
170 tonnes per annum

Initial meetings with
suppliers to address
packaging waste
reduction held in the
summer of 2020

Reduction of packaging
waste by 50% through
conversion to bulk packs
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Product responsibility
and development

The alignment of our product portfolios with the needs and wants of
our consumers is our highest priority. We replace around 4% of our
range every year to meet these ever-changing demands. Ensuring efficient development processes is thus an essential factor in securing the
future for Maestrani.
Sustainable developments in the fields of product responsibility, product quality, consumer
health and safety, product conformity with laws
and regulations and credible communication
are important topics. We and our stakeholders
evaluate them as highly relevant. They are also
topics that have a significant impact on management and all of our employees.
The following information is provided on all
products:
· Ingredients, nutritional values and allergens
· Best before date and product code for complete traceability
· Bar code with article number and weight
· Manufacturer(atleastthecountryofmanufacture
for proprietary brand products)
· EU address
· L abels such as EU organic, Fairtrade, myclimate, Green Dot
From development of the recipe to production
and packaging, the following sub-topics have
a major impact on sustainability.

8.1 Product development
Dr Karl von Koerber, a leading pioneer in issues
concerning nutritional ecology, recommends
the following seven basic principles of sustainable nutrition to consumers:1
· Plant-based food (mainly lacto-vegetarian
food)
·E
 cologically produced food
·R
 egional and seasonal produce
· Food with low levels of processing – lots of
fresh produce
·
Products with environmentally friendly
packaging
·F
 airly traded produce
·E
 njoyable, easily digestible food
On the basis of this, we have established the
following principles for the development of new
products for Maestrani's brand business, but
also for our private label customers:
· Principle 1:
Plant-based food
Maestrani makes a substantial contribution
toward sustainable nutrition in this regard by
developing, launching and explicitly praising
the benefits of vegan chocolate products and
chocolate with a high proportion of fat-free

1 Koerber et al. "Vollwerternährung – Konzeption einer zeitgemässen und nachhaltigen Ernährung",
10th edition, Stuttgart: Haug, 2004
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cocoa solids. A double-digit number of vegan
and, consequently, purely plant-based new
products were launched during the reporting period.
· Principle 2:
Ecologically produced food
Maestrani makes significant contributions
towards sustainable nutrition in the areas of
ecology, health and the economy through
its objective of consistently expanding and
developing the organic product segment. A
percentage growth rate in double digits was
achieved in each case in the area of biologically
manufactured chocolate products during the
reporting period.
· Principle 3:
Regional and seasonal produce
Maestrani contributes towards regional development and economic and social stability through its intentional preference for
Swiss-produced raw materials and its commitment to Switzerland as its place of business. The use of palm oil and other tropical
vegetable fats is viewed with increasing criticism by consumers. For this reason, fats of
this nature are replaced wherever possible by
regionally available fats during current product developments.
· Principle 4:
Food with low levels of processing
Maestrani can fulfil this principle through
its objective of launching recipes on the market that are as simple as possible and contain
exclusively natural ingredients without additives wherever possible. New product developments and, in part, existing recipes in the
organic segment were created without the additive lecithin whenever possible during the
reporting period. In addition, possibilities for
the reduction of the sugar and energy content
were examined in the case of new product
developments.
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·P
 rinciple 5:
Products with environmentally friendly
packaging
Maestrani assesses and considers packaging
types and designs from the viewpoint of sustainability early in the development phase.
The aim here is to achieve an optimum combination of the best possible product protection
and conservation of resources. The packaging
area of the bar plant was readied for the processing of biodegradable foil made with renewable raw materials during the reporting
period. The range of bars of a major customer
was converted to this primary packaging type.
· Principle 6:
Fairly traded produce
Maestrani contributes towards this aspect of
sustainable nutrition through its decision to
procure 100% of its cocoa products from fair
trade sources.
· Principle 7:
Enjoyable, easily digestible food
Aquilino Maestrani's philosophy of culinary
pleasure from 1852 is still considered by us to
be entirely valid today: "He who sees the world
through the eyes of a chocolate lover will find
true beauty and happiness."
8.2 Innovation leadership
We regard innovation leadership as our continuous aspiration to create our products to meet
market demands and ensure our customers enjoy a maximum level of benefit. On the organic
and fair trade chocolate market in particular,
innovations with the latest characteristics and
interesting ingredients are launched at frequent
intervals. In recent times, Maestrani was one
of the first companies to successfully launch
filled organic bars and filled kosher products
containing no added sugar on the market. With
the launch of Minor Finezza Ruby during the
reporting period, Maestrani is one of the first
manufacturers of a branded product, Ruby, a
new (fourth) chocolate type.
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8.3 Product quality
Product quality is essential for the success of
Maestrani. Three areas that have a major impact
on this are discerning recipes based on superior-quality raw materials, their processing and
their packaging. We subject all our products to
different quality tests in accordance with the
processes defined in the Management System
Manual. Potential optimisations are discussed
during development and marketing meetings,
documented and subsequently implemented.
We verify the taste profile of our recipes during consumer tests held at irregular intervals.
We have largely achieved the goals set for 2017
to 2019. The stabilisation of product complaints
at a very low level is especially pleasing. We
received 1.9 complaints per million units sold
during the reporting period.
No complaints regarding our products were
recorded by the authorities in the years from
2017 to 2019. When it comes to the legal conformity of our products, the emphasis during
the reporting period was on implementation of
the so-called Swissness Ordinance ISFA (Ordinance on the Use of Swiss Indications of Source
for Foodstuffs) and a total revision of Swiss food
law (Project Largo).

