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Contents of the Good Practice D ocument

Thispublication is an i nt egptakelof Qorparate Socfal Respoasibdity udy 6
(CSR) by S malland Medium -sized E nterprises (SMEs) and Start -upsd The objective of the

study was to map, assess and report on current levels of take -up of CSR codes of conduct

and internal action plans for CSR and sustainability within European SMEs and start -ups,
paying particular attention to variations between Member States, regions of Europe and

specific sectors of the economy

This document presentsa  collection  of good practices , which includes 30 cases of SMEs
and start -ups that have successfully designed and implemented CSR and sustainability -
related activities. These good practices were identified by screening existing sustainable

business models and activitie s (via survey responses, expert recommendations, awards

and certificates obtained by the SME, etc.). The portfolio of the selected good practices

presents illustrative examples of relevant and replicable dimensions of CSR and
sustainability activities of S MEs.

A Synthesis report can be found at the end of the Good practice document, summarizing
the lessons learnt from the good practices.

Structure of case studies

The good practices are presented in a form of 30 case studies, each 3 -4 pages in length.
More specifically, the case studies include:

1 Background information. This includes contextual information about the country,
region and/or economic sector that the company operates in, as well as the
character istics of the SME (its history, size, busine ss model and sources of income)
1 Description of the good practices. This includes CSR and su stainability -related
activities, the reasoning and motivation for introducing them, their implementation
process, and their speci fic i mpacts (benefits I|inked to t
broader society). It also includes information about the resources nee ded to
develop them, as well as public support received ( e.g. financial support t o
implement a specific project)
1 Barriers and opportunities for engaging in CSR and sustainability

practices . This includes barriers and challenges that the SME is facing ( eg.
regulatory, financial, market -related, induced by the COVID -19 pand emic), as well
as opportunities,  plans for future growth and further engag ement in CSR and
sustainability

1 Key takeaways. This includes a short conclusion o n lessons learnt, broader
impli cations and the replicability of each good practice.

CSR action areas

At the beginning of each case study, there are icons representing the covered CSR action

areas. The categorisation of each activity area is largely based on the ISO 26000 Guidance
Stan dard on Social Responsibility. An adapted version of this standard was used within the

context of this study because it was the most applicable within the context of SMEs.
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Table 1. Description of icons depicting different CSR action areas

. What is this action area . What is this action area
Action area Action area
about? about?

Fair treatment of all workers,
decent employment

conditions and engagement in
social dialogue. Human rights

Respectful treatment of all
individuals at the workplace

Decent work and across the supply chains.

Providing customers with .

accurate and helpful s m£ ,

. . L : Respecting the rule of law
information, minimizing risks Ea : P g .

e aea when dealing with other
products, providing support Business s;tj;p;::; down or up the
services and recall (U '

procedures .

Reducing environmental risk, &

bearing the cost of pollution, —

not harming the local & & & ethical business management
ecosystems and, if possible, Organisational that takes into consideration
improving air, water, and soil governance stakeholder interests.
conditions .

Accountable, transparent,

Positive business contribution
ranging from the local the companyds eff
Community community to the wider reporting on its specific social
involvement international society. and/or environmental impacts.

Publishing information about

sharing

Source: Visionary Analytics, based on ISO 26000 Guidance Standard on Social Responsibility.

The absence of an icon representing a specific activity area does not necessarily mean that
the company is not engaged in any activities . Rather, i t means that the companyos
practices in that area are not described or are not central to the case study.

Scope of the good practices

The good practices presented in this document try to capture the diversity and the scale
of matur ity of SMEs in terms of CSR and sustainability. It covers companies from across 8
different economic sectors and 17 European countries (see below).
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Table 2. Sectoral coverage

Economic sector Description

Agricultural activities, manufacture of food products and

Agro -f
gro -food beverages
Manufacture of textiles, wearing apparel and footwear
Textile and garment (including fashion brands that outsource their production
activities)
Land transport companies that have their own fleet; start -ups

LG Lies that offer mobility and logistics solutions

Retail trade Operating brick -and-mortar stores and e -commerce platforms

Development, distribution  and(or) manufacturing  of

Pharmaceuticals . .
pharmaceutical or cosmetic products

. ) Mining, extraction, and exploration activities; mining support
Mining and quarrying service activities
Accommodation, food and beverage service activities, travel

Tourism and hospitality agencies

Financial service activities, such as pension funding, asset
Banking, finance and insurance management; financial technology; acceleration platform and
financing ecosystem

Source: Visionary Analytics.

Figure 1. Country coverage

‘-;3 .
Ireland ’

B s
B eus
[ cosve

Spain

h '
A i { % i o
Note: North Macedonia is included in the scope of this study but specific good practices were not identified.

Source: Visionary Analytics.

The companies also vary in size (from 1 employee to 220 employees) and age (some of
themwere established in 2020, while others are over 50 years old). Lastly, the case studies

cover different business models I some can be defined as su  stainable business models
(e.g. start -ups that aim to reduce the amount of CO 2 emissions or transform waste into
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valuable products), while others engage in more traditional activities but consider CSR as
a priority and demonstrate systematic commitment to reduce their negative environmental
impact and contribute to society.

The above -mentioned dimensions (in particu lar, countries, sectors, business models) and
their implications on the uptake of CSR and sustainability are discussed in broader terms
in the Final Report of this study.

The Table 3 below showcases the 30 case studies presented in the Good practice docu ment
with respect to various dimensions and CSR action areas covered. This table may be used

to navigate the document and find the most relevant cases for any interested reader i by
clicking on the name of the company he or she will be redirected to the appropriate case
study.



Table 3. Overview of

Company
name

Reynaldi

NIl E

Marinomed

La
Comunitaria

Econea
Rifuzl
Biovega
Lebensbaum

Le Terre di
Zoe

Chrono
Ekofunai

fair_-finance

La Financiere
de |1 6Echi

Matter

WeBuust

Sano Touring

Page
number

11

16
20
24

28
32
36
41

45

48
52

56

61

65

69

72

Overview of SMEs presented in the Good Practice Document

SMEs presented

Country

DK
AT
ES

Ccz
Sl

HR
DE

RS
RS

AT

FR

DK

FI

RO

in the Good Practice D

Pharmaceutical /
cosmetics

Pharmaceu tical/
cosmetics

Pharmaceu tical

Pharmaceutical /
retail

Retail
Retail
Retail / agro -food
Agro -food

Agro -food

Agro -food
Agro -food
Banking, financial
and insurance
Banking, financial
and insurance
Banking, financial
and insurance
Banking, financial
and insurance
Tourism and
hospitality

Company
size

Medium

Small
Small
Micro

Small
Micro
Medium
Medium

Micro

Micro
Micro

Small

Medium

Small

Micro

Micro

ocument

Decent work

av)

Consumer

W UV U UV U O

issues

Environment

U

W TV U U T

U

Community
involvement

U

Human rights

B

Responsible

business
relations

T U U T

Organisational

governance

Information

Activity areas

sharing



Company
name

Clio Muse
Tours

Mano Guru

Ecoalf
FOONKA
Garlita
Bego Jeans
Hymness

Volvero

Last Mile
Team

ATC Computer

transport &
logistics

BAMA loqgistics

ECterra
Extracthive
Finnish

Network for

Sustainable
Mining

Page
number

76

80

84
89
94
97
100

104

108

111

115

119
122

125

Overview of SMEs presented in the Good Practice Document

Country

GR

LT

ES
PL
LT
TR
DK

PL

DE
FR

Fl

Sector

Tourism and
hospitality
Tourism and
hospitality
Textile
Textile
Textile
Textile
Textile

Transport and
logistics

Transport and
logistics

Transport and
logistics

Transport and
logistics
Mining
Mining

Mining

Company
size

Small

Small

Medium
Small
Medium
Micro
Micro

Small

Micro

Medium

Medium

Micro
Small

Small

Activity areas

Decent work

av)

U

Consumer

issues

Environment

av)

W TV U U U U T

B

Community
involvement

Human rights

Responsible

business
relations

U

B

Organisational

governance

Information

sharing
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Reynaldi  SRL: Italian family business in the cosmetics industry aims
for 360A sustainability

Reynaldi SRL is a medium -sized contract manufacturer based in
Turin that offers formulation, production, and packaging

services of natural cosmetics. The family -run company
perceives sustainability as a strategic objective that is closely
Human rights linked to its  business model. This is realised through various
activities in the key areas of community involvement, the
% environment and labour practices. Not only doe s the company
apply strict quality standards to its products but has also
QHP integrated social goals in their ingredient sourcing process.

Community Recently, it has also undertaken ambitious environmental -
involvement management improvements, seeking to reduce its CO 2
emissions to a minimum.

Decent work

Reynaldi SRL offers a range of third -party
manufacturing services for well -known international

cosmetics brands, as well as local and organic labels.

The companyo6s busi ness model i s

@ Pharmaceutical / production based on pre -specified formulas Tt
o

Italy, Turin

cos metics  industry seeks tq stay one step a head_and offers_ their own
formulation services for developing new lines of

various skin care products, fragrances, and other

cosmetic preparations. Their most recent venture is

a collaboration with a start -up that produces raw

material from apple juice lef t-overs. Reynald i OR&D
o Revenue: ~ 6m EUR Iaborator)_/ is working on c_reatmg a n_ovel formula_for

D@ in 2020 a cosmetics product that includes this raw material.

59 employees

Contract manufacturing makes up approximately
Z Established in 1980 _80% of th_e company_és activities a
involve work on their own pro duct line, Dottoressa
Reynaldi. The highly -innovative and all -natural
product l'ine is named after the ¢
and head of the laboratory, Dr Maria Grazia Reynaldi. She started her business more than
40 years ago and was one of the pioneers of nat ural cosmetics in Italy. Soon, small shops
of Dr Reynal diwdeopgninguugd u alltasross ltaly. Lat er, when Dr Reynal di
and current CEO, Marco Piccolo, joined the business, he realised that further development
of their own brand was no longer feasible in a highly competitive market. Instead of
marketing, the company decided to focus on formulat  ion and production of cosmetics
Today, only two historical shops of Dottoressa Reynaldi 6 s products rieTodni n op
while the larger part oftheco mpanyés activities are based in th
on the outskirts of the city. A shift to business -to-business relations via contract
manufacturing has spurred company growth T while in 2001 Reynaldi had 4 employees,
in 2010 the number increase d to 17 employees, and currently there are 59 employees
working at the company. The annual revenue has more than doubled in the last 5 years.

en
e 7

Dr Reynaldi continues to focus on R&D, while her sons and daughters -in-law run the sales,

production, logistics  and administration of the company. Recently, the third generation of

the family has entered the business I Marcobs son Simone Piccol o became
handling sustainability -related aspects of the company. In fact, over the years,
sustainability and s oci al responsibility have become a part 0
model.

11
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Community development as an integral part of business

In 2016, Reynaldi was recognised as a benefit corporation !, becoming the first company

in the ltalian cosmetics industry to receive this title. The company gained this status due

to its multiple partnerships that aim to bring positive impact to various communities.

Simone Piccolo, responsible for enterprise susta inability, notes that these practices are not
philanthropy because they do not result in profit loss for the company . On the contrary,
the social mission of  Reynaldi is not to donate , but to build business relationships with
vulnerable groups , thus giving people a chance to learn and sustain themselves. Some of
the initiatives that were developed solely by Reynaldi or in collaboration with local
associations are listed below

1 Development of a small female business in Burkina Faso. In 2003, a nun
working on a mission in Burkina Faso, one of the poorest countries in the world,
asked Dr Reynaldi to help a small group of local women who were out of
employment opportunities at the time. The region was highly populated with shea
trees but locals only used to pluck and sell the fruit rather than process it into
higher added -value shea butter. The latter is widely used in cosmetics, therefore,
Dr Reynaldi had decided to support the women by helping them develop a business
related to the extr action of shea butter. This included long -term mentorship and
transfer of  know - pm > s
how, as well as
support  acquiring
the necessary
equipment.  When
the women were
ready to start
production
activities
independently,
Reynaldi SRL
became their client,
purchasing s hea
butter for a fair
price. Today, this
activity provides a
living to a group of

25 women and their ‘ Credit: Reynaldi SRL
families.
1 Providing work opportunities to marginalised youth. Since 2019, Reynaldi

buys natural ingredients that were cultivated by members of the San Partignano
recovery community, which seeks to help young people suffering from drug
addiction and marginalisation. Furthermore, the company has a vision of building

a self -sufficient produ ction facility for small batches of cosmetics in collaboration
with San Partignano. This would allow these young people to acquire a craft in
cosmetics manufacturing.

9 Collaboration with a social cooperative for people with disabilities. Similarly
to their usual B2B relations, Reynaldi collaborates with  Dalla Stressa Parte  (DSP),
a social cooperative that employs people with Down syndrome. Reynaldi has
developed a line of  cosmetics , which contains honey harvested by the DSP
community. The only difference fro m the usual contract manufacturing is that
Reynaldi offers their services to DSP at a price that only covers production costs.

1 On January 1st 2016, Italy became the first European state and the second country in the world creating a new

l egal status for companies called ASociet” Benefito (in
company that combines the goal of pro fit with the purpose of creating a positive impact for society and the
environment and which operates in a transparent, responsible and sustainable way. More information available

at: http s://www.societabenefit.net/english -information/

12
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t he

This means that Reynaldi does not receive any profits from their services . This is

only a minor project compared to the bigger cl ients and does not really affect the

overall profitability of the company. At the same time, t  he low cost of production

services allows DSP to sell cosmetics at a higher profit margin, which helps them
to self -finance their activities.

In addition to activities described above,

t he

engaged in the local business community and is the delegate for CSR at Confindustria

Piemonte , the local business association. He gives lectures to students about
entrepreneurship, as well as mentors young business -owners in the Turin area.

Reducing CO2 emissions and waste in all phases of production
Several yea rs ago, the management team of the company started examining

environmental impact of its activities. They discovered that a few upgrades in the
production process can not only drastically lower their carbon footprint, but also increase

the

cost savings and  efficiency. As aresult,  over the last few years the following changes were

introduced:

I Collaboration with a waste disposal centre . The company started
collaboration with a waste disposal centre, which is located less than a kilometre

a

away from the comp anyoés f aReynaldi y has installed waste compactor

machines to compress the waste before passing it over to the disposal centre, which
collects and recycles paper and plastic free of charge. This mostly entails non

hazardous leftovers from packaging, wh ich amount to 75 percent of total waste

generated by the company. The rest of the waste is considered hazardous (such as
Petri dishes) and cannot be recycled, but it may be utilised at the centre by using
appropriate disposal methods for contaminated waste

1 Installation of a water recovery plant . In 2016, the company installed a water
recovery plant that allows to reduce water consumption in the production process.

The innovative closed -circuit system allows to save an average of 350 ton nes of

water per y ear, which also results in economic benefits of saving of approx. 1
EUR.

1 Switch to renewable energy. Reynaldi has recently made a switch to renewable

500

energy, generated by wind turbines. This allowed the company t o significantly
reduce annual CO2 emiss ions. Simone estimates that a total of 121 ton nes of CO 2
was produced in 2019. In April 2020, the company started purchasing energy

produced by wind turbines, allowing to reduce the annual emissions rate to only 42

ton nes. Nevertheless, this method of elec tricity supply generates CO 2 emissions
due to long -distance transportation. Therefore, Reynaldi is planning to equip their

plant with solar  panels in the near future.

1 Green shipping. Lastly, the company is looking for sustainable logistics solutions
for s hipping the finalised products to clients or retailers. The management team
has recently decided to join the DHL GoGreen program, which is only slightly more
expensive than the regular shipping service solution. The extra charges are

dedicated to a set of climate protection projects that offset greenhouse gas

emissions from parcel transport ation .
The value of certification

Reynaldi 6 sproduction processes adhere to the ISO 9001:2015 standard for the
formulation,  production, and packaging of cosmetics. The company also produces

cosmetics that are certified under the COSMOS -standard, one of the strictest but also the

most valued standard sintheindustry. For products to be consi

to contain a required percentage of organic agro -ingredients, and to be manufactured in

der ed

accordance to strict environmental management procedures. Reynaldi runs a quality lab

13

C 0OS mE€

comp a

ior ¢



Reynal di SRL: l'talian family business in the co0s me
sustainability

that conduct s various chemical, physical and microbiological tests of every product batch
before packaging in order to have a clear analys is of the productsd composit

According to Simone, certifications enable Reynaldi to have a stronger leverage in the
market. C ompliance with the above  -mentioned standards differentiates the company from
other third -party manufacturers that usually aim for less demanding certifications.
Furthermore, he notices that reporting the percentage of natural and organic ingredients

in cos metics is getting more and more important, as brands are increasingly placed under

consumersé scrutiny and demand for transparency. As a
range of clients to Reynaldi from well -known established brands to niche organic

companies.

Care for employees and profit -sharing

Reynaldi seeks to maintain an atmosphere of mutual respect and inclusion in the

workplace . Since 2020, a profit distribution policy was introduced T a third of profits are

dedicated to shareholders, another th ird is re -invested in the company (e.qg. to upgrade

the facilities), and the last third is distributed to employees in the form of a company

bonus . Furthermore,t he average wage at thecompany is37% above the sectoréds av¢
Lastly, in order to allow eve ry employee to maintain a healthy work -life balance, the

facilities usually close by 5:30 PM.

Barriers and opportunities for engaging in CSR and sustainability practices

Several years ago, Reynaldi SRL could have been considered a common example of an

SME that is inherently concerned with its impact on the community and the environment

but does not have a strategic approach to these issu
do not deliberately engage in CSR and sustainability practices not because they are

unwilling to but rather because they lack the necessary knowledge. He claims that

sustainability had always been important at Reynaldi , but it was given more significant

attention only once he joined the business. The generation that managed the company for
decades until recently had very little understanding about CO 2 emissions or waste
reducton. The i ssue was first addr es s e dardny whilehhess somo mpany 6s

Simone helped him dev  elop his vision. It was a challenge for them to raise awareness
amongst the rest of the team about the relevance of environmental management, which
now plays an increasingly important role in the industry.

The development of environmental management acti vities at Reynaldi were driven by the

teamds internal commi t ment , as the company did not a
support from the government. Judging from his own experience, Simone believes that the

most important factor that may encourage SMEs to engage in these practices, is a change

in mentality among top management . He suggests that it may be useful for SMEs that

follow the #Atraditional 06 manufacturing practices to
opportunities for young graduates with an edu cational background in sustainability. His

second advice is to  begin with a methodological assessment of the companyéos
activities and  how they are implemented. This can be done with the guidance of various

tools, such as the GRI standard 2, the B Impact A ssessment 3 or the IPCC methodology  “.

Once you have a clear picture, he says, it is easier to select the areas where you want to

improve. He argues that, in the end, most of these improvements will turn out to be not

only more responsible environmentally, but also more economically efficient (e.g. resulting

in reduced energy and water consumption, more efficient use of packaging material).

2 More information on the GRI standards available at: https://www.globalreporting.org/how -to-use-the -qgri -
standards/resource -center/

3 More information on the B Impact Assessment available at: https://bimpactassessment.net/

4 More information on the IPCC available at: https://www.ipcc.ch/

14
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Engagement with the local community and disadvantaged groups can require a lot of

efforts and may not bring direct profitability gains in the short -term. Despite this,
integrating social goals into a companydés misteion pro
its employees. Simone notices that employees at Reynaldi are engaged in their work,

because their daily tasks not only revolve around making cos metics and brin ging profit ,

but also contribute to positive change in the local community . This creates a sense of trust

and purpose amongst team members and attracts new talent dedicated to Reynaldi 6 s

mission.

Lastly, communication about responsible  practices may play a critical role for the

image of the company and its products . Simone notes that the management team

previously saw little importance in reporting about their activities to clients and consumers.

In his view, nowadays it is no longer enough to claim that a company is socially and

environmentally responsible without providing proof to support these statements.

Therefore, he works on updating the companyds website
drafting their first CSR report with clear figures and calcu lations on CO 2 emissions.

Key takeaways

The case of Reynaldi demonstrates how a typical cosmetics manufacturing company can
integrate different CSR aspectsovertime 1 atthe very beginning, the company was mostly
focused onthe quality of their products, while social commitment and the ways of helping
various vulnerable communi  ties were developed from a single project in Burkina Faso in

2003. As the business grew, environment -oriented improvements to the manufacturing
process were introduced in 2016. The most recent change, introduced in 2020, relates to

profit - sharing policy. Today, the company is deeply embedded in its local community, and

is planning to build a new production facili ty with a vision to provide employment
opportunities to marginalised persons. Reynaldi also serves as a positive example of an
SME that has managed to integrate social and environmental goals into its business model

without making trade  -offs with financial  sustainability.

15
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NI 1l E: a successful alt ertyppe tfitsv-all agpmachith e one
skincare

NITITE is a skincar e-upabaskd in e
Denmark that sees caring fo
the environment as paramount to their business
L model. It offers a range of customised products for
Information skin conditions like acne, eczema, and psoriasis.

sharing The development process of
based on scientific evidence from dermatological
research a nd customer s & By efferthdp a
products that fit the specific needs of individual
customers, NIIE remains aut
competitive environment. The company has also set
clear sustainability -related commitments in order to
become net carb on neqgative.

: Consumer
Environment

issues

Organisational
governance

Business
relations

The company specialises in face creams, cleansers,

sunscreens, body, and hand creams targeting skin Copenhagen
conditions like eczema, acne, psoriasis, and others. Denmark

These product lines are developed into numerous

customised skincare products that include different @ Pharmaceutical/
combinations of carefully selected natural and cosmetics industry

synthetic ingredients. Currently, the team has

collected information about 1 200 ingredients in  their

database. They are combined for each user according &)
to the answers they give in an extensive

guestionnaire which they submit when registering on

NT | Ewebsite . NT | Emaslucts can only be bought C’z Fundingg ~ 12m EUR
online, directly from their website. This online sales D@ in 2021

approach allows customers to select products that fit

their needs best, instead of picking a standard face
cream from the shelf of a retail store. Z Established in 2018

Fast growth and development of a governance
system

41 employees

The company started with just 2 people T
Chris and Daniel 1 and grew into a team of 41
employees in just three years. Not long after

t he company®os establish
understood that in order to scale -up and reach
their ambitious goals, they need to de velop a
comprehensive long -term business
development strateg y. Having attracted 12
million EUR worth of investments from various
funds and venture capitalists, they established

a board that deals with strategic business
decisions. The board of the company
introduced ESG -related ( Environmental,
Social, and Governance ) KPIs alongside their
financial objectives. Chris claims that the

values of NT | &d its investors are well -

aligned, as they both believe that caring about

the environment and the modern consum eris
crucial for companydés growt h.
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Customersd needs and feedback as the main concern

NT | &hooses ingredients that have been properly assessed , certified and proved by

researchers as beneficial to the skin, and provides clear information on their

qualiti es. The list of ingredients entails mostly various oils, butter, amino and different

kindsofacids, allt hor oughly described on the companyds websi
critical of ingredients that might be irritable or harmful to the skin, such as ste roids,

fragrances and colour additives. In their formulations, NT | Eses only small amounts of

synthetic materials, such as butylated hydroxytoluene, because they may prove more

effective than natural ones. Moreover, supporting animal well -being is an imp ortant

element of NT | Edustainability agenda. For this reason, N1 | Egkiscare products are

vegan and are not tested on animals.

NT | Estimates that its customer ¢ ommunity amounts to approx. 150 000 users, with
whom the company seeks to maintain a two -way connection . As briefly mentioned
earlier, each customer fills in a comprehensive questionnaire about his/her skin before

ordering a product. When the survey is completed, a comprehensive algorith m compares
the answers with other surveys in the database. This way, the brand assesses which
combination of ingredients is best for helping customer s6 skin conditions. This method
showcasesthat N1 | & considerate of all types of skin and makes the extra step to ensure
excellent user experience.

Moreover, the company has a customer -
Croate o friendly refunding policy. If customer s are

formulat|on unsatisfied with the product selected for
them, they may get a full refund or receive
match wnth new ) )
Skin Family new formulations free of char ge. Sometimes
\ the products do not bring out the expected
results at the first attempt , therefore NIT | E

helps customers assess which ingredients
3. Feedback i s “ 1. Skin Family should be changed to better address their

I @ needs. While the second attempt usually does
@T @ the tric k, the company eng ages with

customers for a third assessment if
Credit: NIIE

necessary. Although at first sight, this policy

seems to be rather costly to implement, Chris
/ says that customer satisfaction is the key

success factor for their business. In fact, he
2. Product claims that it is better f  or businesses to get

@ fewer but loyal customers.
It i i i Ni 1l EOs

is also important to mention
unorthodox take on marketing. The projected
value of the global skincare industry in 2021

is around 100 billion USD. This fact alone tells that effective marketing is crucial for staying
afloat in such a competitive environment. Rather than simply advertising the name of their
brand, they publish stories told by their customers . In these unpaid reviews,
customers do not merely talk about the benefits of the product, but rather tell why they
decided to buy from NI | EThese ads demonstrate what progress can be achieved with
appropriate skincare that also spill -over in raising the  overall customer self-esteem. This
not only allows to promote products, but also reduces the stigma around skin conditions.

N | &so resorts to other marketing avenues such as Instagram influencers. In this case,
the company cannot ensure that the persons actually try the products before advertising

them, however, this helps to increase the visibility of the brand.

17



Nl l E: a successful al ttype-fita-aliappeoach to skindae o n e

Reducing the environmental impact s to a minimum

The waste generated by the 500 -billion -dollar global personal care industry is known to
have adetrimentali mpact on t he wor | XdModeoverctiesupdytclaimsin the
beauty and personal care industry often involve third countries and are not fully traceable,

generating concerns about the environmental and ethical implications. N | B concerned
about these issues and decided to tackle them by setting up sustainability -related
KPIs and strategic goals. With the help of a Danish consultancy
company, NI | Ealculated that its supply chain causes approx. 210 ton nes of direct and
indirect CO 2 emissions. The business is expanding rapidly, and as a result, it is becoming
increasingly difficult to reduce emissions. Therefore , the management team set a more
realistic goal to reduce the intensity of carbon emissions ( i.e. the emission rate relative to
the intensi ty of activity) via several action areas:

1 Packaging from sustainable and recycled materials. Most of the bottles and
tubes used by NI | Bre at least partialy made from post -consumer recycled
plastic. However, the availability of airless bottles in recycled materials is very
limited. The company plans to work with suppliers to create an airless bottle from
100% recycled materials that wou Id not contain metal parts (to make the
packaging more easily recyclable). Moreover, all paper packaging is FSC certified
and recyclable too. In fact, 74% of the packaging used by the company s recycled
but it is working to increase this number in the fut ure.
T Compensating for t he company 6 sChris aatideothat theoot pr i nt .
transportation industry does not offer fully eco -friendly modes of shipping, which
would allow to reduce emissions. In 2020, N1 | &counted for about 209 ton nes of
CO2 emissions. To remove all the carbon it emitted since 2018, NT | Hecided to
tax itse If. Self-taxing is an important element of The Oxford Offsetting Principles
that are designed to help companies reach the goals set by the Paris Climate
Agreement and butt  ress NT | Edmngssion reduction scheme. Inthe long -term, the
company plans to implement a carbon storage facility to reduce emissions.

6

Being transparent about sustainability in production and governance

NT | B open about the impact it has on the enviro nment. While it shares information

about activities that have a positive impact on the natural environment, it is also

transparent about the areas of the business that are harmful to it. For example, it

provides information about the carbon emitted in each step of the production

process and management . Moreover, on its website, NT | frovides clear and detailed

information about the tubes, bottles, and stickers i their origins, whether they are made

from recycled materials, and how to recycle them. Informati on about the company

corporate sustainability goals and policies can be easily found on its website and social
media accounts.

Barriers and opportunities for engaging in CSR and sustainability practices

While talking about sustainability -related challen ges, Chris mentions that they cannot
account for the complete traceability of the ingredients used in their products.
Although the company tries to make sure that ingredients are sourced responsibly by

asking for certifications, they cannot be completely s ure of that. Checking the social and
environmental conditions at the level of raw materials is often not possible nor feasible
because the transfer of such information relies on suppliers. Another issue is that there

are simply not enough eco -friendly options offered by their business partners.

5 More information available at: https://www.refinery29.com/en -us/2019/06/233712/beauty -products -ocean -
pollution -plastic -chemicals

5 More information available at: https://www.smithschool.ox.ac.uk/publications/reports/Oxford - Offsetting -

Principles -2020.pdf
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Therefore, N1 | &nnot yet use sustainable packaging ( e.g. avoid the use of virgin plastic)
or ship their deliveries via electric vehicles.

As for the future, NT I Bwill have to co me up with ways to grow and maintain
authenticity among competitors . In order to do that, NT | Pans to:
1 Make the product selection process for individual user S even more

effective. As the customer base and the amount of feedback increases, the
company wi Il continuously improve its product customisation algorithm.

1 Increase the number of employees in order to scale -up and reach new

markets across Europe. This is a difficult task, but the company seems to have

developed good methods of recruiting new employ ees. For example, not only the

HR manager but also other team members can participate in recruitment

intervi ews. New empl oyees can quickly get familia

and values by taking 10 fAcoffee walkso with other
1 Acquireth eB CorpandCradle -to -Cradle certifications. While mosteco -labels

only focus on separate elements of the business model, NT | Rrefers the above -

mentioned certificates as they evaluate the level of sustainability in a more holistic

manner.

Key takeaways

Ni | Epercei ves i nnovation, c ar ebeind @and sustairsmbililymasr s i
foundational principles for developing their business. NT | E @riority is creating an
extensive community of customers that have an active role in product formulation S. This
close two -way relationship differentiates N | Eom competitors in the cosmetics and
personal care industry and has already brought a loyal customer base. Despite the
companybés young age, it has established f oactwelyl
involve investors in the decision -making process. The board of the company does not only

focus on rapid growth and reaching new markets, but also pays close attention to
sustainability -related goals. The management team acknowledges where improvem ent is

needed in a transparent manner and demonstrates commitment to solve these challenges.

