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SUSTAINABLE CAMPARI
Gruppo Campari operates according to criteria of corporate social responsibility 
and sustainable corporate management, in line with the system of values that 
has always underpinned its activities

As a result of the Group’s international growth 
strategy, which it has pursued over the last 20 years, 
it now has 19 affiliates and 16 production sites 
around the world. This growth has required increas-
ing commitment, also with regard to managing the 
social and environmental impact, to ensure a uni-
form approach across all environments and in line 
with the Group’s standards. For this reason, Gruppo 
Campari decided it was necessary to define a struc-
tured project dedicated to sustainability. 

The aim of the project was to disseminate a culture 
of corporate responsibility within the Group, to im-
plement projects to support individuals and pro-
tect the environment, and to share the ensuing re-
sults with stakeholders.

In 2011, therefore, ‘Sustainable Campari’ was offi-
cially launched, with the intention of making sus-
tainability one of the strategic pillars underpinning 
the process of defining corporate policies. 
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Known as Camparistas, the true ambassadors of Gruppo Campari's values, whom the 
Group wants to support in both their professional development and personal 
well-being; the aim is to jointly create a company that can capitalise on market 
opportunities but at the same time is aware of the needs of its most important 
resource: the Camparistas.

OUR PEOPLE

Areas to which the Company pays particular attention in order to minimise its 
environmental impact and ensure the safety of both its employees and external 
stakeholders.

QUALITY, HEALTH, SAFETY AND ENVIRONMENT

Aimed at providing high-quality products via the careful selection of reliable 
commercial partners, and establishing transparent and proper relationships with 
them.

RESPONSIBLE SOURCING

Which is reflected in the promotion of excellence, a spirit of initiative and equal 
opportunities in the countries in which Gruppo Campari has a significant presence.

COMMITMENT TO COMMUNITIES

A key tool for business development that focuses on models of moderate drinking and 
has always been used within the limits permitted by law.

RESPONSIBLE MARKETING AND PRACTICES

Gruppo Campari’s sustainability strategy comprises five key areas:
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The content of the sustainability report, which 
since 2012 has been an integral part of the Finan-
cial Report (which is approved by the Board of Di-
rectors of Davide Campari-Milano S.p.A. in tandem 
with the financial statements and submitted to the 
Shareholders’ Meeting), has gradually been en-
riched and expanded.

In 2014, with the direct involvement of the CEO 
and senior management, the Group carried out a 
materiality analysis and identified the most impor-
tant social responsibility issues for Gruppo Cam-
pari. This procedure identified a set of key perfor-
mance indicators (KPIs) for reporting key content. 
The reference point for this in-depth analysis was 
the GRI-G4 international sustainability reporting 
guidelines, combined with an analysis of best prac-
tice within and outside the sector. The set of indica-
tors that substantiates the reporting of the Group’s 
non-financial performance therefore comprises some 
indicators from the GRI-G4 guidelines and some 
specific KPIs which reflect both the Group’s particu-
lar features and the progress of the Sustainable 
Campari project.

The sustainability reporting procedure for 2015 
was led by the Public Affairs & CSR department, 
which reports directly to the CEO with regard to the 
Group’s sustainability policies, collaborating closely 
with the functional teams responsible for the vari-
ous business areas at the headquarters in Sesto San 
Giovanni. 

Moreover, for the first time, the Internal Audit de-
partment launched an internal process – in line 
with the relevant international standards and fully 
consistent with the Group’s intention to make its 
reporting process increasingly robust, in particular 
to provide greater assurance to the stakeholders to 
whom the information in this section is addressed – 
for checking the data, information and relevant 
sources to ensure the accuracy and transparency of 
the information communicated. In part due to this 
additional internal checking process, the Group 
now has a robust qualitative and quantitative re-
porting mechanism, demonstrating its increased 
focus on sustainability. 
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Our guidelines

Integrity, passion, pragmatism and a focus on per-
formance are the fundamental values underpinning 
Gruppo Campari’s business model; these are com-
plemented by close attention to the accuracy, ob-
jectivity, confidentiality, transparency and complete-
ness of information. The 17 articles of the Code of 
Ethics are based on these principles and express the 
sense of responsibility which should be the guiding 
value for all Camparistas in the performance of their 
duties and the conduct of their relationships, both 
within the Group and with third parties. The Code, 
which was revised and expanded in 2009, 2012 and 
2015, was approved by the Board of Directors and 
implemented by all Group companies. The last revi-
sion to the Code was in November 2015 and focuses 
particularly on safety in the workplace. It also defines 
more clearly the circumstances in which disciplinary 
measures can be taken and mentions the Campari 
Safe Line, which is available to all Camparistas to re-
port behaviour that is not in keeping with the Code.
These values and principles are also referred to and 
developed further in the Business Conduct Guide-
lines; these provide Camparistas with an operational 
tool to help them better understand the types of be-
haviour that are shared and in line with the Group’s 
philosophy in relation to potentially sensitive issues 

(e.g. the use of social media, handling confidential 
information and accepting donations and gifts).

Information on the corporate governance system 
and ownership structures is provided in the Corpo-
rate Governance Report. This document reports an-
nually to shareholders and the market on the specific 
details of the corporate governance model adopted 
by the Group, and sets out the way in which the 
Group complies with the recommendations of the 
Code of Conduct for Listed Companies. Directors’ 
remuneration policies and the risk management sys-
tem are described in general terms in the Report.

Due to the particular features of the branded bev-
erage industry, strong emphasis is placed on com-
munication and responsible marketing. In 2010, 
Gruppo Campari created a Commercial Communi-
cations Code, encapsulating its observations and 
commitments in this area. The Code, which sets out 
the principles of proper communication, has subse-
quently been expanded with the addition of an ap-
pendix on the digital world. More detailed informa-
tion is provided in the ‘Responsible marketing and 
practices’ section. 

Risk management

Gruppo Campari has a risk analysis and management 
system with the capacity to generate value over time. 
Since 2012, Internal Audit has been carefully identi-
fying and monitoring potential and actual risks using 
a global plan that involves all the Group’s business 
units. Further details are available in the Risk Manage-
ment section of this Report. In 2014, Gruppo Campari 
expanded its whistleblowing procedures, which were 
started in 2009, by activating Campari Safe Line on 
the Group’s intranet; this is a channel that provides 
Camparistas with the opportunity to report behav-
iour that is not in keeping with the Guidelines of the 

Code of Ethics and the Business Conduct Guidelines. 
As an additional assurance that the risk culture is 
disseminated, the Campari Safe Line was extended 
in 2015 to external stakeholders, so now anyone can 
promptly report breaches or suspected breaches of 
the Group’s Code of Ethics. This tool has integrated 
the mechanisms for obtaining the feedback set out 
at article 17 of the Code of Ethics, e.g. the mailbox of 
the Parent Company’s Supervisory Body, which was 
created pursuant to Law 231/2001.
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OUR PEOPLE, THE CAMPARISTAS 
The Camparistas, as Gruppo Campari’s real ambassadors, are a valuable 
resource and play a strategic role in the pursuit of the Company’s success

The Group’s continuous growth has helped enrich 
its human capital, which now reflects an increas-
ing variety of cultures. At 31 December 2015, the 
Group’s total headcount was 4,068, including 3,655 
permanent Camparistas, or around 90% of resourc-
es. This is down slightly (8%) compared with 2014, 
mainly due to the reorganisation in Jamaica, where 
the Group’s non-core business divisions (i.e. phar-
maceutical and agro-chemicals) were sold.