In addition, we completed digitisation of our
Management System Manual and largely optimised our cross-departmental processes as
digital workflows during the reporting period.
Standardised and comprehensively documented processes guarantee process reliability and
transparency. They are also a basic prerequisite
for achieving our goals in the area of product
responsibility. Validation is assured by independent external auditors, firstly through certification pursuant to the International Featured
Standard (IFS) that was consistently reconfirmed at a higher level in the years from 2017 to
2019 and secondly through certification pursuant to the ISO 14001 environmental standard.
Due to prioritising the international private label business in the organic chocolate segment,
a significant number of additional inspections
and audits conducted by international customers, certification bodies and authorities were
completed during the reporting period.
Moreover, new workflows and processes in connection with operation of Maestrani's Chocolarium were also integrated into the Management System Manual. We will continue to
optimise our processes during the coming years.
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8.4 Communication
Investments in communication were maintained at a consistent level during the reporting period. The focus on communication related in each case to a single brand. Following a
consistent and wide-reaching communication
campaign conducted over several years for the
Minor brand that utilised the popular squirrel
as a brand ambassador, the communication
focus shifted to the Munz brand in 2019. Extensive repositioning of the Munz brand was
successfully completed. A new communication
campaign was developed from this with the new
brand claim "Munz – together is better". We
strictly abide by the laws and guidelines of the
Swiss Commission for Fairness with regard to
all commercial communication activities. As a
result, there were no complaints or reprimands
for infringements of advertising or communication regulations during the reporting period.

During competitions and promotions, we always ensure that customer and consumer data
is used exclusively for the intended purpose
approved by the customer. We rigorously implement the new General Data Protection Regulation (GDPR) that applies to the EU area.
There were also no complaints in this regard.
The opening of the Maestrani's Chocolarium
world of discovery in the visitor centre led to the
development of numerous new communication
activities in these years. The communication
focus in the Chocolarium world of discovery
is on the newly developed www.chocolarium.
ch website. This digital depiction of our product range attracts around a quarter of a million visitors a year, and these can find out more
about our products or purchase a ticket for the
Chocolarium world of discovery.

Product responsibility and development
The following table illustrates and aids the monitoring of sustainability projects. The expansion of our organic products and development of vegan product lines deserve special
mention.

Sustainability project
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Degree of
implementation

Goals by 2022

Ensuring customer satisfaction, product safety
and ecologising

100% RSPO-certified
palm oil with low level
MCPD (baby food
standard)

Checking conversion to
palm oil alternatives

Raising the sustainability
level of our products

Expansion of organic
product lines and
development of vegan
products

· E nlargement of the
organic product range
·C
 hecking and evaluation of low energy and
sugar products, taking
Nutri-score requirements into consideration

Organic co

CO2-reduction

The proportion of certified organ

The CO2 reduction exceeds the target
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fourth2017–2019
consecutive year.
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entire supply chain, from the procurement of raw materials to the delivery of chocolate products to customers. Our cooperative relationships
with suppliers and customers are especially important to us with regard
to realising common sustainability objectives.
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impact isreduction
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Energy
and political circumstances when procuring
Energy consumption has reduced significantly.
raw materials from so-called developing countries. In some cases, the economic circumstanc1’175
es of the farmers and workers leave virtually
no room for the consideration of ecological
850
concerns.

We also strive to improve the social and ecologCocoa raw
ical effects on sustainable development in the
We have been using 100% fair
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to increase this to 60% by 2022.
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Traceability of raw materials
The procurement chain for certain raw materials
used in the production of chocolate is linked to
ecological and social challenges. There are often
public debates on the social and ecological problems relating to cocoa cultivation, clearing rain
forests to cultivate palm oil plants and green-

All suppliers are obliged to follow a
code of conduct for certification.

house emissions in dairy cattle farming. We are
aware of these problems and attach great significance to the traceability of our raw materials
(103-2). Our intention is firstly to ensure supply
chain compliance with our sustainability criteria
and secondly to target deficiencies where they
occur. Checks on location are only sporadically
possible for Maestrani as a medium-sized enterprise due to financial and staff-related reasons.
For this reason, and because Maestrani only has
limited power in a complex raw materials market, cooperation with professional sustainability and organic organisations and reliable business partners are extremely important for us.
Maestrani cooperates with the following three
organisations:

Fairtrade Max Havelaar was established in 1992
by the aid organisations Brot für alle, Caritas,
Fastenopfer, HEKS, Helvetas and Swissaid.
With bananas from Peru, coffee from Ethiopia and rice from India – around 3,000 products bearing the Fairtrade Max Havelaar label
can be purchased in Switzerland today. Strict
Fairtrade standards regarding cultivation, labour rights, processing and trade apply to all
these products.1
UTZ
The organisation UTZ merged
with the Rainforest Alliance in
January 2018. Together, they
operate a global certification
programme that sets the standard for responsible raw material production and procurement,
particularly for cocoa, coffee and tea. All suppliers are obliged to follow a code of conduct for
certification. This provides expert instructions
on improved cultivation methods, working conditions and protection of the natural environment. UTZ covers critical areas ranging from
pesticide management, the health and safety
of workers, environmental and social issues to
efficient farm management. Particular attention is paid to the development of practical and
feasible guidelines that function for both large
operations and small farming groups.2
Hand in Hand

Fairtrade Max Havelaar
Anybody purchasing products
with the Fairtrade Max Havelaar label enables the families
of small farmers and employees in developing countries to
earn a better income and enjoy
good working conditions. They receive a stable
price as well as a Fairtrade premium and can
also avail themselves of local advice. They invest part of the sales proceeds in projects that
benefit the entire community. These include
the construction of wells, schools and hospitals.

The German Rapunzel
Naturkost brand was the first
to launch fair trade organic
chocolate in 1987. This was
manufactured by Maestrani. Organic and fair
trade are inseparable for Rapunzel as ecological
sustainability is always indispensable for social
sustainability (and vice versa): this led to the
creation of the "Hand in Hand" seal in 1992.
The emphasis is on cooperation with producers
from the Global South (so-called developing
countries) and the quality of produce cultivated there. All chocolate products manufactured

1 http://www.maxhavelaar.ch/was-ist-fairtrade/fairtrade-standards.html
2 https://utz.org/what-we-offer/certification/the-standard
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by Maestrani for Rapunzel bear this unique,
officially recognised "Hand in Hand" fair trade
label of the organic pioneer from the Allgäu
region.3

ourth consecutive year.
143

143

Maestrani signed the Code of Ethics of the
Swiss chocolate industry for the procurement
of cocoa as early as August 2010. Its fundamental principle is the traceability of cocoa beans.
This includes a commitment to correct working conditions along the entire value chain for
Fair trade cocoa raw materials
The proportion of fair trade cocoa raw mate- cocoa, disassociation from any form of abusive
rials used by Maestrani has been 100% since working practices, the obligation of suppliers
2016. This conversion means that Maestrani has to comply with ILO4 Conventions 138 and
Organic
cocoa products
achieved one of the most
important sustainabil182, and supporting projects that increase the
ity goals of recent years. We are convinced that quality and productivity of cocoa cultivation.
The proportion of certified organic cocoa products was raised to 42%.
the sustainability projects of our suppliers will
increasingly improve the social and economic
80%
circumstances
of the farmers in the cocoa-pro70%
ducing
countries.
60%
50%