However, in some cases, it is not yet possible to find suppliers and business partners that

would provide fully sustainable services. NT | Hsed to plant treesto c ompensate for the
carbon emissions it unavoidably will emit but has recently refrained from this approach and
implemented a self -taxing scheme on the carbon it emits.
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Marinomed Biotech AG develops pioneering technology to enhance
the sustainability of pharmaceutical products

&

— Marinomed Biotech AG is an Austrian  biopharmaceutical
IQI & EI company , which specializes in the development of innovative
Organisational products based on patent  -protected technology platforms in the
governance : field of respiratory and ophthalmic diseases. The company has
: developed two platforms to date: the Marinos olv technology
Business platform and the Carragelose platform. Since the start of the
relations COVID -19 pandemic, Marinomed has been working towards the

common goal of fighting the disease, and currently there is a
growing amount of evidence that C
Carragelose, is effective against SARS -Cov-2. Meanwhile, the
new Marinosolv solution tackles another crucial challenge of
pharmaceutical development: providing soluble formulations of

hydrophobic substances. The company plans to improve the
already existin g medical products by making them more efficient
Information and sustainable.

sharing

Marinomed Biotech AG  was founded in 2006 and it

specializes in product development by generating Austria, Korneuburg
intellectual property and patents. Within two years '
of its existence, the company developed its first

Carragelose platform for the treatment of
respiratory diseases. Now  Carragelose is used in six Pharmaceuticals

differe nt products which are sold globally via the

companyos p and tueed ragainst human

rhinoviruses, paramyxoviruses, respiratory & 47 employees
syncytial  virus, Influenza A and endemic

coronaviruses.  Overall, the Carragelose portfolio

involves 15 distributors in more tha n 40 countries o :

. : S, Revenue: ~6m EUR in
across 5 continents and 3 different contract D@ 2020
manufacturers.
After successful product launches and partnerships Established in 2006
involving the first product technology platform,

Marinomed continued its growth by developing the

Marinosolv  technology platform i n 2016. Several

products based on Marinosolv  technology platform are in different phases of drug
development (from preclinical to phase Ill). An example of the technology use is a nasal

spray with increased solubility that results in a faster onset of action.

Marinomed runs a fully transparent business , and cooperates with universities and
hospitals to strengthen its reliability. CSR is integrated in both its pharmaceutical
development for meeting clinical needs that have not been met so far , and its tr ansparent
information sharing practices with customers and investors.
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Fair operating practices during the COVID -19 pandemic

Marinomed 0 swebsite contains multiple scientific publications related to their products.
Marinomed cooperates with universities f or independent product research to ensure
that their products undergo the necessary testing and trials . Marinomed maintain s
successful partnerships with academic entities, such as the University of Vienna, the
Medical University of Vienna and the Austrian Institute of Technology. Dr Eva Prieschl -
Grassauer , chief scientific officer and one of the founders of the company, claims that
cooperation in product development and testing help s to build trust in the company, while
independent scientific resea  rch serves to certify the effectiveness and safety of the
pharmaceutical products developed by Marinomed .

Following these principles has become particularly important in the pharmaceutical

industry during the COVID -19 pandemic. Carragelose , t he ¢ o mp aropyetary nagal
spray solution against colds and flu -related illnesses, has proved to effectively
inactivate the coronavirus . The efficacy of the spray to inactivate the new SARS -CoV-
2 coronavirus was shown in clinical trials 7 that were conducted in cooperation with
University of Erlangen  -Nuremberg. The ¢ o mp a nlgtaéstseport 8 claims that a clinical trial
treating healthc are workers working with COVID -19 patients in Argentina with a
Carrageenan -based nasal spray , showed a 80% reduction of the infection rate. Moreover,
Carragelose was among the substances with proven effectiveness against endemic
coronaviruses already before the COVID -19 pandemic,and pre -existingdata on its efficacy
together with successful trial results have resulted in significant increase in product
demand. Due to the strong demand of Carrag eenan -based virus blockers, Mar i nomedd s
revenues have increased by 41% to3 .2 million EUR in the first half of 2021.

However, Eva describes several cases in the ind ustry when fair operating practices were

breached by other companies advertising their nasal sprays as effective against the virus,

without having scientific data to prove it. In such instances companies, including

Marinomed , remain largely powerless to prevent such practices, and responsible

institutions ought to be more active in order to protect patientsd safe
Solutions to making pharmaceutical products more sustainable

While the development and use of pharmaceuticals are indispensable for the treatment of

various diseases, pharmaceutical waste has been continuously found in water, soil, and

animals, presenting an emerging environmental issue. 9 Marinosolv , the new technology

platform by  Marinomed , offers a way to decr ease the amount of pharmaceutical
compounds entering the natural environment. Marinosolv technology may be particularly
useful to improving medicines which contain substances that are hardly soluble in water.

It is particularly useful when other solutions, such as alcohol, cannot be used (e.g. if
medicine s are directly applied to eyes or nose s). Currently, undissolved particles are
usually applied (e.g. in nasal sprays), which are less effective and larger doses are needed.
Thus, the innovative Marinosolv  technology has the potential to sustainably change a
number of therapies for allergies and autoimmune diseases. The flagship product Budesolv
has successfully completed a pivotal Phase Il approval study.

Moreover, Eva explains that b y reducing the amount of active ingredients in the
medications, in future the use of Marinosolv  might help to reduce the pollution caused by
such pharmaceuticals as chemotherapy drugs or contraceptives that are currently found

7 Morokutti -Kur z, M., Fr°ba, M., Graf, ARAuth,JGr o &®eriescill:Grassauer k. e2L).e r ,
lota -carrageenan neutralizes SARS -CoV-2 and inhibits viral replication in vitro. PloS one, 16(2), €0237480.
Available at:  https://media.marinomed.com/df/cd/aa/morokutti -kurz -et-al-2021.pdf

8 Marinomed Biotech AG Annual Report 2020. Available at:

https://media.marinomed.com/57/4c/50/geschaeftsbericht -2020 -en-sec-db.pdf

9 European Union Strategic Approach to Pharmaceuticals in the Environment (2019). Available at:
https://ec.europa.eu/environment/water/water -dangersub/pdf/strategic_approach _pharmaceuticals_env .PDF
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in wastewaters. The Marinosolv technology is also not limited to treating a single disease
i by improving the technology of drug manufacturing it has the potential to improve
treatment of different medical conditions, including rare autoimmune diseases.

Transparency and well -balanced corporate governance

Although Marinomed was supported by several long -term investors since its inception, the

company6s management team deci ded tlistedgre2019.tGhtng r busi

ne

listed on the stock market was a way for Marinomed t o bal ance t heinterests nvestor

and stay independent, simultaneously taking into
an

interests. Eva menti ons that it is also a way O0to offer
since the reporting is clear and transparent, each investor can use the information that is
provided in the reports to decide on future actions.

The governance structure of the company follows the principles of listed companies,

involving an experienced management team and a supervisory board. The company has
intentionally w orked on maintaining equal distribution between male and female
employees. It is noteworthy that the balance is maintained within all hierarchical levels of

the company, including the supervisory board and the management team (the supervisory

board consist s of two male and two female members, and the management board has two

male and one female representative). After a study of 50 largest Austrian public companies

by market capitalization, Marinomed was ranked as the most diverse company regarding
gender co mposition on corporate boards on Boston Consulting Groupb6s
Diversity Index Austria 202 0. Eva firmly believes that mixed teams achieve higher results

and have better work performance.

Marinomed takes various measures to ensure transparency, both regarding the
performance of its pharmaceutical products and its financial situation. The company lists
numerous financial publications (annual reports, financial reports, investor presentations,

etc.) on their website. According to Eva, the stepsto ensure transparency involve a lot of
administrative work, which has especially increased due to regulations applied to listed
companies. The team division is currently 50/50 between R&D and administration staff.

Despite the high amount of resources required, Eva believes that transparency is of key
importance to make well  -informed decisions and maintain the trust of shareholders and
other interested parties.

Environment  -friendly office solutions as a step towards climate neutrality

Marinomed has managed to introduce several environment ally -friendly adjustments to
regular office and mobility solution s that go beyond the requirements set by national and
EU legislation. The company has introduced the following technologies and office solu tions:

1 Electriccars  are used by employees to go to the meetings and visit partners that
Marinomed cooperates with.

1 When a new company building was constructed, particular care was taken of not
sealing all soils and keeping the parking lot covered with gr ass instead of
concrete.

1 A solar plant has been installed on top of the roof of the companyés bituil di

covers the high use of energy during peak times, for example, during lunch time.

a

(B

ng.

Al toget her , these practices depict wvedowmagdsn glihade consci o

neutrality and implement voluntary CSR practices. Eva stresses that, while there are
certain challenges ( e.g. packaging requirements of pharmaceutical products), the

company6s goal is to be as climate neutr al as possi bl

22



Marinomed Biotech AG develops pioneering technology to enhance the sustainability of
pharmaceutical products

Barrie rs and opportunities for engaging in CSR and sustainability practices

Even though Marinomed offers products that work against respiratory viruses, COVID -19
pandemic has had a twofold impact on the business, including new challenges in the

delivery process of prod  ucts to the customers. Compared to the time before the pandemic,

the company now experiences decrease of stability in lead times , such as delays of
deliverables for primary and secondary packaging. Therefore, while the Carragelose
products have been proven to have virus blocking properties, including showing
effectiveness against SARS -CoV-2, and the demand for these products has increased, the
company has to carefully manage the manufacturing process. It implies finding the right

balance of how many products should be kept in stock to be able to deliver to customers
without contributing to an oversupply of products. Eva admits that the time of the
pandemic has been challenging for the company and some employees are needed solely

for the management of the supply chain.

Second, the heavy regulations of packaging in the pharmacy industry are a barrier that
makes it often  challenging to offer more environmentally friendly, recyclable

product packaging alternatives . While fully acknowledg ing the necessity of such safety
regulations, more efforts are needed to identify more environment ally -friendly packaging
options. Eva mentions that the company is considering introducing glass bottles instead
of plastic where possible, however, it is curr ently not feasible in all markets where
Marionmed offers its products  and waiting time is significantly longer.

Overall, the company is now well -established and ready to take more risks and address
more of existing medical needs with novel concepts. It i s looking into the branch of
ophthalmology that might particularly benefit from the compound dissolving technology.

The company is interested addressing medical needs that have not been fully met so far.

Key takeaways

One of Marinomed 6 sustainability practice s is incorporated in the very product platform
that it offers: the Marinosolv technology that can increase the efficacy of hardly soluble

compounds in pharmaceutical products, thus, decreasing the amount of active compounds
needed p er dose and its negative impacts on the environment and water pollution . The
company has also joined the global fight against COVID -19 by the help of its ~ Carragelose

products with virus  -blocking properties. While Marinomed keeps raising the awareness of
this product in the market, the product descriptions are updated only by following
scientifically proven data, gathered in independent research in cooperation with
universities. Thus, every customer can follow the process of how the information about

the pro duct has been obtained and which parties have been involved in different phases

of product trials. The transparency of the company 6 ®perating practices  has proven to be
beneficial both for gaining trust of the customers and the investors. Finally, while some
areas of the industry are strictly regulated and do not leave as much room for creative

CSR activities as in other industries, it has not stopped Marinomed from taking important
steps in areas where it is possible, such as having a gender -balanced tea m on all
hierarchical levels and implementing environmentally friendly office and transport

solutions for the employees.
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La Comunitaria: a pharmacy that looks beyond drug prescription

Farmacia y Librer2za Comunitaria D
(Community Pharmacy and Library Dr. Antonio Villafaina

Barroso) (hereafter La Comunitaria) is a small community

pharmacy in San Isidro town, Tenerife. It promotes an innovative
Community approach to healthcare where pharmacies are important agents
involvement in fostering the health of the community. The approach is based

onabelief t hat medicine is not enough

issues, and further intervention is often necessary to identify and
resolve the root cause of any condition. La Comunitaria not only
provides their highly -diverse neighbourhood with safe and
equitable access to medicine, but also actively sha res knowledge
on healthy living.

Human rights

La Comunitaria is based in San Isidro, atown in the

municipality of Granadilla de Abona on the Island @ Can ekl Saria ik

of Tenerife , Spain . It has a population of around de Tenerife, Spain

30 000 inhabitants, which makes it the most

populated town in the municipality. San Isidro is

known as t he ficommut er t o« @ Pharmaceutical/retail
residential area, inhabited by residents who mostly industry

work in the service sector on the south of the island

(e.g. inthe Tenerif e South Airportor  hotels). Town
residents m ostly consistof blue -collar workers with 9 employees

lower levels of education, amongst who, a ccording

to pharmacy employees , as many as 16% are

illiterate and 20. 46% have not completed primary ) .

education . This implies limit ed exposure and Z Established in 2017
predisposition to health education. Given that San

Isidro is one of the most impoverished areas on the

island, a high share of residents have poor living conditions , are more prone to health
problems , and have financial difficulties accessi ng health resources. In addition, the
community is highly racially and culturally diverse. Due to the peripheral nature of the
island, persons of more t han 100 nationalities live in the neighbourhood, including
Spanish, Italian, Cuban, Venezuelan and Colom bian nationals.

La Comunitaria was founded by Antonio Villafaina Barroso, who holds a PhD in Pharmacy
and works as a head pharmacist. Other members of the team include several pharmacists,
a technician, nutrition consultant and a community psychologist. Dr Barroso founded La

Comunitaria to spread awarenessthat  medicaments alone cannot address all health issues
and, on the contrary, can someti mes har m % €hpchlledfor arirmavativeh
approach to healthcare, one where pharmacists do not only dispense drugs but try to
identify and address the root cause of existing conditions . La Comunitaria adheres to an
approach that pharmacies and pharmacists have a central role in promoting community
health. Pharmacists are able to bring together key attributes of primary ¢ are on a local
level, in all neighbourhoods  , as well as being the most accessible healthcare professionals

in Europe. Despite this advantageous position, the r ole of pharmacies as health promoting
agents is not sufficiently recognized and promoted. 1

10 A presentation prepared by the La Farmacia available at: https://prezi.com/ygfom2jia64h/mucha -medicina -
perjudica -seriamente -su-salud/?utm_campaign=share&utm_mediu m=copy

“University of the Basque Country (2021). APharmacy as a catalyst
revolutionhf. Ahitzs:iMway bik.eeis/esdla :  -farmacia -como -catalizadora -de-procesos -comunitarios -
de-salud -una-revolucion -pendiente
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Due to the nature of La Comuns activities di@.  dispensing medicines, providing
consultations, facilitating interventions, and selling cosmetic products) it operates in both
pharmaceutical and retail industries. The mission of the pharmacy is to foster community

health and human rights by advocating fo r universal access to safe and high - quality
healthcare. In addition, they address issues that are closely related to basic human rights,

such as children being over -diagnosed with hyperactivity, gender -based violence and
others. The pharmacy team approache s its work with awareness that attention,
compassion, understanding as well as learning by reading are powerful tools in the healing

process. 2 In 2020, the company received the CINFA LABORATORIES award for the
innovative way to foster community involvemen t by looking beyond drug prescription. 3
Pharmacotherapeutic follow - up and other services

Pharmacotherapeutic follow -up is one of the

key services that La Comunitaria provides,
whereby the team approaches health problems

from a biopsychosocial perspective. This entails
looking beyond a pat i ecomditich @and taking
into account biological, psychological and social

components of the health  -disease processes. La
Comunitaria aims t o investigate the individual
context of each patient to address the root issue
behind the condition, such as unemployment,
poverty, domestic abuse, or other socio -
economic circumstances, potentially hindering
oneds health and Theseacbnditions

cannot be approached from a pharmacological or Credit: Farmacia Comunitaria
clinical point of view , nor treated with any type of drugs. Instead, La Comunitaria
cooperates with other local pharmacies, the primary health centre, other hea Ith

professionals and community  -based socia | organisations such as NGOs and associations

to adequately address the patientsd probl ems.

Professionals working in La Comunitaria are active agents who aim to be anticipatory

instead of adopting a traditional stance of a pharmacist as a passive receptor of the

customerds requests. To this end, the team is wunder
training on the social determinants of health

Apart from  providing individualised and confidential attention to patients, and addressing

such conditions as chronicity, hypertension, diabetes, cholesterol, chronic obstructive
pulmonary disease (COPD), La Comunitaria also advices patients on food and nutrition,
prepares pillboxes, conducts medication reviews, addresses sexual and reproductive

health questions, refers to and coordinate with other community based organisations for

gender violence, housing, lack of food, health care access, municipality services, for mal
educational needs.

Community care as a central pillar of business

Besides the regular pharmacy activities, a key pillar of LaComunitariadés functions
community care.  The pharmacy is currently developing a participatory community health

diagno sis from an assets-based approach in order to better understand the health

challenges and needs of the neighbourhood, as well as to improve coordination of

community resources (such as pharmacies, clinics, sports centres, associations, social

services cent res).

2More informat ion available:  https://www.lacomunitaria.es/cms/mision -vision -y-valores/
BMore information available: http s://innovacionenlafarmacia.cinfa.com/ediciones/2020 ; https://farmacia
comunitaria -dr-antonio -villafaina -barroso.negocio.site/posts/21473107491026608247?hl=es
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The phar macy ai ms to pro
community with access to literary counsel through a
library , which contains books on health, food and

nutrition, empowerment of women , racialised and
LGBTQ+ minorities, among others. Other

community  -involvement activities organised by
La Comunitaria include poetry readings and healthy

eating workshops. 4

La Comunitaria  also engages in ethical and

aesthetic activism. Their project #Afrolo ok aims
to empower Black and Latino communities in the
neighbourhood by providing them access to ski nand
haircare , as well as beauty products.
L T
Towards creating a foundation Credit: Farmacia Comunitaria
La Comunitaria  actively participates in various networks and partnerships , hamely :
1 It is working on forming a network of pharmacies, AHeal t h Catal yst s
P har ma c ivheré@pharmacies develop innovative methodologies to foster their
role in community health, share their know -how and i mpl ement each ot he
practices.
1 It cooperates with the University of the Basque Country . One of the common
projects betweenthep harmacyand the uni versity is the course on

a catalyst for community health LpComenigasas enaso t hat |
begun to teach in September 2021. *® The aims of the course fit well within the

broader mission of the pharmacy, namely it aims to provide  a way for pharmacies

to act as leading agents in community health, train community pharmacies to

promote participatory process with the rest of the agents in health promotion,

develop methodologies to promote basic participation adapted to the day -to-day

from the community pharmacy. 16

To continue their mission  of fostering community health via pharmacies, La Comunitaria
and other pharmacies are currently trying to create a foundation . The foundation, which
would include large organisations from the region, would help to create different tools in

order to spread the mission and vision of the La Comunitaria beyond the San Isidro.

Barriers and opportunities for engaging in CSR and susta inability practices

The first barrier to their CSR activities flagged by the team of La Comunitaria is the lack

of public support and the absence of an institutional framework. There is no

national strategy or framework which considers community pharmacie s as key actors in

Spain for developing a community health diagnosis and in coordinati ng community health

resources . In general, the role of a community pharmacy in health development is not

defined in any way. The team has also pointed out that the law on pharmacies in Spain

remains ambiguous as to how ph aontribueioe publicaealthi vi t i es sh

4 The activities are documente d on the soci al medi a pages of the Farmacia y Libr
Villafaina Barroso:  https://www.instagram.com/farmacialacomunitaria/ ;
https://www.facebook.com/lacomunitaria.es/ ; https://farmacia  -comunitaria -dr-antonio -villafaina -

barroso.negocio.site/
15 University of the Bas  que Country (2021). Pharmacy as a catalyst for community health processes. A pending

revolution. Available at:  https://www.uik.eus/es/la -farmacia -como -catalizadora -de-procesos -comunitarios -de-
salud -una-revolucion -pendiente
16 |bid.
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La Comunitaria: a pharmacy that looks beyond drug prescription

La Comunitaria also faces financial barriers asitlacks the capacity to expand,i.e. involve
all the agents in the pharmaceutical industry , including distributors and pharmacist
associations to encourage pharmacies to foster community health. The lack of cooperation

between the pharmacy and other stakeholders relates to the conventional model of
primary healthcare . The La Comunitaria team has noticed that despite its efforts to
involve other healthcare agents in its activities, most of them are unwilling to cooperate

and engage. According to them, the reluctance might stem from a belief that it is not the
responsibility of pharmacies to care for community health. A more integrated and holistic
policy is needed to perceive pharmacies as an important connecting element in the public

health system

Key takeaways

Farmacia Comunitaria  is a small pharmacy that has decided to carry more responsibility than

to simply dispense medicines and became an active agent in caring for the health of the
community. Established less than five years ago, Farmacia Comunitaria  has already gained
the tru st of the neighbourhood and is carrying out the community health diagnosis to
facilitate the coordination of the resources that could improve the health and wellbeing of

the people living in the diverse and impoverished town of San Isidro. The team of the
Farmacia Comunitaria  believes that helping their community is their responsibility as an
organization and a public actor, and it is a mission they are willing to spread beyond San

Isidro.
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Czech e -shop Econea promotes a healthy and sustainable lifestyle

At Econea.cz, one may findeco  -friendly, organic, zero  -waste
products for everyday use. This retail company applies strict
criteria to their suppliers and product ingredients, avoids

waste as much as possible during packaging and offers CO 2-
neutral delivery services for their customers. Furthermore,
Econeabs blog serves as anatidna s
platform that seeks to change p
towards more sustainable living.

Business Community

relations involvement

Econea isane -commerce businessthat  sells various
products, such as organic cosmetics, natural
detergents, zero-waste or biodegradable personal
hygiene products, dietary supplements, energy -
saving appliances, and many more household items

Czech Republic,
Prague

Retail industry
After researching hundreds of brands and looking at
e-commerce business models in Europe, US and
Australia , Pav el Mielr an land Mar t & 15 employees (+13
opened Econea in 2013. Eco -friendly shopping was external workers)
still a niche subject in the Czech Republic at the
time, and there were just one or two e -shops of this
kind across the country. Soon, however, the trend
of eco -friendly shopping  started to be picked -up by
more and more ¢ onsumers . Such increased interest
contributed to Econead s r agmwtld During the
first five yearsof Econead s e x i sttheen cceo,mp ¢
annual turnover  would at least double every year.

Revenue: ~ 3.9m
EUR in 2020

Established in 2013

D F

TOday, it i s one of t he COUmuv 1 yuo L owou v o popular
eco-friendly online shopping sites that receives around 160 000 visits per month. Business -

to - customer relations make up around 70-75% of the companyds ach-i vities.
30 % are focused on wholesale  /B2B - the company also functions as a distributor of partner

brands by selling their products to drugstores, pharmacies, local superm arket chains

vegan stores and food delivery platforms.

According to Pavelds calcul ations, the company has al
the environment since its establishment. Econea replaced 100 million single  -use products

with reusable or zero -waste ones and replaced 1500 ton nes of conventional detergents

with ecological ones. Furthermore, they save around 100 million litres of water every year

because of the water -saving devices they have sold. In addition to selling eco  -friendly

goods, Econea stands out from other e  -commerce businesses due to its numerous CSR

practices.

Selection and monitoring of suppliers

Econea has developed strict criteria for selecting the brands and products for their
assortment . Given that undertaking audits would be too costly, the team has several
alternative mechanisms in place:

1 Having a list of no - go substances. Pavel believes that excluding only materials
prohibited by law is not enough because regulations often take a long time to enter
into force. Therefore, the team dedicates their efforts to researching the qualities
of various substances . If there is scientific evidence that a certain material has a
negative effect on the environment or hea Ith, Econea addsittothe no -go list. For
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instance, they have made a decision not to accept products that contain synthetic
fragrances or palm oil as a primary raw material.

1 Sending out a thorough questionnaire to potential suppliers. This allows to
deter mine whether theirwould  -be suppliers meet a range of criteria set by Econea.
The questionnaire not only addresses the composition of the products, but also
other factors such as locality (of production and raw materials), packaging
materials and productio  n process (including environmental management). Econea
applies this procedure to each of their potential suppliers, although it sometimes
takes a long time to collect their responses.

1  Continuous monitoring of their suppliers. Pavel claims that harmful su bstances
(e.g. some synthetic preservatives) can be commonly found even in brand products
that are otherwise perceived as all -natural. On several occasions, despite some
productsd popularity among consumer s, they have
their assortment after a closer examination of product composition. The team
updates their list of criteria for their suppliers once they learn about the negative
effects of particular materials. E ¢ o n ecdiomers are also active in this sense, and
sometimes inform  the team about the potential harm of the products included in
their assortment.

Providing customers with helpful information and guidance

The companyds communication goes hand i recoheablay wi t h co
provides a variety of short articles with tips on how to make household tasks, physical
self-care, travelling, etc. healthier and eco -friendlier . Other articles also aim to raise

awareness about rather complex issues, such as the controversy surrounding the use of
palm oil due toits  negative effects on biodiversity, climate change and human rights.

Being active on social media, writing blog posts and newsletters can be a good sales
opportunity 1 for instance , posting content on  Econea blog increase s website traffic from

search engines. In addition, science -based, yet friendly and entertaining communication
can help to inspire changes in personal habits. Finally, it allows Econe tedm to
continuously expand their own knowledge on various products. F or example, they use it

as an opportunity to learn more about the positive effects and risks associated with specific
ingredients used in cosmetics.

As for their e -shop, the team is dedicated to providing truthful information about each
product they sell . They engage in fair marketing and describe not only the composition of

the product itself, but also the production process, the criteria behind the certifications
acquired, origin of the raw materials and other details. Some of this information is based
on the answers provided in the questionnaire for suppliers.

Reducing packaging waste

In the e -commerce industry segment, product
packaging contributes to the largest share of

its ecological footprint. Econea has taken
several steps to reduce it, namel y:
1 Reusing boxes. Econea collaborates

with a company  Recyklbox that finds
and collects us ed or leftover cardboard
boxes from other businesses. Econea
then buys those Ares
reuses it for packaging orders. They

also reuse the cardboard that comes in 4
from their suppliers. In 2020 alone, this Credit: Econea
measure has allowed to replace

29
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85 000 new boxes with discarded or
pre -used ones. However, although this
is a resource -efficient solution from an
environmental standpoint, it
nonetheless contributes to significant
increase in time spent on packaging
because warehouse employees need to
search through the boxes until they find

one with the right dimensions.

1 Replacing plastic with paper. In
2020, package filing would have
required around 5 ton nes of plastic or
bioplastic but Econea uses recycled or Credit:

; ) Econea
used paper instead. For sealing, they
have chosen a more expensive but recyclable paper tape with a natural adhesive.
1 Not inserting additional leaflets or samples in the packages, even if they
could be beneficial for marketing purposes.
1 Offering a zero  -waste packaging optio n. For an extra price, customers can
choose their products to come in a reusable bag Frusack , manufactured by a Czech

start -up, instead of a box . This option, however, is only applicable to local
customers in Prague. In this case, the orders do not go through a depot centre but

are managed by an express delivery company Liftago , which means that there is
no necessity to protect them against possible damage with a lot of packaging 7.

Lowering emissions during transportation

Transportation accounts for a significant share of the ecological footprint in the e -
commerce segment. To address this issue, Econea has introduced the following practices:

1 Climate -neutral shipping. For their last-mile parcel deliveries, Econea
collaborates with a multinational carrier company GLS. Although GLS uses regular
motor vehicles in the Czech Republic, the emissions are compensated through
contributions to  certified climate protection  projects.
1 Not selling products in very small parcels , which would otherwise require
disproportional amounts of packaging and transportation.
1 Choosing suppliers in close proximity. Econea wants to purchase locally as
much as possible and , for instance, does notimport cosmetics or detergents  from
the US or Australia . Pavel believes that #@dit is unnecessar)
oceano

Energy and water efficiency

Econea operates in a warehouse that has a B -level energy efficiency and buys 100%
renewable energy from the company Nanoenergies . In addition, the company has installed
aerators on faucets  to reduce water consumption both in their warehouse and their office

building. Thanks to  this simple measure , they sa ve 50 000 litres of water every year.

Barriers and opportunities for engaging in CSR/sustainability practices

Over the last few years, competition amongst retailers selling eco -friendly products has

been growing rapidly. Pavel claims this is partly due to large mul ti nati onal compan
growing interest in this segment since around 2019. He notices this trend in their

communication too, given that it has become greener and CSR -centred. Despite  these

changes in the competitive environment , Pavel still believ es that customers will continue

tochoose Econeabs services because the company has develope

7 More information available at: https://forbes.cz/online -i-eko -econea -vam -nove -zabali -objednavku -do-
frusacku -a-posle -liftagem/
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is less susceptible to greenwashing when compared to big retailers. He notices that
consumers are increasingly environmentally conscious and take into account retailer
reputation s. In this context, he mentions a recent survey by the Czech e -commerce

Association, which showed that sustainability is an important factor for at least 25% of
customers when choosingane  -shop, and the trendisg  oing to increase in the future 18,

Today, transportation remains a barrier towards further increasing sustainability,
especially in terms of long  -distance deliveries from suppliers. Pavel claims that currently
they use standard services for incoming goods , as logistics companies simply do not offer

eco-friendly modes of transport at this point in time.

Another barrier relates to responsible business relations . The company also works in

wholesale, hence sometimes after supplying retailers with goods they h ave towait 30 -60

days to receive payments. Such unstable cash flow creates difficulties of covering their

business partners6 invoices in time. Suppflliteers, on th
commitments (e.g. send out insufficient amounts of prod ucts). Therefore, reliance on

other companies sometimes limits Econeads abilities to satisfy the need

and business partners in a timely manner.

As for the future, the company seeks to broaden their range of products and become a

one - stop shop for all everyday needs . Econea is also planning to expand into neighbouring
countries, such as Slovakia. Finally, Pavel hopes to dedicate additional resources to
awareness -raising and educational activities , So that the platform wo uld provide even

more guidance on sustainable living.

Key takeaways

For Econea, sustainability serves as a competitive advantage and the team puts significant

amount of resources and effort to keep it that way. The company strictly follows the

principl eof Apracti ce what 6B whichus highlyeappeetiabed by their customers.

Their business model is also an example of integrating educational content that goes hand

i n hand wi t h t he companyaos A8 B metailery s Ecaneas das the t
oppo rtunity to create a virtuous cycle, where other companies in their supply chain can

benefit from greater sustainability (e.g. local start -ups). However, Econea lacks control
over their external environment and, in some instances, must rely on companies tha tare
not fully committed to sustainability or CSR practices (causing delays in payments or

shipments, or emissions during transportation).

18 APEK (2021). 68% of Czechs are ready to give up part of the comfort in favor of "greener e -shops". Available
at: https://www.apek.cz/clanky/68 -cechu -je - pripraveno -vzdat -se-casti -komfortu -v
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Rifuzl: a pioneer in zero  -waste shopping from Slovenia

Rifuzl: a pioneer in zero -waste shopping from Slovenia

Rifuzl is a small zero -waste shop based in Ljubljana,

Sl oveni a, but i ts influence o}
environment is much broader than one would expect.
Products sold at the store are kept in reusable packaging or

given to customers to put into their bags, containers, or jars.
Their product range mostly includes organic food produced

by small local suppliers. Ensuring fair relationships both with

suppliers and consumers is at 1
operating practices. Lastly, Rifuzl regularly organises and
- . participates in educational activities to promote a zero -waste
Business Community . . . L .
relations Y lifestyle and make it more accessible in its community.
The shopés founders, Manca ,B igler
came up with the idea of c_re_atlr_lg a zero -waste Ljubljana, Slovenia
business when they started noticing issues with zero -

waste shopping in Slovenia. For instance, whenever

they went shopping, they had to visit five different @

stores to get the products they needed without Retail industry

plastic packaging. Moreover, while vacationing in

Greece and Indonesia, they noticed the amount of

garbage left on the streets and beaches and could not & 5 employees

bear to think about its effects on the environment.