Camparistas work in 24 countries, with the major-
ity in the Americas (59%) and Europe (36%). At 31 
December 2015, 1,235 female Camparistas consti-
tuted 34% of the working population at global lev-
el. A geographical breakdown of this figure shows 
that they represent 38% of Camparistas in Europe, 

the Middle East and Africa, 32% in North America 
and 26% in South America (where there is a high-
er concentration of manpower). Excluding those 
in the product supply chain, female Camparistas 
within the Group represent 45% of the total global 
work force.

As noted above, Gruppo Campari has recorded 
significant and balanced growth in its business, 
through both organic and external channels, over 
the last few years. The internal reorganisation and 
simplification of the structure, which is aimed at 
leveraging existing synergies, continued in 2015. As 
part of this process, the Group has identified solu-
tions to keep the number of redundancies as low 
as possible, including through internal placements. 
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Campari and Camparistas

Listening and dialogue are fundamental for under-
standing the priorities of Camparistas, enabling 
the Group to improve motivation and well-being. 
To this end, Gruppo Campari carried out a business 
climate survey in 2008 (and again in 2010, 2012 
and 2014) using a questionnaire to monitor the job 
satisfaction of Camparistas.

A special version of the survey was used in 2015, 
involving Camparistas in Jamaica for the first time. 
This extended and supplemented the survey al-
ready carried out in 2014 for all other permanent 
Camparistas. This represented an important step in 
the integration of Jamaica into the Company, which 
had started with the One Company program. The 
questionnaire was completed by 50% of the Com-

pany’s working population in Jamaica, bearing wit-
ness to the gradual creation of a single corporate 
identity. After consolidating the data from Jamaica 
into the Group survey, global participation was 80% 
and there was little variation in the scores for the 
various themes. 

To ensure complete impartiality and respect for pri-
vacy, the data was analysed (including the extraor-
dinary edition in 2015) by the Research Division of 
Bocconi University, Milan. The main themes in the 
questionnaire were the active involvement in the 
life of the Group and adherence to key values. The 
results of the research in Jamaica confirmed the re-
sults of the global survey, with scores in line with 
the Group’s objectives. 

4,068
Camparistas

Camparistas in the world

Permanent
Camparistas

34

Women
at global level

36%

Europe
Middle East

Africa

59%

Americas

5%

Asia and 
Pacific

Working in 24 Countries

Satisfaction
in carrying out
one's work

Sense 
of belonging

Confidence
in the future

Adherence
to the corporate

core values

 

%
90

%

1

2

3

4

5

6

7

On a scale 
of 1 to 7

6.1

Acknowledge
and interest

in sustainability themes

5.15.1

5.55.5

Global Survey (including Jaimaca)
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The Camparistas confirmed that they felt like an 
integral part of the Group’s working life, assigning 
an average score of 5.5, on a scale of 1 to 7, to 
the measurement parameters (i.e. satisfaction in 
carrying out one’s work, confidence in the future, 
sense of belonging). 

The Camparistas were also in line with the corpo-
rate values of passion (with a top score of 6.2), 
pragmatism and integrity, with the same average 
value of 5.5, in line with the 2014 score. These re-
sults are more than satisfactory for both areas of 
analysis, in comparison with the pre-set target of 
5. The survey also produced a positive result (5.11) 
for the Camparistas’ perception of the corporate 
responsibility policies implemented by the Group, 
with the culture of sustainability also disseminated 

uniformly in Jamaica, which reported an average 
score of 5.3. The survey will be repeated at a glob-
al level in 2016 and the feedback collected will 
continue to guide the Group’s improvement plans.

In 2015, Campari Argentina took part in the nation-
al edition of the Great Place to Work survey, which 
assessed Camparistas’ opinions on the Company’s 
ability to create an environment of safe, stimulat-
ing and inclusive working, with a particular focus 
on internal fairness and the absence of discrimi-
nation. 
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The results of the survey placed Campari Argenti-
na in the top ten businesses with fewer than 250 
employees, a source of pride for all Camparistas.

The voluntary turnover level is also considered to 
be an indicator of the well-being of Camparistas. In 
2015, the Group met its target, for the third year in 
a row, of an annual turnover of not more than 7%; 

voluntary turnover in 2015 was 6.9%. With the aim 
of extending access to medium - and long-term in-
centives to a larger band of the managerial popu-
lation, and promoting a more performance-based 
approach to working, in 2015, the Group designed 
a new program adapted to the various managerial 
responsibilities. The new medium-term incentive 
plan runs alongside the incentive plan based on 
stock options (a benefit provided to 60% of man-
agers in 2014) and will be launched in 2016 via the 
payment of a bonus, within a three-year window. 
The two plans will cover 97% of Gruppo Campari’s 
managers.
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An inclusive working environment

Gruppo Campari recognises the fundamental impor-
tance of human resources – the people employed 
by the Group in every market and country, who all 
have their own personal, cultural and profession-
al characteristics. As stated in article 3 of the Code 
of Ethics, ‘the Group rejects all forms of discrimina-
tion, particularly discrimination by race, gender, age, 
language, nationality, ethnic origin, religion, sexual 
orientation, inheritance, trade union or political af-
filiation and personal or social condition, and is com-
mitted to ensuring equal opportunities at work and in 
career advancement. Discrimination must in no way 
affect the hiring, training, pay, promotion, transfer 
and termination of employment of employees’.

The ability to create an inclusive environment which 
values diversity is considered an important value-add-
ed for a Group whose workers belong to around 60 
different nationalities (50 in 2014). Particular atten-
tion is paid to valuing female talent, especially in the 
last few years, to promote gender diversity at every 
level.

In the last two years, the number of female  
Camparistas holding managerial roles has risen 
from 11% to 16%; the total number of women at 
managerial levels was 27% in 2015 (+1% compared 
with 2014). In 2015, 39% of the Group’s hires were 
female Camparistas; this percentage rises to 67% 
across all functions. 

In view of the strategic importance accorded to di-
versity, defined not only in terms of race, gender, 
religion, ethnic origin and sexual orientation, but 
also in terms of different cultural and personali-
ty-based experiences and thinking, Campari Amer-
ica organised the Women’s Networking event in 
San Francisco in April 2015. Three external speakers 
took part in the event, which was introduced by the 
Group CEO; this gave female Camparistas the op-
portunity to chat to each other about career paths 
and development.

Diversity promotion

Gender

60 Different
nationalities

In 2015 the Camparistas come from: Female Camparistas positions:

Director roles
16%

Managerial roles
27%

Group’s hires
39%

Global Functions hires
67%

Nationality
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Camparistas’ training and personal growth

As stated in the Code of Ethics, training is a key pil-
lar for Gruppo Campari, through which it promotes 
professional development within the various busi-
ness units. In 2015, the Group confirmed its inten-
tion to build its future growth through investment 
in training programs and the provision of attractive 
career paths.

Key professional development training continued 
to be provided to Camparistas in 2015 through the 
training program Campari Way of People Man-
agement. The new edition is now delivered in an 
interactive format following the creation of a plat-
form called Campus. A fully automated e-learning 
course called Product Knowledge Training is also 
being developed and will be available in 2016 in 
various languages. 

Delivery of Lead to Succeed, which is part of the 
suite of global training programs to enhance pro-
fessional and personal skills and was launched in 
2014, continued in 2015. 

With the involvement of 42 participants from busi-
ness units all over the world and 25 managers from 
the first edition, this course aims to train the man-
agers of the future. In a positive trend, 58% of va-
cant management positions were filled by promot-
ing internal staff in 2015; this percentage reached 
76% for senior management roles, a slight increase 
on the previous year (73%).