53

37

2018

2019
Actual value

e

37%

38%

39%

39%

42%

Maestrani has been an active member of the Swiss
25%
30%
Platform for Sustainable Cocoa since 2018.
20%
Through this platform, we support the improve10%
ment of living conditions for cocoa producers and
0%
2013
2014
2015
2016
2017
2018
2019
the conservation
of natural resources and biodiProportion of certified biological cocoa products in % versity in the countries where cocoa is
cultivated.5
40%

32%

Cocoa raw materials
We have been using 100% fair trade certified
cocoa raw materials for four years.
1’175

1’175

100%

100%

100%

100%

100%

2016

2017

2018

2019

90%
80%
70%
60%

40

434

54%

50%
40%
30%

25%

32%

20%
2018

2019
Actual value

e

10%
0%
2013

2014

2015

Proportion of fair trade cocoa raw materials in %

3 https://www.rapunzel.de/25-jahre-hand-in-hand-0917.html
4 International Labour Organisation
5 www.kakaoplattform.ch

Further education
Further education of our employees was
expanded during the reporting period.

77%

81%

4%
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Palm oil
Maestrani uses palm oil in
just a few of its chocolate fillings. Although this efficient
and natural oil needs less culCheck our
progress at
tivation space in comparison
www.rspo.org
with other oil sources, it has
become ever more controversial during the reporting period as some new
mono-cultures were planted at the expense of
rain forests. For this reason, as a palm oil processing enterprise, Maestrani has acquired certification pursuant to RSPO (Roundtable on
Sustainable Palm Oil) guidelines. This guarantees a comprehensive sustainability record from
plantation to finished product. The products
we use conform to the Identity Preserved and
Segregated standards.61

Profitable oil generation and, consequently, ecological sustainability mean that a complete boycott of palm oil is impractical if other vegetable
fats are used in its place. Cultivation needs to
be more sustainable. We hope that the RSPO
guidelines and other standards achieve their
goals and that our efforts are recognised by
our customers as a conversion of our products
to alternative fats should if possible be avoided.
Despite this, we are preparing for a gradual
conversion to regionally available fats in order
to be able to deal with these if this becomes
necessary or technically possible.2

Global oil yields
Comparison of global oil yield, oil yields in tonnes per hectare (t/ha)
5 t/ha
4 t/ha
3,3
3 t/ha
2 t/ha
1 t/ha

0,4

0,7

0,7

0,7

Coconut

Sunflower

0 t/ha
Soya

Rape

Palm oil

Source: WWF Deutschland, Berlin 7

6 	www.rspo.org/members/5137/Maestrani-Schweizer-Schokoladen-AG
7 	www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/WWF-Studie_Auf_der_OElspur.pdf
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Organic cultivation
The ecologically sustainable production of raw
materials, especially in developing countries,
often needs be viewed in connection with the
economic circumstances of the farmers. The
procurement of organic commodities has a
positive influence on the quality of life and
investment opportunities of the producers in
many cases.
We were able increase the proportion of certified organic cocoa products to 42% during the
reporting period from 2017–2019. We want to
increase this to at least 48% by 2022. Further
development of the organic range represents the
core of Maestrani's growth strategy.
Organic standards have developed over many
years in a variety of countries, and there is currently no directly applicable rule for organic
products on a global level. On the other hand,
the variety of organic standards continues to
grow.

Organic labels identify products from biological
agriculture. They ban the use of substances such
as mineral fertilisers and synthetic crop protection agents. They do not permit any chemical
and microbiological treatment, and production
must occur at the times and according to the
methods dictated by nature for each phase of
the chain from cultivation of the ingredients,
their preparation and storage to their processing. Specific requirements differ from country
to country, but generally require the observance
of a series of standards and regulations for production, cultivation, preservation, processing,
packaging and shipping. These include:
· No use of chemical or synthetic products or
genetically modified organisms, and no irradiation in any phase of the production process
· Cultivation of ingredients on agricultural land
on which no chemical substances have been
used for years
· Traceability and introduction of a documented production system
· Strict separation of ecological and conventional products
·R
 egular on-site inspections
Maestrani works together with the following
organisations to ensure observance of the regulation and statutory directives:

Organic cocoa products
The proportion of certified organic cocoa products was raised to 42%.

year.
80%
70%
60%
50%
40%
30%

25%

32%

37%

38%

39%

39%

42%

2015

2016

2017

2018

2019

20%
10%
0%
2013

2014

Proportion of certified biological cocoa products in %
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Bio Suisse
Bio Suisse is the umbrella association for Swiss organic
producers and proprietor of
the registered Bud label (German: Knospe).
Supporters of this association are the around
7,300 organic farmers and gardeners united in
32 member organisations.18
Bio Suisse organises and leads the development
of the organic Bud label and biological agriculture in Switzerland. Since it was established in
1981, the umbrella association has grown to
become an organic organisation in Switzerland. The Bud is the label identifying Swiss
organic producers and their organic produce.
It is a guarantee of compliance with Bio Suisse
guidelines and, consequently, ensures an exceptionally high organic production standard
throughout agriculture and the upstream and
downstream sectors.
EU-Organic-regulation
The EU-Organic-regulation has
regulated organic agriculture
(EC 834/2007)
since 1992. This regulation,
which is legally binding in all European Union
countries, defines the minimum requirements
for the production and inspection of organic
products. The EU organic logo provides customers with a guarantee of the origin and the
quality of food and beverages. Products bearing
the logo conform with the EU regulation on
organic agriculture.29

Bio Siegel
The organic commodities used
must be stored and processed
separately. An independent
controlling authority verifies that organic chocolate really only contains ingredients that deserve the organic label.310
Swiss raw materials
For climatic reasons, a large
proportion of the raw materials required to produce chocolate cannot be cultivated in
Switzerland (e.g. cocoa products, nuts).
The use of Swiss raw materials increased to 39%
during the reporting period, with the emphasis
being on the processing of milk powder and
sugar. To protect animal welfare and organic
agriculture, the Charter for Sustainable Swiss
Milk was introduced as an industry standard in
Switzerland in September 2019. Farmers benefit
directly from the milk price increases associated
with this, thus contributing to the sustainability of products from Maestrani.411