These experiences inspired them to quit their jobs o

and open a zero -waste shop in Ljubljana to help S, Revenue: ~372 000
people in their home country become more aware of E@ EUR in 2020

the impact of plastic packaging and food waste.

Rifuzl was established in 2018 as a single shop Z Established in 2018

in Ljubljana , and the management team does not

plan on opening stores in other locations. Rifuzl sells

food products, personal hygiene products, cosmetics, household, and cleaning products in

both the physica | and the online stores , but the latter generates a marginal share of
revenue and is undergoing changes. Today, five people work at the store i three full -time
and two part -time employees . Although it has a simple business model, Rifuzl is authentic
in tha t it uses its profit only to sustain the shop and provide fair pay to its suppliers and
employees rather than invest this money in business expansion. Ri f u mdstdmsportant
long -term goals are to increase environmental awareness in Slovenia and create be tter
opportunities for farmers that are often disadvantaged by supermarket chains.

A zero -waste approach to plastic and food consumption

Ljubljana is seeking to become the capital of t-vmaste mogeméntd A few z er o
decades ago, Ljubljana  was no different to any other capital in its region in terms of
environmental protection but in early 2000s , the city authorities initiated a large -scale

sustainability programme. As of today, the city has achieved great results. It recycles
around 70% of its waste 1%, uses eco -friendly material to wash the city streets and has
drastically reduced waste management costs for households and the municipal

19 More information available at: https://slovenia.si/business -and -innovation/zero _-waste -slovenia/
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government 2°. Support for and motivation to engage in environmentally friendly programs
and servicesishig h among Ljubljanaés ress?®dents and business

Rifuzl actively contributes to the reduction of plastic in its home city. The shop uses paper
or returnable packaging as much as possible . However, some amount of non -reusable
plastic packaging is inevitabl e because products like nuts or dried fruits often come in such
packaging. To avoid plastic packaging, Rifuzl works mainly with small local suppliers that

can arrange paper or returnable packaging more easily. Customers can choose from many

packaging optio ns, such as glass jars, grocery bags made from cotton or reusable wooden

packaging. Store assistants help first -time shoppers by advising on the appropriate
packaging for products, which is either free of charge or has a deposit fee.
At Rifuzl, zero -was te principles are also applied to food .According to the comp:

co-founder, Manca, Rifuzl hardly ever has leftover food but when it cannot be avoided, it

never throws such food away. The team of Rifuzl usually gives leftover food to its

customers for fr  ee, or to its partners -the Association fALetbés Help Slove
a shelter for the homeless - that then donate it to those that are in need, takes it home

for themselves or composts it if none of the options above are possible.

Rifuzl creates b etter opportunities for business partners

_ Rifuzl believes that treating business partners

." / 6 fairly and maintaining a close relationship with
J / ® A them are aspects indispensable from a
! sustainable business model. The overwhelming
majority of goods sold at the store come
from small local suppliers or individual
gardeners.  Although this renders prices at
Rifuzl higher than in a regular grocery store, it
has a benefitting impact on small farmers and
food manufacturers. First, it ensur es that the
vendors receive a fair pay, which is often not
the case with large supermarkets that rely on
cheap global supply chains. Also, it empowers

Credit: Rifuzl | -
small farmers that cannot produce in big,

commercial quantities. Rifuzl decides which suppliers to work w ith based on a set of

criteria, such as whether it is local, avoids pesticides , offers reusable packaging, and/ oris

driven by some social or environmental goal.
Active communication with potential customers is used to raise awareness

Rifuzl has develope d a creative marketing strategy for reach ing potential customers and
promot ing the benefits of a zero -waste lifestyle. It publ ishes blog posts on its website,
posts on Facebook every two or three days and uses amusing infographics to promote its

ideas. Rif u z | dharketing serves more goals than merely promoting the business.

It has an educational purpose T it explains the origins and ingredients of the products

sold at the store, tells the stories of  their suppliers, teaches about sustainable
consumption, gi ves tips on how to reduce waste and discusses the latest environmental

policy developments. For example, the team has released an entertaining mini -series
about zero -waste shoppingcalled A Ne mi s@@emnidt 0t r a s)twhiehhas teceved
alot of att ention on Facebook .

20 More information available at: https://zerowastecities.eu/wp
content/uploads/2019/09/zero_waste_europe_CS5_the_story of Ljubljana_en.pdf

2 More information available at:
https://circulareconomy.europa.eu/platform/sites/default/files/roadmap_towards _the_circular_economy_in_slo

venia.pdf
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Organizing educational activities to make people more aware about their
environmental impact

As mentioned earlier, one of the aims of this company is to accelera te waste reduction in
Slovenia. Besides offering reusable packaging, Rifuzl regularly participates
and organizes educational activities to raise environmental awareness. These include
store tours to students and lectures at schools, universities, and organ isations. In the case
of the former, students listen to a short lecture about man -made environmental
degradation and are taught about zero -waste shopping. They receive vouchers which they

can use to buy any one product at the store. In the case of the

latter, Ri f u meprasentatives give a one -hour l ecture about mi cropl ast
impact on the environment, the importance of individual and communal change and other

themes related to waste reduction. Moreover, the team of Rifuzl regularly attends
works hops about circular economy, as well as events such as TEDX Kr tplshare and
exchange ideas.

Rifuzl also helps create = communities of small suppliers by connecting them and
encouraging them to exchange knowledge. In the future, Rifuzl planstomakeanew  mini -
series about the farmers behind the products sold at the Rifuzl store.

Barriers and opportunities for engaging in CSR/sustainability practices

Al t hough in contrast to other European states, Sl ov
considerably fro m the COVID -19 pandemic, one could nevertheless expect a small

businesslike Rifuzl to be hithard. However, the pandemic did not have a detrimental effect

on Ri f u galed Rather, the biggest challenge was predicting changes in the supply

chaindurings  uch an unpredictable time. Due to the disruptions in mobility during the

lockdowns, suppliers could not deliver goods on time, therefore the store ran out of some

products, such as toilet paper and flour.

The most pressing challenge for Rifuzl is
develop ing and maintaining an e -
shop . Currently, its e -shop does not sell
food products and accounts for only two per
cent of t he ¢ o mp aHowebes,
the pandemic exposed the benefits of digital
commerce, therefore the team plans on
restructuring and expa nding the e -shop.
Ri f utedmdwill have to come up with
strategies to sustain both stores with
enough supplies once it starts selling food

in the e -shop. Manca believes that
managing this process could be made easier

with automatization.

Credit: Rifuz!

If online shopping is to be increased, Rifuzl willneed to consider zero -waste delivery to
online purchases . Even zero -waste stores that directly account for a low carbon footprint

are causing emissions indirectly via their supply chains. Manca thinks that products could

be delivered in reusable stainless -steel containers rather than wrapped in single -use
plastic or paper. Mechanisms for the return of packaging should also be implemented. The

increasing focus on e -commerce might require Rifuzl to adapt greater automatization of
their processes and employ more personnel.

In the near future, the team plans on further improving the communication and
transparency of the company. This includes publishing more digital material about the

origins of goods, as well as stories of its business partners. Lastly, in order to be able to

offer more products, the team is about to upgrade the layout of the physical shop.
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Key takeaways

Rifuzl demonstrates the power of small businesses in steering individual and communal
change. The storeds team aenadtediedtyle inSloveniacby gvsng a 2

lectures in schools and organisat ions about the worl ddés most
issues, encouraging sustainable consumption patterns among children and creating long -
lasting and loyal relationships with local vendors. The latter aspect empowers small -scale
farmers (including families) who might be offered smaller buying -in prices (or no contract

at all) at supermarkets. On the other hand, Rifuzl seeks to maintain affordable prices for
consumers from different economic backgrounds. Although this results in a lower profit

margin, current  revenues are enough to cover the labour and maintenance costs of the

shop. Such a responsible approach makes Rifuzl authentic among its peers and proves that
small changes are possible at a local level, even with a simple family business -like model.
Never theless, the company will have to modernize its processes in order to stay relevant

in an increasingly competitive zero -waste and digital business environment.
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Biovega: an organic food company focused on a holistic approach to
a sustainable lifestyle

Biovega is a unique Croatian business that combines various
activities from retail and distribution to agriculture and
education to promote a sustainable lifestyle. Over the years,
the company has made a name for itself as a pioneer in the
distribution of certifi ed organic products in the region ,
rigorously selecting its suppliers and partners. Biovega is
committed to following the 3E principles, namely, ethics,
ecology, and economy as the main pillars of its business.
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Biovega , today's leader in the Croatian eco - products

market, is a unique business driven by the lifelong @ SieEiE e
vision of its founders Zlatko and Jadranka Boban '
Pejil t o psustimeble l#estge ona personal

and societal level. The company's story began more

than 30 years ago with the establishment of the @
Association for the Improvement of Quality of Life in

the mid -1980s. Within the platform, the couple

worked on several pr ojects, one of which later &

Retai | /agro -food
industry

evolved into the Croatian Business Council for 220 employees

Sustainable Development. As part of the association,

a Makronova education centre was developed to <2 Revenue: ~ 19m E UR
educate society on personal ecology and promote a E@D in 2020 '

holistic approach to  a healthy li festyle . The couple

travelled throughout the region in the @0s and ®0s

giving lectures and seminars on healthy living and

co-authored several books on the subject published Z

by Biovega's sister company, Planetopi ja.

Established in 199 0

With sustainable lifestyle gaining tra ction in Croatia , demand for local organic products

emerged as well . Although at that time organic stores were  rising in popularity  in Western

Europe , it was not the case in Croatia. Zlatko and Jadranka r eal i zed the mar ket 6s
for quality products  and founded Biovega in 1990. A year later the couple opened a small

organic restaurant as well. In 1994 | they started distribution activities and opened their

first retail store in Zagreb, distributing Euro pean organic brands  foods such as grains,

beans, and sugar -free sweets . In 2003, the company expanded and established bio&bio ,

currently the largest chain of organic stores in Croatia and the region. Today, there are 20

bio&bio stores across Croatia, and, in addition, the bio&bio ¢ a fw@sintroduced as the first

organic to -go concept in the country.

As part of their retail and wholesale activities , Biovega offers a variety of world  -renowned
organic products, from food and supplements to household products and natural
cosmetics. The company collaborates with about 70 foreign companies pioneering in the
organic market and offers about 4500 products for retail and distribution. These partner
brands can be found in more than 700 outlets: specialized stores, pha rmacies, as well as
in 20 Bi ov e ¢hi@&iw stores. Through a bio&bio webshop, an assortment of stores
throughout Croatia is available , too . In addition to distributing other brands, Biovega has

developed its own special product lines in cooperation with local farmers. Alongside retalil
and distribution,  Biovega Group encompasses other activities such as agriculture, organic
restaurant, education, and publishing.
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Development of Croatian organi c agriculture

In2002, Biovega began working with Croatian organic farmers, offering product placement

and partnerships through distribution or packaging under various Biovega -owned brands.
Most of the products are sold in bio&bio stores where more than 1000 local organic
products can be found  or distributed to the largest Croatian retail chain Konzum . Today,

Biovega cooperates with about 30 organic producers all over Croatia and is continuously
expanding the project through new partnerships.

The initiative was the result of decades of partnerships with like -minded farmers that
paved the way for further collaboration. Jadranka explains that they initially met with many
farmers in person to assess their agricultural practices . The project is unique in Croatia

and the result s are visible, as not only is domestic organic production increasing, but some

small organic farms  can sustain themselves  due to such collaboration. Jadranka explains
that Biovega seeks to ensure a fair price to the farmers they cooperate with and helps
th em improve their practices

The value of certification and quality control

Biovega is committed to a system of excellence in all areas and levels of work processes.

The company has obtained ISO 9001 certification to improve business planning and ensure
swift control processes. The globally recognized HACCP certification  for food safety
management was implemented in 2008 (before it became a legal requirement in Croatia )

and includes strict requirements for the distribution of organic products:

1 In storage f acilities for organic products, batch identification is ensured to avoid
any contamination with substances that do not comply with the rules of organic
production.

1 Biovega ensures that organic products are only transported in suitable packaging
in closed vehicles so that contamination of contents cannot occur. When products
without organic status are transported, they are separated, specially packaged, and
labelled. The com pany also independently arranges for the transportation of goods
from external suppliers by contracting a transportation service trained in the proper
trans fer of organic products.

1 Theimport of products from countries outside the EU  is subjectto additio  nal quality
controls. The import ed organic products must have an environmental and health
certificate issued by an approved inspection body in the EU.

As a company that has a chain of stores, production, and service activities in its business
portfolio, Biovega is subject to continuous institutional quality control through several
supervisory bodies and inspections. In 2020, 50 audits took place, 8 of which were carried
out by the Environmental Institution.

Selection criteria for eco - partners

Biovega expec ts its subcontractors to comply with the same environmental requirements

as itself . All suppliers are inspected by the external control body at least yearly . Biovega
also carries out additional monitoring by itself or an accredited inspection body. The mos t
important aspects for the selection of partners include:

1 Requirements for organic farmers. For domestic products to be found on the
shelves of bio&bio stores, producers must provide a certificate proving their
products are organic, obtain an ecological ¢ ertificate, undergo an analysis of
pesticides and heavy metals, and be subjected to external audits. For example,

Biovega refused to work with a farmer after learning he was using conventional
farming method s, such as the use of  chemicals .

1 Criteria for eco -brands. From the outset, Biovega has sought to work with
reliable companies which have many years of experience and a high reputation in
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the market for organic products. They must also comply with environmental
standards, obtain certificat  es and act ethically towards the environment and their
employees.

1 100% organic products. Organic origin and ecological quality are of paramount
importance to  Biovega . Although an agricultural product must contain at least 95%
organic ingredients to be decl ared organic, the company only sells 100% organic
products , going beyond this  minimum legal requirement. Also, the use of GMOs in
organic products is strictly prohibited and the selected products are processed as
little as possible. For example, instead of white sugar, products with agave syrup,
cereal malt or unrefined cane sugar are chosen.

Among these requirements, Biovega also takes into account the sustainability and ethics

of suppliers. For distribution, the company only selects products that are manu factured
fairly and responsibly, respecting the environment and the people who work in the supply

chain. Moreover, for ethical reasons, meat products are not sold in Biovega stores. The
range of products of animal origin is limited to dairy products and eg gs, while the living
conditions of the animals are strictly supervised. For instance , eggs derived from cage
farming are not  accepted.

Decent work and employee care

Today, the Biovega Group employs 220 people, of whom 155 work in distribution, 45 on

the farm or in the restaurant, and the rest i at the publishing house or the education
centre. The average age of employees is 37, and 65 % are female. Jadranka notes that
Biovega strives to creat e a positive working atmosphere so that employees feel
comfortable and satisfied at work.

That said, the company is constantly investing in professional training and lifestyle
education. Biovega's employees are carefully trained in their occupation andth e expertise
it requires. The utmost attention is paid to the training of in -store employees, who
continuously learn about Biovega's products, brands, and upcoming trends to provide
quality services. In addition to professional guidance, the company educate s employees
on howto apply sustainable and healthy lifestyle principles on a personal level.

Jadranka emphasizes that employees are encouraged to express their opinions and views

to collectively create a more pleasant work environment. Each year, the com pany conducts
an anonymous questionnaire where employees can voice their needs and concerns
regarding areas that need improvement. Jadranka believes that open communication in

the workplace makes employees feel more valued, which in turn leads to more sati sfaction
and engagement at work. In addition, Biovega invests in small things that can improve
employees' lives. For example, the company offers to invite therapists to give back
massages to employees at the logistics centre. Considering that more than hal f of the

employees are women, Biovega also offers a generous maternity leave and provides job
security so that women can be sure that they will not lose their jobs.

The company's efforts to ensure employee care and comprehensive personal development
were recognized in 2014 and 2016 by the Croatian Employers' Association, which awarded
Biovega for outstanding projects in the category of employee care.

Sustainability at the core of the business model

In line with the company's 3E principles T ethics, ecol ogy, economy, Biovega works to
develop and implement green technologies for the entire management of the organic food
supply chain:

1 Eco-packaging. In 2020, a project was implemented under the bio&bio brand to
transition from plastic to compostable packagin g. It is made of compostable foil
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and cellulose fibres that completely decompose after 6 months. The packaging
meets the criteria of the European standard EN 13432 for industrial compostability.

This is a ground -breaking investment project in Croatia and Biovega is the first
company in the country to use this packaging solution. In 2020 alone, Biovega used
1000 kg less plastic than the previous year. However, Jadranka notes that

compostable packaging is significantly more expensive than plastic. Despite this
challenge, the company decided not to raise prices, but to consciously invest in this
change, which was highly appreciated by Biovega's customers.

 Food waste manag ement. In 2020, the company managed to reduce its food
waste by 25 percent compared to 2019 by donating certain products. The Croatian

government has set up an e -donation system that makes it easier for companies
to partner with organisations that can acce pt food donations.  Biovega is constantly
working with various organisations through this platform to reduce food waste 22,

Organic farm and restaurant

In 2010, Biovega decided to branch out into agriculture and acquired Croatia's oldest

organic farm, Zrno (Engl. Seed), founded in 1988. In the small village of Habjanovac, 55

km from Zagreb, fruits, vegetables , and crops are grown on an area of 20 hectares. Since

2011, Zrno has also been producing whole -wheat sourdough bread made from organic

grains and spring water. The f a r ni@sh produce is later used in Zrno Bio Bistro , which

opened in 2013 as an extension of the farm in Zagreb . The bistro is the first fully organic -

certified vegan restaurant in Croatia a nd the whole region . Jadranka mentions that the

restaurant is a logical decision connecting agriculture and retail, as it allows the
restaurantdéds customers to try out t he f arho&so pr oduce
shops.

Education at the heart of t he business

Biovega is also passionate about educating consumers on leading a healthy lifestyle and
organic farming. Key initiatives include:

1 Makronova Institute. Established in 1985, the institute offers a comprehensive
educational program that includes cooking workshops, t utorials and seminars. To
date, more than 100 000 people participated at the Institute's programs and
workshops.

1 Planetopija. = The beginning of the  Planetopija publishing house dates back to 1995
when Jadr anka an dpublishea th& fost Graaian thook on macrobiotics

AFood for Lifeo. Publishing activities have evol\
house called Planetopi ja, specializing in personal development literature such as
women's health, environmental protection , philosophy, and others.
1 Meetings and conferences . As the creator of the organic niche market in Croatia ,
Biovega acts as a trendsetter and driver of change in the industry. For example, in
2014 Biovega organized a business conference about the current si tuation of
organic farming in Croatia and its future prospects. More than a hundred

participants gathered, including organic farmers and producers, representatives of
institutions, business partners and the media.

Barriers and opportunities for engaging in CSR/sustainability practices

The results of a 2009 study showed that Croatian companies are willing to improve their
business processes to reduce waste and overall impact on the environment 23. However,

22More information available: https://poljoprivreda.gov.hr/e -doniranje/3909

Bpaliaga, M., Franjic 4 Z., & Flego, M. (2009). Green marketing in Croatia Research of experience and effects
on the establishment of environmentall y and socially responsible business. In T.H. Witkowski (Ed. ) Rethinking
marketing in a global economy, Proceedings of the 34th Annual Macromarketing Conference
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Jadranka points out that companies can rarely count on government support in this green
transition. Even small  -scale cooperation  between businesses and public institutions

is lacking  due to a lack of trust and collaborative culture, as well as high levels of

corru ption . Although obtaining grants through EU funds is technically possible, the
bureaucracy and administrative burden makes the management team of Biovega reluctant
to apply. However, Jadrank  a is hopeful that in the future the role of entrepreneurs in

Croati a6s economy will gain more recognition.

The lack of consumer education contributes to the fact that greenwashing remains
widespread . Jadranka notes that many people stildl
as immediately organic and ecological. She explains that companies labelling their
products as organic without certification are manipulat ing and mislead ing consumers.
Moreover, the purchasing power of Croatians is relatively low compared to other EU
countrie s. While organic products are more expen sive than conventional ones, this poses
a significant obstacle for companies wishing to enter the organic market. However, the
Croatian government has not presented a clear strategy for promoting sustainability inthe
agro -food sector or organic farming  in order to address these issues . Educating society on
these topics depends almost entirely on private initiatives, including Makronova Institute
or Planetopi ja.

Despite these external obstacles, Biovega recorded a steady growth of 6% in 2020.
Jadranka emphasises that the company currently has a stable position in the market and

manages a good financial balance. This is crucial for investing in future projects without

relying on outside financial support. F or the future, Biovega has no plans to expand into a
corporation but is focused on developing its business model and strengthening its influence

in the region.  Jadranka also shares a vision for the future to open the Zrno farm for more
educational activities and accommodation.

Key takeaways

Biovega is an excellent example of a company that incorporates sustainability practices

into various areas of work, including distribution, retail, education, and agriculture.

Following the example of foreign brands, the company decided to fill a niche in Croatia by
promoting organic agriculture in Croatia , Which eventually led to a project of cooperation

with local farmers. Thus, it not only distributes the products of local farmers, but also

helps them adopt novel cultivation and production methods. Through educ ational activities
and conferences, Biovega fosters cooperation between companies and other stakeholders,
and is the driver of change in the Croatian food market. Nevertheless , these practices
have become relevant for a rather small community of farmers, r etailers, and consumers
in the country.  Biovega and the entire organic agro -food sector struggles to find support
from institutional actors in order to educate consumers and address the issue of
greenwashing.
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Lebensbaum: a German producer of tea, coffee, and spices pushing
for sustainability at home, in production, and in supply chains

Lebensbaum (Ulrich Walter GmbH )is a medium -sized
German producer of tea, coffee, and spices based in
Diepholz , Lower Saxony. The company also operates
1 a coffee roasting plant in Gronau, North Rhine -
Information Westphalia. Lebensbaum sees sustainability as an
sharing inherent part of its  business model as it strives to
ensure that its tea, coffe e, and spices come from
100% organic farming . The company relies on
multiple supplier relationships , which it sees as  long -
term trust -based partnerships . Furthermore, in order
E ol (O ensure a sustainable, social, and fair supply chain,
the company has introduced one of the strictest
indus try certification standards T We Care.

Business Organisational
relations governance

Lebensbaum sells a variety of teas, coffee s, and

spices based on the organic farm!ng ' concept Germany, Diepholz
implemented at the places of product origin in a

sustainable fashion. The company prides itself on its

achievements in the field of CSR and is seen as a

national pioneer in the area of sustainable business @ Agro -food industry

practices, having recently received the G erman

Feder al Government 6s CSR Pr he

German Sustainability Award. When it comes to & ~ 200 emplovees

implementing its sustainability strategy, t he company ploy

relie s on four key pillars 7 100% organic farming, fair

supply chains , green packaging, and -lbhowms & Revenue: ~75m EU R
> D :

sustainability. D@ in 2020

Lebensbaum has been particularly successful in

making its operational processes green in the course - ]

of the last two decades. In 2001, the company Established in 1979

completely resigned its facilities and premises in

Diepholz to reduce its environmental impac t at the

local level. By 2002, Lebensbaum has switched to the usage of alternative energy sources

in 100% of its electricity supply. Starting from 2006 the company regularly releases
comprehensive sustainability reports. It has also made all of its product ion processes at
its headquarters climate neutral by 2010.

Rather than just making minor improvements and receiving a couple of simplest

certifications,t he company6s management has al ways aimed for a
towards sustainability and CS  R. Therefore, it has set itself a holistic goal to ensure that its

in-house operations, management, and supply chains, are fair and sustainable. To assist

its efforts, the company©6s f o uebehshaumFausdatianl swhich aunc hed
has so far cont ributed around 0.5 million EUR to a great variety of sustainability and CSR -

related projects domestically and internationally. Below we discuss these and other

company initiatives in greater detail.

Applying for progressively vigorous certification standa rds
Lebensbau m as a producer and distributor of organic goods has been trying to adapt
progressively stricter certification standards since founding . The company , when catering

to its customers, perceives these certifications and licenses as important credentials of
their high -quality organic products. Lebensbaum received the EMAS and ISO 14001
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certifications in 1998. ISO 14001 is a global standard, which aims to maintain an effective
environmental managem  ent system , while EMAS is usually seen as the next step with
stricter requirements on credibility and transparency 24, The company regularly undergoes

independent audits to ensure the highest degree of compliance with both standards.
Lebensbaum products have been bearing the organic food labels under the

EU-Eco-

regulation since 2001 , which means that the company does not use synthetic fertili sers
and chemical pesticides . The ban on fertilisers and pesticides is also enforced by the

Demeter association, of wh  ich Lebensbaum has been a member since 1987.
international level, Lebensbaum applies the Food Safety System Certification
22000 in the same area of organic quality control. The FSSC is monitored by an

On the
(FSSC)

independent American institute based in | owa, Unites States. Finally, in 2020, Lebensbaum
also received the  We- Care - certification.  In addition to the areas of corporate governance,

environmental management , and employee responsibility, We Care focuses
sustainable and fair  management of supply chains

Building fair supply chains internationally

on the

Lebensbaum perceives supply chain s asa decisive factor for turning conventional product s
into sustainable one s. The company has been developing its innovative and holistic supply
chain management system for over 20 years that was awarded by the Federal Ministry of

Agriculture in 2003. Designing sustainable and fair supplychain s i s one

of t

key obligations under the We-Care-standard. This involves purchasing raw materials
responsibly, designing environmentally friendly production methods , as well as treating

employees fairly and with due regard to all areas of sustainable corporate action
local level .

at the

Today, the company has about 70 raw material suppliers from all over the world and aims
to source most of the materials directly from origin al producers , rather than via
intermediaries. In order to build trustworthy and long -term partnerships, representatives
of Lebensbaum regularly pay visits to their suppliers. This helps to evaluate their organic

agriculture practices and social conditions, especially in countries where international

standards are weakly enforced. For instance, consulting the list of risk countries by the

amfori BSCI can help identify risks of poten tial violations.

Below are several illustrations of how Lebensbaum contributes to sustainable development

in sourcing countries:

1 In Ethiopia , where Lebensbaum sources some of its coffee, the c
contributes  preserving biodiversity in one of the last wild coffee forests

ompany
25 The

company also support s local smallholdersin certifying their coffee as organic , which
in turn helps to increase their income . In addition, the y encourage farmers to
produce beverages from coffee leaves and bri quettes from coffee husks. This
contributes  to the preservation  of the local biosphere reserve s and fits well within

Et hi o mreem é&conomy strategy .
1 In India , Lebensbaum engaged in a public ly funded project to

address

alcoholism . Oneof L eb e n s bsasuppligrs took over a plantation that was run
down due to high rates of alcoholism among st the farm workers. The situation has
improved after Lebensbaum started working  together with its supplier -supported

mot hersd cl ubs, psylnband regylareisits from thellocal éoktor.
1 InEgypt , Lebensbaum co-financed new waterpump s run by solar power for their

herbs and spices supplier .

24 The EU Eco -Management and Audit Scheme (EMAS) is a premium management instrument developed by the

European Commission for companies and other organisations to evaluate, report, and improve their
environmental performance.
% https://en.nabu.de/topics/bio diversity/kafa _-biodiversity/index.html
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An institutionalised approach to CSR

In 2008 the company found the Lebensbaum Foundation , which serves as a coordination

hub forsome of the companyds domestic and internat:.

So far, the foundation has launched multiple projects both domestically and internationally
within four main areas, namely e ducation , youth assistance , cultural activities and
environmental protection

As of 2021, the foundation has accumulated and donated more than 560 500 EUR to 11
different projects (3 domestic and 8 international ones). For example, the Foundation
provides scholarships for technical studies at the Heliopolis University for Sustainable

onal

Development in Kairo . Anot her example is the foundationés pr

children in the Indian city of Chennai (supplier location). The project aims to root out the

practices of child labour by improving their access to education. In the same city, the
foundation provides financial assistance to children with disabilities , who receive both
medical treatment and psychological counselling. The foundation also prides itself of the

fact that one of the project participants had won a silver medal  when taking part in the
London Paralympic Games 7.

Reducing packaging waste

The company6s adher We-Cae dtandartl hireludes obligations on  eco-friendly
packaging. In its attempts to make the packaging more environmentally friendly,
Lebensbaum has recently developed a new strategy for packaging, which consists of the
following:

I The company has defined a set of criteria to assess the sustainability of its
packaging . All of its packaging is evaluated with regard to recyclability, use of
recycled content, determination of the environmental footprint and calculation of
the carbon footprint.

1 Following the new packaging strategy , existing packaging is revised to
optimize for su stainability . For example, Lebensbaum has recently changed its
tea boxes to cardboard produced from 100% recycled fibres. The cardboard
contains a thin layer of activated charcoal to protect the product, which enabled to
remove the former wrapping. The com pany also uses plant -based inks (instead of
mineral oil -based) to i ncrease the likelihood that residue -free recycled paper may
hit the market again. The teabags themselves are made of banana fibre and the
threads are made of organic cotton.

1 Redesigning  pouches for culinary herbs and spices by removing a formerly used
clip and adjusting material thickness allowed to reduce the use of material by
10 ton nes per year and carbon emissions by 30 ton nes per year. To improve its
recyclability , the company also changed the paper-based label to a recycled
synthetic label made of th e same material as the pouch.

In -house sustainability

Lebensbaum ensures climate neutrality in their own production sites. The company uses

green electricity, partially generated by their own photovoltaic system, to power the tea -
making machines.  Geothermal energy is used to control the temperature in production
facilities and its headquarters. A heat recovery system is in place at the coffee roastery
which allows to reuse the exhaust heat generated by the coffee roasting machines. Finally,

a charging station for electric vehicles was

encourage employees to purchase such vehicles. 28

26 More information available at: https://www.lebensbaum - stiftung.de/projekt/stipendium -heliopolis -
universitaet/

27 More i nformation available at: https://www.lebensbaum - stiftung.de/projekt/behindertenfoerderung -chennai/
28 More information available at: https://www.lebensbaum.com/de/nachhaltigkeit/bei -uns -zu-haus
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Barriers and opportunities for engaging in CSR and sustai nability practices

Despite its success , the company still faces some challenge s in implementing its

commitment to sustainability . First of all, accounting for all emissions is difficult

because Lebensbaum reliesona complex mix of raw materials for produc tion . This entails

specialty products, which often means that there is a lack of information on their emission

factors (resulting from farming practices, soil management, water usage, drying methods,

etc). Thi s makes it difficult toenvraninentallingpacealonghhe company 6
supply chain more precisely.