In 2015, the training program provided by the Mar-
keting Academy, which is aimed at enhancing the 
competencies of Camparistas, was being revised 
ahead of its relaunch in 2016. The program, which 
is for Camparistas in marketing functions, offers 
specific courses run by in-house professionals with 
the assistance of external lecturers. The same phi-
losophy underpins the Finance Academy, a training 
program organised in two 40-hour modules, which 
was launched in 2015. This program, which aims to 
raise awareness of and strengthen the Group’s fi-
nancial culture, has been provided to staff from all 
business units. 

Training programs

Campari 
Way of People 
Management

Campari
Lead to Succeed

Financial 
Academy

Marketing
Academy
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Many local training programs developed to meet 
specific training needs in the various countries 
were also launched in 2015. 

In training Camparistas, particular attention is paid 
to developing a common culture in the strategic 
areas of quality, health, safety and environment. 
Specific training courses delivered by in-house pro-
fessionals and/or with the assistance of external 
specialists break down as follows in 2015: 10,167 
hours of training relating to quality and food safe-
ty were provided, along with 19,833 hours on the 
health and safety of workers and 1,621 hours on 
environmental protection, totalling 31,621 QHSE 

training hours, an increase of +30% on 2014. The 
QHSE training hours target for 2016 was confirmed 
as 6 hours per Camparista. Of the subjects cov-
ered, particularly important training courses in-
clude those on IT applications, such as Interspec 
Reporting and FootPrints, in various offices around 
the world (e.g. San Francisco, Barcelona, Kingston 
and Shanghai); the Lean Six Sigma training in Ja-
maica and Derrimut, Australia; a course for all  
Camparistas on various environmental aspects at 
the Crodo facility and one on LCA (Life Cycle Assess-
ment) methodology at the headquarters, Canale 
d’Alba and Novi Ligure sites.

Training programs

31,621
QHSE training hours

1,62119,833
Hours on environmental

protection
Hours on health 
and safety

compared to 2014

Lean Six Sigma 
Jamaica
Australia (Derrimut)

10,167
Hours on quality and

food safety

LCA (Life Cycle Assessment)
Italy

(Headquarter,
Canale d’Alba, Novi Ligure)

+30%
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Camparistas’ involvement in the environment, well-being and social activities

Gruppo Campari is committed to providing  
Camparistas with the means to make increasingly 
well-informed decisions that respect the environ-
ment and people, in both their professional and 
personal lives. Eco Campari is an environmental 
awareness program. Originally created in Brazil, it 
now has a global reach, with customised approach-
es based on the specific features of the Group’s var-
ious affiliates. Education on virtuous behaviour that 
can reduce environmental impact relates as much 
to internal work as to activity outside the working 
environment. In 2015, this initiative was extended 
to the US, Argentina, Peru, Canada and Russia, in 
addition to the 13 countries in which the project 
was already active. 

In 2015, Campari America, Canada and the UK de-
veloped a number of eco-friendly practices in line 
with the philosophy of Eco Campari. These include: 
containers and bags suitable for differentiated 
waste collection in each area of the office, refresh-
ment areas with energy-saving electrical appliances 
and biodegradable plastic crockery, the installation 
of water fountains, stationery made from recycled 
materials, choosing local and eco-sustainable sup-
pliers, eco-friendly office cleaning products, a shut-
tle service and bicycle areas to encourage green 
transport, posters with messages about saving wa-
ter and paper in communal areas, and cloth shop-
ping bags.

The IT department at Campari America has config-
ured all electronic devices to energy-saving mode 
and, with an eye to the end-of-life treatment of 
the resources connected with such devices, has en-
gaged the company Green Citizen to recover such 
materials (in 2015, 1,871 kg of electronic waste was 
recycled). Campari America and a group of volun-
teers took part in an exhibition, organised in con-
junction with Garden for Environment, on an acre 
of urban garden used for such purposes in the Sun-
set district of San Francisco. The volunteers were 
taken on a tour of eight ‘exhibition’ garden areas 

with orchards, composting systems and organic 
crop systems, all designed to show the benefits of 
a sustainable food system, promoted through the 
choice of local suppliers. Campari do Brasil tradi-
tional awareness of environmental issues is evi-
dent in its Happy Day Campari project: a day that 
provided an opportunity for 63 of the Camparistas’ 
children to explore their parents’ working environ-
ment. During the day, there were educational ac-
tivities on environmental sustainability, including a 
treasure hunt for scarce water supplies, and short 
information films.

to raise
awareness

of environmental
issues among
Camparistas

WORK
SATISFACTION

CONFIDENCE
IN THE FUTURE

FEELING
OF BELONGING

ADHERENCE
TO KEY VALUES

INTEREST IN
SUSTAINABILITY

5.5

5.5

5.5

5.5

5.1

of the positions vacant 
for senior management 
roles or higher were 
filled by promoting 
internal staff

73% 

OUR PEOPLE
THE CAMPARISTAS

hours of QHSE
training

25,228

5.5%
food safety and quality

71.0%
worker health and safety

23.5%
environment protection

2014
Sustainable Campari
project steps

5 countries
will benefit
from funds

RUS

ARG

BRA

MEX
JAM

organisation funded
various activities totalling

€ 288,000

Italy
97%

eligible
applications

approved

Others
80%

90%
Group’s survey

participation rate

Group employs
approximately
4,000 people

DATA
ANALYSED

RESULTS ( scale 1-7 )

6.6%
of people who voluntarily
left the company in 2014

the Group had set a target that
average turnover should not exceed 7%

Creation
of a dedicated 

team to coordinate
the Sustainable
Campari global

development

5
key areas

Our
people

Responsible
marketing

and practices

QHSEResponsible
Sourcing

Community
Involvement

Internal
Stakeholders

CEO

Marketing Academy

Finance Academy

Training courses

Passion for Learning

Campari Way of
People management

Lead to Succeed
Launch of

IN 13
COUNTRIES

Camparistas are the truest ambassadors of Gruppo Campari 
around the world, and with their proactive attitude,
help the company to embrace the opportunities
and challenges presented by the market
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Campari also participates in the US program Take 
your Daughters & Sons to Work Day. The program 
introduces children to the world of work and en-
courages young people to create career paths that 
are opportunity-driven and geared towards suc-
cess. In the 2015 edition, young people interested 
in technology gained experience of using innova-
tion, assisted by Camparistas in various functions 
(IT, innovation, finance and marketing), to create 
product labels, marketing and publicity materi-
al and price and profitability scenarios, as well as 
watch their parents at work. In 2015, the Group 
produced its first video on Sustainable Campari as 
a way of informing all Camparistas of the objec-
tives and content of the sustainability project and 
to encourage daily behaviour in keeping with it. 
New videos focusing simply and effectively on spe-
cific aspects of the global project will be released in 
2016. These will be available on both the corporate 
intranet and the Group’s website. Campari posters 
with direct messages about sustainability, encour-
aging Camparistas to adopt sustainable behaviour, 
will be displayed in dedicated areas of the office. 

One of the subjects covered in the posters is the 
Eco Campari Smart Printing project: this encourag-
es ways of printing that use less paper and other 
resources, and sets out the benefits that can be 

obtained in terms of lower costs and a reduced 
environmental impact. Following implementation, 
in 2015, of this project at the headquarters (Sesto 
San Giovanni) and three production facilities (Can-
ale D’Alba, Crodo and Novi Ligure) in Italy, print-
ing was reduced by over 85,700 sheets of paper; 
this equates to cost savings of more than € 6,200 
and, in environmental terms, is equivalent to eight 
trees, over 12,500 litres of water and 3,400 kg of 
CO2 emissions. 