8 www.bio-suisse.ch, source: https://www.bio-suisse.ch/de/portraitbiosuisse.php
9 http://ec.europa.eu/agriculture/organic, source: https://www.ecocert-imo.ch
10 www.bio-siegel.de
11 Source: https://www.swissmilk.ch/de/schweizer-milch/swissmilk-green/
ein-neues-zeitalter-fuer-die-schweizer-milch/
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Consequences of climate change
The raw materials used in chocolate products
(e.g. milk powder, cocoa, nuts) come from very
different climate zones. Against the backdrop
of climate change, it can be assumed that the
quality and availability of certain raw materials commodities will change in coming years.
Together with Chocosuisse, the Association
of Swiss

Chocolate Manufacturers, we monitor changes to the commodities market so that we can
react in good time if the need arises. Climate
warming could also have a negative effect on
consumer behaviour in the domestic Swiss market as people in warmer climate zones tend to
consume fewer chocolate products.

Sustainable procurement
The following table illustrates the sustainability projects and their monitoring. Cocoa raw
materials that are 100% from fair trade producers deserve special mention. Furthermore,
we have managed to further increase the proportion of biologically certified cocoa raw
materials.

Sustainability project
Promotion and development of sustainable
business relations and
sustainable procurement

Expansion of certified
organic cocoa products

Degree of implementation

Goals by 2022

All cocoa commodities
come from fair trade
sources

Commitment increased
further in a cocoa cultivating country (Peru)

In 2019, the proportion
of A suppliers with a
sustainability programme
was 81%

Stabilising of A suppliers with a sustainability
programme at more
than 80%

Projects initiated with
service providers for
maintenance and general
services relating to their
sustainability programmes.
Proportion of service
providers with a
sustainable programme at
50% in 2019

Raise expansion of A
suppliers with a sustainability programme to 60%

Proportion of certified
organic cocoa raw
materials increased from
38% in 2016 to 42% in
2019

Increase certified organic
cocoa to 48% of all
cocoa raw materials
processed
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Organic cocoa products

The proportion of certified organic cocoa products was raised to 42%.

year.
80%
70%
60%
50%

10

40%
30%

25%

Employees

32%

37%

38%

39%

39%

42%

20%

Changing
markets and consumer interests coupled with technologi10%
0%
cal developments
such
as
2013
2014
2015
2016those
2017 in the
2018 field
2019 of digitisation determine
certified biological cocoa products in %
theProportion
pace ofof
necessary adjustments. Maestrani's goal is to provide its
employees with modern workplaces and an organisation that enables
them to realise their potential and exert an influence on their personal
development within the company.

Cocoa raw materials

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

Organisation/workplace design
Over
theusing
past years,
concentrated
much
We have
been
100%we
fairhave
trade
certified
cocoa of
rawour
materials
for four
attention
on years.
improving workplaces.
100%
Since 2017, the focus has
been 100%
on work100%
processes and digitisation approaches throughout
the company. Our sales force was equipped with
new technology that made paperless processing
54%
possible for a number
of work processes. We
have commenced the automation of additional
32%
25%work processes in the administrative area. By
eliminating routine activities, we have managed
to enhance the value of workplaces, which in
turn contributes towards employee satisfaction.
2013

2014

2015

2016

2017

2018

Proportion of fair trade cocoa raw materials in %

Further education
Further education of our employees was
expanded during the reporting period.
4%
3%
2%

2,7%
1,6%

1,9%

1%
0%
2017

2018

Further education as a percentage of labour costs
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Our goal is to spark our employees' enthusiasm
for the company in the long term through attractive, modern workplaces and tasks whilst
100%
simultaneously
driving their development
forward.
Apprenticeships
Training plays a decisive role when it comes
to success in the working world. Labour market developments clearly show that employees
without any professional training will find it
much more difficult to build a career in the
future. With this insight in mind, Maestrani
2019
has maintained the number of apprenticeships
in both the commercial and administrative sector. Maestrani has ten apprentices in total and
intends to expand its engagement in this area.
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Training and further education
In addition to training ten apprentices in the
company, we also pursue a further education
and training strategy with the aim of qualifying every employee in the context of corporate
development and illustrating long-term perspectives to them. Maestrani invested a total
of 2.7% of the payroll in the further education
and training of all employees in 2019.

Pro Familia Schweiz, the umbrella
association for family organisations
in Switzerland, supports the promotion
of attractive working conditions.
This also enables production workers with many
years of service to achieve a recognised professional qualification. Overall, we have already
concluded individual further education and
training agreements with about half of our
employees.
Furthermore, pending digitisation projects and
the resulting organisational changes were suitably addressed during the reporting period by
having all managers and supervisors undergo internal training on the issue of Change
Management.
Working hours regulation
Equality among employees is a principle of great
importance to Maestrani. With regard to the
regulation of working hours, however, it is more
likely that concessions can be made in the administrative area rather than towards machine
operators. We achieve flexibility of working
hours through working time accounts, variable starting and finishing times each day and
an option for working from home. The annual
working hours can be reduced by up to 20 days
as a result. This option will need to be newly
agreed each year between the employees and
the company.

The aim of our regulations governing working hours is to make it easier for employees to
achieve a more favourable work-life balance.

Pro Familia Schweiz, the umbrella association
for family organisations in Switzerland, supports the promotion of attractive working conditions. Maestrani joined the association during the reporting period and, in the context of
the relaunch of the Munz brand, joined forces
with it to launch the "Munz – together is better" initiative.
In addition, Pro Familia conducted an anonymous survey of employees during the reporting
period in cooperation with the TransferPlus AG
opinion research institute.
In an analysis of family friendliness, the results of this survey indicate that Maestrani is
extremely well positioned compared to other
companies, and it enables us to improve family
friendliness wherever our employees believe it
to be most important.
All these measures aim to keep the personnel
turnover rate as low as possible, thus permitting
us to rely on employees who are satisfied and
remain with the company for many years. Unfortunately, the years 2017 and 2018 saw a clear
increase in the turnover rate. The reason for
this was the opening of our new attraction, the
Maestrani's Chocolarium world of discovery,
in April 2017. Organisation of this completely
new business unit for Maestrani with its tourism and catering characteristics saw us facing
major new challenges in many respects. It took
considerably longer than we expected to build
a solid team. The development of the turnover
rate during the reporting period clearly indicates that the countermeasures implemented
to consolidate the Chocolarium team quickly
bore fruit. However, the average turnover rate
in catering and the tourism area is higher than
in our core business. This results in an adjusted
turnover target of 8%.
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Safety at work
The basis of our occupational safety organisation and our strategy results from a study of
integrated safety in the company conducted
together with Suva, the Swiss National Accident Insurance Fund.