Furthermore, the company still expects changes to the German legislative
framework, which could further boost reliable environmental planning and

support entrepreneurs for doing business susta inably. Even though G ermany has
recently introduced relatively comprehensive supply chain regulation , there is room for
improvement . Specifically, there is a need for more stable legislation without constantly
alternating legal requirements. The legislatio n changes should target large retail
businesses, stimulating them to better implement CSR, since companies like Lebensbaum
often work as a supplier to these larger businesses and must follow suit.

Finally, with respect to  supply chain management , local circumstances such as the
stage of economic development, existing legal framework and even cultural issues
determine what is achievable in a given social or environmental context . It takes time,
trust, and persistence when work ing on such issues with suppliers. However, while
Lebensbaum cannot instruct its suppliers on specific rules, but it can showcase best
practices and support implementation instead . For example, the absence of
institutionalised handling of complaints is an iss ue in many countries  where products are
sourced from . This is particularly relevant for the most vulnerable groups such as tea
pluckers and seasonal workers, who may become subject to unfair treatment. Setting up

a point of complaints without supplier invo Ivement, however, is difficult. Thus, the
company must rely on local NGOs, labour unions, and governments to set up these
procedures, resulting in some inefficiencies.

On the positive side, in line with the recent EU -level developments and initiatives such as

the EU Green Deal and Farm to Fork initiative, the company aims to further broaden its
commitment to sustainability strategy through three specific avenues . First, it
aims to achieve climate neutrality along their whole supply chain by 2025. Second, it has

set a goal to become environmentally positive in the long run. Third, Lebensbaum  will
continue working on their packaging services by adhering even more strictly t o the concept
of best recyclability. Overall, the company maintains a positive outlook and aspires to

sustain and strengthen its status of a German SME -pioneer in the field of organic
production and supply chains sustainability.

Key takeaways

Lebensbaum 6 sstrategic and comprehensive approach to ensuring sustainability is an

i nherent part of the companyds brand and daily
that a responsible approach to sustainability entails not only ensuring in -house
sustainability or sustainable production modes and operations, but also extensive work

with international suppliers and local partners. Furthermore, measures aimed at enhancing

an institutionalised approach to sustainability and CSR broadly within the company (e.g.

estab lishing a responsible foundation or a different institution/department) help to
continuously make the companyds efforts in the
pronounced.
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Le Terre di Zoe: a forward -looking fruit farm from Calabria
Since the 1950s, Le Terre di Zoe grows fruits, herbs, and olives, and
produces various products, such as jams and juices. Unlike many similar
farms, Le Terre di Zoe does not use contract manufacturers and oversees
ST the whole production process 1 fromthe mom entthe seeds are sown to the
involvement moment when products are shipped T byitself. Le Terre di Zo

rests on innovative thinking and the application of traditional technology in

the production process. The company does not use any additives or

preservat ives in its products and sells them in recyclable packaging. Italso
organizes educational activities and unique agro -tourism experiences for
organi sations, students, and farmbés guce
an enduring philosophy that combines cu riosity, tradition, and organic
production.

Le Terre di Zoe farm was established by the great

grandfather of the current owner, Rosaria Frisina, in .
the 1950s. At first , the farm only  focused on @ Ly, Gkl
agriculture, but as fruit prices begun to fall due to

increasing global competition, the owners decided to .

start producing their own food products. In 2004, Le @ Agro -food industry

Terre di Zoe was certified as an organic farm, and i n

2012, the owners of the farm, Rosaria Frisina, her 5 emplovees

father Domenico Frisina and husband Alessandro (9) (+se;so)r/1al e

Malerba, understood that in order to scale -up and

gain a decent reputation within the agro -food

industry, a proper brand f o ) duct s
needs to be established. That is how the brand Le E@ ES\II?e?nugbggo bot

Terre di Zoe was born. Le Terre di Zoe has always

put significant effort into sustaining its authentic

philoso phy of agricultural production, namely

growing organic fruits in accordance t o f ar Z Established in 1953
tradition, constantly innovating the production

process, and taking the time and risk to serve the
best quality products

Currently, Le Terre di Zoe grows and sells 8 different
types of fruit, and produces juices, nectars, jams,
essential oils, and spices. The business grows around 85

ton ne s of fresh fruit and produces 70 000 pieces of other
goods peryear . Le Terre di Zoe also offers a traditional
Calabrian farmhouse experience i guests can book a
night at the farm where they are taught about organic
agriculture and can see the production process of goods.

I'n 2020, the majority ofromf saslembs rev
of juices, jams and other fruit products (75%), a small

share was generated by fruit sales (20%), while
agrotourism made up a marginal share (5%).

5 full -time employees work in the business. Le Terre di
Zoe employs seasonal workers to pick the fruit or take
care of the fields.  The company has around 90 business
partners, mostly constituted from boutique or organic
Credit: Le Terre di Zoe shops and restaurants because the brand does not want

to sell in big retail chains.
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Eco -friendly and organic production at the centre of t he ¢ omphdosophys

Alessandro says that Le Terre di Zoe prefers a traditional Italian organic mode of
production , which is both healthier and better for the environment, when compared to
conventional farming. Hence, Le Terre di Zoe does not use pesticides in the fields, nor
preservatives, colour additives or refined sugar in its products. For example, instead of
refined sugar, it uses fructose and glucose, which means that the product contains only

fruit and fruit sugar. Also, unl ike many food producers, Le Terre di Zoe does not
manufacture juice from concentrate, as it would take away its nutritional value.
Furthermore, f ruits are picked only once they are ripe , while some of the final product s,
like marmalade , are created within the next 24 hours. Although organic productionis less
convenient from a purely economic perspective , Le Terre di Zoe continues to operate
according to these principles because it wants to offer best quality products.

To increase sustainability throughout the production process, Le Terre di Zoe begun using
renewable energy sources for land irrigation . Today, a rather small part of the
production process is powered by solar energy, but Le Terre di Zoe plans to power its lab
solely by renewable energy source s in the future. Moreover, the farm is concerned about
plastic waste and uses as much recyclable packaging as possible.

Since 2004, when the farmés production was certified
national and regional quality awards such as the Tutto Food award in 2013 and the Oscar

Green Calabria in 2014. But most importantly , Le Terre di Zoe received the pres tigious
GLOBALG.A.P certification in 2019 for efficiency and innovation in production, resource

management, sustainable business management and animal and consumer welfare.

According to Alessandro, having an organic farm sometimes causes challenges to comp ly

with all existing regulations and industry standards while remaining competitive. On the

ot her hand, the certifications generate better sales
trust.

Agro -tourism as a tool for raising awareness

Le TerrediZoe bhelieves t hat fAgreendbsmgcan help raiseonsocietyd¢
environmental  issues. It has a positive influence on both the natural and the social

environment through educational activities that entail educating about climate change

and environmenta | protection . Le Terre di Zoe regularly invites students on the farm

to give them tours and educate about organic farming and, overall, foster a stronger

connection with nature. The farm also accepts individual guests that are weary of the

typical tourist  experiences in Southern Italy and want to have an unconventional and

culturally enrichening stay.

Keeping strong ties with academia

Sassd di Maters: un
et s
"“S‘ o Gastronomicos

Farmers in southern lItaly tend to be rather
passive when it comes to learning about
innovation, which overall causes a lower level of
development and entrepreneurship in this region
when compared its northern counterpart.

However, a ccording to Alessandro, Le Terre di
Z o e 6 gilingness to learn and innovate
distinguishes it from its compet itors. Forinstance,

they actively participate in the initiatives
promoted by the Calabri an Chamber of
Commerce, which has been very helpful for
establishin g partnerships with academia, and Credit: Le Terre di Zoe
consequently, upgrading the business.
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One of such partnerships is a project with the University of Bologna. In this project,
Le Terre di Zoe gets a chance to optimize the u se of energy in production and apply state -
of-the -art technology, while experts from academia are provided with opportunit ies totest
their knowledge in practical settings. This creates a win -win situation for both the company

and the university.

Le Terre di Zoe also participatesin the project CO-FRESH 2%, funded by Horizon 2020, that

aims to develop innovative approaches to scale -up the agro -food value chains in Europe
and make them more sustainable. The project brings together 26 businesses from 10
countries, encouraging all participating entities to engage in a multi -actor approacht o
innovating fr uit and vegetable value chains via involvement of NGOs, trade and social

organisations as well as public authorities.
Barriers and opportunities for engaging in CSR and sustainability practices

In the future, Le Terre di Zoe plans to scale -up the use of recyclable packaging. It is
incentivized by the EU Directive 94/62/EC on packaging and packaging waste which states

that producers must declare on the product packaging what materials is the packaging

made from and how to dispose of it. The e volving regulatory framework incentivizes
companies to look more thoroughly into the materials that their packaging is made of and

learn about recycling. Alessandro sees this as an opportunity to invest more into
improving t h e ¢ o mp aknow 6-Bow on recycli ng via projects and partnerships. Most
of the waste that  Le Terre di Zoe produces is fruit peels. At the current scale, they simply

give the peels to animals at the farm. However, projecting on the growth of production in

the future, the owners of Le Terre diZoe see that using peels merely as animal feed is not
going to be sufficient in the future. Therefore, it is planning to upcycle the peels by using
them as food ingredients or crop fertilizers.

The upcoming years will be critical for Le Terre di Zoe because it wants to modernize and
expand. Le Terre di Zoe plans to grow in a sustainable way by growing the product and
delivery range, upgrading the production process, rethinking energy use, packaging and
business management optimization based on the knowledge acquired during various

projects. A potential challenge for the business will be to s uccessfully align its

financial goals with its philosophy. Moreover, while finding seasonal workers is quite
atrouble -f r ee process because it is managed fifdigpgfll I1-oc al
time employees is difficult because not that many people are willing to work

Finally, p ractices like the 24 -hour -production -cycle ensure the best quality products but

require a lot of resources and can hardly be optimized . Because of that, Le Terre di
Z 0 e gpmoducts are 10% more expensive than average. This poses a challenge of
effectively communicating with customers in the evolving agro  -food market

Key takeaways

By choosing the economically more costly option of producing organically, Le Terre di Zoe
shows care for its customers and the natural environ ment. Th e f a refiodssextend
beyond organic production i the farmers are passionate about raising awareness of green

agriculture by offering educational activities

is working on developing a long -term strateg y for sustainable business management and
production because it plans to expand beyond a small family business without losing the
philosophy that has guided it successfully for over more than six decades. In Southern

Italy, family businesses like this one are the drivers of the transformation to more
sustainable agriculture value chains. In this sense, active involvement in the local chamber

of commerce and partnerships with academia has proved particularly useful.

2% More information available at: https://co _-fresh.eu/
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Chrono : Serbian social enterprise empowers local producers and
persons with disabilities

63

Chrono is a small social enterprise based in Leskov ac, a city
with over 60 000 inhabitants in southern Serbia. Chrono
produces and packages unique mixtures of flour for healthy

and tasty homemade dough. The company fosters the
development of rural parts in Serbia by selecting raw materials

from small producers and thus providing quality products for

% its customers. The company als 0 integrates social goals into

QHP its agenda, especially the rehabilitation and employment of
persons with disabilities.

Community
involvement

Decent work

Chrono is an agro -food company that produces
ready -made flour mixtures for unleavened dough.

The mixes can be used by consumers to prepare
home - made bread by simply adding a certain amount

of water to the flour, which is then used to bake bread

in a matter of minutes. The bread allows consumers
to maintain proper nutrition and a healthy lifestyle

due to its high -quality natural ingredients. Chrono
cooperates with small producers to source raw
materials ,whicharethen prepared forpackagingand
distribution. The company als o develops whole wheat
and whole grain ready mixtures for bread , as well as
spice and herb mixes  thatare suitable  for people with
food allergiesor  special diets( e.g. glutenintolerance,
diabetes, Chrono diet, etc.).

Serbia, Leskovac

Agro -food industry

8 employees

Revenue: 20 000
EUR in 2020

Established in 2018

bl G B [ <

This focus on special dietary needs, alongside organic
production and product affordability , was one of the
main reasons for starting the company. Valentina
Bogdanovi i, f ound e rChrano dreliediom herdackground ds a technologist to
create an alternative product to bread sold in regular retail stores, and launched the
company in 2018. Valentina points out that retail -bought bread contains flavor enhancers,
additives, and preservatives T all things Chrono rejects in its produce. Chrono also
pro motes the idea of a healthy lifestyle in a fast -paced modern world through their
marketing  activities and social media blog. Furthermore, social responsibility and
sustainability practices ( e.g. local sourcing of organic materials and employment of
persons with disabilities) have been an integral part of the company's business model from

the beginning. Since January 2019, Chrono has been officially registered as a social
enterprise, making it one of only 50 companies for vocational rehabilitation and
employment of persons with disabilities in Serbia.

Social responsibility and close ties with the local community
The initial idea to create a social enterprise like Chrono originated amongst members of

the local NGO Education Center Leskov ac, which has been actively supporting local
community development and marginalised groups  since 2000. In order to support social

entrepreneurship, create a legal framework for action and provide consulting support, the
Center formed the Initiative for Social Empowerment in 2016. The social enterprise

"Chrono" was created within the framework of this initiative. Hereinafter, the main goal of
the company has been to assist and empower socially vulnerable persons . At th e start,
the company employed a variety of hard -to-employ people from diverse backgrounds , for
example, young people without any work experience or persons above 50. H owever , over
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time Chrono has become more focused on employing  persons with disabilities , which,
as Valentina notes, still remain the most "invisible" group to Serbian businesses. The
company is trying to reduce this stigma by setting a good example T currently all of
Chrono's employees  except for the owner Valentina experie nce some type of disability.

Valentina notes that in order to employ people with disabilities it is essential to
professionally assess the skills and abilities of each employee to effectively differentiate
tasks according to individual needs. The degree s of certain disabilities vary, and while
some of the workers may need additional changes in the workplace to accommodate them,

many do not require any special workplace conditions. Chrono provides equal opportunities

for every employee to participate in bus iness processes and carry out tasks in accordance

with their capabilities varying from management, administrative and marketing roles to
working on the pro duction line, weighing raw materials, or packaging the products.

Furthermore, Chrono triesto mainta inand strengthen local community ties aswell. The
company cooperates with many associations, especially with the Educational Center
Leskovac . A share of Chrono & profits are reinvested in programmes for the development
of social entrepreneurship initiatives under the umbrella of the Educational Center. Chrono
also maintains close ties with professional organizations such as business or supplier
associations as well as national institutions. To suppor t social entrepreneurship, Chrono
occasionally chooses other socially responsible companies, associations of people with
disabilities or high school student workshops as their service providers.

Sustainable sourcing of raw materials

Chrono is a business t hat seeks to be profitable, socially respon sible as well as
environmentally -friendly . To provide its customers with the best quality products, the
company only selects materials that meet its high standards.

The company was set -up with the initial goal o f supporting small producers from
underdeveloped communities in Serbia. Hence, it has chosen to source raw materials
from local, small, and rural producers within a 150 km radius. By adopting this approach,

the company minimizes its impact on the environme nt, reduc es transportation costs, and
as a result, can offer product s at an affordable price . Sourcing locally enables Chrono to
procure raw materials only in the quantities necessary for the near future, always
guarantying fresh produce. The company also  ensures compliance with internally set
quality standards by maintaining constant communication and relationships with suppliers

T Valentina herself visits them regularly, checks their production and the quality of raw
materials ( e.g. grains). Theonlyraw materials that cannot be sourced locally and therefore
need to be imported are Himalayan salt and rice flour. The company selects only the
materials of proven quality and safety.

Financial support for further development

Chrono has benefited from several financial incentives to overcome certain obstacles

preventing company  development. First of all, as a registered social enterprise, Chrono

receives a monthly reimbursement of a certain percentage of the gross salary for each

emp loyed person with a disability. The Law on Vocational Rehabilitation and Employment

of Persons with Disabilities stipulates that such companies are entitled to a monthly

subsidy for each employed person with disability , covering 75% of the total cost of salaries

but not more than 50% of the average salary in the Republic of Serbia (Arsil  ®2017)
Secondly , the costs for the purchase of REPRO (recycled plastic raw materials) and raw

materials are reimbursed every 6™ month . Given that this financial suppo rt is tied to the

¥Arsil, R. (2017). Status Of Persons With Disabilities In The Repl
Employment. Knowledge International Journal , 16(2), 801 -807.
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Ministry of Labour and needs to be monitored , Chrono is more often subject to audits from
the Labor Inspection  (at least twice a year) than regular companies.

Furthermore, over the past two years, the company has received significant support from

the local social enterprise support organization I Smart Kolektiv . Through their
acceleration program, Chrono has refined its business model, developed an online
advert ising strategy, and improved its design and produc t packaging. In 2021, the
company hopes to receive tailored hybrid funding and further technical support through
the S mart Impact Fund launched by Smart Kolektiv . Chrono was one of the 10 micro - and
small e nterprises selected to
participate in a programme
which seeks to positively
contribute to underdeveloped
areas in Serbia . This includes
expert advice and workshops

on improving business
models, as well as the
opport unity to receive grants
upto 6 000 USD 3. This long -
term financial and non -
financial support will be
critical to the continued
execution of Chrono 's plans,
improving sales, and scaling
both its business and social Credit:Chrono
impact.

Barriers and opportunities for engaging in CSR/sustainability practices

Although CSR/sustainability support measures played an important role in the
establishment of the company, Chrono has and continues to encounter obstacles to
CSR/sustainability uptake. Most notably, legal barriers and difficulties in employing

persons with d isabilities as well as the social stigma surrounding this group remain key

challenge s. The status of persons with disabilities  within the Serbian labour market has
improved in  recent years. More specifically, businesses that employ from 20 to 49
employees are obliged to employ one person with a disability, while those with over 50

employees should have at least two such persons within their team. In case of non -
compliance, businesses have to pay a financial contribution amounting to 50% of the

average salar y in the company. However, the latter option is more common among
employers. According to Valentina, the employment of persons with disabilities in Serbia
is problematic for the following reasons:

f Lack of effective legal action. The employment policies are not always properly
and effectively implemented. Namely, t he National Employment Service does not
provide a systematic registration of pe rsons with disabilities. From the employer's
perspective, there is also no updated database on job -seeking people with
disabilities, their education and skills, and no support is provided in registering and
hiring them. As a result, potential employers are unaware of potential workers and
their capabilities, meaning many businesses rather pay financial obligat ions set by
the government  than hir e people with disabilities

1 Limited access to education. The position of people with disabilities in Serbia
can be described as rather weak due to limited access to education and vocational
training. Itis  estimated that about 50% of people with disabilities ha ve attained a
31 More information available at: http://smartkolektiv.org/en/news/supporting -sustainable -micro -and -small -

enterprises -in-underdeveloped -areas -in-serbia -program -participants -selected/
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primary level of education while only 13% have had any opportunities to work 32,
Lack of inclusiveness in the education system largely prevents people with
disabilities from being independ ent and autonomous later in life, while people with
intellectual disabilities are particularly subject to vulnerability.
1  Social and cultural stigma. As Valentinanotes, many  people with disabilities  who
are fully capable of working on certain tasks do not receive job opportunities
because of the stigma  surrounding their employment . The notion that people with
disabilities are not fit for the labour market still perseveres in Serbia. They often
face discrimination and prejudi c earitpvth wareousl as empl
disabilities and unwillingness to learn.

As a small company that has only been operating for three years, Chrono also struggles
with a lack of a stable cash flow. Valentina points out that their clients primarily focus

on the variety of produce, its health impact and price, but only a small scale of them

choose the product as a way to support social implications the company conveys.  The lack
of professional expertis e in certain areas  also raises a challenge for the enterprise . For
instance , Valentina points to the lack of staff for developing a more professional

approach to sales and marketing , Which has a direct impact on limited product sales,

and thus on company's unstable financ ial situation . The company plans to overcome this
obstacle by using the funds received from partners ( e.g. the aforementioned Smart Impact
Fund) to increas e brand awareness through marketing activities.

Looking ahead, Chrono expects further company growth and development. The company
hopes to enhance better product visibility and recognition through promotional activities

while maintaining prod uct quality and increasing sales . According to Valentina, reaching
financial self -sufficiency is of utmost importance to the enterprise. As far as fut ure social
goals are concerned, the company's main objective is to create conditions for hiring more
people with disabilities (or at least maintaining the same number) and to expand the list

of suppliers for companies and asso ciations from rural communitie S.

Key takeaways

Ineffective  employ ment policies for people with disabilities and the social stigma
surrounding them remain major barriers to the integration of this vulnerable group to the

labour market in Serbia. While most companies struggle to employ at least one person

with a disabilit y within their team, Chrono manages to successfully operate in an
economically underdeveloped region with employees that all experience some kind of a
disability. Ch r o n ex@mple proves that the label of disability does not necessarily mean
that a person will be less capable of contributing  to business operations. Moreover, the
company takes cost -effective and, most importantly, sustainable measures through local

sourcing to produce healthy and affordable products that are highly appreciated by its
customers. However, Chrono still heavily relies on financial support both from the
governmentand non -governmental organisations. Currently, the company seeks to ensure

that such support will not merely keep dai ly operations going, but rather provide an
opportunity to invest in further development of its activities, increase sales and, in turn,

lead to financial independence .

32More information available at:
https://www.esap.online/download/docs/Host%20Countr Vy%20Case%20Study%20Employment%200f%20PWD
$%20in%20Serbia.pdf/c8852cc86855f0259ee11e64463a446f.pdf
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Ekofungi: a Serbian company promoting a circular approach to
mushroom agriculture

Ekofungi is a small Serbian company that takes a 100%

circular approach to mushroom cultivation. The company
pioneered a technology for sustainable cultivation of edible
mushrooms from recycled cellulose waste. Through the
Ekofungi School , the company ber
knowledge with other aspiring entrepreneurs who wish to
‘Community engage in agriculture by following the principles of local
LY sourcing and the circular economy. Today, Ekofungi is
considered the most prominent example of a company
Business f oll owi Blge Etohoey @ ipsophy inthe Balkan region.
relations
Serbian Dbiologist Il vanka Mi
scieptifig knowledge o.f.mycology with the prac_tical @ Serbia, Belgrad e
application of scientific methods to pioneer an
innovative circular approach to  mushroom
cultivation. This technology is applied to organic
farming of edib le mushrooms, and implies using the @ Agro -food industry
natural waste from farms as a substrate for grow ing
organic champignon and oyster mushrooms.
) o ) ) ) & 8 employees
With this innovation, lvanka has been involved in
many projects around the world to share her know -
how and exper_ience. The first project based on this_ Dz BevE e ~100 000
new technological approach was successfully carried D@ EUR in 2020

out in Krojcel Brewery in Germany with the support

of Gunter P auli, an entrepreneur and economist who

i ntroduceduetEboromyioB phi |l osoph
extends the circular economy principles to the use of Z
locally available resources through simple

innovations 3. Shortly after, similar projects were

implemented in Engla nd, Zimbabwe, and New Mexico. Now Ivanka shares her 34 years of
experience in this industry with other aspiring mushroom farmers through educational
activities at  the Ekofungi School

Established in 2012

Having successfully implemented the innovative technology
abroad, Ivanka decided to establish her own mushroom
cultivation facility in Serbia. Thus, in 2002, the
infrastructure for mushroom cultivation was built and in
2012 Ekofungi was officially established. Each year,
Ekofungi grows 100t onnes of organic champignons and 30
ton ne s of oyster mushrooms, which are either sold fresh or
dehydrated and mixed with other vegetables . The mixes
are a healthy and easy -to-prepare alternative to fast food ,
perfect for salads, pasta, or soups. The produ cts are mainly
exported to  Western European countries and the US
through wholesalers and e -commerce platforms such as
Amazon butcanbefoundin  small organic shopsin Belgrade

as well.

Crdit: Ekofungi

33 The philosophy was introduced for the preparation of COP3 where the Kyoto Protocol was signed. More
information available at: https://www.theblueeconomy.org/principles.html
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Circular economy business model

In 2018, Ekofungi was recognized by the OECD as the most prominent example of a
circular economy enterprise in Western Balkans and Turkey. Indeed, Ivanka's approach to
mushroom cultivation differs from conventional agricultural methods in several ways:

il

The production of the substrate. o
To grow organic champignons, EK@FUNG‘

waste from local farms ~ and high in o P~
cellulose (e.g. horse manure, straw, USED COMPOST FRESH VEGETABLES
or even used coffee grounds ) is
converted into compost , which is P
then inoculated with mycelium and CHAMPIGNON = \ ' WHEAT
kept cool and moist until harvest. XL
Once the organic champignons are
harvested, Ekofungi  returns the
compost back to the local farmers,

. . DRIED MUSHROOMS
who then wuse it as a natural soil N AND VEGGIES

fertilizer for growing vegetables and

wheat.  Agricultural waste from e
wheat production is used to grow HORSE MANURE S o OYSTER MUSHROOMS
oyster mushrooms  and the spent 5 '

compost is used for cattle feeding. v
. . COW MANURE SPENT SUPSTRATE
This cycle has neither a clear
beginning nor a clear end T the B
essence of the circular economy. In Credit: Ekofungi

comparison, conventional substrat e production usually includes only straw and
does not utilize every possible raw material.

Energy consumption. Unlike conventional mushroom production, Ekofungi uses
no heat and generates no carbon emissions in the production of its substrates. Only

the raw material itself and water are used to stimulate the natural microbiological

processes.

Water consumption. Ensuring sufficient moisture in the substrate is key , thus
mushroom production requires significant amounts of water . lvanka estimates that

3 litres of water are needed to grow 1 kilogram of mushrooms. To limit excessive
water consumption,  Ekofungi uses technical water instead of fresh water from the

munici pal supply. Additionally, once the water has been used to wash the substrate ,
it can be reused for other activities on the farm. Ivanka adds that the food industry ,
in general, has a high water demand, especially in cultivation, however, m ushroom
productio n does not waste any water as it is entirely absorbed by the mushroom s.
Local sourcing. From the very start, the company has been using only raw
materials that are found within a 30 km radius. By applying this principle, Ekofungi
reduces both transportation costs and carbon emissions. In addition,  Ekofungi
purchases surplus vegetables from the farmers on fair conditions and creates
dehydrated vegetable mixes with th eir mushrooms.

Chambers  for mushroom cultivation. For the past 20 years, Ekofungi has been
using aluminium  tunnels to produce mushrooms under optimal growing conditions
ensuring proper ventilation and air humidity . Ilvanka explains that mushroom
production cannot be effective without artificial control of the microclimate and that

this technology creates good growing conditions at a low cost. According to Ivanka,
this system was adapted to the Serbian climate based on an Irish model.

Waste management. Today, Ekofungi uses regular plastic  bags for growing the
mushrooms, and disposes of them along with other plastic waste for municipal
recycling. Although Ekofungi was willing to buy biodegradable plastic from an

Italian company, the company re fused to collaborate further because it was not
profitable for them to produce a small quantity of custom -sized bags for an SME
like Ekofungi .
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Community  involvement through education

The company shares its technology through training, ad-hoc consultations, and an open -
source business model. In 2 013, Ivanka opened the Ekofungi School , where she and her
colleagues from Belgrade University organise week -long training sessions on mushroom
biology, substrate production, bioplastic (i.e. plastic made from planto  r other renewable
biological materials ), and the entire  mushroom manufacturing process. The school
welcomed around 150 students overthe years , the majority of them coming from abroad.
Today, about 30 successful mushroom growers across different countries  base their work
on the knowledge imparted through the Ekofungi School . Ivanka notes that the main idea
behind the school is not just to teach people how to grow mushrooms in line with ¢ ircular
economy principles, but to empower them in starting a small sustainable business.

Ekofungi also actively collaborates with the
school's alumni network. Most notably the
Zimbabwe -based organisation The Future of Hope
; Foundatio n, which was founded by an activist
flrure o A ™\ Chido Govera , is an important partner. The
JpHOPE. & . @ founder of the organisation was trained in
b= . % : mushroom cultivation by Ivanka and her
¥ colleagues and n ow the young woman herself
promotes mushroom cultivation as a sustainable
sourc e of food and income in various communities
in  Zimbabwe. Ekofungi also allocates some
percentage of its profits to support the foundation
and its development.

Credits: Ekofungi

In 2017, Ekofungi also contributed to an open -access publication  Mushroom Cultivation
Manual for the Small Mushroom Entrepreneur , Which includes detailed information on
mushroom cultivation know -how, medicinal properties of mushrooms and compost

production 3.
Participation in research and innovation projects

Through the Serbian Innovation Fund , Ekofungi has received funding for the installation
of aluminum tunnels for mushroom cultivation. According to lvanka, without this crucial

support, this technology could never have been implemented on an industrial scale. Under
the Matching Grants programme, inwhich Ekofungi participated, Serbian =~ SMEs can receive
up to 300 000 EUR in grants for innovation and research 35, Ivanka does not doubt that the
Serbian Innovation Fund is a pivotal institution for promoting research and innovation in

the country.

Moreover, lvanka believes that the synergy between science and p ractical approach is a
crucial aspect of the agricultural industry. Thus, as an SME, Ekofung i is a member of two
scientific consortia involved in research projects supported by the Horizon 2020
programme: IPANEMA® and BIOCHAMP?®.In both projects, the company practically tests

the scientists' innovations fromthe agro -sector , provides feedbac k and sharesits industry -

specific experience with other partners. Through these projects, Ekofungi also shares its
own research findings with scienti fic institutions and the scientific community.

34 More information available: https://www.mush  roomcompany.com/resources/background/Mushroom

Cultivation -Manual.pdf

35 More information available: http://www.inovacionifond.rs/programs/matching -grants -program

3¢ More informat ion available:  https://www.ipanema2020.com

37 More information available: https://bioschamp.eu
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The value of certification

Ekofungi only collaborates with farmers within a 30 km radius who have obtained an
Ecolabel certificate as proof of meeting higher environmental standards . However, it can
be quite expensive for small  farmers or businesses like Ekofungi to receive European
certification 1 it costs 2 500 euros and must be renewed every year , translating to
additional costs for the company . The Serbian government, on the other hand, partially
funds the less costly local certification, but European certification is critical for exporting

their products to  the EU . The company owner  points out that the EU organic logo is what
sets Ekofungi apart from other companies in the eyes of consumers, and w ithout such
proofof qualityand sustainability ,theywould notbe able to compete with other companies

in the European market for organic products.

Barriers and opportunities for engaging in CSR and sustainability practices

Ekofungi faces major challenges in terms of market development and access to
foreign markets. Western European wholesalers stereotypically perceive companies from
South -East Europe as mere suppliers of raw materials and not producers of the final
product. The comp any initially found it difficult to build trust between foreign business

partners and present itself as a quality business that can compete with companies from
other European regions. However, years Ekofungi has proven itself overthe andnow works
closely with Benelux countries and the UK. Ivanka notes that for now, these 2 -3 strong

collaborations with strategic markets would be sufficient for them as a small producer to
sustain their business.