In the US, for the third year, Gruppo Campari de-
veloped a project to improve the well-being of 
Camparistas. During the year, a Health Squad was 
organised by a group of Camparista volunteers, 
who, in addition to their daily work, helped to 
make Gruppo Campari a better workplace. In 2015, 
a Health Fair was organised, offering Camparistas 
the opportunity to make contact with experts in 
the field of psychological and physical well-being. 
Camparistas in the US compete in teams in Walk-
tober, a challenge of walking 10,000 steps a day for 
a month to combat deforestation. A step-counting 
device is issued to all participants, who can track 
their performance with an app and via a social net-
work website, where they can interact and chat 
with each other.
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Campari Foundation

The Campari Foundation was created in 1957 with 
the aim of promoting and implementing social sol-
idarity projects for current and retired Camparistas 
and their families. The Group’s international growth 
has accompanied and influenced the way in which 
the foundation has developed: from its original role 
of supporting Camparistas and their families in It-
aly, it followed the corporate expansion path and 
in 2013 broadened its scope to include other coun-
tries.

In 2015, as in the previous year, Jamaica and Argen-
tina received funds to be used for the promotion of 
training and support programs. A further grant (€ 
70,000) was also approved by the Campari Foun-
dation in 2015 for J. Wray & Nephew Foundation. 
In 2015, J. Wray & Nephew Foundation subsidised 
a number of educational initiatives through schol-
arships, which were taken up by 93 of the Cam-
paristas’ children (69 high-school students and 24 
university students); another 13 scholarships were 
awarded to Camparistas. 

Argentina, following on from Jamaica, promoted 
two training and support programs; the funds for 
these programs (€ 30,000) will be recognised in 
2016 to create a local foundation.

In 2015, the foundation received 74 applications 
for grants that complied with the Articles of As-
sociation and the Regulation. All the applications, 
which had come from Italy, were therefore accept-
ed, resulting in the provision of grants totalling  
€ 171,000. One-off applications relating to particu-
larly difficult situations, received from the US, Mex-
ico and Argentina, were also accepted, resulting in 
the issue of grants totalling € 11,000.

In 2015, an amendment to the Articles of Associ-
ation, approved by the Governing Council, intro-
duced the option for the Foundation to provide 
assistance not only to Camparistas but also to ex-
ternal parties, in particular cases of need or deserv-
ing situations.

1957
The Campari Foundation
was established in Italy 
with the aim of promoting 
social solidarity projects 
for Camparistas 
and their families

2013
The Campari Foundation

broadened its scope
to other countries

The Campari Foundation 
is allocating funds to be used for 
the promotion of training and 
support programs in 5 countries 
(Jamaica, Mexico, Argentina, 
Brazil, Russia)

Since 2014

Jamaica

Mexico

Argentina

2015

Campari Foundation

J. Wray&Nephew Foundation

Scholarships
106

70,000 Italy

171,000

Argentina

30,000

Mexico, USA, Argentina

11,000

Accepts applications
74

Training and support programs
2

For particularly difficult situations
One-off applications

Totalling €

Totalling €

Totalling €

Totalling €

Allocated funds map
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RESPONSIBLE MARKETING AND PRACTICES
Gruppo Campari reiterates its commitment to promoting moderate and  
responsible consumption of its products, which it considers an integral part of 
its corporate social responsibility

The Group is careful not to encourage irresponsi-
ble forms of consumption in its communications. 
It promotes a ‘Mediterranean’ style of consump-
tion, which associates the consumption of alcoholic 
drinks with food and a convivial atmosphere. In the 
last few years, the Group has undertaken to explain 
its messages of responsible drinking more clearly, 
using the numerous channels available to reach its 
consumers (e.g. product packaging and above-the-
line (ATL) and below-the-line (BTL) communication). 

Gruppo Campari is also aware of the primary role 
that the family and the authorities can jointly play 
in educating consumers to drink responsibly.

The Group therefore continues to encourage and 
strengthen cooperation and dialogue with the rel-
evant authorities, by launching initiatives, in con-
junction with national trade associations, to pro-
mote such a culture. 
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Responsible communications

Responsible drinking

of ATL 
advertising 
campaigns 

contain 
a responsible 

drinking message
(RDM)

of BTL 
communications

 contain 
a responsible 

drinking message 
(RDM)

100
%

100
%

“Pregnancy
logo”

The Commercial
Communications

Code

100%The Group confirms its 
commitment to including 
the ‘pregnancy logo’ on
packaging, in order to raise 
awareness of the potential 
risks of drinking alcohol by 
pregnant women

of Camparistas
in marketing, commercial

 and public relations
departments

signed the Code

BTL SocialATL'MEDITERRANEAN' STYLE 

of the Group’s 
and its brands' 

profiles 
on social media 

carry a responsible 
drinking message 

(RDM)

Compared to
99% in 2014

Compared to
97% in 2014

Compared to
95% in 2014

98
%

promotes the enjoyment 
of alcoholic beverages in social 

occasions, always in moderation, 
while discouraging irresponsible 

consumption 

The Commercial Communications Code, which 
was created in 2010, aims to ensure that all the 
Group’s companies adhere to high standards of re-
sponsibility in their communications and the pro-
motion of their products. An internal assessment 
committee (the ‘Committee’) monitors compli-
ance with these voluntary rules. Since 2014, this 
has comprised representatives from the Group’s 
Strategic Marketing, Corporate Legal, Public Af-
fairs & CSR and Communications departments. In 
2015, the Committee reviewed all the communi-
cations campaigns required to be examined pur-
suant to the Code. No complaints from external 
bodies were subsequently received about any of 
these campaigns.

The Group requires all Camparistas in the market-
ing, sales and public relations departments to sign 
the Code of Commercial Communications as a way 
of raising their awareness, and to request compli-
ance with said Code. In 2015, all Camparistas in 
the marketing and public relations departments 
and all of the sales force signed the Code. Also 
in 2015, the obligation to sign and hence comply 
with the Code was extended to the external agen-
cies that support the Group in its marketing ac-
tivities. To date, 15 countries in which the Group 
works with external agencies have requested and 
subscribed to the Code. Moreover, Gruppo Cam-
pari adheres to local self-regulating advertising 
principles in the countries in which it operates. 
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In 2015, Campari Australia adhered to the prin-
ciples of ABAC (‘Alcohol Beverages Advertising 
Code’), a voluntary local code. In 2015, the Group 
continued to publicise messages on the respon-
sible consumption of alcohol. All ATL advertising 
campaigns contained a responsible drinking mes-
sage (RDM) (compared with 99% in 2014). In ad-
dition, 98% of its brands’ profiles on social media 
carried an RDM (compared with 95% last year).

The Group’s attention to responsible communica-
tion therefore also extends to new technology. To 
this end, the Group has developed and circulated 
a set of Global Digital Guidelines to regulate its 
digital presence and activities. The legal age for 
the consumption of alcoholic beverages is verified 

via the Age Affirmation Process at all the Group’s 
sites that promote such beverages. In addition, 
the Group disseminated guidelines in 2015 on the 
further regulation of responsible communication, 
including for social media channels. 