All managers and the safety officers responsible
for a business unit participated in safety training courses over several days. The safety officer
reports directly to management and has the
required finances and human resources to develop the safety culture further in the company.

The vast majority of accidents result from inappropriate behaviour on the part of those suffering injury. Mechanical hazards have been
reduced considerably in recent years through
the optimisation of plant, machinery and workplaces. Tripping incidents and near misses were
of particular relevance in the reporting period.

Our internal safety directives and regulations
exceed statutory requirements. Safety training
courses that also address aspects outside the
company enabled us to reduce accidents in the
business and during leisure time by a total of
49% during the reporting period. The primary
goal of all measures is to keep the number of
occupational and non-occupational accidents
as low as possible.1

Our employees received instruction on the special stumbling course provided by Suva to help
reduce these incidents. In addition, poster campaigns and training seminars are held regularly
in the company.

Executive Board
Safety Officers

Co-SAOF 1
Production 1

Co-SAOF
Production 2

Co-SAOF
Transport

Co-SAOF
Engineering

 Safety organisation

1 Company safety officer for a single business unit
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Co-SAOF
Office

Co-SAOF
Chocolarium

Co-SAOF
Trainers
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Promoting health in the workplace
In 2016, we started a project to promote health
in the workplace in collaboration with an external consultant with the following goals:
· Preventing work-related illnesses
· Strengthening health potential
· Improving well-being at the workplace
Having conducted workshops and surveys during which employees were able to express their
opinions and interests with regard to issues such
as personnel management, stress, teamwork,
ergonomics and lifestyle, we derived measures
that were implemented by the departments concerned. We also addressed problems that are not
rooted within the company (e.g. helping staff
to stop smoking).
All measures from this project were implemented during the reporting period. An employee
survey on the abovementioned issues will be
conducted again in 2022 to further promote
employee satisfaction and identify potential
for improvement.
Variety and equal opportunities
The relevance of variety and equal opportunities increased during the reporting period,
primarily from the point of view of our employees and the positioning of Maestrani as an
attractive employer. We are proud of the fact
that Maestrani unites employees of 20 different
nationalities and, consequently, our corporate
culture is shaped by enormous cultural variety.

The number of women in management is also
important for us and contributes to the variety and equal opportunities in the company. According to a study of the University of
St. Gallen, the proportion of women in management in Swiss SMEs is around 30%. We want to
achieve this goal in the next reporting period.2
Pay equity
Remuneration for the labour of our employees
is performance related, being based on the content of work and not depending on gender, religion and nationality. Circumstances specific to
the sector and region are also taken into consideration. Performance appraisals and individual
employee interviews are conducted every year.
Additional remuneration
In addition to their monthly salary, our employees receive supplemented canteen meals, free
beverages and fruit, shopping vouchers, employee discounts for the Maestrani's Chocolarium and discounted Reka-Checks. Employees
receive a gift to mark significant personal occasions such as birthdays, wedding anniversaries,
work anniversaries and retirement. Part-time
employees have a proportionate entitlement to
the same corporate benefits as full-time staff.
Financial support is also provided for the use of
public transport to get to and from work and
attendance at a gym.

2 Source: https://www.kmufrauenschweiz.ch/
media/9975/20190528_studie_kmu_hsg_frauen_in_kmu_2019_de.pdf
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Employees
The following table illustrates the sustainability projects and their monitoring. The proportion of employees
with personal development goals deserves special mention at over 50%. The further education and training
area and promotion of health in the workplace were also developed further.
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Sustainability project

Degree of implementation

Goals by 2022

Development of a corporate
organisation/culture that
gives due consideration to the
interests of employees and their
professional development

Over 50% of employees have
personal development goals

Agreement of long-term
development programmes
with all employees

Focus of the Human Resources
department on personnel
development and organisation
concluded

Further development of
family-friendly jobs

Establishment of a company
health promotion programme

All measures from the 2016
study were implemented

Repetition of the health study
in 2020 and implementation
of measures arising from this

Further education of production staff in theory and practice through external training
events and seminars

First employees trained
through further education
modules

Implementation and completion of all further education
modules

Optimisation of work processes and communication within
the company

Concentration of workplaces
in a single location concluded.
Restructuring of logistics,
production and engineering
commenced

Completion of digitisation
projects of relevance to the
corporate organisation. Complete implementation of team/
matrix organisation

Variety and equal opportunities through increased
proportion of women in
management

Completion of concept by
December 2020

Implementation concept 2022
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Society and
regional responsibility

Sustainable development of society in Switzerland and the countries
in which Maestrani has business operations is in our interest, and we
strive to contribute to it.
Every citizen, every enterprise and every employer
has responsibility for the development of society
and can exert an influence on how it is shaped.
Employers can, in many cases, have a greater influence than private individuals.
The development of civil society is in a state of
constant interaction with its citizens and enterprises. None of these three areas can be viewed in
isolation from the others. Many entrepreneurial
decisions can have a significant impact on the
well-being of employees and the options they have
to shape their private lives and those of their families. Maestrani's goal is to shape the organisation,
culture and workplaces within the company in a
way that enables employees to achieve an optimum balance between their private lives and the
needs of the company. This principle also determines our behaviour towards our business partners. We firmly believe that this represents one of
the fundamental prerequisites for the sustainable
development of society.

Regional social responsibility
With around 160 personnel, Maestrani is one
of the largest employers in the Flawil region.
We are conscious of this fact and therefore consider it part of our social responsibility to safeguard the jobs in our enterprise. It is of great
importance to us to be seen as a reliable and
predictable enterprise by our business partners,
neighbours and within the region. The opening
of Maestrani's Chocolarium and the new jobs
created as a result have made a considerable
contribution in this respect.
We have further expanded cooperation with
production firms and service providers for people with disabilities during the reporting period.
Maestrani would like to continue contributing
towards the integration of disabled people into
society in future.