Another internal  barrier that the company faces is the lack of cooperation with the
public sector . Ivanka hopes that in the future the government  will give more priority to
entrepreneurship, as itis an important pillar of the economy and sustainable development.

Finally , most Serbian consumers remain price -oriented |, thus the market for organic
products in the country is under developed. Asaresult ,abou t80% of Ekofungi 's production
is sold on foreign markets. This is somewhat of an issue, as Serbia is not part of the
European Union and its currency, the Dinar, is not pegged to the Euro

In the future  Ekofungi wants to expand to new markets, but remain a small producer in a
niche for high -quality, healthy food. Russia is now a strategic market for the company's
expansion due to the recent free trade agreement between Serbia and Russia . Ekofungi
also plan s toincrease its positive impact through knowledg e sharing and circular economy
promotion . That said, Ivanka has the vision to build a network of small mushroom
producers (mostly  Ekofungi School graduates) and sell their surplus production under the
well -known Ekofungi brand, thus supporting and encourag ing mushroom cultivation

Key takeaways

Ekofungi showcases an example of  an agro -business fully in line with circular economy
practices. The company bases its business model on sharing its know -how on sustainable
methods for growing mushrooms so their busi ness model could be replicated any where.
However, Serbian consumers are rather price -oriented and the demand for organic
products remains low inthe home market,  which drives sustainability  -oriented businesses
to foreign markets. Ekofungi aims to defy the stereotype of Balkan countries as raw
material suppliers and  has already managed to become equal competitors in the European
and US market for organic mushroom and vegetable mixes. Having an EU organic logo

also plays an important role in strengt hening their position. Since Ekofungi has become a
relatively well -known brand in this field, the company now wants to help other mushroom

growers by selling their products under the Ekofungi name.
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fair -finance: an Austrian pension fund that seeks to make a change
through sustainable investment

fair -finance is one of eight Austrian occupational pension funds,
and the only one that places exclusive focus on sustainable and

i mpactful investment. The company:
social, environmental, and governance -related change inissue rs
e' of investment options but also the wider financial community.

Their industry -leading efforts have won numerous accolades,
—— prompting Marketing Director Rainer Ladentrog to conclude that
&IEHEI far-f i nance has become a fAbeautiful

Business Organisational
relations governance

fair -finance is an occupational pension fund ( de.
Betriebliche Vorsorgekasse ), founded by Markus
Zeilinger in 2008. After a lengthy licensing procedure,

it entered into business in 2010. Since then, fair -
finance has firmly established il
leading occupational pension funds. In March 2021,

it reached a record market share of 6% and 795

milion EURi n trust. The fundsd ct
of Austrian business that choose to contribute a share

of their empl oyeesd wages t
funds to ensure superannuation upon retirement.

Owing to its success, fair -finance has diversifi ed into
real estate development, insurance brokering, and

asset management. But the pension fund remains at

the heart of its business operations.

Vienna, Austria

Banking, finance and striaos
insurance industry

1e

34 employees .
nsion

Revenue: ~ 5.6 mE UR
in 2020

Established in 2010

pd G B [ <@

fair-finance  considers itself a social enterprise
because it is driven by a desire to effect change rather
than maxim ise profitt. The ¢ o mp achigvéngents
in and determination to achieve sustainable investment have attracted industry -wide

attention. Apart from winning numerous prestigious pri ze s, the companydss portf.
been awarded the Austrian Umweltzeich en i a certificate awarded by the government for

financial products that comply with rigorous environmental standards. As a result,

Marketing Director Rainer Ladentrog believes that the company has occupied a leading

role in establishing principles of sust ainable investment in the Austrian finance industry.

fair-f i n a nsustainability -focussed business modal has been a success for the following
reasons:
1 There is extensive  participation of customers in business affairs through a
dedi cated Customersd Council, an interest-guarant
sharing ( 150 000 EUR in 2020).
§ fair-fi nanceos i nvest ment p rtransparencye standanése t . hAll g h
investments must first pass a transpare nt sustainability rating procedure that
considers environmental, social, and governance -related factors. The entire
portfolio is subject to quarterly revisions based on the same criteria and
comprehensive information on its composition is publicly accessib le. For each 100
EUR invested, 33 EUR go towards impact investment options such as microfinance,
real estate or thematic investment funds (i.e. funds focussing on important macro -
themes such as environmental change), while the remaining 67 EUR are used for
6conventional 8 but sustainable i nyadtumnesyt s such a
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Investment based on sustainability criteria
The sustainable investment guideline s (Nachhaltige Veranlagungsrichtlinie ) and the
complementary  sustainable real estate rating are at the heart of far-f i nanceods

business. The two documents detail the sustainability requirements that any asset must

meet and the evaluation process that any asset must pass to be eligible for investment.

There are two types of sustainability criteri aiboth of which are aligned to
T the company uses, namely 1) exclusion and 2) best -in-class criteria. An assets financial

viability is evaluated only after passing both sets of sustainability criteria. The process is

conducted as follows:

1. Meeting any negative criterion is cause for exclusion . Exclusion criteria for
assets issued by companies, institutions, and states are grouped into t hree
categories . Any issuer doing harm by engaging in or generating significant revenue
from activities that fall under any of the exclusion criteria within these categories
will not be considered for investment. Table 1 gives examples of some exclusion
criteria. Real estate, microfinance and other types of investments have separate,
but similar own exclusion criteria.

Table 1 : Examples of Negative Criteria.

Example of Exclusion Criteria

A company is producingb i oci des <c¢cl assed as

Environment and hi ghly hazardouso by the WHO.

climate protection
(Umwelt - und

. A country has not ratified the UN Convention on Biological
Klimaschutz )

Diversity.

Human and labour
rights
(Menschenrechte

und Arbeitsnormen )

A company oracountry is systematically, g ravely, and
continually violating internationally recognised norms on
human rights (e .g. Universal Declaration of Human rights).

A company has engagedi n corruption or extortion within the
past 3 years.
Governance
A country is scoring a 60 or lower in Transparency
I nternational s Corruption Perce

2. Best -in-class style evaluation follows forissuers that do not meet any exclusion
criteria. For this purpose, fair -finance recently developed its own social scoring
which considers environmental, social, and governance -related factors  at a weight
of 20-50-30 respectively. Inv  estments in real estate and private real estate debt
follow separate criteria. These include location, energy efficiency, resource
efficiency, and transparency. Only assets that pass this best -in-class evaluation will
be subject to financial screening and eventually b e eligible for investment

The sustainable investment guidelines  were first introduced in March 2011 after
discussions amongst  experts and customers in a joint workshop. The fair -finance team
regularly develops and proposes further changes in co-ordination with an external research
agency The Value Group asneeded. CSR and Sustainability = Manager Alexandra Schwaiger
estimates that she  invests approximately 20 to 30% of her working time into identifying
emerging topics of interest for and proposi ng updates to the sustainable investment
directives. The Cust omer s 6 (KGrmenbetat I) confirms any proposed change.
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Unlike the investment guideline s, t he sustainable real estate rating was first introduced in
2015 and developed by an external engineering firm. Said firm also updates the rating as
new regulations , standards, and practical experiences necessitate

fair-finance practices active shareholder  engagement to ensure that assets within fair -

f i nanpmprfdic continue satisfying their high sustainability standards. The Value Group,

fair-f i n a n ex¢ethal research partner, re -examines the entire port folio once every

guarter to ensure continued compliance with all sustainability criteria. If infractions are

detected, fair-finance will notify the issuer and demand improv ement s. If the infraction

continues , divestment follows. Assets that appear worthy o finvestment for their financials

but fail to meet some sustainability criteria go through a similar process: if the issuer

implements improvements to comply with fair -financebs rules following an
notification , investment follows

While engagem ent following violations of fair-f i n a n sustdinmble investment criteria
often enough result in divestment, there are some instances where change for the better

was the outcome. For example, fair -finance was able to persuade alarge investment fund
(Siem ens Fonds Invest ) to include sustainability criteria for their Siemens Euroinvest
Corporates mutual fund. Further, the Blue Orchard Microfinance Fund was considered a

viable investment financially but failed to meet all transparency criteria T in this case
required by Austrian law. But an investment followed anyway because the fund had moved

towards meeting all criteria during and due to engagement

Impact of sustainable investment

The most easily quantifiable impact of fair-f i n a niovedingent activities is reduction in
the port f ol 2-todmint C ONhile the footprint appear s to be increasing (approx. 20t
CO2/Million EUR in Q 4 2019 v approx. 40t CO  2/Million EUR in Q4 2020), that is only due

to more emissions data on a n ever -growing number of asset classes becoming available.

Accounting for such data anomalies, the carbon footprint of fair-f i n a n pogfélis has
likely been contracting considerably due to the rigorous application of the sustainable
investment guideline s. In fact, there are concrete  examples of fair-f i n a n seledise
investment protocols leading to reductions in CO2 emissions:

71 fair-finance invests in the Green for Growth Fund (GF) which, in turn, invests in
measures reducing energy use and CO 2 emission s and increasing energy efficiency.
In 2020, GGF -financed measures reduced CO 2 emissions by 970.802 ton  nes. fair -
f i n a nshaéasnounted to 14.995 ton nes saved.

1 Through investment with sustainable investment management company Aquila
Capital, fair-finance reduced CO 2 emissions by 300 ton nesin 20 20.

Solving societal issues through the Social Entrepreneurship Fund

The Social Entrepreneurship Fund is a cooperation between fair -finance and Senat der
Wirtschaft and provides social entrepreneurs with seed capital . Driven by CEO Markus
Zeilinger, th e idea was borne out of the observation that there was a lack of funding
opportunities for impactful business ideas. In re sponse, fair-finance joined forces with
Senat der Wirtschaft  to set up this fund . Having been the first of its kind, a lengthy
licensing process ensued, lasting from 2019 until early 2021. Itresultedinab million EUR
fund providing seed capital for social entrepreneurs with promising business models and
clear social impact. All app licants must undergo a rigorous step -by-step screening
procedure that comprises the following (from first to last step)

1. Pre-screening by Senat der Wirtschaft

2. Impact assessment by expert impact council (assess whether business idea has
sufficient societa |impact) .

3. Business case assessment by a due diligence committee (carries out legal and
economic due diligence process)
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4. Final approval by the fund manager.

Despite the fundébés recent | aunch, MaiscknfidentthagtheDi r ect or
Soci al Entrepreneurship Fund is already contributing
pressing problems. Notable investment examples include:
1 A repairs and service centre specialising in repairing items which would otherwise
bethro wn out, incl udi ndReap arreaptadiwhesacisBnie® aré taught
how to conduct necessary repairs themselves.
1 A bottle neck attachment technology that converts contaminated water into
drinkable when placed in the sun, thus, removing the need for boiling the water.

Involving customers through the Customersé6é Council (Kundenbei

fair-f i n a nentredbsisiness model is built on cultivating trust through transparency. This

is exemplified by the portfolio composition and investment guidelines being ac cessible

online but also by t he companyéoés C 0 nactivet cngamer pdrticipation in

investment decision s. The Cust omer s &undeobainatc)i émboflies fair-f i nancebs
exceptional regard for customer issues I the Council represents customers at t he
management level and enjoys significant influence. It provides recommendations towards

the supervisory board, while the Chair of the Council has the power to suggest agenda

items for supervisory board meetings . It determines annual engagement priorities, and,

most i mportantly, the Customersd Council i s responsi
the sustainable investment guideline s by approving its updates .

Barriers and opportunities for engaging in CSR and su stainability practices

Austriads cur r enwhichgassumadmffite im 2019 , has publicly recognised the
financial market as a stirring tool for green policy and vouched to allow institutional

investors more impact investment. The government has anno unced suppo rt for social
entrepreneurs such as those targeted by the Social Entrepreneurship Fund. However,

currently policy support for sustainable investment remains scarce, and it seems  that
concrete action is yet to follow . While Ms Schwaiger and Mr La dentrog emphasise the
importance of financial market regulations, the current regulatory framework within

Austria restricts  fair -finance from realising the full potential of sustainable finance.

fair-finance 1 being an institutional investor licensed as a special bank ( Spezialbank ) T is

subject to set of regulations restricting the investment port fol i 06s composition.
problematic because these regulations diminish fair-f i n a nabiétyts invest in impactful

asset classes. Real estate, for example, is capped at 10% of the portfolio, even though,

as Mr Ladentrog insists, owning land or property is one of the safest investment s with

some of the biggest potential for improving sust ainability . In addition , pension funds may

only invest in real estate through investment funds. In response, fair-finance have drawn

up thefbhance real estate sustainability.Curentd?d, t hei
rules also prevent pension funds such as fair -finance from directly financing start -ups or

appearing as core shareholders of sustainable businesses . Despite the heightened risk,

CEO Markus Zeilinger has stressed in a recent interview with forum Nachhaltiges
Wirtschaften ~ that such investm ents would be a valuable contribution for more

sustainability and climate protection.

Furthermore, investing in HtM (Held to Maturity) assets leads to paradoxical situations

whereby fair -finance is legally prohibited from selling them, even if the portfoli 0b6s
government -provided sustainability certification would require them to do so. HtM assets

must be held for a given period and can only be sold due to limited reasons. Meanwhile ,
fair -f i n a nporfdicin its entirety has been awardedthe  government -regulated Austrian
Umweltzeichen which imposes strict sustainability criteria , one criteri on being backing out

of gas and fossil fuels. However, an asset issuer not meeting these strict sustainability

criteria is no ta legally acceptable reason for a premature sale . For example , fair -finance
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held HtM tittes of OMVi one of the worl dés | argest oil and gas ¢
government regulated Umweltzeichen 0s c r,i divestmend should have followed in

response to OMV violating sustainability criteria. However, divestment was impossible
since HtM titles cannot be sold for sustainability reasons.

Other barriers encountered relate to a lack of operationalisation in fair-fi nanceos
sustainability assessment and pub lic perception of  sustainability and CSR:

1 Fair-f i n an custaisable investment guideline s suffer from a lack of clear
operationalisation on how to measure the sustainability criteria, leading to
dissatisfying engagement outcomes. Sometimes fair -finance concludes that an
asset issuer is violating a sustainability criterion, while the issuer merely responds
that there are no violations according to their own evaluation.
1 Nowadays, more and more companies T even unsustainable ones 1 are trying to
give themselves a sustainable image. As a result, Marketing Director Rainer
Landentrog believes fair -finance (and others) struggle to convey the difference
between those who invest sustainably out of conviction and those who do it because
returns can be made wit hout being accused of O6greenwashing.

An opportunity for further engaging in sustainability practices has been fair-finance 0 s
participationin t he engagement network O6Shar eholhdseimtsrn,f or Chan
received considerable support from like -minded investors. SfC is a network of

sustainability -focussed investors that attempts effect sustainability improvements in

companies with questionable and unsustainable practice s, yet the assets of which are held

within the network. SfC does so by identi fying target companies and then using the

combined weight of all assets held within the network for posing critical questions to

business management and/or calling for votes at general meetings . The network is

primarily active on matters concerning the env ironment, corporate governance, and

human and labour r ights.

In addition, fair -finance is driven by its conviction to create value for their customers while
at the same time making the world an ever so slightly better place. The determination to

make a difference in environmental, social, and other matters through investing
sustainably is  fair-f i n a n denéfis . For that, fair-finance are willing to accept

disadvantages such as those regulatory barriers described above . These ideals also infor m
their plans: There wild/ be a Soci al Entrepreneurship
council will retain its influential position, and th e sustainable investment directives will be

further refined according to emerging needs.

Key takeaways

fair -finance is an example of an SME in the finance industry whose focus has been on
sustainable investment from the very beginning. Only one year after its foundation in
2011, the company introduced sustainable investment guidelines which serve as the
foundation for all investment activities. What began as a leap of faith at a time, when

nobody knew, if investing sustainably could | es
leading pension funds. Despite having been held back by administrative restriction in the

form of | engt hy Il icensing procedur es and I in
composition, fair -finance has had a tangible impact on the sustainability of asset issuers

as well as the finance industry as a whole. Ultimately, Mr Ladentrog believes that those in

the finance business who are honest, fair, and transparent, but also bold enough to follow
their conviction by implementing CSR and sustainability principles will be rewarded.
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Responsible investment at the core of asset management strategy

at La Financi re de | 6£chiquier
L a Financi re de | 6Echi qu
Francebobs l eading asset ma

LFDE follows well -developed ESG criteria when
making investment decisions, placing a particularly

Organisational Business Information i -
Sovermante relations e strong focus on governance, as well as in depth

knowledge of the co mpanies. Furthermore, LFDE is
involved in socially responsible investment (SRI),

which entails active and long -term engagement

with companies to help them improve their impact.
Community Lastly, the company has established a foundation
involvement that supports action in the ar eas of health,

education, and social and professional integration.

LFDE was established by two entrepreneurs in the

early 1990s, with a high conviction and long -term @ France , P aris
approach to their portfolio management strategy.

From the very beginning, LFDE was guided by a belief

that the companies in which one invests should Banking, finance and
undergo a ri gorous selection procedure. Paying close insuranc;e industry
attention to the fival ue of be a
successful strategy 1 today, the company manages a
range of funds worth 13.4bn Euros primarily invested & 136 employees
in equities (77%), corporate bonds and convertible
bonds. In terms of equities, the company focuses on
. . . . Assets under
listed companies ( i.e., publicly traded stocks). Most of = .

. ) o Mmanagement: 13.4bn
the investments are made in France or other European [@ EUR as of

countries, while the portion of international

investments is around 20%. The company works with Sl Ay

differen t types of clients, including wealth . .
management professionals, institutional and private Z Eazblishize v doell
investors. Therefore, although LFDE can be considered

a boutique asset management firm, it nevertheless

covers a broad spectrum of activities and approaches. Lastly, LFDE plays a role in the

social and solidarity economy through a Foundation that provides support to the
community in the areas of education, integration and healthcare.

In 2019, LFDE was acquired by Primonial Group, a leading wealth management company

in Europe. This transaction allowed LFDE to continue its steady growth and diversify into
new asset classes.
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An engaged investment strategy that facilitates positive impact

LFDE applies varying levels of ESG criteria integration into the
asset management. Its SRI methodology was formalised in 2007

and, ayear later, LFDE signedthe UN Principles for Responsible
Investment (PRI) . Currently, 92% of the investments made by
LFDE include Environmental, Social and Governance (ESG)
criteria. Although ESG analysis is applied to all the actively
managed stocks, particularly strong attention to this is paid

in SRI-labeled funds. Nine funds managed by LFDE have
obtained the French ~ SRI label, which comprise almost50% of
the total value of the ir assets. Two of these SRI funds (worth
almost 350m Euros in total) are considered Impact investment
funds and have the highest level of ESG criteria integration.

ESG integration

The ESG criteria are primarily focused on the aspect of governance , while this forms

a basis for developing a strategic approach towards sustainability within a company. Such

an approach allows not only to select the best -in-class companies, but also hel  p improve

the performance of those that do not have a perfect |
can be ensured by the management t eamds active dial
commitment to move towards more sustainable practices. LFDE also follows an  exclusion

policy which includes fossil fuels, weapons, GMOs, tobacco, and UN Global Compact

violations 38,

The companies that show investment potential are being assessed based on qualitative
and quantitative ratings which include both financial and non -financial criteria (for
instance, do no significant harm assessment, social safeguards assessment). This step
requires a lot of resources while this kind of data has to be bought from external sources,

such as Bloomberg . Moreover, qualitative data (such as annual reports) has to be manually
assessed by people and cannot be optimised, which requires dedicating an extensive team

of analysts.

Another important element in the assessment process is to meet with the management
teams of the companies. According t OLFDE6s websit e, applying this appr
more than 1,200 meetings each year. Although it may seem time -consuming, face -to-face

contact allows to determine whether the companies actually follow what they preach and
demonstrate strategic commitmen t.

Over the years, a pool of expertise was built around impact investment, leading to a launch

of dedicated funds. Currently, two impact funds are managed under the framework of

LFDES s n enpact doctrine , which is based on three pillars of intentionality,
additionality, and measurability °. For instance, the team of the Echiquier Positive Impact
Europe Fund % not only excludes controversial sectors and identifies ESG risks, but also

directs capital to companies that contribute positively to the SDGs. In 2020, 73.7% of the
turnover of the companies in the fund portfolio contributed to one or more of the SDGs

(related to health, energy transition, digitalisation, etc.) 41, At the end of 2020, LFDE
launched a thematic climate impact fund 42 entirely dedicated to the energy and
environmental transition. It focuses on three types of companies: a) solution providers to

climate challenges b) pioneers to their sector and c) companies that have begun their

climate transition.

38 More information available at: https://www.lfde.com/en/responsible -investment/our _-methodology/
3% More information available at: https://cdn.lfde.com/upload/partner/202108 Doctrinedimpact LFDE_EN.pdf
40 Worth 328m Euros as of 31/12/2020

41 More information available at: https://cdn.lfde.com/upload/partner/en_Rapport_dimpact 2020.pdf

42 Worth 13m Euros  as of 31/12/2020
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Overall, LFDE exer cises active engagement in their portfolio companies. Participation in

sharehol dersdé gener al meetings provide an opportunit
and allow to vote on important decisions, with particular attention given to environmental

and soci al resolutions. As an illustration, LFDE managed to convince the French

engineering company SPIE to respond to the annual CDP Climate Change survey and

improve their transparency regarding carbon emissions. 43

Transparency helps to achieve sustainability o bjectives

LFDE seeks to ensure full compliance with its Transparency Code , Which is being updated

at | east once a year. I n addition, information to sta
website under the AResponsi bl e i nvreasosepanateppagessect i on, \
dedicated to each of the funds. Other publicly available documents include Responsible

investment policy, Voting and engagement policy, as well as the recent Climate Strategy.

In order to track progress and see the actual impact, m easurability is of crucial

importance. For instance, LFDE tracks the carbon footprints of their funds, enabling

managers to monitor it and keep it below the benchmark. To complement the research

done within LFDE, an external consulting firm performs indepe ndent reviews of impact

performance. This not only allows LFDE and its investors to assess the impacts of the

portfolio companies and the funds but is also a motivating factor for the employees. In

fact , the remuneration of t he iigmguavitht ex &nterinpacd manager

targets. Since 2020, each employeebds individual objec
objective that is taken into consideration when deter

Giving back to the community through a foundation

In 2005, LFDE launched a Fi nanci re de | ' Ec hincpuéreorunitte thee ndat i on
companybds employees around the idea of solidarity and
t he ¢ o mpacquigitios in 2019, it was renamed as Primonial Group Foundation 4. The

Foundation is largely financed via a portion of some of the LFDEf undsd® management f e
This amounts to an average annual endowment of 1 million Euros. In addition to simply

providing financial support to charities, the LFDE encourages members of the staff to

dedicate some of their time to projects implemented by the Foundation. The Foundation

has a clear governance structure , including a Strategy Committee and Engagement

Committees covering the different action areas, made up of Primonial Group staff and

external experts. The company allows employees to devote up to 5 working days per year
to associations supported by the Foundation (mentoring young people, renovating
premises, etc.).

The Foundation engages in a variety of projects each year. This includes charities and

projects seeking to reduce inequalities in education, strengthen social skills and tackle

isolation or help people (re  -)find their independence and gain employment. In response to

the pandemic, the Foundationds St lsapostgryitseCiotheni tt ee de
health field. In this action area, the Foundation initiates calls for projects that provide a

response to the psychological problems of the most exp osed and vulnerable populations

to the pandemic. Lastly, the Foundation operates a charity that supports high school

students from less -advantaged backgrounds that seek admission to the preparatory

classes for Fgramckds @®@iasitiess
Barriers and opportunities for engaging in CSR and sustainability practices

LFDE is convinced that a strong focus on SRI and close attention to corporate governance
pays off in the long -term and allows to overcome market fluctuations . 2019 study

4 More informat ion available at:  https://cdn.lfde.com/upload/partner/en_Rapport_dimpact_2020.pdf
4 More information available at: https://www.fondationprimonial.com/en/the -foundation -2/
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performed by LFDE revealed that the portfolio of companies with the best ESG scores
generated a performance which was 2.3 times better over 9 years than the portfolio of
companies with the worst ESG scores. Companies with poor governance ratings performed
least well 5. Later on, the pandemic has proved that companies with the best ESG score
were more resilient and significantly outperformed those with lower scores 46,

Therefore, LFDE plansto gradually increase the level of ESG integration when making
investment decisions. Impact inve stment, which currently plays a rather minor role in
LFDE6s asset management, will certainly be one of the n

applying ESG criteria to at least some extent is becoming more mainstream in the financial

sector, it is unclear whether all investors and asset managers will truly commit to
systematically integrate it to their decision -making processes. According to
representatives of  LFDE, it will require increasingly more data and reporting to
adequately assess the impact perfor mance. As mentioned before, being transparent is,
indeed, resource -consuming and highly -dependent on the information that
companies disclose themselves . In 2020, LFDE participated in a UN PRI workshop
regarding EU taxonomy alignment. After looking at the p ortfolio companies in the Echiquier
Positive Impact Fund , it was found that more than 75% portfolio was not aligned with the
taxonomy ( i.e., most companies did not disclose their taxonomy -aligned turnover) 47, This
poses a challenge to act as responsible as set managers and comply with the new standards

and obligations.

Key takeaways

LFDE proves that SRI is not just a means of being ethical but has become a powerful risk
management tool and a key factor to steady growth. Gradually increasing the level of ESG

i ntegration and taking into account the c oesmaEei
and more data and analysis. Therefore, face -to - face meetings with the companies can help

fill the gaps and make sure that the provided information does not contain greenwashing.

Moreover, active engagement and dialogue with portfolio companies may help them
improve their CSR and sustainability practices. Interestingly, LFDE has made sustainability
not only a part of its objective as a company but has also integrated it into individual

objectives of each employee. Giving back to the community is deep ly embedded in the
corporate culture, as the company also operates a foundation which allows employees to

engage in solidarity projects.

4 More information available at: https://cdn.lfde.com/upload/partner/Etude -ISR_2019 EN_WEB.pdf
4 More inform ation available at: https://cdn.lfde.com/upload/partner/CarnetsdeRecherchelR2020EN1.pdf
47 More information available at: https://www.unpri.org/eu -taxonomy -alignment -case-studies/eu -taxonomy -

alignment -case-study -la-financiere -de-lech iquier/6390.article
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Matter: a Copenhagen -based fintech helps investors take a better look at the

sustainability of their investment S
Matter: a Copenhagen -based fintech helps investor s take a better
look at  the sustainability of their investments
Financial institutions can choose from a variety of
& Environment al, Social and Governance (ESG) ratings in order
to evaluate the companies they (plan to) invest in. However,
IQI & IEI most of these ESG ratings aim to measure a compan:

resilience only to financially relevant ESG risks. In other
words, the scores are focused on financial materiality and do

not provide a holistic insight into the sustainability profile of

a company. The Danish financial technology start -up Matter
offers a flexible alternative to ESG ratings by providing
accessto in -depth information about a broad range of critical
sustainability themes. Thus, the company helps the financial

Organisational
governance

i Information . . Lo
Human rights sharing industry to steer vast amounts of capital towards achieving

the UN 2030 Agenda.

Matter was founded by Niels Fibaek -Jensen, who

previously worked at the UN, and Emil Fuglsang @ e, S e
who had experience in management consulting.

Throughout their careers, they both saw that

institutional investors crucially need better

information about sustainable in  vesting. To @ Banking, finance and
address this issue, in 2017 they established insurance industry
Matter which started as a B2C platform aiming to

work with the Danish pension industry. The start -

up launched a collaboration with the financial & 28 employees
service corporation  Skandia , offering individual

custo mers and workplace pension scheme

managers an opportunity to ensure that their . .

money is invested with high concern for people Z Established in 2017

and the planet. However, Matter 6s team (q

realised that their analytical tools have a far

broader use -case beyond Denmark. In late 2018, the company started pivoting towards

B2B with the idea of helping financial institutions (such as insurance companies, pension
providers, asset managers, banks) understand, act and report on the sustainability of their
investments.

In 2020, Nasdag Ventures made a strategic investmentin Matter, in part to accelerate the

development of Nasdagés ESG Footprint solutioNattevrbsclanasypowser
technology. “ Today, Matter also works in close partnership with over 30 international and

Danish clients, ranging from big players such as Nordea and AP Pension to retail investors

and small family offices

Unlocking critical impact information across portfolios

The company prefer s using the term fsustainability o instead of AESGO, even though the
latter is more common in the financial industry. This is because Matter seeks to provide a
more nuanced and holistic approach towards investment impact information when

compared to standard ESG frameworks. ESG rankings usually contain only aggregated
information which may hide various red flags (a listed company is given an overall score

and a set of scores for the three pillars of ESG). To respond to this issue, Matter aims to
offer an intuitive, easily understandable, and yet transparent a nd granular view into a
companyb6s or portfoliobds performance.

4 More information available at: https://www.nasdag.com/articles/matter -solutions -help -investors -bette r-
understand -the -sustainability -impact -of -their
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Matter collects data on over 50 sustainabi lity themes across more than 14 000 listed
companies in three different ways:
1 Traditional impact metrics , which, for example, connect self -reported da ta on

CO2 emissions, the amount of water a company consumes, the proportion of

women on its management board, etc.

f  Since impact metrics are largely imperfect and self -selective, Matter has developed
an estimation tool to fill the missing data

report its emissions, the tool provides an estimate basedon t h e

gaps ( e.g. if a company does not

 Thematic data , which allows to present an investor with red flags. This allows to
determine, for instance, whether a company has been involved in human righ

violations or contributed to deforestatio

n.

Matter draws this data based on 50

sources of global expertise. In order to achieve this, Matter actively collaborates
with organisations from civil society, NGOs and academia, such as Business
Human Ri ghts Resource Centre  and the World Benchmarking Alliance.

Matter combines this quantitative and qualitative data to help investors understand the

full extent of their impact, as well as to see where the information is coming from.

portfolio analy sis does not present a client with an aggregated ESG score, but rather
provides a tailored report against more relevant sustainability metrics to get a full overview

of their portfolio.

Enabling financial institutions to demonstrate the impact of investme nts directly

to customers

Matter has created a digital solution that enables financial institutions to prove and display
the impact of their products and services directly to their customers. The API and widget

solutions allow financial institutions to eas ilyintegrate Matter6s i mpact reporti
platforms. For instance, customers can be presented with different impact metrics ( e.

greenhouse gas emissions or renewable energy generation) or sustainability flags on their

individual investments.