Regulating BTL communication is, of course, more 
complicated due to the significant number of ac-
tivities carried out and the difficulty of including 
messages on some materials. Nevertheless, the 
Group included an RDM in all its BTL communi-
cations in 2015, an improvement on the previ-
ous year’s figure of 97%. The practice of includ-
ing RDMs on promotional gadgets also continued 
in 2015, a commitment that will be carried on in 
2016 to increase the level of coverage. Lastly, in 
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2015, the Group reiterated its commitment to in-
cluding the ‘pregnancy logo’ on all packaging of 
alcoholic beverages sold by the Group, in order to 
raise awareness of the potential risks of drinking 
alcohol by pregnant women.

Also in 2015, the focus on developing responsible 
commercial communications was accompanied by 
specific initiatives implemented by the local affili-
ates.

The ‘Sagatiba Estúpida’ campaign carried out by 
Campari do Brasil Ltda. in 2015 encouraged people 
to think about the risks of drinking alcoholic bev-
erages and driving. Incomplete items (e.g. a tap 
without a basin or stairs leading to a wall) were put 

up in three bars in San Paolo with the message, 
‘drinking and driving would be more stupid’, draw-
ing customers’ attention in an amusing and inno-
vative way to the fact that ‘Sagatiba can be mixed 
with everything but not with driving’. In addition, 
customers who bought drinks mixed with Sagatiba 
received a discount of 15 Brazilian Reals on a taxi 
journey, thanks to the Company’s partnership with 
the Easy Taxi app. 

A video of customers’ reactions to this message was 
subsequently shared on social media. The inclusion 
of the campaign on Facebook achieved excellent re-
sults in terms of involvement, and the promotional 
video attracted 16.5 million impressions from the 
approximately 5.5 million people involved.

20B U I L D I N G  L I F E ST Y L E  B R A N D S  A N D  P EO P L E  W I T H  PAS S I O N



In 2015, Campari America, in collaboration with 
KIIP (an advertising mobile network used by various 
companies to promote their brands), took part in a 
campaign for responsible drinking and safe driving. 
Under this innovative approach to mobile market-
ing, vouchers for free lifts during peak times of alco-
hol consumption were offered to people using LYFT 
(a ridesharing app that puts passengers needing 
a lift in contact with drivers). This gave consumers 
who used this app the opportunity to benefit from a 
transport service that would ensure they got home 
safely at times when they might drink more alcohol.

In 2015, the Group continued to support the ‘I am 
legal’ program in Jamaica. Its aim, which is promot-
ed by the Jamaican beverages industry, is to ensure 
that alcoholic products are only served to people 
who can prove they have reached the legal drink-
ing age. As part of the same program, a group of 
Camparistas took part in numerous promotional 
events to ensure compliance, during these events, 
with the guidelines laid down by the Group and by 
the Marketing Communication Code drawn up by 
JABA (Jamaica Alcohol Beverage Association), the 
association of producers, distributors and sellers of 
alcoholic beverages in Jamaica.
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Responsible serving

Gruppo Campari sees bartenders as the people 
who can most effectively promote correct styles 
and habits of consumption, and are able to focus 
attention on the quality rather than quantity of the 
product. Gruppo Campari therefore created train-
ing courses open to both employees and connois-
seurs.

The Group directly trains a large number of bartend-
ers through the Campari Academies in Sesto San 
Giovanni and Munich. In 2015, these units organised 
160 training days involving 3,090 people, of whom 
2,970 were bartenders. In other countries, however, 
the Group works with external partners to develop 
similar initiatives. The bartenders involved in Gruppo 

Campari’s initiatives are presented with the Respon-
sible Serving Guidelines, a six-point document that 
proposes a service with a particular emphasis on 
responsible consumption. In 2015, this was done in 
16 countries where the Group operates through its 
own subsidiaries (six more than in 2014); most of the 
events sponsored by the Group in these countries 
involved bartenders who adhered to the six points in 
the document. At each event, Campari America dis-
tributes an information document about the event, 
together with the Responsible Serving Guidelines, to 
each bartender. Campari Australia trains bartenders 
on the Responsible Serving Guidelines at each event, 
and requires them to have ‘Responsible Service of 
Alcohol’ certification.

160
Training days 

3,090
People

involved

2,970
Fully trained bartenders

Presentation of the
“Responsible Serving

Guidelines”

Held in 
Sesto San Giovanni 
and Munich

Campari Academy
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Gruppo Campari and trade associations

Gruppo Campari is currently a member of 18 trade 
associations (it has its own distribution network 
in 19 countries), through which it is committed to 
promoting the responsible consumption of alcohol. 
Group managers have key roles in many of these, 
including DISCUS (USA), ABRABE (Brazil), Federvini 
(Italy) and BSI (Germany). Gruppo Campari is also a 
member at European level of spiritsEurope, which 
brings together and represents European spirits 
producers. In December 2015, Campari Schweiz 
A.G., a member of Spirit Suisse, took part in the 
Fake Bills Campaign, an initiative conceived to raise 
consumers’ awareness of the high social cost of 
road accidents, the most frequent cause of which 
is alcohol abuse.

The Don’t Drink and Drive initiative, promoted by 
Campari Russia together with ABC (Alcoholic Bev-
erages Committee), an association that groups pro-

ducers and exporters of alcoholic products in Rus-
sia, had a similar objective. The initiative confirmed 
Gruppo Campari’s focus on the issues of road safe-
ty and responsible drinking, which were conveyed 
through messages on product labels, training in 
driving schools and various engagement activities.

In Italy, Federvini, in partnership with FIPE (the Ital-
ian federation of catering and entertainment estab-
lishments), prepared the pilot project ‘Beremeglio’, 
which is designed to educate bartenders and sector 
operators on how to serve alcoholic drinks correctly. 
Launched in 2015 in the Province of Padua, the 
project will run for six months and is expected to 
involve 600 participants. The results of the project 
will be presented to the Ministry of Health, with a 
view to rolling out the program nationally over the 
next two years.

Trade associations

ABRABE
Brasil

Federvini
Italy

BSI
Germany

DISCUS
USA

spiritsEurope
Europe

Gruppo Campari is a member of 18 trade associations,
among which:
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QUALITY, HEALTH, SAFETY AND 
ENVIRONMENT

Food safety, workers’ well-being and respect for the ecosystem: the cornerstones 
of Gruppo Campari’s production activities

Campari has always considered the food quality 
and safety of its products, the health and safety of 
Camparistas and respect for the environment as 
fundamental factors in its sustainable growth. 

The Global QHSE Policy, issued in 2013 and a key 
element in the development of all QHSE manage-
ment systems and associated activities, will be re-
viewed in 2016 to take into account revisions to the 
international reference standards and the consider-

able progress made by Gruppo Campari since 2013 
in terms of organisation and performance. 

The indicators reported comply with the instruc-
tions contained in the GRI-G4 guidelines, but at 
the moment still do not cover the complete list of 
required parameters. In addition, other indicators 
were developed that are unique to Campari’s sit-
uation.
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QHSE Perimeter

The results reported in this document relate to the 
Sesto San Giovanni headquarters and the Group’s 
production sites; the change in perimeter com-
pared with 2014 is due to the consolidation of all 
QHSE areas at the Derrimut site in Australia. 

However, it is not yet possible to include the Ca-
nadian production facility in Grimsby and certain 
activities relating to the Averna brand. 

In 2015, within this perimeter, one fine was applied 
for non-compliance with current regulations in the 
area of quality, one in the area of environment, and 
none in the area of health and safety. 