In some cases, products of unobjectionable
quality cannot be supplied to our customers
for a variety of reasons. We offer these products free of charge to the Tischlein deck dich1
and Schweizer Tafel 2 charitable foundations.

1 www.tischlein.ch
2 www.schweizertafel.ch
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Memberships
· Handels- und Industrievereinigung Flawil
(HIF): Our membership of the Flawil Trade
and Industry Association enables us to participate in local decision-making processes and
support regional projects.
· Chocosuisse: The Association of Swiss Chocolate Manufacturers represents the interests
of the sector. One of its responsibilities is to
protect the name "Swiss Chocolate" in Switzerland and especially abroad.
· Promarca – the Swiss Branded Goods Association: This membership has opened up a
valuable network with other Swiss branded
goods companies to us.
· Naturschutzverein Flawil und Umgebung:
The nature conservation association addresses
a variety of issues relating to an intact environment. The Girenmoos and Botsberger Riet
nature reserves are the two most noticeable
areas of activity of the association.
· Pro Familia: Membership of the umbrella association for family organisations enables us
to draw upon sound know-how and optimise
our working conditions further.

Biodiversity on our company premises
Membership in the Naturschutzverband Flawil
nature conservation association and our goal
of gaining certification of our company premises from the Stiftung Natur und Wirtschaft
(Foundation for Nature and the Economy) have
introduced us to experts, allowing us to develop
our company premises step by step to create an
appropriate ecological environment.
With this in mind, additional trees were planted on our company premises during the reporting period, a biodiverse meadow was created
and a wetland was renaturalised.
Donations and lobbying
Maestrani does not make donations to political
parties and does not engage in lobbying. However, we do support practical projects in the
region. Every year, Maestrani provides support
for around 150 sports clubs, events and social
organisations with chocolate.

Social responsibility
The following table illustrates and aids the monitoring of sustainability projects. The pending
certification of our naturalised landscaping of the company premises deserves special mention.

Sustainability project

44

Degree of implementation

Goals by 2022

Securing and developing
workplaces at the Flawil
plant

Substantial investments
made in the factory and
construction of the
Chocolarium world of
discovery

Rigorous pursuit of the
corporate strategy

Providing interested
visitor groups with information on sustainability
in the chocolate industry
and at Maestrani

The concept design is
completed

The first lectures will be
offered as of January
2021

Certification of naturalised company premises
landscaping

Definition and
implementation of
necessary measures

Certification
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Sustainability KPls 2017– 2019
and goals by 2022

Economic performance

GRI reference

2017

2018

2019

Annual production in tonnes

approx.
3,500

approx.
3,500

approx.
3,500

Sales range in CHF million

approx. 50

approx. 50

approx. 50

Goals by
2022

Ecological resources

GRI reference

2017

2018

2019

Goals by
2022

Total waste1

306-2

173

159

187

170

73

66

72

90

302-1

6,681 MWh 5,994 MWh 5,736 MWh 5,500 MWh

of which recycled waste
Total energy consumption2
Electricity3

4,608 MWh 4,747 MWh 4,580 MWh 4,390 MWh

Heating and process gas (natural gas)

1,643 MWh 823 MWh

721 MWh

700 MWh

Diesel (vehicle fleet)

415 MWh

386 MWh

389 MWh

380 MWh

Petrol (vehicle fleet)

15 MWh

38 MWh

46 MWh

30 MWh

Proportion of eco-power

100%

100%

100%

100%

302-5

91%

85%

82%

80%

GRI reference

2017

2018

2019

Goals by
2022

2.5

1.6

1.7

1.6

Energy efficiency

4

Product responsibility
and development
Customer complaints per million units sold
Number of infringements
against laws and regulations
with regard to our products

416-2

0

0

0

0

Number of official letters or
reprimands on account of
infringements against advertising or communication
guidelines

417-3

0

0

0

0

1 No hazardous waste present / All waste is disposed by a certified service provider
2 Depends heavily on production volume
3 Incl. cooling energy
4 Energy efficiency relates to the production volume 2012, whereby 80% of an energy saving is equivalent to 20%
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Sustainable procurement

GRI reference

2017

2018

2019

Goals by
2022

Proportion of fair trade and
certified cocoa products

FP2

100%

100%

100%

100%

Proportion of certified organic
cocoa products

FP2

39%

39%

42%

48%

Palm fat RSPO certified
(IP and Segregated standard)

FP2

100%

100%

100%

100%

81%

77%

81%

> 80%

Proportion of A suppliers
with a sustainability strategy
Proportion of raw materials
cultivated in Switzerland

FP2

38%

38%

39%

42%

Employees

GRI reference

2017

2018

2019

Goals by
2022

Total workforce5

102-8

164

163

150

150

Number of female employees

102-8

91

90

81

Number of male employees

102-8

73

73

69

New employees (of which
female)

401-1

43 (31)

24 (12)

26 (13)

New female employees
age 16–29

401-1

6 (14%)

5 (21%)

4 (15%)

New male employees
age 16–29

401-1

5 (12%)

3 (13%)

3 (12%)

New female employees
age 30–49

401-1

15 (35%)

7 (29%)

8 (31%)

New male employees
age 30–49

401-1

3 (7%)

4 (17%)

6 (23%)

New female employees
age 50–65

401-1

10 (23%)

1 (4%)

2 (8%)

New male employees
age 50–65

401-1

4 (9%)

4 (17%)

3 (12%)

Resignations (of which female)

401-1

31 (23)

25 (13)

39 (22)

Temporary employees
(of which female)

102-8

7 (4)

3 (0)

0

0

Part-time employees
(of which female)

102-8

63 (51)

46 (49)

46 (38)

50

Full-time employees
(of which female)

102-8

100 (40)

116 (41)

104 (43)

100

Number of trainees

102-8

11

11

9

10

Number of contract workers
(of which female)

102-8

20 (16)

21 (16)

18 (16)

0–10

5 Per 31 December of each year (total of all full-time employees, part-time employees and trainees) /
temporary employment relationships were not taken into consideration
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Employees