This not only allows to increase transparency, but also helps customers better understand

their footprint and steers them towards more sustainable investment (

shares in companies with relatively high CO

sector 6.s

ts

&

g.

e.g. avoid owning

aver ac

Matter 6s

ng on

2emi ssions or human rightsd abt

Sentiment data to understand how companies are perceived in global media

Another aspect that makes Matter stand
among its competitors is its proprietary tool
SDG Signals . The tool is powered by artificial

out

intelligence and is  driven by machine learning.

By processin g natural language from over 60
000 daily articles, the tool assesses how more
than 38 000 companies are perceived in global
news media in relation to the UN SDGs.

SDG Signals enables investors to anticipate

susta inability related risks and opportunities
and quickly respond to shifting trends. For
instance, if a media outlet reports that a
particular company is involved in a labour
abuse scandal or that another company has
released an ambitious sustainability strat

an asset manager can easily predict which
names are going to be revised up or down in
ESG scores in the near future.

egy,
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A Copenhagen -based asset management company Qblue Balanced has incorporated SDG

Signals into their balanced approach to sustainabili ty analysis . Since SDG Signals is a

potenti al predictor of a company @Qblue Balagdedh ibaliaves | i ty pe
that it may even bring financial returns on their investments 49,

It is important to note that SDG Signals does not discriminate bet  ween SDGs, meaning

that it provides sentiment data across all 17 SDGs and treats them with equal importance.

This aspect corresponds with Matter 6 s overall strategy t o pay atte
sustainability themes, and not only the ones that are financially relevant . In other words,

Matter does not focus solely on issues that are likely to impact the financial condition or

operating performance of a company, but encourages investors to take ethical aspects

into consideration as well. On the other hand, Matter does not want to impose their own

normative values upon investors and only seeks to present them with objective data.

Barriers and opportun ities for engaging in CSR and sustainability practices

Incomplete, unstructured, or non -transparent data is a significant challenge for Matter .
Moreover, the social side of the metrics is not advancing that fast as the environmental

side and remains more difficult to quantify. On the other hand, incomplete data is also the

biggest opportunity for Matter , as its business model is driven by getting as close to the

full picture as possible. Moreover, regulation is increasing throughout Europe, especially

with the recent EU S ustainable Finance Disclosure Regulation and the EU Taxonomy.
Companies are required to disclose more and more transparent information concerning

their sustainability efforts, and Benjamin believes that stricter regulations will be

introduc ed in the future.

Another challenge is to find the right balance between complexity and humility, when
presenting the sustainability -related data to investors. Besides, there are challenges in
breaking out on each ESG, without losing the multidisciplinar y perspective (for instance,
moving away from coal has positive environmental impact but may have negative
consequences to employment in that area).

Overall, sustainability is one of the strongest drivers and trends in investing and it will only

increase overtime. Infact ,the number of available sustainable investing funds has nearly

tripled since 2008 °. With vast inflows of capital being put into sustainable funds, the

demand for granular data from a variety of sources is growing. Therefore, Matter is
constantly striving to stay ahead of the game and offer innovative solutions to their clients.

In the near future, they are planning to launch a Digital Dashboard to make their products

more user -friendly, as well as continue improving their SDG Signals tool. Lastly, they are

4 More information available at: https://www.th _isismatter.com/customer -stories/gblue -balanced -utilise -
matters -ml-powered -sdg-signals -to -gain -a-competitive -advantage -in-new -fund

50 More information available at: https://www.ey.com/en_us/financial -services/why -sustainable -investing -
matters
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focusing on commercial development of their easily -scalable products, which might make
sustainable investment more accessible for everyone in the financial industry.

Key takeaways

Although the interest in sustainable investing has been increasing steadily in recent years,

the financial industry is st ill facing a variety of challenges. Issues such as incomplete and

non -transparent data or ESG rankings hiding various red flags, often prevent investors and

asset managers from seeing the real impact of their investments. Matter demonstrates
that although it is possible to see merely a fraction of the full picture, it is worthwhile to

look for more data than traditional impact metrics suggest. In four years, the company

has managed to develop a multi -stakeholder approach presenting data from over 50
sources of global sustainability expertise, bridging the gap between current investment
practice s and the growing wealth of scientific knowledge  on how companies interact with
society and the environment . Moreover, the company has created an innovative way to

draw up -to-date information from global news outlets, namely, the machine learning -
driven sentiment data analysis tool SDG Signals . The growing interest in such tools show

t hat the tech industryés support wi | | be i nc-r
making in the future.
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WeBuust: a Finnish virtual online start -up accelerator available for
entrepreneurs across the globe

WeBuust is a virtual acceleration and funding platform that

brings together start  -up founders, investors, incubators, and
accelerators. The company offers comprehensive digital
development paths to aspiring entrepreneurs, which can be

Decent work Information

sharing either self -paced orimpleme nted as part of an acceleration or
incubation programme. WeBuust contributes to several SDGs
by providing affordable educational tools to people from
different parts of the world and diverse socio -economic
backgrounds, and then helping them find investors who
Community support their business idea. ( https://webuust.com )
involvement
Developing countries face a number of trade
barriers  and a lack of support for @ Finland, Oulu
entrepreneurship.  The co -founder and current CEO

of WeBuust , Janne Lauanne, became familiar with

the struggles of aspiring entrepreneurs in his 15 ) ]
years of hands -on experience working in a start - @ _Bankmg, f|_nance and
up. WeBuust was est ablished in 2017  with the idea insurance industry

to offer easily -accessible guidance to

entrepreneurs across the globe and provide them

an opportunity to attract investment. Today & 9 employees
WeBuust serves as a digital platform where people

who have a business idea can develop busines s

plans by themselves or as part of their Z R
participat ion in incubators or accelerators, as well

as prepare to attract interest from investors and

raise capital.

The WeBuust platform is beneficial for entrepreneurs as well as investors and start -up
incubators. By registering on the platform, entrepreneurs get a n array of development
toolsto polish theirbusiness idea.The standardized and digitalised process on the platform

m akes it easier for investors and incubators to review new businesses and decide whether
to invest . Today, around 4000 start -ups and several hundred investors and incubators

have already registered with in the platform.

To help connect companies, WeBuust works in partnership with several accelerators and
incubators that  play an important role for the subsequent development of start -ups. For
instance, in 2019, the company signed an agreement with the Japanese start -up
accelerator Startup GoGo to foster the expansion of Japanese companies into Finland and

vice versa.

Accessibility for every entrepreneur worldwide

The lack of capital, knowledge and financial innovation is one of the main obstacles to
promoting the culture of entrepreneurship in developing countries. Many entrepreneurs in

emerging markets need to rely on external financing, but the high interest  rate s of getting
a loan often prevent them from pursuing their business ideas 51, Hence, WeBuust is an
easily accessible tool for entrepreneurs in these markets to help them overcome the

obstacles associated with further development. Although WeBuust focuses mo re on

developing regions, Janne explains that entrepreneurs also need networking support,

51 Source: https://globaledge.msu.edu/blog/post/1273/understanding -entreprene urship -in-develo
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advice, and resources to build their businesses even in rural areas of EU Member States
like Finland.

With this in mind, the WeBuust platform helps entrepreneurs grow their businesses,
regardless of their financial means, networking skills, or education

1 Free service. Entrepreneurs can register for free on the platform to use basic
services that cover all material necessary to kick -starting a venture. This option
allow s anyone around the world, despite their financial means, to work on the
platform. In addition, WeBuust offers paid premium services, however, they are
mostly meant for start - ups that participate in incubation/acceleration programmes
which cover the costs  of the premium services.

1 Comprehensive guidance . Janne notes that by using We B u u s guidance
programmes, entrepreneurs can advance their business ideas despite a lack of
knowledge and experience . For example, WeBuust facilitates the business
development process by helping entrepreneurs create professio nal standard
deliverables (e.g.  pitch presentations, validation reports, and business plans) that
attract the interest of investors and business accelerators. Entrepreneurs also learn
howto setupanappro priateteam structure , identify competitors and market their
ideas. However, guidance is not industry -specific . On the contrary, they provide
systematic information that is relevant to any business: product positioning in the
market, analysis of the team's skills and experience, and help in determining the
added value the start - up has for potential investors. Furthermore, through Al video
analytics, start -up founders have the opportunity to practise their pitches for
investors and receive clear feedback and opportunities for improvement.

1 Atool for networking . As Janne putsit, WeBuust is a digital backbone for start -
up accelerators and incubators. This means that start -ups registered on t he
platform are more likely to be selected by business accelerators and incubators for
further development and fundraising. Furthermore, several such programmes have
incorporated We B u u splaffosm into their processes as a complementary digital
tool.

1 Diff erent approaches to business development. WeBuust offers several
approaches to how start -ups can accelerate their ideas catering to various needs
of every entrepreneur . First, a fully -fledged acceleration programme that can be
used as self -paced is availab le to companies that have already received funding.

Also, in their quest to democratise entrepreneurship WeBuust will soon unveil a
Start From Zero  path that includes basic information an entrepreneur needs to be
aware of before starting a business or even before coming up with an idea.

Approach to sustainability in the early start - up stage

Although investors often require mid -sized or listed companies and corporations to meet
certain ESG (environmental, social and governance) criteria, Janne notes that si milar
requirements are now gaining traction with SMEs and start -ups. He points out that most
new ventures , in contrast to large and well -established corporations, do not have the
resources and cannot hire staff members to work on CSR and sustainability iss ues. For
this reason, WeBuust is planning to include training on sustainability factors and social

impact as part of the start -up development path. The approach to sustainability in start -
up development is lenient and flexible now, but Janne hopes that thi s process will be more
structured in the future. The training on sustainability should become more prevalent,

explicit and include  the following

1 General information on CSR. Janne hopes to systematise all relevant information
about sustainability and ESG criteria for SMEs and start -ups so that they can apply
it easily and methodically.

1 Sustainability strategy. On the platform, start  -ups will be guided through the

process to design their Sustainability/CSR strategy and integrate it into the core
business model.
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1 Transparency. WeBuust will provide clear environmental KPIs and other ESG
metrics that companies can use to assess their impact on the environment. In
addition to fina ncial reports, these KPIs will be available to investors to review and
evaluate the company's potential social and environmental impact.

Barriers and opportunities for engaging in CSR and sustainability practices

Extensive government funding and support facilitate a culture of cooperative
entrepreneurship and a well -functioning start -up ecosystem in Finland , creating a
hospitable environment for WeBuust's growth. However, Janne notes that launching the
company was quite a challenge. Although WeBuust set up the platform in 2018, the first
customers arrived just before the pandemic broke out , causing some uncertainty. On the
other hand, unlike other companies for which the pandemic presented significant obstacles

and financial risks, WeBuust seized the opportunity to go fully digital i Janne notes that
there could not have been a better time to launch a digital company.

He also points out that being a virtual start -up accelerator comes with its own set of
obstacles. | twas a challenge to digitise the entire platform and make it user -friendly
for both investors and entrepreneurs. Therefore, they worked with Oulu University to

develop a n Al deep learning analysis tool that producesuniquedatato  the risk assessment
proc ess so that the potential investor can determine if the start -up is worth investingin 52,

Having overcome the initial challenges, Janne cannot see any significant obstacles for
WeBuust today. Looking ahead, = WeBuust could be an answer on how to enable sustainable
growth in the early stages of venture development. They plan to gradu ally increase the
level of ESG integration in guidance programmes for start -up s and focus on the importance

of impact investing.

Key takeaways

WeBuust acts as an intermediate between capital and business ideas that might change

the world for the better. It is paving the way for ventures to develop in a sustainable
manner step by step , starting from the conception of an idea to its transformation into a
financially viable  project. Through standardised and yet comprehensive  guidance, WeBuust

supports and empowers entrepreneurs from across the globe, including developing
regions. WeBuust dedicates great importance to ESG, sustainability and social impact

inv estment by increasingly highlighting these issues in the platform . WeBuust is based on
the idea that thinking about the possible impacts on the planet and society in the early
stages of starting a business  will provide a solid foundation for developing a s trategic
approach towards sustainability within a company . Moreover, investors will be able to look
intothestat -upsd® performance on sustainability when
and, thus, direct capital into companies that contribute positively to the SDGs.

52 Source:  https://www.theseus.fi/lhandle/10024/261543
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Approximately 15 % of the global population exp eriences some
form of disability, while older persons with various health
difficulties constitute an increasingly growing group. Yet, this
population segment is still experiencing a lack of accessibility

to social and cultural life, including tourism. Sano Touring, a
Romanian travel agency , addresses this issue by offering

& customized services for seniors and people with various kinds

Human rights

of disabilit ies. The companybés empl oyees ¢
) in the non -profit sector, which allows them to better
GOy understand the needs of their clients, as we Il as educate other
involvement . . o

Romanian businesses about accessibility.

Sano Touring is the only Romanian travel agency

that addresses inbound travel specifics for persons )
with disabilities, seniors or families travelling with @ Romania, Bucharest
children. The company provides travel services,

namely tours and travel packages for visitors. For

instance, Sano Touring offers travel packages to @

groups of seniors from Israel, who often come to

Tourism and
hospitality industry

Romani aés SPA and rehabilit Ot her
services are more customized to individuals and their 2 employees (+5

families 1 this may include provision of wheelchair - external workers)

friendly transpo  rtation, arranging arrival details with

hotels or leisure facilities, and even recommending = Revenue: 60 000 EUR

restaurants that have accessible restrooms. Their E@D in 2019  (activities  were

clients include foreign tour ~ -operators in need of local on hold due to Covid  -19)

expertise to assist their clients during the journey,

as well as companies, NGOs or fully independent
travellers, looking for authentic experiences in Z Established in 2015
Romania.

Cristina CL | u i, the founderof Sano Touring, previously worked as a Marketing Manager

at one of the top travel agencies in Romania. In 2004, she deci ded open her own business,
Marketing Development SRL, and focused its activities on consulting and management of
EU-funded projects. In 2013, Cristina was doing some research on trave lling for seniors
and stumbled upon the topic of accessible tourism. Sh e became fixated on the idea and,
one year later, decided to develop a second line of business I atravel agency that would
address accessible tourism. At the time, this was a new and unfamiliar concept not only

in Romania, but in neighbouring countries a s well. To this day, Cristina claims that

Romania is lagging far b ehind some other EU countries with respect to disability
awareness, acceptance, and integration. Although there are laws and regulations in

Romania that require to ensure equal access to inf rastructure, culture, tourism etc., these

provisions are poorly enforced. Despite these barriers, a few other like -minded travel
professionals joined Cr i s BanmTourisg statadnitsioperafiobsl 5, and

Today, Cristina is proud of what Sano Touring has managed to achieve in five years. She

believes that the quality of their services compares to that of similar agencies operating

in countries with highly  -developed regulatory frameworks and strategic approaches

towards accessibility. Sano Touri ng has put Romania on the world map of accessible

tourism, as it is now a member of the European Network for Accessible Tourism (ENAT),

andislistedon LonelyPlanet 6 s fAAccessible Travel Onl i Thetedesour ces
is putting effort into learn ing more about the needs of their clients, discovering accessible

locations around the country and sharing their knowledge with other organisations.
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Accessibility audits

Sano Touring has a closely -knit partnership with a non - profit organisation, Associat ion
CED Romania , focused on supporting the rights of individuals with disabilities  in terms of
universal access in physical and virtual environments. In 2016, the Association launched
a website called AccessibleRomania.com , Which seeks to inform both Romanian and

foreign travellers about accommodation, food and beverage services and tourist locations

that can be comfortably visited by persons with special needs and seniors. However, the

actual conditions must be carefully che cked at each destination. For instance, hotels that

are marked as accessible on Booking.com in reality are often only partially adapted to
wheelchair users. For restaurants, the most common problem is the lack of space in the

restroom s. Museums and cultura |venues haveto adaptto all kinds of disabilities , not only
in terms of infrastructure (parking spaces, ramps, flooring) but also in terms of the

activities offered (descriptions in Braille, adjusted lighting, special programmes for the
intellectually di sabled, etc.).

For this reason, Irina Schvab, who works as a Travel Manager at Sano Touring and project
manager of the website AccessibleRomania.com , organises and performs on - site
assessments . Only those locations that fulfil most criteria (such as acce ssibility for motor
impairments) are then placed on the website. The Association has a network of volunteers

T persons with various kinds of physical disabilities I that provide their feedback during
these audits. This includes wheelchair users, slow walke rs, blind and vision impaired, deaf

or hard -of-hearing persons. The on -site assessments provide Romanian persons with
disabilities an opportunity to visit new places, participate in social and cultural life, and

benefit from adapted transportation, which t hey are often deprived of due to a lack of
financial support from the state.

The results of these assessments feed into Sano T o sactivitieg,&uch as creating the
accessible travel gui des fAAccessi bl e R%maraoven,0 and i/
direct contact with volunteers allows travel agents and guides to better understand the

needs of persons with disabilities, and thus contributes to Sano Touring 6 s quality of
services. However, while the infrastructure -level concerns are rather evident, the team is

less familiar with disability -friendly activities and cultural events. Previously, they
contributed to an initiative fiHel p Me Be a Rockstaro
in sign language. Further collaborations like this would allow the team to get more

knowledge in this area.

The actions of the Association are supported by Marketing Development SRL , partner
organisations (such as associations of persons with disabilities), and sponsors identified

t hrough t he Associ at i on dodue te fthe o ICOWD -19 Hpawdemice the
sponsorship from private companies was minimal throughout 2020 and 2021. While Sano
Touring 6 stour operations remain suspended , the development of the database of
accessible locations and potential partners has become one of the main activities of the
team .

Partnering with other organisations through EU -funded projects

The team keeps in close contact with similar organisations a broad, as well as international
networks, including ENAT and Destination Everywhere . Membership in such platforms
gives access to information on their projects and provides opportunities to be invited as

project partners. Today, CED Romania Association is partner in two ongoing projects
financed under different funding mechanisms:

53 Available at:  https://www.accessibleromania.com/tours -daytrips/

73


https://www.accessibleromania.com/tours-daytrips/

Sano Touring seeks to make travelling in Romania accessible to all

f Strategic alliance project iAYO Accessibility in®Youth O
funded under Erasmus+ Key Action 2 , the aim of which is to share good practices
on accessibility in youth organizations from Spain, Portugal, Greece, Sweden, and
Romania and to carry out an analysis that will be reflected in a subsequent guide
to make European youth entities more accessible
1 Mobility pro j e c BestiPractices in Inclusio n for Adult Education 0%, funded

under Erasmus+ Key Action 104 , the aim of which is to facilitate an exchange of
good practices between Spanish and Romanian entities and institutions working in

the field of disability (this includes exchange visits to faci lities in Spain that are
built in accordance to universal design principles).

Sano Touring is partner in the ongoing R&D pr o] ®Boarism 40 for the Black Sea

(TABS ) 0 funded under the European Maritime Fisheries Fund, the aim of which is to
demonstrate t he potential of data analysis for tourism development with the purpose to

reduce the negative  environmental and social impact of tourism and improve local socio -
economic performance 6.

Barriers and opportunities for engaging in CSR and sustainability pract ices

During their close work with businesses, the team has identified various barriers in relation
to accessible tourism:

1 Misconceptions about the demand for accessible infrastructure and
services . Tourist locations do not see the business case of improvin g accessibility.
For example, hotel managers claim they almost never receive visitors that have
special needs, hence upgrading their infrastructure would not pay - off. Business
owners do not take into account that persons with disabilities and seniors repre sent
a significant part of the population, and statistics show ever growing rate s. They

also do not consider that persons with disabilities seldom travel alone, which means
that the hotel dismisses not one, but at least two potential customers. The
accessi bility audits provide an opportunity to at least briefly present these
arguments to service providers.

1 Misconceptions about the costs of improving accessibility. Business owners
often believe that the costs of adding accessibility installations are higher than they
actually are. For example, installing tactile flooring for visually impaired people
costs relatively little. Cristina claims that accessibility can be e asily improved while
implementing infrastructure modernisation projects that receive funding from the
state. Such financing programmes generally have specific requirements for

accessibility, however, this aspect i s cosmmonly
business consultancy firm Marketing Development SRL suggests options for their
clients to actually take accessibility into account when applying for grants (e.qg.

planning the plumbing). For example, they offer consultations with architects and
designers that specialise in universal access.

f Lack of government support. As mentioned before, the laws and regulations
connected to accessibility are not followed by enforcement mechanisms. The
government authorities are more focused on funding social services fo r persons
with disabilities , rather than inclusiveness and integration, which coul d be fostered
through awareness -raising and training activities for society and businesses.

1 Negative stereotypes that surround Romania. Cristina notices that the country
lacks a positive reputation abroad, which prevents Sano Touring from finding more
international partners, as well as attracting more tourists in general. In this sense,

5 Available at:  https://oretaniaciudadre al.es/index.php/areas/proyectos -internacionales/erasmus _ -plus ;
https://rightchallenge.org/en/ayo/

%5 Available at: https://cfcecas.ro/bune -practici -itls materie -de-incluziune -pentru —educatib—adulti]or/

5 More information available at: www.t4bs.eu
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she believes that a national strategy for tourism, including a large -scale marketing
campa ign, would perhaps alter these perceptions.

Cristina believes that the
aforementioned barriers
can be overcome Vvia
information and training
campaigns for local ,\
businesses. T h s
current efforts, limited by
scarce resources, are not
enough to raise awareness
and make a change in
mentality = among tour
operators, tourist
destinations, event venues,
hotels, and restaurants.
Cristina considers training
to be a beneficial solution,
however, businesses would be reluctant to pay for it th emselves. For this reason, the team

is currently working on Erasmus+ and other grant applications. The material collected
during the on -site assessments will feed into the design of the training programmes.
Receiving the grants would also allow to diversify Sano Touring 6 s a n dAssbchateon CED
R o ma n i sodrees of income, which is especially relevant considering the pandemic -
induced financial uncertainty.

Credit: Sano Touring

Key takeaways

Sano Touring provides an example of a company that greatly benefits from strategic
collaborations with non  -profit organisations. Continuous efforts in mapping disabilit y-
friendly locations and building thematic expertise allowed the team to increase the quality

of their own travel services. Today, the team is ready to turn this knowledge into a mission

of helping other businesses and organisations become more accessible. Sano Touring may
also encourage other SMEs to get involved in various partnerships and make use of EU -
funding both for the good of society and the environment, as well as for their business.

Diversification of activities and involvement in such projects h as also made Sano Touring 0 s
team more resilient to the pandemic.

75



Clio Muse Tours: a  Greek digital platform that connects tourism and culture industries,
and empowers professionals

Clio Muse Tours: a Greek digital platform that connects tourism and
culture industries , and empowers professionals

ClioMuse Toursisanaward -winning company that creates and
distributes self -guided digital tours and virtual tour
experiences. Founded in 2014, it has produced over 350 digital
tours in 15 countries promoting sustainable practices in
tourism. The tours span a wide range of themes such as

I Business history, art, architecture and fic
relations used for educational purposes and are distributed for free.
What distinguishes this company from its counterparts is that
the toursdéd content i swinbirggsnetitbdotogy, at
which among others mitigates over -tourism. Finally, the
paramount el ement of Clio Muse T

‘Community it has als o developed cutting -edge technology tools that enable
WEASEESY  third -party creators such as cultural institutions and experts of
the tourism industry to become content creators and digitize
their businesses.

The company's authentic storytelling methodology and business model were developed by
Andreas Fatouros, Daphne Tsevreni and Yiannis
Nikolopoulos in 2012. The future co -founders of
Clio Muse Tours had different educational and @

professional backgrounds but shared a common

interest in tourism, history, and edu cation. From

the very start, their mission was to improve the @ Tourism and
tourism experience, make cultural tourism hospitality industry
sustainable and bring people back to the museums

while also contributing to the management of g

Greece, Athens

overtourism. Therefore, their content creation 11 employees

methodology and business model are based on
reducing overcrowding while at the same time offer

tourists an interactive, entertaining, and oz Revenue: ~165 000
unconventional way to exper [I=> EURIn2020 mo s t
fascinating sites.

Clio Muse Tours, named after the muse of history Z Established in 2014

in Greek mythology, was officially founded in 2014.

The company creates self -guided audio tours and

360°virtual tour experiences and then distributes them
leading online travel agencies. The tours are available for iOS and Andr oid on the Clio

Muse Tours app and are also accessible on any browser through the Tour Experience, the

company's application for any browser. More importantly, the Athens -based company not

only creates its own digital tours but also provides professionals of the tourism and the

culture industries with its technological tools and its award -winning content methodology

enabling them to create their own digital tours. During the first few years, the company

earned money mostly by creating digital tours for muse ums. Today, its scope of activity

has broadened 1 notonly does it profit from projects commissioned by cultural institutions

and other organisations, but also from selling tours directly to consumers via numerous

online travel agencies. Since 2014 it has created over 350 digital tours for destinations in

15 countries. In 2019 a  lone, it served around 50 000 travellers.  The previous year it had
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managed to secure considerable sums

of funds T around500000 EURT from
venture capital funds, such as the
Greece -based Uni.Fund . It used those
funds to improve its products and
expand to more countries including
Italy, Spain, and Turkey. By the end
of 2021, the company expects to
expand to 20 more countries and 100
destinations. Overall, t  he company is
successful 7 60% of the tours on their

platform are created by third -party
partners such as tour guides,
historians, and archaeologists.

However, all of the tours are checked
and revised by the ‘
Conten t Department team in order to Credit: Clio Muse Tours
assure they are accurate and of high

quality. Its innovative and sustainable practices have earned the company the title of one

of the 30 best Greek start  -ups according to the  Startupper Mag

The COVID-19 pandemic had a devas tating impact on the global tourism industry. It is

estimated that 50 million workers lost their jobs 57 and international tourism levels fell by
almost three quarters in 2020 compared to 2019 58 Although the pandemic caused a drop

in revenues and other cha llenges for Clio Muse Tours (see barriers and opportunities
section), the period was also very productive for the company. During the lockdown
measures , the team created 23 virtual 360 ° tours which are available on their platform,
and they also developed a fully automated e -ticket and bookings management system.
This allows museums to easily offer skip -the -line tickets to travellers who either want to

make last -minute bookings or want to skip long queues and avoid close contact with other
people.

A more in clusive way to experience cultural heritage sites

The company looks for innovative solutions to develop an interactive and inclusive cultural

tourism experience. Its means to achieve this goal are as follows :
1 Enabling professionals and beginners in the tourism industry to become
tour content creators. Clio Muse Tours enables workers of the culture and
tourism sectors to create self -gui ded tours via the companyds
CREATE. The company then sells these tours on the Clio Muse Tours app and
website and distributes them via major online tourism agencies (OTAS). CREATE is
a scalable platform that supports different types of features such as text, images,
maps, and audio recordings. Third - party partners create their tours based on Clio

Muse Tour s6 met hodol ogy and they can enrich them wit
content of their choice. This scalable technology solution empowers professionals

who, for example, lost their jobs during the pandemic and helps them earn an

additional income by dedicati ng commi ssions of 30% of the tour
contributors. The price for each tour range s from around 7.99 to 15. 99 EUR and it

can become an important source of extra income for tourism professionals. What

is more, during an EU  -funded project Clio Muse Tours developed a free of charge

platform called PLUGGY ®°, which allows non -professionals i cultural heritage

enthusiasts 1 to create digital tours for their favourite landmarks and present them

57 More information available at: https://hospitalityinsights.ehl.edu/covid -19 -impact -hospitality -workforce
58 More information available at: https://www.unwto.org/impact -assessment -of-the -covid -19 -outbreak -on-
international -tourism

59 More information available at: https://pluggy.eu/
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to a wide community by uploading them on PLUGGY. These cultti ng-edge

approaches to content creation have earned the company a good reputation in the

tourism industry 1 in 2021, it was selected as one of the 25 winners from 18

countries at the United Nations World Tourism Organization (UNWTO) SDGs Global

StartupComp et i tion for its widespread ability to cont

and economic growtho.

1 Promoting tour s on their p aClio Mese ST@urs p activelyf or ms .
collaborates with the largest online travel agencies, such as GetYourGuide
Booking.com , Trip Advisor and Expedia . Cooperation with these platforms has a
positive impact not only on their business but on third - party authors as well. After
publishing the tours on the Clio Muse Tours app and website, the company also
disseminates these products on th eir partnersod6 platfor ms, t hus
known destinations and museums gain recognition by an international audience.

1 Constantly improving services for persons with disabilities. Theteam of Clio
Muse Tours believes that physical impairments should n ot be a barrier to a quality
tourist experience.  Therefore, the company is constantly improving its services to
adapttothe needs of  persons with disabilities. For example, they upgraded the Clio
Muse Tours platform for browsers ~ Tour Experience inawayt hat allows people with
visual impairment to adjust the contrast, the way the text and images are displayed
as well as highlight certain parts of the text. At the moment this feature is available
only on specific tours, but it is in the copppaonyabesfitsgoal s t o
products as well as on the Clio Muse Tours app.

Contributing to a greater dispersal of travel

Tourism has a substantial and damaging impact on the environment T it causes noise and

air pollution, resource depletion, and increases transportation levels. Moreover,

sightseeing sometimes leads to an excessive number of tourists visiting famous historic al

places in cities such as Amsterdam or Venice. Over -tourism contributes to the destruction

of ecosystems, increases the amount of waste, and raises the cost of living to locals 60,

Being a part of this industry, Clio Muse Tours seeks to minimise the negat ive effects

of tourism in popular destinations . To help mitigate this phenomenon , Clio Muse Tours

pl ans the tours6 routes in such a way that encourages
sites and lesser -known places as well as go off the beaten track. The company often

cooperates with less -popular museums, as well as municipalities and public utility
companies such as  the Athens Water Supply and Sewerage Company (EYDAP) assisting

them to attract more visitors to their region (for instance, less -known towns in inner
Greece). This method of increasing tourism dispersal has proven very successful and the
company received a Booking Cares Lab 2018 award in Amsterdam  for it .

Creating educational content to raise awareness of significant historical events

One of the objectives of Clio Muse Tours is to teach people about important historical

events and help them understand the impact they have on society . Therefore, the
company has worked with the topic of fAdark todri smo,
with tragedy, suffering and death. The company examined and worked on this type of

tourism by:

§ Participation in the RePAST 61 project. Supported by Horizon 2020 , the project
aims to i mprove our societyds understandinwg of th
employing interdisciplinary educational methods and a variety of resources (such
as art, media, oral and official history). Within this project, Clio Muse Tours created
eight digital tours, one for each of the countries included in the project (Cyprus,

60

More information available at: https://ecobnb.com/blog/2020/02/overtourism -causes -consequences -
solutions/
651 More information available at: https://www.r _epast.eu/
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Germany, Poland, Greece, Bosnia, Kosovo, Ireland, and Spain) which were later
used as educational material for 30 webinars that introduced cultural tourism
professionals to the etiquette of dark tourism. These 30 webinars (mid -January -
end of March 2021) w ere prepared by Clio Muse Tours in collaboration with the
project team, including The European Federation of Tourist Guide Associations
(FEG) and multiple academic and cultural organizations.