Certification and Audit

81%
of bottles are produced 
at sites certified with:

ISO 22000
BRC
IFS
FSSC 22000
WQA 84%

of bottles are produced 
at sites certified with:

 ISO 14001

76%
of bottles are produced 

at sites certified with:

OHSAS 18001

184
audits internal certification by supervisory

authorities
clients insurance

companies

45% 30% 16% 2% 7%

Audit:

FOOD SAFETY

HEALTH & SAFETY 

ENVIRONMENT
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Certification

The triple certification process in line with ISO 
22000 (food safety), OHSAS 18001 (health and 
safety of work environments) and ISO 14001 (envi-
ronment) standards, which involves all the Group’s 
production sites, continued in 2015 according to 
schedule. 

The list of plants already certified now includes 
the production plant of Volos in Greece as regards 
the issues of health, safety and the environment; 
the production unit in Rothes, Scotland, which ob-
tained the three certifications by creating integrat-
ed management systems; the Crodo production 
unit in Italy, which maintained BRC certification by 
aligning the management system to version 7 of 
the standard; and the production unit in Lawrence-
burg, Kentucky, which extended the scope of the 
current integrated certification to include bottling 
activities.

In 2016, the Group will also launch a process of 
aligning current management systems to the 
new revised certification standards adopted (ISO 
9001:2015, ISO 14001:2015, BRC Issue 7,2015). 
Following the new certifications obtained, the per-
centage of bottles produced in certified production 
units relative to product volumes produced at the 

Group’s sites was as follows in 2015: 81% of bot-
tles were produced on sites with ISO 22000, BRC, 
IFS, FSSC 22000 and WQA (Woolworths Quality As-
sured) certification, 76% of bottles were produced 
on sites with OHSAS 18001 certification and 84% 
of bottles were produced on sites with ISO 14001 
certification. A comparison of these figures with 
those for 2014 was affected by a different balance 
between sites’ production volumes. 

In 2015, Gruppo Campari sites were also subject 
to several audits and operational control activi-
ties. Overall, there were 184 site audits, double the 
number compared with the previous year, which 
break down as follows: internal audits 45%, certi-
fication audits 30%, audits by supervisory author-
ities 16%, customer audits 2% and insurance com-
pany audits 7%. 

The cross-country audit launched in 2014 contin-
ued in 2015 and involved Camparistas from differ-
ent sites in conducting internal audits, with a view 
to promoting synergies and sharing best practices 
among the various production units. For example, 
a team from Rothes in Scotland took part in the in-
ternal audit at Canale d’Alba in Italy, while the team 
from Volos in Greece took part in the Rothes audit. 
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Management systems 

A section of Gruppo Campari’s intranet is dedicat-
ed to QHSE issues; the issues covered are accessi-
ble to all Camparistas. The section also serves as a 
place to exchange best practices and ideas and to 
ask questions, thereby promoting internal dialogue 
and the sharing of information.

The QHSE function responsibilities also include the 
Lean Six Sigma project, a methodology intended to 
promote continuous improvement in performance. 
The project was launched in Italy in 2011 and ex-
tended to Europe and South America in 2013. In 
2015, the Lean Six Sigma project was launched at 
the Derrimut site in Australia and also included or-
ganisational functions external to the supply chain. 
Meanwhile, in Jamaica, the project was completed 
with the integration of the teams from the Apple-
ton (St. Elizabeth) and New Yarmouth (Clarendon) 
distilleries. In early 2016, the training project will 
be extended to the sites in North America (Law-
renceburg in Kentucky and Arandas in Mexico). 

The Group’s data collection activities are supported 
by a number of specific IT tools developed at global 
level. 

In 2015, the Group continued applying and imple-
menting the main tools mentioned in the 2014 re-
port, which included in particular:

Siemens SIMATIC IT Interspec; Interspec Reporting
Documents Maker; Interspec Reporting Bill of 
Materials
FootPrints Quality Ticketing System 
SIMATIC IT Unilab.

In 2015, Campari finalised the adoption and config-
uration of Enablon, a web-based system for the col-
lection (approximately  2,000 KPIs relating to QHSE 
issues), management (double verification procedure 
through quarterly campaigns), consolidation (at site, 
country, regional and global levels) and analysis of 
data (half-yearly and annual reports with relative 
trend analysis). From 2016, the use of this platform 
will improve the accuracy and usability of information, 
thereby supporting more targeted and effective per-
formance improvement plans.

Food quality and safety 

The product quality index is measured indirectly 
by assessing market complaints, which are catego-
rised as critical,  major or minor according to their 
severity. 

The product defect index is calculated in ppm (parts 
per million) in relation to the number of bottles 
produced annually. 

Although the total number of complaints rose in 
2015, the product defect index was 54 ppm, a de-
crease of -73% compared with the performance in 
2014. This result is due to a significant reduction 
in defects following the corrective measures intro-
duced through effective improvement plans. 
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Health and safety of Camparistas 

In 2015, Campari reported 57 accidents involving 
absence from work and another 122 events with 
no absence from work. The injury frequency rate, 
which is calculated on the basis of 179 accidents 
and therefore takes into account events without 
absence from work, stood at 35.56 (number of ac-
cidents per million hours worked), an increase over 
2014. This was mainly the result of employees’ 
continuing and increased awareness in reporting 
events with no absence from work, which consti-
tute 68% of total accidents reported. Twenty-four 
events affected external staff (contractors, suppli-
ers) and visitors at Campari production sites. 

Unfortunately, although Gruppo Campari invests in 
a safety culture, there was a fatality at the Arandas 
plant in Mexico in 2015, due to the inadequate use 
of  personal protective equipment by a contractor 
when conducting activities at height. Corrective 
measures were quickly put in place, in accordance 
with the Group’s constant commitment to apply, 
promote and check that Camparistas and third par-
ties comply with regulations. 

In Jamaica, a tender contracts management pro-
gram was developed at the Kingston plant. This 
provides for formal agreements, specific training 
and audits to ensure that QHSE best practices are 
complied with, including by suppliers. The Group 
has adopted an innovative approach to educating 
and monitoring service suppliers, in order to raise 
their awareness of safety obligations and reduce 
workplace accidents. Contractors are required to 
sign a QHSE agreement that details the conduct re-
quired of them, taking into account environmental 
management, workplace safety practices and food 
safety; the program also requires the employees 
of contractor companies to comply with the provi-
sions of the document.

The main types of accident that occurred in 2015 
included: bumping into fixed or moving objects 
(20%); slips and falls on the same level (13%) and 
incorrect movements or positions of Camparistas 
(6%). In 2015, 718 days were lost due to accidents, 
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which corresponds to an injury severity rate of 0.14 
(accident days per thousand hours worked). Overall, 
this is a slight improvement on 2014, thanks to the 
positive performance of the South America area. One 
hundred and sixty days were lost due to accidents ex-
perienced by external staff while working at Campari’s 
production sites.

There was a significant incidence of near misses. In 
order to identify hazardous situations before an acci-
dent occurs, Camparistas have been trained and en-
couraged to report situations that are unsafe for their 
health and safety and for the protection of the envi-
ronment. In 2015, 49 near misses were reported by 
Camparistas; this figure rises to 59 if reports made by 
contractors, suppliers and visitors are also included. It 
is essential to analyse these events to determine pre-
vention and protection measures to preclude their 
occurrence. Six percent of Camparistas participate in 
health and safety committees at various production 
sites. This figure, which is a significant increase on the 
3% registered in 2014, is partly the result of activities 
to raise awareness and engagement.

Safety Cards is a multi-functional inspection pro-
gram launched at the Kingston plant to raise aware-
ness of safety at work and improve compliance with 
regulations through a distinct industry culture. The 
actions implemented included training staff and 
new employees, weekly departmental meetings to 
share safety performance and corrective and pre-
ventive measures, better signage, technical con-
trols and a work permit system; the latter will be 
introduced in 2016. The objective is to reduce acci-
dents to zero.