GRI reference

2017

2018

2019

Goals by
2022

Total turnover rate6

401-1

12.0%

11.6%

12.1%

max. 8.0%

Turnover rate
age 16–29, female

401-1

5.6%

26.3%

36.8%

Turnover rate
age 16–29, male

401-1

5.6%

10.5%

0.0%

Turnover rate
age 30–49, female

401-1

44.4%

21.0%

15.8%

Turnover rate
age 30–49, male

401-1

11.1%

26.3%

31.6%

Turnover rate
age 50–65, female

401-1

27.8%

10.5%

15.8%

Turnover rate
age 50–65, male

401-1

5.6%

5.3%

0.0%

Number of countries of origin

19

22

20

Percentage of employees with 404-3
routine performance appraisals

100%

100%

100%

100%

Further education as a
percentage of labour costs

1.6%

1.9%

2.7%

2.8%
41.0

Average hours of further
education per employee7

404-1

26.3

36.1

39.7

Percentage of employees with
a collective bargaining agreement (CBA)/national collective
bargaining agreement (NCBA)

102-41

64%

66%

62%

Number of occupational
accidents (OA)8

403-2

12

9

8

0

Days lost through OA

403-2

36

103

167

0

Number of non-OA

403-2

23

21

6

0

Days lost through non-OA

403-2

175

94

45

0

Fatalities due to work-related
injuries

403-2

0

0

0

0

Number of work-related injuries with severe consequences9

403-2

0

0

0

0

40.6

41.4

42.8

Average age
of workforce

6 Calculation: Number of employees leaving the company / average number of employees
7 Data for breakdown according to gender and employee category not available.
Data will be newly recorded for the next report
8 No splitting of accidents according to severity possible
9 Severe consequences: amputation of a body part or permanent dependence on a walking aid or wheelchair
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About this report

This is the fourth sustainability report published by Maestrani Swiss Chocolates Ltd. It
meets the requirements of the Global Reporting
Initiative (GRI) standards, namely the "core"
option. The GRI sector information for the
food industry, namely the GRI Food Processing
Sector Disclosures, are also taken into account.
The sustainability report is published every
three years. The disclosures in this report cover the activities, measures and KPIs for the calendar years 2017, 2018 and 2019 and, unless
indicated otherwise, (GRI 102-45) refer to the

48

business activities of Maestrani with its administration headquarters and production facilities
in Flawil. The last report was published in June
2017. (GRI 102-48) No information has been
newly illustrated.
The report was submitted for the GRI Materiality Disclosures Service. The GRI logo on page
49 confirms the correctness of the references to
GRI materiality information (GRI 102-40 to
GRI 102-49).
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GRI content index
For the Materiality Disclosures Service, GRI checked whether the GRI content
index is clearly illustrated and references for the GRI 102-40 to GRI 102-49
disclosures correspond to the appropriate parts of the report.

General Standard Disclosures
GRI standard

Page reference

Comments/
Supplements

Cover, 1

–

GRI 101: Basis 2016
GRI 102:
General
disclosures
2016

Organisational profile
102-1

Name of the organisation

102-2

Activities, brands, prod- Maestrani Swiss Chocolates Ltd,
ucts and services
12, 15

–

102-3

Location of headquarters

About this report, 48

–

102-4

Location of operations

Maestrani Swiss
Chocolates Ltd, 12

–

102-5

Ownership and legal
form

Maestrani Swiss
Chocolates Ltd, 12

–

102-6

Markets served

Maestrani Swiss Chocolates Ltd,
12, 15
Economic aspects, 22

–

102-7

Scale of the organisation

Economic aspects, 22
Sustainability KPIs 2017– 2019
and goals up to 2022, 45, 46

For confidentiality
reasons, Maestrani
Swiss Chocolates
Ltd does not publish any detailed
sales figures.

102-8

Information on employees and other
workers

–
Sustainability KPIs
2017– 2019 and goals up to 2022,
46

102-9

Supply chain

Maestrani Swiss
Chocolates Ltd, 12
Sustainable procurement, 31– 37

–

Maestrani Swiss Chocolates Ltd,
102-10 Significant changes to
the organisation and its 12
Sustainable procurement, 31
supply chain

–

102-11 Precautionary principle or approach

–

Sustainability at Maestrani
Swiss Chocolates Ltd, 16 –18
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GRI standard

Page reference

Comments/
Supplements

GRI 102:
Organisational profile
General
102-12 External initiatives
disclosures
2016

Sustainable procurement, 32–34
Society and regional
responsibility, 43-44

–

Society and regional responsibility –
Memberships, 43 – 44
Sustainable procurement, 32 – 34

–

5, 7

–

Maestrani Swiss Chocolates Ltd
13

–

Maestrani Swiss Chocolates Ltd
13, 14

–

102-40 List of
stakeholder groups

Sustainability at Maestrani
Swiss Chocolates Ltd, 19

–

102-41 Collective bargaining agreements

Sustainability KPIs 2017– 2019
and goals up to 2022, 47

–

102-13 Membership of
associations and
interest groups

Strategy
102-14 Statement from
senior decision-maker

Ethics and integrity
102-16 Values, principles,
standards and
norms of behaviour

Governance
102-18 Governance
s tructure

Stakeholder engagement

50

102-42 Identifying and se- Sustainability at Maestrani
lecting stakeholders Swiss Chocolates Ltd, 18

–

102-43 Approach to stakeholder engagement

Sustainability at Maestrani
Swiss Chocolates Ltd, 18–20

–

102-44 Key topics and
concerns raised

Sustainability at Maestrani
Swiss Chocolates Ltd, 19

–
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GRI standard

Page reference

Comments/
Supplements

GRI 102:
Reporting practice
General
102-45 Entities included in
disclosures
the consolidated
2016
financial statements

About this report, 48

This is only one
legal entity.

102-46 Defining report
content and topic
boundaries

Sustainability at Maestrani
Swiss Chocolates Ltd, 20

–

102-47 List of material
topics

Sustainability at Maestrani
Swiss Chocolates Ltd, 20

–

102-48 Restatements of
information

About this report, 48

–

102-49 Changes in
reporting

Sustainability at Maestrani
Swiss Chocolates Ltd, 20

–

102-50 Reporting period

About this report, 48

–

102-51 Date of most
recent report

About this report, 48

–

102-52 Reporting cycle

About this report, 48

–

Legal notice, 56
102-53 Contact point for
questions regarding
the report
102-54 Claims of reporting
in accordance with
the GRI standards

About this report, 48

102-55 GRI content index

GRI content index, 49–55

102-56 External assurance

–

–

The report was
not externally
audited.
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Material topics
Material
topics

GRI
no.