1 Creation of educational content about Jewish history. Clio Muse Tours ,
together with  Europeana and 13 other partners, are working on a project to create
tours for approx. 13 000 Jewish history objects in six European and two non -
European countries. Among the 13 partners are museums of Jewish history,
mem orial site s, libraries, cultural NGOs. The tours will be distributed via
Tripadvisor and other well -known platforms.

Barriers and opportunities for engaging in CSR and sustainability practices

Unsurprisingly, the growth of the company was slowed down by the COVID -19 pandemic.
The team was ready to start a major scale -up process in 2020 by signing an agreement
with a major OTA, but the pandemic put these plans on hold. On the other hand, the

pandemic made more apparent the need for digitization and many busin esses in the
industry were forced to transfer to the digital environment. Therefore, the methods to

attract customers and organize trips are changing and a lot of different business models

are emerging. It is becoming difficult to keep track of all novelti es in the industry. These
developments pose a challenge to Clio Muse Tours i the company had to figure out how
to maintain profitability, user engagement and satisfaction , and compete with new

companies in the digital environment.

Despite the challenge,  Clio Muse Tours benefits from the advantage of an experienced and
diverse team and its strong network of tourism professionals. This aspect allows them to

quickly adapt to changes and innovate. Operating in both the tourism and the culture

industries, the  Greek company has built a solid business model which constantly enriches

and enhances. For example, it adds new features and elements to their self -guided tours
such as educational quizzes to keep users interested throughout the whole experience, it

adds n ew features to the ~ CREATE authoring tool and to the booking system to offer the
ultimate user experience. Clio Muse Tours is also actively seeking for potential
collaborations in EU -funded projects in order to further improve the accessibility and
inclusiv eness of their tours.

Key takeaways

Clio Muse Tours enables travellers to experience cultural heritage sites and discover the

worl dés history in an entertaining and educat
companyo6s success st omggffedi @ansa braademcommunity lofypartners

and collaborators. The company played an especially important role during the pandemic

because its digital solutions empowered professionals in the tourism industry to develop

digital tours onthe =~ CREATE platform and helped the museums find ways to connect with

new and wider audiences. Based on sustainabl e
promotes greater dispersal of tourists and highlights lesser -known destinations helping
them gain traction. Finally, the case study illustrates how actors within the  tourism
industry can benefit from participation in collaborative EU -level projects. During such
projects, the young start  -up was given the much -needed opportunity to build a larger
network of partners, develop new tools, methodologies and create new content.
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Mano Guru:  a salad bar that helps persons reintegrate into society

Mano Guru is a salad bar based in Vilnius, Lithuania, with a
unigue mission. Instead of experienced chefs and waiters, Mano
Guru employs people who are rarely given a second chance T
former prisoners, people dealing with drug or alcohol addictions,
homeles s people and persons with disabilities. It also organizes

. educational activities, donates books to prison inmates ,
Community . . . i ..
[ i o—: cooperates with education institutions to teach about addictions
and environment al awareness. Man o
people from marg inalised groups reintegrate into society has
gained it recognition at home and abroad.

Human rights

Mano Guru is a social enterprise that employs
persons from marginalized groups without social and
practical skills to become waiters, barmen and cooks.

The founder and director of the enterprise, Reda
Sut k uv,i aneceqvisited a similar enterprise in
Prague and was inspired to establish one in Lithuania.
Moreover, she noticed that many people go back to
using drugs, drinking or undertaking illegal activities

after completing a rehabilitation course or detention,
which made her realise that some kind of different
ince ntives are needed to help them reintegrate into

the labour market and social life. Thus, in 2004 a

Vilnius, Lithuania

Tourism and
hospitality industry

22 employees

Revenue: 290 449

social enterprise 1 integration project =~ Mano Guru i EUR in 2020
was established. Mano Guru is an authentic place 71 it
is arguably the only social initiative of this kind in

Lithuania that has managed to remain successful for
so long. Not only does it give people from
marginalized groups a chance to make a living but
encourages them to engage in social activities,
namely events, seminars and integration projects. Mano Guru won the prestigious
AEuropean of the Yearo and the AEuropean Citizendso
helping marginalized individuals.

Established in 2004

pd G B [ <@

Usually, around 20 people work at the salad -bar (currently 22). The team is composed of

individuals, who are e mployed for six months or up to one year, and professionals T

mentors, psychologists, social workers. After this period, it is expected that Mano Guruds
employees will be equipped with social and practical skills necessary to fully integrate back

into soci ety.

Although it operates almost like a private enterprise, Mano Guru does not accumulate
profit. When Reda established Mano Guru , she did not receive any financial support from

the state to fund the bards infrastrucémonegmade her ef or e
from food orders is used to pay off this mortgage and cover other aspects of the integration

process, such as clothes, accommodation, and some medical costs. However, Mano Guru
uses financial support received from the European Social Fund to ¢ over the costsfor human
resources 1 pay salariesto some employees, give them opportunities to enrol in seminars ,
etc. For two years in a row, the salad bar has been receiving financial support under a
programme initiated by the Employment Service. This p rogram subsidizes jobs for persons
from disadvantaged groups, thus enabling Mano Guru to effectively help even more people
start a new life.
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Business model based on the goal
to foster social reintegration

According to Reda, 17  years ago, when

t he sal ad bar was opened,
perception 0 n persons with problematic

life stories and their perspectives of

holding a steady job  was sceptical and

sometimes even hostile. However, over

time, attitudes shifted towards an
understanding  that empowerment and

work, rather than unemployment

Credit: Mano Guru benefits and social negligence help such
persons change their mind  -set and cope
with addictions. Over the course of 17 years, Mano Guru has employed around 700

people , most of whom managed to become fully integrated members of society . After
leaving Mano Guru , they found other jobs, created families and live fulfilling lives.

Mano Guru is both animmensely  supporting and a challenging workplace .Onthe one

hand, it provides accommodation, clothing, cover s healthcare expenses, if necessary,

of fers psychologistsé consultations, teaches to wor
development programs for individual employees. On the other hand, Mano Guru also

understands the importance of helping people get off of welfare benefits, use their abilities
to work and expo se them to as much social interaction as possible.

Mano Guru is unlike other restaurants in one other regard T it does not permit smoking

and is against selling alcohol .Infact, Mano Guru was a non -smoking place even when
the law permitted it both inside a restaurant and outside of it. Although these two activities

seem indispensable from the restaurant industry, especially because serving a Icohol is
highly profitable for restaurants, according to Reda, allowing customers to smoke and

drink alcohol would defeat the whole purpose of this enterprise and make it more difficult

for its employees to overcome their problems.

Focusing onawider community of people in need of help

Alongside giving people from marginalized groups a second chance in life, changing
soci etyds perencamgp tvaryamportant to this enterprise. To achieve that, Mano
Guru participates in  initiatives and events aimed a t raising awareness about drug use and
alcohol addiction , and prevention . Forexample, the bar & employees regularly visit prisons
where they tell their success stories and talk about reintegration opportunities after leaving

prison. Afterwards, the bar  often receives emails from prisoners asking whether they could

come work once they leave prison. Mano Guru also helps people living at night shelters

and persons coming from families with a history of abuse or neglect.

Also, Mano Guru started a book donation initiative call ed ADebenIMeghowe v ao

of clouds). Mano Guru encourages customers , which itcal l s Asocially r.esponsil
to donate books about personal development and resilience which it then donates to

inmates at a particular corre ction facility in Lithuania. The impact of this initiative might

seem marginal, but it motivates the inmates to consider legal and responsible ways of

start ing a different life after prison.

Mano Guru rents its premises to clubs, NGOs, and organisations that plan valuable ,
inclusive and educational events.  For instance, it helped organize a painting exhibition that

told the stories of people suffering from addictions and showcased their inner challenges

and feelings. The company also offers its premisest o0 events aimed at raising awareness,
such as seminars about addiction prevention, extra -curriculum activities, discussions , etc.
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Finally , Mano Guru organizes educational activities T itsstaffvisits schools and teaches
students about healthy food and waste management, cooks nutritious food together.

Teaching about eco -friendly lifestyles

Mano Guru limits its food waste as much as possible and encourages others to do the

same. Throughout 2019 -2020 it participated in the Erasmus+ project AZer o Wast e
Cuisine for a Sustainable Future 0 During this project, Mano Guru and project partners

from Austria, Italy and Portugal organized various activities, such as talks about zero -

waste lifestyle at universitie s and schools. Most notably, they conducted an international

comparative study regarding zero -waste, in which they assessed the attitudes of 121

teachers and 510 community members from Lithuania, Italy, Austria, and Portugal. This

project aimed to contribu  te to introducing more environmentally friendly and less -waste

thinking in education al institutions and to creating communities of zero -waste lifestyle
supporters.  Mano Guru publicly promotes waste reduction online by publishing
educational posts and infographics to its wide Facebook audience.

Barriers and opportunities for engaging in CSR and sustainability practices

According to Reda, the COVID  -19 pandemic caused an existential challenge to the business

I its dai ly revenue decreased by 80 -90% . Moreover, the number of daily
costumers decreased considerably during the lockdowns because costumers were
forced to work from home. According to Reda, the years of 2020 and 2021 were a
particularly difficult period because there was no way of planning for the future and
predict ing changes. Although the salad bar is already open as usual, it tries to make up
for some more of the revenue and customers lost by offering catering services to various
companies and delivering to cu stomers at home.  Another challenge isto comply with all
new COVID -19 requirements for businesses inthe restaurant industry , such as the
requirement for all employees to wear face masks throughout the whole workday.
According to Reda, this is more challenging for Mano Guru than other businesses because
its employees are usually less concentrated and aware of their surroundings and thus
require more supervision. Because of that, Reda is thinking about introducing new
supervision mechanisms and employing more experts, but it is quite problematic
given the substantial losses this business experienced in the last year

More importantly  however, the
pandemic took a big toll not only on

Ma n o Gubusing@ss operations, but
on its e mmeéenahheakths 6 .Due
to being absent from work, some
employees went into depression, or
developed other mental issues. To
keep the daily lives of its employees
meaningful, Mano Guru bought a
food truck which it use s to sell
food from different locations in
Vilnius. Forexample, Mano Guru used
the food truck to present various
di shes in the projec™

Vilniuso that was Goorganized by Credit: M ano Guru
Vilnius , the development agency of the City of Vilnius. Although working in the bar is
undoubtedly more emotionally benefitting than in the food truck, it nevertheless gave

Ma n o G uampldyses an opportunity to socialize and apply their skills.

Before the pandemic, there was a lot of interest from NGOs and various clubs in renting
the bardéds premises for events and dwmgthepamglemic Thi s i nt
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therefore  Mano Guru is thinking of new ways to use its premises for youth events or
educational, cultural , or socially responsible causes in the post -pandemic period.

Ma n o G uachiedements in terms of the number of people it helped to integrate into the

job market and the scope of its activities is remarkable given the lack of financial support

and guidance from government institutions. For example, the company is exempt from
the social enterprises law , which ensures important support measures for social
enterprises in Lithuania . The processes of getting financial support can be problematic for

some social enterprises in Lithuania because the law does not treat all types of soci al
enterprises  equally, depending on their organisational status . Without the support
provided by this law, the financial and service -related challenges Mano Guru experienced
during the pandemic become very difficult to solve and thus its abilities to help
marginalized groups might shrink in the future.

Key takeaways

Ma n o G umissidnss to help people from margi nalized groups reintegrate into the labour
market and social life. It does so by teaching them a profession, offering living conditions,
providing them with food, clothes, and medical assistance. Most importantly, giving such

people an opportunity to emplo y their skills at the workplace gives them purpose, teaches
valuable social skills and hel ps change some of soci etyobs
persons who suffer from addictions, spent time at correction facilities, or lack a place to

live. The company e xtendsits positive societal impact through participation in educational
events and projects. However, the COVID -19 pandemic brought serious financial,
operational and emotional challenges to the company and its employees. While temporary
solutions were pu tin place, the company, just like the whole restaurant industry, will need

to remain adaptive for at least a few more years.

83



Ecoalf: a Spanish fashion brand pushing the boundar ies of what it means to be
sustainable

Ecoalf: a Spanish fashion brand pushing the boundaries of what it
means to be sustainable

Sustainability, innovation, and timeless design are a must for
Ecoalf, a Spanish fashion brand . The brand seeks to close the
loop on raw material s by using pioneering technologies to
create garments entirely from recycled materials. For Ecoalf,
innovation and research are tools to reduce the negative

impact of the fashion industry that starts with themselves.
Business Information
relations sharing
Ecoalf was founded in 2009 by Javier Goyeneche , who

had a vision of driving the fashion industry towards
more sustainability. Javier had previously worked in
the industry and was frustrated by the careless use of
natural resources, and especially in the second most

Spain , Madrid

wasteful sector 1 the fashion industry. Th  us, Ecoalf's Textile and gar ment
operations are  based on the concept of the circular
economy , with the company aiming to produce the

first generation of recycled products that rival the
best non -recycled products in quality and design.
Ecoalf focuses on ensuring that its garments are
made from high -quality materials, are timeless and,
unlike fast -fashion clothing, can be worn for many
seasons.

100 + employees

Revenue: ~25m EUR
in 2020
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After starting the company, Goyeneche spent the first Established in 2009

three years sourcing and developing fabrics. He

struggled with the limited selection and poor quality

of recycled materials . At the time , most fabrics

available on the market contained only 15 -20% of recycled material. In a period of 12
years, Ecoalf revolutionized the fashion industry by creating fully recyclable fabrics from
waste.

Over the years, t he company has grown steadily and is now a comprehens ive lifestyle
brand. E c o a loditedwsear , swimwear, casual apparel, footwear, and accessories can be
found in many of the world's most prestigious department stores, wholesalers and online.

Ecoalf has collaborated with companies such as Apple, Coolhunting,  Starbucks, Swatch
and Will.i.,am ,aswellas Barneys New York .Today, Ecoalf isa brand of conscious clothing:
most of its manufactured products are exported outside of Spain, with Europe and the US
being the main markets. The company has its own e -shop and brick -and -mortar stores
throughout Spain, Berlin, Tokyo, and another opening in Paris by the end of November
2021.

To scale its efforts,  Ecoalf is also using its business as an educational platform. In some
Ecoalf store s,onecanfindan ActNow room , where events are held to educate customers

on innovation and new initiatives regarding sustainability. In 2015 , the company

established the Ecoalf Foundation collaborat ing on waste management and environmental
awareness projects  such as Upcycling the Oceans which cooperates with morethan3 000
fishermen across Spain, Greece, Italy , Thailand and has recover ed more than 700 tonnes
of waste since 2015.
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Research and developmen t 1 atool for sustainability
The company reinvests a significant amount of their profits into R&D. The founder Javier
Goyeneche claims that Ecoalf can be called a huge R&D programme , as the quality of the
yarn used for garments depends on the quality of waste collected 2. Brendan James
Sapato, the marketing communications coordinator at Ecoalf, notes that investing in R&D

is crucial for moving the company closerto  zero emissions and the circular economy.

Ecoalf uses R&D as a fundamental tool to develop innovative technologies and reduce the
environmental footprint. Key initiatives include:

1 Development of new recyclable materials. Ecoalf has developed more than
450 high -quality fabrics from used plastic bottles, fishing nets, nylon waste, old
tyres and used coffee grounds, as well as post -industrial wool and cotton. The

company has developed garments from 100% recycled PET polyester and has even
converted old garment s into new products.

1 A sustainable clothing line. The Ecoalf Premium 1.0  collection is the latest
achievement of Ecoalf's 12 years of investment in R&D. One of the main materials
used is the Ocean Yarn , which is spun from recycled plastic bottles recovered from

the ocean through their Upcycling the Oceans  project. In the past, this yarn was
limited to manufacturing  footwear due to  technological limits and the varying
quality of the plastic collected . However, now the company offers  accessories,
jackets, and winter coats from  Ocean Yarn . Other innovative materials in this line
include vegan leather, and organic kapok, a natural cellulose fibre, which saves 375
litres of water per shirt made. As an alternative to traditional synthetic yarns which
require fossi | fuel , the line also includes biopolymer yarns , made from the waste of
corn plants .

Through R&D, E c o a IFdll-OA8nter 2021 collection has already achieved the following

1 Saved 1.44 billion litres of water
f Reduced CO 2 emissions by 712 tonnes of CO 2 equivalent
1 Recycled 4.5 million  plastic bottles into new items

WHAT DO WE RECYCLE?

g = WITHA
:v“' e FRIEND

Credit: Ecoalf

Implementing sustainability principles across business processes

Alongside an extensive R&D programme, the company employs a variety of measures at
all stages of production and shipping to reduce its impact on the environment, including:
1 Calculated Production. To avoid overproduction, Ecoalf only manufactures

exactly what wholesale customers order. Also, there are only two collections per
year (fall -winter and spring -summer), and the amount sold per season is

62 Source: https://real -leaders.com/fashion -brand -made -ocean -trash/
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conservatively estimated. In addition, the brand aims to create a timeless product
design so that the items sold can be worn f or years.

1 Recycling method. Ecoalf uses mechanical recycling, which is a more sustainable
method when compared to its chemical counterpart . Mechanical recycling is less
energy -intensive and produces less CO2 emissions. It also does not involve toxic
chemi cals whose by -products and waste pose a risk to the environment

1 Shipping. Instead of shipping packages by plane, Ecoalf prefers to do so by
maritime transport , which saves a significant amount of CO 2 emissions. This is
implemented to reach zero net emissions by 2030. Also, Ecoalf offers a last -mile
delivery by bicycle. Currently, the option is available only for local customers in

Madrid . Nevertheless , Brendan mentions that the initiative might be expanded to
other ci ties as well.
1 Sustainable packaging. The new footwear packaging by Ecoalf is made from

100 % recycled cardboard and is designed to be reused for storage. The whole
manufacturing process of cardboard boxes is carried out in Spain, thus reducing
CO2 emissions by 13% when compared to non -recycled cardboard.

1 Non -animal -derived materials. Ecoalf does not use leather, but instead a
synthetic material made with recycled polyester and grape waste. The brand also
uses recycled polyester as fillings for their coats instead of feathers.

1 Renewable energy. The company uses renewable energy in both its s tores and
offices. The buildings are constructed from sustainable materials and meet the
highest standards of energy efficiency.

Supply chain transparency, communicated to consumers via QR codes

Ecoalf is committed to transparency in its supply chain management. The company follows
the Environmental Management System ISO 14000 to evaluate business processes and

manage its environmental responsibilities. Ecoalf also adheres to the voluntary Global
Recycled Standard %3, which ensures app ropriate environmental and social responsibility
throughout the supply chain. For meeting higher standards of social entrepreneurship and
transparency , Ecoalf is the first Spanish fashion brand to be certified as a B Corp . Brendan
note s that membership in this community show cases the company's values and that
companies "can and should put the planet and people before profit."

To monitor the sustainability of its supply and production chain, Ecoalf uses a third -party
sustainability data platform BCOMES®*. T he platform is used both internally and externally:

1 Internal use. The company's entire environmental footprint is analyzed, and an
assessment is made. Based on the results, the company looks for strengths and
weaknesses to make changes and improvements in the supply chain.

1 External use. Consumers can scanthe QR -based smarttags on each Ecoalf product
and discover important information about the manufacturing and sourcing related

to the human, environmental and traceability indicators of each garment.
In addition to checking the origin of the fabrics, Ecoalf also pays attention to how suppliers
limit water and CO 2 emissions , how they apply decent work practices and which chemical

substances are used in the production . To this end, the company has created a restrictive
list of substances that follows international regulations, but also includes additional
substances that Ecoalf believes are harmful to the environment. They require all suppliers

to have certain certificates, which are divided in to three categories and consider the origin

of the material as well as ecological and social aspects.

63 More information available at: https://textileexchange.org/standards/recycled -claim -standard -global -
recycled -standard/
64 More information available at: https://bcome.biz
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Ecoalf Foundation

The Ecoalf Foundation was established in 2015 as a non -profit , and funded by allocating
10% of the company's profits from  Because There Is No Pl an edollecBoE . The
foundation runs the  Upcycling the Oceans  project, which aims to recover marine debris

(e.g. plastic bottles)  from the Mediterranean Sea and transform itinto new, 100% recycled
Ocean Yarn . The project, which st arted with just three fishermen in Spain, now works with
3 200 fishermenin 54 ports across the Mediterranean Sea (including Greece, Italy, France,

and Lebanon) and Thailand, and has so far re covered 700 ton nes of waste .

This project is complex and faces
major challenges, mainly related

to the low and inconsistent quality

of the waste recovered by the
fishermen. The plastic bottles are
often broken down and weakened

by exposure to sunlight, salt, and
water. Only 5 -10% of t he plastic
recovered from the oceans can be
recycled into  high -quality yarn.
The plastic that is too damaged is
given away to be disposed of in
waste recycling plants. He also
points out that this project is not

at all profitable for the company

but encomp asses a bigger picture
of raising awareness and Credit: Ecoalf
promoting sustainability.

Barriers and opportunities for engaging in CSR/sustainability practices

Brendan notes that there are many challenges for a company to remain inherently
sustainable. For example, raw materials are more expensive , while investing in sustainable
processes and R&D is costly as well. He explains that it is a challenge to ensure the
highest standards of sustainability while staying profitable . Howev er, Ecoalf does
not sacrifice sustainability for profit. For example, when Ecoalf's best -selling fleece jackets
were found to be among the worst contributors to microfiber pollution, the company halted

their production despite significant loss of revenue. That said, the company  cannot always
know in advance whether its products are harmful to the environment , even if they are
made from recycled materials.

In addition, suppliers  are often unable to offer high - quality recycled material s. For
example, the company has had difficulty finding certain high -quality parts for their
products (e.g. zippers, shoelaces) that would be fully recycled because very few
manufacturers offer that. On the other hand, the gra dual shift in the fashion industry
towards sustainability, driven by brands like Ecoalf, is also pushing manufacturers to
rethink their approach to environmental problems 65,

While Ecoalf has a holistic approach  to sustainability, Brendan notes that other companies
rather than looking at sustainability as a comprehensive set of actions , tend to only
incorporate small , singular eco-friendly initiatives . In his opinion, this only contributes to

the prevalence of greenwashing in the industry . Brendan al so notes that consumption
patterns are at the heart of many problems in the fashion industry. Low prices and fast

8 More information available: https://fashionunited.uk/news/fashion/ecoalf -ceo-on-global -ambit ions -and -the -
challenges -of-true -sustainability/2020022147636
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fashion trends are not only unsustainable in terms of resource consumption but are also
unfair to the people involved in the supply chain.

Ecoalf has shown extreme resilience during the pandemic. The company's sales increased
by 78.5% from 14 milion EURIn2019 to 25milion EUR in 2020 . Brendan notes that more
people understand the importance of investing in high -quality garments. He  suggests that
the pandemic has led to more people realising the fragility of the environment , which has
contributed tothe ¢ o mp a ngrofvth.

Going forward, the company plans to continue innovating, developing new fabrics , and
achieving zero net emissions by 2030. Next season, Ecoalf plans to introduce a nylon
filament made from retrieved airbags , which does not throw microfibers back into the
environment when washed. Brendan says the company has already taken steps to offer

more sustainable lifestyle prod ucts such as furniture and yoga wear. Ecoalf also has
ambitious goals to expand into foreign markets, particularly the United States, and open

more stores across Europe .

Key takeaways

Ecoalf is one of the few brands striving to revolutionize the fashion industry by creating

a holistic approach to sustainability in all aspects of production. In doing so, it exposes

the hypocrisy among fast -fashion brands that sometimes introduce collections of
sustainable clothing  but do notincorporate comprehensive measures into their processes.

The company not only demands strict compliance from its suppliers but also educates the

public on the responsible use of resources and addresses issues such as greenw ashing
and over -consumption in the fast fashion industry. Ecoalf is a rare example of a company
that does not encourage its customers to over -consume, even at the expense of its
profits. Finally, despite  already extensive investments in R&D, Ecoalf remains committed
to innovating and improving technologies for the production of recycled materials. R&D

is a crucial tool for  Ecoalf to anticipate and manage various risks, such as microfiber
pollution.
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FOONKA: a sustainable textile company inspired by nature

FOONKA is a small textile and garment company based in
Szczecin, which offers high quality home accessories and
innovative bedding, manufactured exclusively in Poland. The
company has already gained recognition at home and

internationally, winning numerous awards. For FOONKA,

sustainability = and social commitme nt are strategic goals,

implemented through various initiatives that often combine
Community both areas.

involvement

FOONKA is a Polish home textle brand founded in
2014 by Gosia and Marcin Dziembaj. The designer
couple had the idea of producing bedding that
resembles a pile of straws and hay. This was how the
HAYKA bed linen had been created, first presented in
2013 at the exhibition & competition held at Wroclove
Design Festival. The product was so well -received
that the designers decided to put the bedding on the
market and create the FOONKA brand (originally
HAYKA). Since then, the company has won numerous
awards for its designs, with the HAYKA bedding
collection being its best-known product. For its
outstanding design, the straw bedding was awarded
the prestigious European Product Design Award 2017
and the German Design Award 2018.

Poland , Szczecin

Textile and garment
industry

12 employees

Revenue: ~ 440 000
EUR in 2020

B B (D <®

. Established in 2014
The company now produces various types of nature -

inspired home accessories 1 bed linen, blankets,

bedspreads, table linen, decorative pillows and wall

posters. Every year the company expands its designs, adding more natural prints and
those created in cooperation with Polish artists. All products differ from ordinary textiles 7
the images on the cotton are digitally printed and not conventionally dyed. Although these
high -resolution photorealistic prints have become increasingly popular, in 2014 there was
no other company on the Polish market than FOONKA offering similar products.

Since FOONKAG ®stablishment in 2014, the f o u n d enairs §oal was to create a product
that would be 100% made in Poland 7 from the design itself , to the fabric and printing, to
the packaging. The company's production centre is based in G d¥ i the epicentre of the
textile industry in Poland, where most sewing and weaving companies are located. Bedding
designs require high -definition prints, hence Gosia and Marcin first thought that printing
will have to be outsourced to other countries. However, they discovered a local printing
house, which had recently received EU funding to install the equipment for digitally print ing
on cotton. The two companies decided to collaborate and continue work ing to this day.
Since all production takes place in Poland, the company has direct control over the quality
of its products and can swifty respond to any errors in the process. In 2019, FOONKA
opened its own sewing room in Szczecin, where the final stage of produc tion is carried out.

The company's products have already gained recognition at home and internationally, with
50% of 2019 sales coming from abroad and the other half from customers in Poland. To
see and test the bedding, one can visit the company's showroom in Szczecin, 35 stationary
stores that distribute products in Poland and Germany or stay in hotels collaborating with
FOONKA. The company is also building its brand in foreign markets and has started
cooperation with stores in Germany, Austria, Switzerland, and the Netherlands, as well as
with online marketplaces such as Amazon or Wayfair .
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Eco - aware approach as an integral part of the business

Following the zero-waste principle, the company aims to reduc e the amount of
production waste to a minimum. To achieve this, each product is cut from a different
point in the fabric to avoid material waste . However, it remains impossible to completely
eliminate fabric scraps, hence FOONKA came up with a few ideas on how to reuse them:

1 Some scraps are used to sew sacks for bedding sets and sheets in which they are
packed. Later, these bags can also be used for various everyday purposes, e.g.
travelling or shopping. The fabric scraps are also used to create new products such
as pouches, scrunchies, or sleeping masks.

1 The fabric scraps were used to make reusable protective masks during the COVID -
19 pandemic. This has helped not only to fully utilize the fabric but also adapt to
market changes and generate enough revenue to keep the company afloat in 2020.

1 FOONKA stays in contact with various fashion designers who could use second -
hand or fabric scraps for their designs . However, at the moment the company still
find it time -consuming to find suitable partners for sharing fabric scraps. Company
owners suggest creating a website or an online community of businesses that could
share their leftover fabrics with others, e.g. artists, who could reuse them.

The company also strives to minimize its plastic consumption . Although FOONKA
initially used plastic packaging to ship pillowcases and tablecloths, as of now, all packaging

is more environmentally friendly than before: cardboard boxes are used for shipping, and
products are wrapped in either cloth bags or paper packaging. However, Gosia notes that

it is impossible to completely avoid plastic waste, as they work with third - party companies

who use plastic to ship packages.

The entire production process of digitally printing images on cotton is more
environmentally friendly than the traditional dyeing of cotton. By using printing
machines instead of dyeing, the amount of water and electricity used in the production

process is significantly reduced. It is esti mated that digital textile printing can save up to

95% of water consumption and reduce energy consumption by 75%, resulting in minimal

use of resources and textile waste % In the same vein, given that all manufacturing takes

place in Poland (weaving, prin ting, and sewing are done locally), the CO 2 emissions from
transportation du ring production is also reduced to a minimum. Yet, t his does not apply
to all stages of production, given that cotton is imported from Turkey and Kazakhstan

Ultimately, Gosia note s that the company's efforts to reduce its footprint on the
environment are well received by customers who appreciate the sustainable and durable
product made in Poland. However, production in Poland means higher prices for local
consumerswho are stillre  latively price -oriented. Therefore, FOONKA leans towards foreign
consumers, e.g. Germans, hence the cooperation with German Amazon .

Strengthening local community ties

Through various initiatives, FOONKA manages to combine its sustainability practices with
greater community involvement and empowerment in the Szczecin region .

1  Supporting the health sector in the midst of the pandemic. In 2020, the
company participated in a local campaign called "Szczecinia ns sew masks for
doctors, health care workers and citizens" to support health care workers in the
fight against COVID-19. FOONKA began sewing protective face masks from leftover
bedding scraps and donated them to health care workers and volunteers. Some of
the leftover fabric scraps were also donated to volunteers, who made over 10 000
face masks for hospital workers and border guards.

5 More information available at: https://www.fespa.com/en/n ews -medial/features/the  -environmental -benefits -
of -waterless -digital -textile -print -ink - systems
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1 Reusing fabric scraps for community  development. To minimize waste from
the manufacturing process, FOONKA had sent its fabric scraps to the Szczecin
Academy of Arts, where students used them for their final diploma projects.
Additionally, fabric scraps were sent to the Detention Center in Szczecin, where
inmates from the Forensic Psychiatric Unit made dens for homeless animal s as part
of an occupational therapy workshop. Along with the dens, protective face masks
were also made by inmates and donated to the Animal Welfare Society inspectors 7.
These workshops are an important element in the process of social reintegration of
inmates, and it is expected that cooperation with FOONKA will encourage other
Polish businesses to get involved as well. Every couple of months, the company
delivers bags of fabric scraps to these facilities. In the first 8 months of 2021, 510
kg of fabric were donated for reuse.