The Right Size program, developed in the Suape 
plant in Brazil, is intended to raise awareness 
among and motivate Camparistas on the issues 
of food and well-being, promoting the adoption 
of healthy habits through medical and nutritional 
guidelines, monthly checks and monitoring, moti-
vational courses and physical activity programs, in 
order to reduce the prevalence of overweight and 
hypertension. 
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Environment

In 2015, the Group focused on reporting specific in-
dicators related to certain macro areas: energy and 
water usage, discharges and waste produced, and 
materials used for packaging. 

Two percent of Campari workers voluntarily partic-
ipate in the environmental committees at the vari-
ous production sites. 

The PREFER-Product Environmental Footprint En-
hanced by Regions project is a new initiative to 
achieve a better understanding of the relationship 
between Campari’s production and logistics activi-
ties and the environment. Co-financed by the Euro-
pean Commission through the Life Plus program(1) 

and coordinated by the Institute of Management of 
the Sant’Anna School of Advanced Studies, it aims 
to test a new European methodology for assessing 
the environmental footprint of products and servic-
es (PEF-Product Environmental Footprint) based on 
a life-cycle assessment (LCA). 

In partnership with Consorzio dell’Asti, the plants of 
Novi Ligure and Canale d’Alba analysed the envi-
ronmental footprint resulting from the production 
of Asti sparkling wine (Cinzano, Riccadonna and 
Mondoro) from ‘the cradle to the grave’; it also in-
cluded, thanks to the valuable support of other 
company functions such as Purchasing, Logistics 
and Sales, an analysis of their suppliers and the 
phases of product distribution and use. The study, 
which can be replicated for other products in the 
future, will enable the Group to identify policy areas 
and specific objectives with a view to continuous 
improvement of its environmental performance.

(1) The Life Plus program is an EU’s financing instrument for the environment. 
The general aim of the Life Plus program is to contribute to the implemen-
tation, updating and development of environmental legislation and policy 
through pilot or demonstrational projects with an added European value.
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Energy 

Total energy consumption in 2015 was 2,623,780 
GJ (gigajoules). Total energy consumption can also 
be expressed as the quantity of energy used, equiv-
alent to 4.11 MJ (megajoules) per bottle. 

Energy indicators for 2015 improved significantly 
compared with 2014 and fully met the 2015 target 
of reducing energy consumption by 2%. 

Energy consumption relating to the production of 
spirits alone, came in at 0.4 MJ per bottle produced 
in 2015, confirming the steady performance of 
measures to optimise energy use in this area in the 
recent past.

Energy consumption

2,623,780 GJ 

Total energy consumption
in 2015 

-2%
Fully met the 2015 target 

of reducing energy 
consumption by 2%

per bottle
4.11 MJ 
equivalent to

Target
accomplished
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Water is one of the resources most used by Gruppo 
Campari, both as an ingredient and in agricultural 
and industrial production. In 2015, the Group used 
24,215,000 cubic metres of water, over 80% of which 
for irrigation and distillation. 

In Jamaica, the Group owns 5,000 hectares of sugar 
cane plantations, the irrigation of which has a signifi-
cant impact on water consumption. 

Water 

In 2015, water consumption was 38 litres per bottle 
on average, and 2.4 litres per bottle for spirits plants 
alone. In 2015, 40% of total water volumes came 
from river water; 50% of the water consumed came 
from groundwater through licensed wells; 5% of the 
total came from municipal water systems. The re-
maining supplies comprise water from lakes and la-
goons and water supplied through tanks.

Water consumption

24,215,000 m3

Water consumption in 2015

from
licensed

wells

from
river waters

from
municipal
water systems

from lakes
and lagoons

50%

40%

5%

5%

38 litres

Average water consumption per bottle

 80% 
of total water used

for irrigation and distillation

(2.4 litres
for the sole

spirits plants)
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In 2015, water discharges relating to Campari’s pro-
duction activities totalled 4,182,000 cubic metres, 
of which 41% was waste water from production 
processes and water used to wash machines and 
equipment. Water consumption in spirit produc-
tion sites in 2015 recorded average discharges of 
1.2 litres per bottle produced. The total value of 
waste water per bottle relating to process water 
alone, for all types of production plant, averaged 
2.9 litres per bottle produced.

Approximately 2,900 waste water samples were 
taken for analysis in 2015 (more than double the 
number for 2013 and 2014), which highlights Cam-
pari’s continuous and growing focus on this impor-
tant environmental aspect. Solid waste production 
is another indicator monitored by the Group, and 
its management is very important to sustainable 
development. 

Water discharge and waste

Again in 2015, almost all the waste produced 
(more than 99%) was classified as non-hazard-
ous: this was mainly packaging waste, specifical-
ly paper, cardboard, plastic and glass, which in 
most production sites are completely sent to re-
covery.

With a view to constantly improving the environ-
mental performance of its production activities, 
Gruppo Campari plants carried out numerous ac-
tivities in 2015, which will continue in 2016, to 
boost efficiency in energy and water consump-
tion and waste production. These included the 
introduction of a natural lighting system at the 
Sorocaba plant, the installation of oxygen satura-
tion meters at the Suape wastewater treatment 
plant, the installation of a more energy-efficient 
evaporation tower with a lower environmental 
impact at Arandas. 

33B U I L D I N G  L I F E ST Y L E  B R A N D S  A N D  P EO P L E  W I T H  PAS S I O N



The National Solid Waste Policy in Brazil – which 
was introduced in 2010 and extends the producer’s 
responsibility to the packaging waste from its prod-
ucts – has encouraged Campari do Brasil Ltda. to 
support environmental projects, in partnership with 
ABRABE (Brazilian Association of Beverages).  
In 2015, Campari do Brasil Ltda. started to work 
with the CARATES cooperative association, which 
collects, selects and sells recycled materials (ap-
proximately 200 tonnes a month) in the city of Soro-
caba, where the Group has a plant. 

Campari do Brasil Ltda. supported the cooperative 
by organising training activities for cooperative 
staff, with a view to boosting their motivation, and 
by donating equipment and materials to support 
operations (bags, notebooks, printers); its total in-
vestment was € 33,500.

In 2015, Gruppo Campari registered a number of 
environmental incidents in Jamaica relating to 
small accidental spills, which were promptly dealt 
with. Investigations were conducted to identify the 
causes of such events, and an action plan on the 
treatment processes of discharges aimed at resolv-
ing the dispute has been put in place. Among these 
actions it shall be noted the implementation, in the 
Appleton distillery, of an integrated real-time mon-
itoring system of the operating parameters.
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Supply chain management is a significant focus for 
ensuring the sustainability of the Company’s activi-
ties as it has an impact both upstream – on workers, 
the community and the ecosystem in which suppli-
ers operate – and downstream on the quality of 
products offered to consumers.

Gruppo Campari’s responsible approach to busi-
ness is therefore shown in the commitment it 
makes to managing the impact of its supply chain. 
To meet the challenge of ensuring a sustainable and 
secure supply chain in the long term, the Group has 
a continuing commitment to managing and opti-

RESPONSIBLE SOURCING
The best suppliers and a careful management of the supply chain, to offer the 
best products to our consumers

mising the process at a global level so that it can 
create value for local economies. 