GRI description

Page reference

Additional
information
and omissions

Profit-oriented management with consideration of ethical principles
GRI 103:
Management
approach 2016

103-1

Explanation of the material Economic aspects, 21, 22
topic and its boundary

–

103-2

The management approach Economic aspects, 21, 22
and its components

–

103-3

Evaluation of the management approach

Economic aspects, 21, 22

Quantity produced
per annum

Economic aspects, 22
Sustainability KPIs 2017–
2019 and goals up to 2022,
45

Own indicator

–

Ecological resources
GRI 103:
Management
approach 2016

GRI 302:
Energy 2016

103-1

Explanation of the material Ecological resources, 23
topic
and its boundary

–

103-2

The management approach Ecological resources,
and its components
23–26

–

103-3

Evaluation of the management approach

Ecological resources, 23–26

–

302-1

Energy consumption within Sustainability KPIs 2017–
the organisation
2019 and goals up to 2022,
45
Ecological resources, 24

–

Reduction of
GHG emissions

Ecological resources – CO 2
emissions and energy efficiency, 24
Sustainability KPIs
2017–2019 and goals up to
2022, 45

–

Waste by type and disposal method

Sustainability KPIs 2017–
2019 and goals up to 2022,
45
Ecological resources –
Waste management and
material usage, 25

–

GRI 305:
305-5
Emissions 2016

GRI 306:
E ffluents and
waste 2016
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Material
topics

GRI
no.

GRI description

Page reference

Additional
information
and omissions

Product responsibility and development
103-1

Explanation of the material Product responsibility and
topic and its boundary
development, 27

–

103-2

The management approach Product responsibility and
and its components
development, 27–28, 30

–

103-3

Evaluation of the management approach

Product responsibility and
development, 27–30

–

GRI 307:
Environmental
compliance
2016

307-1

Non-compliance with
environmental laws and
regulations

Sustainability KPIs 2017–
2019 and goals up to 2022,
45

–

GRI 416:
Customer
health and
safety
2016

416-1

Assessment of the health
and safety impacts of
product and service categories

Product responsibility and
development, 28–30

–

416-2

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

Sustainability KPIs 2017–
2019 and goals up to 2022,
45
Product responsibility and
development, 29

–

GRI 417:
Marketing and
labelling
2016

417-1

Requirements for product
and service information
and labelling

Product responsibility and
development, 27, 29

–

417-2

Incidents of non-compliance concerning product
and service information and
labelling

Product responsibility and
development, 29
Sustainability KPIs 2017–
2019 and goals up to 2022,
45

–

417-3

Sustainability KPIs 2017–
Incidents of non-compliance concerning marketing 2019 and goals up to 2022,
45
communications
Product responsibility and
development, 29, 30

–

418-1

Product responsibility
Substantiated complaints
and development, 30
regarding concerning
breaches of customer privacy and losses of customer
data

–

GRI 103:
Management
approach 2016

GRI 418:
Customer
privacy
2016
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Material
topics

GRI
no.

GRI description

Page reference

Additional
information
and omissions

GRI 419:
Socioeconomic
compliance
2016

419-1

Non-compliance with laws
and regulations in the
social and
economic area

Sustainability KPIs 2017–
2019 and goals up to
2022, 45
Product responsibility
and development, 29, 30

–

Sustainable procurement
GRI 103:
Management
approach 2016

Sector-related
aspects

103-1

Explanation of the material Sustainable procurement, 31
topic and its boundary

–

103-2

The management approach Sustainable procurement,
and its components
31–37

–

103-3

Evaluation of the management approach

Sustainable procurement,
31–37

–

FP2

Percentage of the purchased volume that fulfils
credible, internationally
recognised standards for
sustainable production

Sustainability KPIs 2017–
2019 and goals up to
2022, 46

–

103-1

Explanation of the material Employees, 38
topic and its boundary

–

103-2

The management approach Employees, 38–41
and its components

–

103-3

Evaluation of the management approach

Employees, 38–42

–

401-1

New employee hires and
employee turnover

Sustainability KPIs 2017–
2019 and goals up to 2022,
39, 40
Employees

Breakdown
according to age
and gender will
be examined for
the next reporting period.

401-2

Benefits provided to fulltime employees that are
not provided to temporary
or part-time workers

Employees, 41

–

Employees
GRI 103:
Management
approach
2016

GRI 401:
Employment
2016

54

Sustainability Report 2017–2019

Material
topics

GRI
no.

GRI description

GRI 403:
Occupational
health and
safety 2016

403-2

Types of injury and rates of Sustainability KPIs 2017–
injury, occupational diseas- 2019 and goals up to 2022,
40
es, lost days, absenteeism
and number of work-related fatalities

404-1
GRI 404:
Training and
education 2016
404-3

Page reference

Additional
information
and omissions
Breakdown of
figures according to gender
and employee category
planned for
coming years.

Sustainability KPIs 2017–
2019 and goals up to 2022,
47

–

Sustainability KPIs 2017–
Percentage of employees
2019 and goals up to 2022,
receiving regular performance and career develop- 47
ment reviews

–

Average hours of training
per year
per employee

Society and regional responsibility
GRI 103:
Management
approach
2016

GRI 415:
Public policy
2016

103-1

Explanation of the material Society and regional
topic and its boundary
responsibility, 43

103-2

The management approach Society and regional
and its components
responsibility, 43, 44

–

103-3

Evaluation of the management approach

Society and
responsibility, 43, 44

–

415-1

Political contributions

Society and regional
responsibility, 44

–
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Legal notice
We will be delighted to receive your questions, suggestions or
comments regarding this sustainability report. Please contact:
nachhaltigkeit@mestrani.ch
Publisher/Editor: Maestrani Swiss Chocolates Ltd
Layout, graphics: Maestrani Swiss Chocolates Ltd
GRI consulting: BSD Consulting
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Maestrani
Schweizer Schokoladen AG

T +41 71 228 38 11
F +41 71 228 38 00

Toggenburgerstrasse 41
CH–9230 Flawil

info@maestrani.ch
www.maestrani.ch
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