The Global Procurement department manages 
1,216 suppliers. Based in the five main geographi-
cal regions (Italy, Europe, North America, South 
America, APAC), they provide the raw materials and 
expertise that ensure the success of the Group’s 
brands. Gruppo Campari has its own Supplier Code 
(issued in 2012), whose objectives include sharing 
the sustainability and ethical principles adopted by 
the Group. The Code has been shared with the var-
ious suppliers that the Group uses and, in 2015, 
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was subscribed to by 88% of the suppliers of raw 
materials, packaging and POS materials operating 
in the five geographical areas, mentioned above, in 
which the supply chain is managed. This is a signifi-
cant increase on the figure for 2014 (based on the 
same geographical perimeter, 72% of the suppliers 
involved had subscribed to the Code), although 
slightly lower than the stated objective of 90% for 
2015.

In addition, the Group invites subscribers to the 
Supplier Code to complete a self-assessment form 
that asks for evidence of their compliance with the 
sustainability parameters adopted by the Group. 

An example of the supply chain’s 360-degree focus on 
sustainability was provided by Mexico, a country with 
a tradition of growing agave plants, from which  

tequila is made. Campari revolutionised its supply 
chain in Mexico, terminating relationships with its 
traditional suppliers and signing contracts with seven 
local agave growers, with a view to building loyalty in 
the medium term. This procurement model, which is 
adapted to Campari’s needs and strategies, meets its 
requirements by estimating volumes based on mar-
ket forecasts rather than take and pay. 

The agreement sets purchase prices for raw materials 
that are slightly above the market average, with 
greater stability in the volumes requested; in return, 
farmers undertake to guarantee product quality and 
faster delivery times. The medium - to long-term rela-
tionship created by this agreement enables the Group 
to schedule technical and financial support for the 
farmers, ensuring benefits and improvements that 
create value for the company, the suppliers and, indi-
rectly, for the local community.

Responsible sourcing

North America

South America

APAC

Europe

Italy

Campari Supplier
 Code

Issued in 2012. 
Its objectives include

the sustainability 
and ethical principles 

adopted 
by the Group

88
%

Percentage of subscription
among suppliers of raw
materials, packaging and 
POS materials 

72
%

2015 2014

1,216
Campari suppliers, 

based in five 
geographical regions, 

managed by 
The Global Procurement 

department
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In all countries in which it operates through its own 
organisation, Gruppo Campari has always ap-
proached local community entities in order to con-
tribute to the social development of the area and 
generate a positive impact over the long term. In 
Italy, for example, it reconfirmed its objective of 
supporting and enhancing the historic and artistic 
heritage related to Gruppo Campari. In Jamaica, 
the Group focuses on supporting the social well-be-
ing and health of the local population, while in the 
US, its focus is on supporting the local community. 
In 2015, Gruppo Campari invested € 268,000 in the 
management of charity projects to meet specific 

COMMUNITY INVOLVEMENT
Gruppo Campari is committed to promoting excellence, entrepreneurship 
and equal opportunities in the communities in which it operates

local needs. Examples of some of the most notable 
initiatives are reported below.

As noted in 2014, one of the biggest initiatives fi-
nanced by the Group in Italy is Galleria Campari, a 
display space housing some of the Company’s ar-
tistic and cultural heritage, to which entry is free 
and open to all. In 2015, it attracted more than 
10,000 visitors, including approximately 2,500 Ital-
ian and international students, in part through the 
numerous events it organises. Some of these were 
under the umbrella of national and international 
initiatives, including European Heritage Days, Mu-
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seum Nights and the Business Culture Week.  
Galleria Campari is part of the Museimpresa cir-
cuit. In 2015, through its partnership with prestig-
ious art galleries, the Group continued the Cam-
pari Wall initiative, a wall devoted to the temporary 
display of works by leading contemporary artists. 
Works of three artists were exhibited in 2015. 

Through the loan of artworks from its collection, 
Galleria Campari also took part in important exhi-
bitions in international museums. These included:

the Triennale Design Museum in Milan, which 
held the important ‘Arts and Foods’ exhibition 
during Expo 2015 in Pavilion Zero, the only pavil-
ion outside the Rho-Pero exhibition area;
the Max Museum in Chiasso (Switzerland), which 
staged ‘Aperitif Graphics’, an exhibition dedicat-
ed to adverts for historic aperitifs. 

Furthermore, 2015 saw the production and organ-
isation of ‘The colours of red’ exhibition, which 
was very well received by the public. This exciting 
vision of all aspects of the colour red had five dif-
ferent themed sections. Taking visitors on a jour-
ney through all the senses, it started with Campari 
red, reflecting on the universe of ‘reds’ that have 
marked the cultures of the world. The exhibition 
included iconic design items from prestigious de-
signers and Italian-made brands, visual and sound 
installations and experiences in scents and tastes. 
Finally, Galleria Campari took part in an important 
exhibition organised by Museimpresa, ‘The great 
game of industry’, which focused on Italian excel-
lence, as represented by the 50 members of the 
association.

A successful event in the US since its first edition in 
2013, Negroni week was held again in 2015; part-
nered once more by IMBIBE magazine, it had an 
international focus for the first time, with more 
than 3,500 bars, restaurants and retailers in 44 
countries involved. The initiative, which took place 
in June, was held to celebrate one of the most im-
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Community Involvement

Exhibition area
Free entry
Hosting some of the Company's artistic and cultural heritage

10,000 visitors, including 2,500

Galleria Campari

Sesto San Giovanni, Italy

3,500 bars, restaurants and retailers
44 countries

321,635 USD raised

Allocated to 1,714 charities

Negroni Week

Jamaica Corporate Run

USA - first edition in 2013

5-kilometre fundraising race

260 Camparistas participated

Jamaica

Initiative launched to encourage blood donation

130 bags of blood donated to Jamaica's Blood Bank

Jamaica

Blood Donation

€ 268,000
invested in

charity projects

students

portant cocktails in the world, mobilising traders 
and fans in order to raise funds for a variety of local 
associations. For every Negroni sold, participating 
bars donated one dollar to charities; the high num-
ber of operators participating meant that the event 
raised USD 321,635 for 1,714 charities in 2015. 
Grand Banks in New York, the top fundraiser, fi-
nanced The Maritime Foundation, a non-profit or-
ganisation which aims to protect maritime heritage. 
Campari America provided this organisation with 
additional support with a donation of USD 10,000. 

Forty Creek Distillery Ltd. decided to contribute 
the funds it raised to McNally House Charity, a 
nursing home providing free, continuous assis-
tance to people suffering from terminal illnesses. 

Social media was an integral part of the media 
campaign, with 159 million impressions and 
24,712 conversations on Twitter in participating 
countries. In December 2015, Forty Creek Distillery 
Ltd. organised a collection of basic goods, such as 
food products, clothing and toys, to be donated to 
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the Grimsby Benevolent Fund, which is active in 
social solidarity projects. 

In Jamaica, more than 260 Camparistas took part, 
together with employees of other companies, in 
the 2015 edition of Jamaica’s Corporate Run, a 
five-kilometre fundraising race. More than 26 mil-
lion Jamaican dollars were raised for Jamaica Kid-
ney Kids Foundation and Cornwall Regional Hos-
pital Neo Natal Unit. Furthermore, on the occasion 
of the 190th anniversary of J. Wray&Nephew, the 

Blood Donation initiative was launched to encour-
age Camparistas to give blood and thereby in-
crease the resources of Jamaica’s Blood Bank; the 
response was very positive, with 130 bags of blood 
donated.
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“Gruppo Campari is committed 
to promoting excellence,

entrepreneurship and equal opportunities
in the communities in which it operates”



@GruppoCampari

www.camparigroup.com/en/sustainability/sustainable-campari

csr@campari.com
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