1 Partnering with other sewing companies when they receive large orders,
especially around the holidays. One of those companies is SELSIN i a sewing
company that employs mostly people with disabilities and operates in the same
building as FOONKA. FOONKA has been working with this social enterprise for
several years, thus supporting the employment of people with disabilities in the
Szczecin region.

7 Collaboration with Polish artists.  Since 2019, FOONKA has been working with
contemporary illustrators, painters, and designers to create new bedding
collections. The concept behind the project is particularly interesting: an artist
currently worki ng with the company will recommend another artist and influence
the development of the entire collection. Aleksandra Morawiak, a Polish illustrator
whose Liquid Memory bedding launched the initiative in 2019, pointed to Pola
Augustynowicz  who will then nominate new artists, one of whom will be invited to
collaborate. Gosia notes that the company hopes to collaborate with foreign artists
in the near future as well.

The value of certification

Certification procedures can be a major obstacle for small busine sses, and FOONKA is no
exception. Although the company meets many of the criteria required to obtain a
certificate, it cannot afford the certification process due to high prices. Gosia explains that
although there are various certificates to choose from, they are too expensive for a small
company 1 the certificate could cost around 30 000 PLN (about 6 600 EUR) per year i
around the same as it takes to hire an employee for 6 months.

However, these financial hurdles do not prevent the company from providing quality
assurance to its customers. FOONKA chooses to cooperate only with Polish weaving and
printing companies that can guarantee not only quality but also 100% safety for their
users. Therefore, the selected weaving company and the printing house both have an
Oeko-T e x BStandard 100 certificate. Having this world -known label confirms that the
fabrics and printing inks used in the production processes have been tested for more than
a hundred harmful substances %. Printing and weaving companies that obtain the
certificate are also subjected to regular audits that ensure the continuous quality and
safety of the products.

57 More information available at: https://gs24.pl/bezdomne -zwierzaki -ze-schroniska -w-dobrej -dostaly -nowe -
legowiska -szczecinska -marka -i-wiezniowie -znow -lacza-sily/ar/cl -14473037
68 More information available at: https://www.oeko  -tex.com/en/our -standards/standard -100 -by -oeko -tex
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Regard for consumer issues and satisfaction

FOONKA finds ways to integrate sustainable practices
with consumer satisfaction without requiring a lot of
additional funding. The company offers customisation
services for irregular -sized bedding to accommodate
consumers with specific requests. FOONKA also makes
products on-demand as well. This approach enables the
company to avoid overproduction, which is usually a
significant problem in the textile industry, and partly
eliminates the need to store products in a warehouse.
Having a sewing room also allows the company to
handle individual orders quickly. Besides, customers
can turn to FOONKA to rep air their bedding as well, e.g.
to replace a zipper.

The company is planing to take a step further and look
for ways to reuse or recycle customers' damaged

or worn -out bedding . In fact, one customer
requested the company to produce something new out
of a barely -used bedding set that had been ruined by an unfortunate wine stain. The team
decided to make smalle r pillowcases and bags from the fabric. This particular case gave
the company an idea to offer and market this service in the future so that the materials
could be recirculated, unnecessary waste avoided, and custom ers would be satisfied with
their bedding sets for longer.

Credit: FOONKA

Financial support, trade fairs and networking I means for further development

From the beginning, FOONKA has patrticipated in various exhibitions and fairs to market
its brand. Participation in trade fairs is extremely valuable to such companies as FOONKA,
especially at the early stage development . It helps to establish business -to-business (B2B)
contacts and expand the customer base. For example, in 2018 FOONKA took part in the
EU Gateway Fair T a business trip to South Korea, organized and funded by the European
Commission to promote long-term business cooperation between European and Asian
companies. Among many others, the company has also participated in the Tent London,
Oslo Design Fair and Meet My Project exhibition in Paris. However, participation in these
trade shows often requires additional funding. To participate in an exhibition in London in
2015, the company received funding through the A L e tE'xsh i b (Wystawviaimy Sii ! )
programme, initiated by Adam Mickiewicz Institute and aiming to give Polish artists the
opportunity to showcase their work and commence international partnerships.

FOONKA is one of the many companies that have benefited from the advisory services
offe red by the Enterprise Europe Network  (EEN) centre in Szczecin. EEN offers
comprehensive assistance for the SME sector to help companies develop their export
potential and innovative capacity. Cooperation with the EEN began with the company's
employees taki ng part in training sessions and registering in a database of international
cooperation opportunities.  This enabled the company to establish contacts with foreign
manufacturers, distributors, and sales representatives. Participation in EEN provides the
opportunity to develop B2B contacts , increase brand awareness and boost sales
internationally.  The company also participated in conferences and business meetings,
which allowed to meet potential business partners. Finally, FOONKA took part in an
innovation audit, where an analysis was carried out to define and recommend further
development plans for the company ©°.

69 More information available at; http://prestizszczecin.pl/magazyn/148/biznes/otworz -firme -na-zagraniczne -
rynki

92


http://prestizszczecin.pl/magazyn/148/biznes/otworz-firme-na-zagraniczne-rynki
http://prestizszczecin.pl/magazyn/148/biznes/otworz-firme-na-zagraniczne-rynki

FOONKA: a sustainable textile company inspired by nature

Barriers and opportunities for engaging in CSR/sustainability practices

Although FOONKA's revenue has remained relatively stable throughout 2020, while the
company received state support after imposed lockdown measures , the pandemic
presented a significant obstacle to company's further developm ent. Gosia notes that
currently it remains difficult to invest in the company's growth as prices are risin g in
other sectors, i.e. shipping and transportation are more expensive, as are weaving
services. However, to retain its customers, the company cannot set retail prices too high,
meaning the profit margin remains too low to invest in R&D. This is largely due to the fact
that most Polish consumers are still price -oriented buyers who are used to cheap
products imported from foreign markets. That is why the ¢ 0 mp a nsplésstend to be better
abroad , as German customers, for example, are more oriented towards sustainability than
price . Moreover, production prices for local customers are relatively high, compared to
their purchasing power. However, FOONKA has expanded its loyal customer base and the
company is starting to observ e increased Polish consumers 6 concerns as regards
sustainability and appreciat ion for locally produced, high quality products.

On the other hand, the COVID-19 pandemic also provided some opportunities for FOONKA.
Given that people spent even more time at home throughout 2020, sales of nature -
inspired  bedding began to increase . It became apparent that customers loved
FOONKA®O «esigns, as they are gentle reminders of nature. The company seized this
opportunity to adapt its marketing strategy and promote its products more widely, which
is evident in FOONKAG® social media.

For future prospects, Gosia hopes to receive funding for further  development,

innovation, and research . FOONKA is planning to apply for the Go to Brand funding
which is co-financed by the European Regional Development Fund to help companies
increase their product awareness in international markets.  Non-repayable grants
contributing up to 85% of project costs (up to 185 450 EUR) can be used to cover
participation in trade fairs, conferences, consulting services, training for employees,
innovation, and many other expenses 7°. This financial and non-financial support could be
crucial for further expansion of the company, improvement of sales, but especially for the
development of new products. In fact, the expansion of the product line and the possible
opening of a clothing division are the main goals. Gosia hopes to start manufacturing home
textiles such as bathrobes. FOONKA is also considering the possibility and financing
capabilities of expanding domestically and opening a brick -and -mortar store in Warsaw.

Key takeaways

FOONKA is an example of an SME in the textile industry whose focus on being an
environmentally  conscious company was an ethical objective from the very beginning.
What started as an idea of a single bedding design has evolved into concrete sustainable
practices that go hand in hand with empowering the local community. Most importantly,

these practices often do not require large additional investments, but rather willingness to
take action. The fiMade in Poland ¢ label stands for the reliability and quality of the brand,
which is recognised throughout Europe. The commitment to social responsibility has also
made FOONKA more resilient to the economic crisis during the pandemic. Finally, the
company greatly benefit s from participating in various industry networking events across
Europe and makes good use of financial support from the European Regional Development
Fund in order to scale-up their business.

70 More information available at: https://samito.co/en/go -to -brand -project/
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Garlita: an  innovative flat knitting company from Lithuania

Garlita is a medium -sized contract manufacturing compan y
run by a father and two daughters. The venture of two
generations has led the knitwear factory into becoming a
successful internationally -oriented business . The company
focuses on producing long -lasting garments made of
biodegradable, recyclable, and eth ically sourced raw
materials. In addition, the company seeks to reduce its

energy and water consumption, as well as avoid chemical
pollution and waste in its production processes.

Decent work

Business
relations

Garlita is a Lithuanian family business , recognized

as the best -performing outerwear company in the @ Lithuania, Garliava

country in the group of medium -sized enterprises .

The company was established right after Lithuania

regained independence from the Soviet Union in @ Textile and garment

1990. Juozas Martikaitis, the founder of Garlita, saw industry

a business opportunity to produce the first set of

uniforms for the newly established Lithuanian

military and police forces. Initially, Juozas and his & 170 employees

team were looking up to European textile

manufacturers that had implemented state -of-the -

art product ion techniques. Today, Garlita itself has o— Revenue:~ 5mEURIN
become a good practice example for other [@O 2020

companies. Th e company®és team

participates in  exhibitions and fairs to showcase

their innovqtive produc;ts, as We]l as orggnises tours Z Eaanieesl fin 19 90

for anyone interested in thei r facilities.

Garlita operates internationally and maintains long -

term partnerships with suppliers and clients from across the globe. It also participates in
public procurement calls. The company offer s a wide range of textile products such as
sport swear , outdoor and casual clothes, uniforms (i.e. for school children, police and
military personnel), home textile and accessories. The production capacity is 10 000 pieces
per week and the manufacturing proce ssisbasedon innovative and efficient technologies |,
including 60 new flat knitting machines. The company exports about 97 % of its production
to European countries, mostly in Western and Northern Europe . According to Rita
Haselvander , the daughter of Juoz as and one of the managers of Garlita , the company

focuses on contract manufacturing services and is not planning to establish its own brand
inthe near future.  However, a small portion of their business is B2C, since some production
samples are sold to lo  cal customers via their online store * for lower prices .

Increasing sustainability and innovation with the support of EU investments

Gar | imaaagesnentteam follows a shared vision of environmentally friendly and high -
quality production.  To achievet his vision, the company has been actively looking for ways

to get help via available EU financial support . Garlita has already implemented several
projects "2 co-funded vi a EU Structural and Investment funds, enabling the company to

buy state -of-the -art machinery, solar panels and, thus, allowing to  significantly reduce
energy costs and CO 2 emissions . The company now operates in accordance to EMAS,
ISO14001 and 1SO9001 stan dards, which are highly -valued by their clients. Recently,

" https://le _-shop.garlita.lt/
72 https://iwww.garlita.lt/eu -projetcs/

94


https://e-shop.garlita.lt/

Garlita: an innovative flat knitting company from Lithuania

Garlita recei ved a grant to install additional sol ar pan
invest ment will allow to cover about 53% of the compa
renewable energy s ources, as well as reduce electricity costs by around 11 000 EUR

annually.

According to Rita, Garlita aims to

become a waste -free textile
manufacturer . Most of Garlitad s
production is made of wool or Tencel ,

both of which are  biodegradable. In
fact, wool can decompose in just 12
weeks, or , if it had not been treated
with chlorine , it can be recycled
Moreover, the knitting machines at
Garlita are quite precise, which allows
to maximize material utilization and
minimize scraps.  Since scraps cannot
be totally avoided, the company
donates them to other manufacturers
that produce wool -based carpets or
wall heating for buildings. In the future, however, the company plans to install even more

innovative equipment I according to Rita, waste generation can be avoided altogether
with the use of ready  -to-wear technology which allows to knit, shape, and connect pieces
with only one machine within a single process, omitting the need for manual cutting.

Credit: Garlita

Another innovative feature of Garlita & production process is  the use of  Washingballs
an organic -certified washing technique which allows to reduce the amount of water by
70% and avoid the use of chemicals, such as soap, detergent, silicone agents or paraffin 3,

The company uses only high  -quality yarns and  strives for maximum durability and

longevity of their products . Rita mentions that their Finnish client even gives a 10 -year -
guarrantee for the cardigans and, later, collects and sells them second -hand. Rita
cont rasts this approachto  the fast -fashion industry, where the quality of products is often
compromised in favour of lower  price s. Moreover, some of Gar | i graldts feature
innovative properties , such as windproof -lining, resistance to mosquitos, sharp obj ects,
fire and UV light, which is especially relevant for police and military forces. They also

produce cardigans filled with Vitamin E, dedicated to marine soldiers who participate in

underwater missions and do not have access to sunlight.

Building atr  usting relationship with suppliers and clients

Garlita strives to maintain ~ long -term partnerships with other businesses. In order to find
business partners,  Garlita frequently participates in industry -level events to showcase
samples of their products T the team has visited exhibitions and fairs in 29 countries so

far. The company mostly focuses on medium -sized brands that share similar sustainability -
orientedvalues. To gai n c | i &arkitas Wwelcomesitsem fo their premises in Garliava,
giving toursofthe  facilities . Rita claims that clients are often impressed by the modern
equipment and well -developed infrastructure. The company strives to provide good

working conditions by constantly upgrading the workstations, automating repetitive

manual tasks as much as possible, as well as providing air -conditioning and ventilation.

With respect to suppliers, Garlita aims to use only  high -quality and fairly - produced

raw materials. For instance, Rita has visited t heir wool suppliers in Uruguay to inspect
their farming practices and make sure that the animals are well -treated. Garlita does not
tolerate mulesing, a cru el method practiced by some sheep farmers in attempt  to create

7 https://www.brushingballs.com/wp - content/uploads/2020/01/Washing_Brushing_250x1775 -ENG.pdf
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smoother skinthatw illnot retain moisture . Rita also mentions that in the ne ar future, the
company will be certified by Nativa 7, which is the most advanced 100% traceable Merino
wool label globally.

When asked about why these CSR practices are not desc
Rita explains that the management team does not consider this necessary. The company

communicates about their practices and certifications directly to their clients

Since they already receive a lot of orders, they choose not to dedicate their time to

information -sharing online.

Barriers and opportunities for engaging in CSR and sustainability practices

Garlita is continuously fac ing difficulties in attracting new employees.  Although
Garlita's  production capacity is currently growing, the company says it could be even
higher if they had more e mployees. Despite the fact that the company offers fair wages,
decent working conditions and is willing to accept  people without any work experience,
they are not able to attract more employees. According to Rita, this issue is mainly related
tothe gapsi n the Lithuanian education system. I ncentives to choose v ocational education
in Lithuania are insufficient, while  study content is notwell -adaptedtoindustry needs. The
negative image of work in the textile industry also contributes to this ( i.e. workin the
industry is not perceived as prestigious enough , while careers are believed to lack
advancement opportunities)

Gaps in public procurement create barriers for sustainable SMEs . In Lithuania,
public procurement criteria are often based solely on price. However, companies that offer

the lowest -price bid, use low -quality and unsustainable raw materials, polluting production
technologies, and fail  to ensure fair pay and decent working conditions for employees .
Such a system does not create incentives for small businesses to move towards more
sustainable solutions and implementation of CSR practices . This tendency has pushed
Garlita away from its local market i although the company was the first one to supply
uniforms to the Lithuanian police and milit ary services, today it rarely ever chooses to
participate in Lithuanian public procurement.

Despite these barriers, Garlita has a vision of becoming the number one flat knitting
company in Europe in terms of sustainability, innovation, quality, and service. The
management team continues to develop innovative and sustainable textiles in
collaboration with their clients and is already working on making its supply chain more
transparent to the end - consumer. Rita hopes to receive institutional financial support t o]
further aid this transition, despite the fact that it is sometimes difficult to fulfil the rather

rigid funding criteria.

Key takeaways

Garlita showcases how a medium -sized contract manufacturing company can integrate
different aspects of CSR over time . The gradual modernization of the company (e.g.
installation of new machinery, solar panels and energy management standards) was
facilitated by grants from the EU funds. The opportunity to gain financial su pport motivates
Garitads management team to continue generating
business (e.g. developing a zero -waste production process). On the other hand, the
company does not see itself in the local Lithuanian market due to the pre vailing lack of

interest in sustainable textiles and, instead, is focusing on Western European and
Scandinavian markets. Lastly, despite the increasing amount of orders from foreign

brands, the company has to address the issue of labour shortage in order t o continue its
growth.
7 More information available at: https://www.nativapreciousfiber.com/
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The Turkish brand Bego Jeans leads a sustai nable production
movement

Bego Demir was only 15 when he started working at one of
Il stanbul 6s | e.aDuesto Unsafe warking aorsditions ,
he lost multiple colleagues and was himself diagnosed with a

Human rights chronic lung disease. Today, he wants to end the malpractice

in textile production, leading by example with his own brand,

% Bego Jeans. By a dopting a sustainable approach to materials
QHP B and method sthatrespect nature , human health and workers 6
g VY rights , Bego Jeans proves that clean and fair production is
Business possible for the entire fashion industry.

Decent work .
relations

Inthe 1990s,a 15 -year -old Bego Demir moved from
Eastern Turkey to Istanbul, looking for work in order

to provide for his family at home. He ended up
working in a textile factory , producing jeans for a
well -known American brand. His ma in task was Textile and garments
sandblasting the jeans, that is, hitting the denim with @ industry

grains of sand under high pressure to make the jeans

look worn. Due to constant exposure to sand

particles, Bego contracted silicosis, an occupational &
disease , and lost half of hislung ca  pacity.

Turkey, Istanbul

5 employees
(+ volunteers)

Soon after receiving his diagnosis in 2007, Bego Z T | S

established the Denim Sandblasting Workers
Solidarity Committee . By 2011, the Committee
managed to convince legislators to ban denim
sandbl asting and give retirement rights to affected w
end here, as he was aware that various malpractices prevalentin the fashion industry still

persist in Turkey and beyond. He not only continued advocacy work, but also decided to

become a social entrepreneur and established his own ethical and eco -friendly brand in

2019. Currently, Bego Jeans is owned by 12 like -minded investors from business and civ il

society, and produces around 2000 pairs of jeans annually in partnership with 12 Turkish

subcontractors.

Awareness raising activities to
improve textile workers 6 conditions

Although sandblasting was prohibited in
Turkey, the metho  d was still prevalentin
Asian countries, including Bangladesh
-2 which is now one of the leading denim
exporters to the EU. Witnessing this
issue, Bego joined the Clean Clothes
Campaign (CCC), an international
network dedicated to improving working
condition s and empowering workers in
the global apparel and sportswear
industries. Bego established a Turkish
branch of CCC 7 in 2013, which focuses
a lot of its work on improving the

Credit: Bego Jeans

S More information available at: http://www.temizgiysi.org/
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working conditions at home and in Bangladesh. In fact, many Turkish companies out source
their production to Bangladesh, hence the issue is more problematic than might seem at

first . CCC Turkey managed to convince over 100 brands to ban sandblasting from their

supply chains. The organisation is also looking into the effects of another b leaching method
which has largely replaced sandblasting, namely, potassium permanganate spray 8,

The CCC also launched a website that aims to raise awareness about occupational
diseases. The website provides guidance to employees who experience or may be at risk
of developing an occupational disease across various sectors. The website also publishes

stories of employees who have an occupational disease. ”

Bego is actively involved in G@dag&hd TparticiRategass aspeaker vi t i es |
in various events across Europe. Bego believes that both designers and, especially,
consumers are able to mobilize and pressure the fast fashion industry towards change .

Leading by example: encouraging subcontractors to offer decent work
opport unities

Understanding that denim production is not going away and that jeans are and will remain
one of the most popular pieces of clothing, Bego d ecided to open his own business and
demonstrate that sustainability is possible in each step of the supply ch ain.

Begobs busi nes stoesthlishinw aheusenmanufacturing facilities but rather form
a supply chain of like -minded subcontractors in Turkey. In order to have a clean supply

chain, he needed to convince potential subcontractors to adhere to cer tain criteria, such
as ensuring safe working conditions, eliminating child labour | registering all employees
and paying them a fair living wage . However, this proved to be a difficult task and many
contract manufacturers refused to take part in the movemen t. Bego explains that many
workshop owners in Turkey believe that if they offer a minimum wage and employees
agree toit, this is enough. However, workers often have little choice but to agree to such
conditions, and an overall culture of labour exploitati on persists .

Bego Jeans are now partners with 12 Turkey -based sub contractors that cover the whole

supply chain.  For example, the company has helped an ironing and packaging workshop

to transform its business model . The workshop is ownedndegr dmwoumddvi
textile workers who started their own business with around 15 unregistered Syrian

employees. Bego offered the owners a buying price that was several times higher than the

market price and managed to convince them to register all of its employe es and offer them

a living wage. Due to improved working conditions, the workshop attracted a second client

who was interested in fair trade.

According to Bego, paying employees a living wage naturally increases the price of the

final product. However, a pair of jeans is not significantly more costly than those sold by
the fast fashion industry (i.e. around 40 Euros). However, the p rice composition of  Bego
Jeans products is different, because it aims to cover the costs of production instead of
having a h igh profit margin.

Minimizing environmental impact in denim production

Bego is also highly concerned about the negative environmental impact of the textile

industry. Denim manufacturing, in particular, requires significant amounts of water , while
the dyeing process causes water pollution and may have detrimental effects on health 8,
Denim bleaching is especially harmful and, in addition, reduces product lifespan. Another

¢ hitps://cleanclothes.org/file -repository/turkey  -potassium -report.pdf/view
T http://www.meslekhastaligi.org/
8 hitps://www.dw.com/en/denim -clothing -sustainability -recycle -pollution/a -56951179
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harmful practice is manufacturing stretch jeans, such as jeggings, as this requires mixing
cotton with synthetic materials, which hinders the possibility of recycling

Bego Jeans opts for 100% organic cotton as their raw material and has recently introduced

a product line which contains 20% hemp. They also do not use chemicals: the jeans are

not bleached and a vegetable substance is used for the dyeing process. Using natural dye,
organically produced cotton, as well as hemp, significantly reduces the amount of water

needed to produce the fabric . Bego mentions that the company also add s 1-3% of
elastane, but this does not affect the ability to recycle jeans. In fact, the brand has

introduced a return policy T each product has a QR code sewn in and can be returned to
Bego Jeans in order to be upcycled into another product or recycled. Customers are given
a 10% discount for bringing worn trousers back. However, it is yet difficult to ev aluate the

success of this policy, since the brand started selling its products only recently.

Barriers and opportunities for engaging in CSR and sustainability practices

Bego explainsthatthe ~ COVID -19 pandemic had a negative impact on the business, main ly
because it prevented the company from entering the European market , Which is one of
the company®ds st However,g Bego dges aot sexpect the companyto grow into
a much larger business, because a fter all, the social mission of Bego Jeans is a st ronger
motivating factor than business growth

As for the future, Bego shares two ideas:

1 Theteam is working on a project proposal for EU funding under the Horizon Europe

programme. The project would allow to implement a blockchain technology solution

to improve transparency and supply chain traceability , Starting from raw

material. Workers, clients and end -consumers would be able to directly leave

comments about the product and its production conditions. This would also serve

as a platform for workers to report any human rights6é violations
1 Bego Jeans plans to open a pilot factory, where design students from Turkey or

Europe could get hands -on experience about sustainable manufacturing. Bego

explains that university graduates often st art working for big brands and succumb
to their malpractices, without getting exposed to more responsible alternatives.
Employing students for a period of 2 years and sharing the know -how could

potentially inspire positive change in the entire industry.

Overall, Bego feels rather positive about the future and already sees improvement
compared to the situation 10 years ago. Despite the fact that the market is still controlled

by high -street brands, regulatory changes, such as the mandatory due diligence
fra meworks in Europe, are forcing the industry to take human rights issues more seriously.

Key takeaways

Turkey, one of the global centres for textile, still struggles with social and environmental

negligence. Production for European and American brands o ften takes place in workshops
where unregistered workers, such as migrants or even children, work under unfair and

unsafe conditions. Bego Jeans showcases that changing these practices is possible if
contract manufacturers are offered decent buying prices and are required to adhere to
certain minimum criteria. Although this may bring smaller profits (at least in the short

term), it can result in increased sustainability and social cohesion across the entire supply

chain without significantly affecting the f inal price of the product. As such, Bego Jeans
offers a small -scale and, nevertheless, tangible alternative to mass global manufacturing.
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Hymness from Denmark designs exclusive accessories and jewellery,
carefully tracing sources of materials and manufacturing processes

With susta inability being a topical issue, with even the best-
selling fashion brands adapting measures to reduce the
negative impact of production on the environment, SMEs in

! fashion industry are also increasingly oriented towards
?eﬁ;?oe'fss sustainability. Hymness is a micro -enterprise, operated solely
by the founder of the enterprise . The company exemplifies

what a small, independent design workshop can achieve in
terms of sustainability and CSR. As the case study reveals,

when it comes to choosing more sustainable alternativ es,
o — being a small jewellery and accessory brand brings both
eSS s benefits and challenges.

Hymness was founded in 2020 by a Danish
designer Stina Birthe . The name of the brand was
preceded by Peganpoetry which naturally grew into
the new Hymness brand and mindset, celebrating
female empowerment and sustainability by careful

choice of materials and suppliers. @ Textile and garment

Denmark, TRI | Bs e

Stina has been working in the fashion industry industry

since 2007, including projects helping other brands
to make their designs and production processes
more sustainable. In 2020, she decided to start her
own individual project. For now, Stina manages
Hymness on her own, doing both designs and Z

1 employee

careful superv ision of the manufacturing process. Established in 2020
The small workshop sells bags, earrings, necklaces,

and bracelets, scarves and other accessories.

Currently the main platform for selling products is the Hymness e-shop 7 and the products
are also available on the Wolf&B adger 8 website : a UK-based platform for ethical and

sustainable brands.

All Hymness accessories have a story behind them , hot only in the creativity of the design
process , but also in the careful choice of materials. Being sensitive to different chemical s
and having experienced allergic reactions herself, Stina is particularly conscious about

checking various risk factors in the whole chain of the production process for each item
The cashmere scarves are handwoven in Nepal while the linen and silk scarve s are
handwoven by artisans in India . Meanwhile, t he jewelleries are made in Portugal, with
some of the manufacturing processes taking place in lItaly. Finally, the leather bags are
currently made in India, while a cooperation with a Portuguese tannery that uses only eco

cow leathers that come from Europe is also being set up

Gradual improvement towards more sustainable design

Stina admits that, while the fashion industry is slowly adapting to more sustainable
manufacturing, it is far from ideal. Moreover, it is not yet entirely clear what the final
sustainability goal should be or even what the exact steps would be to achieve it.
Therefore, Stinasugg  ests that sustainability should be viewed more as an ongoing process

of change. She also uses the same approach with Hymness by gradually introducing more
recycled materials, such as recycled gold and silver, zippers made of recycled parts, and

leather scr aps. When designing new items for Hymness , she considers the available

® More information available at: https://www.hymness.com/
8 More info rmation available at: https://www.wolfandbadger.com/eu/pages/about/
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options for materials in order to decide on the most sustainable manufacturing process.
Stina admits that if sustainability is one of the central pillars of product manufacturing, it
should be already thought  -through during the design stage. Otherwise, the designer may
encounter a situation when the suppliers do not offer suitable materials for the
manufacturing of an item that would correspond to the set sustainability standards. In
that case, Stina has to alter the initial design of the accessory, and, in general, she tries

to avoid such situations.

Hymness website provides consumers with details about the type of leather that bags are

made of, as well as the usage of recycled material s in earrings or bag zippers. Extensive
information is also given on the production of Hymness scarves that are manufactured in
an Indian village specializing in this craft and dyed with herb or azo -free dyes. All of this
is particularly useful for a custo mer who wants to make more conscious fashion choices,

or has sensitive skin and wants to avoid chemical -induced irritation.

As a new addition, the next Hymness jewellery collection is going to have a special coating

that protects colours and prevents oxidati ve damage of the gold -plated jewellery . The
golden finish willlast for alonger period of time than standard , increasing the sustainability

of the items, simultaneous ly still allow ing the customer to buy an affordable product.

Keeping track of the source and the quality of  materials , and the manufacturing
process

When looking at Hymness products on
the website of the brand , itis noteworthy
to consider the careful tracing process of

the whole supply -chain behind each
item . There are two directions where
tracing has been ensured: the origin of
the materials  and conscious,
sustainable manufacturing process.

Stina points out  that the communication
and understanding of each
manufactur er 6 smpoveswitd a ry
the possibility to  visit the suppliers in
person . However, current travelling
restrictions due to the COVID-19
pandemic have deterred her from visiting

the Indian manuf acturers she
collaborates with. It means that, while

she has been able to visit the future
partners in Portugal, she has had to maintain particularly close

online communication with Indian suppliers. While she has managed to compensate the

lack of visits o f the facilities with a more detailed exchange of information online, she still
maintains the view that visiting a manufacturer in person is preferable whenever possible.

Credit: Hymness

To make up for the lack of possibility to visit the manufacturers in person, Stina h as been
collecting as much information and necessary documentation as possible  about
the current manufacturers in India, including specific certificates (e.g. ensuring that the
manufacturers of the scarves in India have specific weaver certificates) and invoices. The

invoices are used to certify that the manufacturers have bought the exact raw materials
they have claim to use. The same process is repeated for t he production of each separate
item, since each manufacturing process is unique.

Finding trustworthy suppliers a | s o guldtiens eamddtiseir o n each
enforcement.  Cooperation with Portugal in this regard is easier, since there are already

strict regulations for tanneries and more environmentally friendly options are available,

for example, working with fully biodegradable leather. The cooperation with Portuguese
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manufacturers in jewellery production has been particularly pleasing also in term s of
sustainability, since there is an established recycling path of valuable metals, such as gold

and silver, involving recycling of metal scarps in another Portuguese company. Afterwards,

the metal is returned in a reusable form to the jewellers.

Working  with certified Leather Working Group (LWG) tanneries

Even before the foundation of Hymness , Stina was working with multiple projects involving

the design and manufacturing of bags, therefore she has been particularly interested into

increasing sustainabi lity of this fashion area. Leather accessories such as purses and bags

also constitute a considerable part of Hymness 6collection . She uses the website of LWG?E,
an organisation that promotes environmentally friendly and sustainable leather
manufacturing p ractices, to find LWG- certified leather manufacturers. When choosing the
manufacturer, several criteria are taken into account:

1 Opting for vegetable tanning methods. Currently there are three main types of
methods of leather tanning: chrome, vegetable, and synthetic chrome -free tanning.
Hymness products do not contain leather that has been manufactured with the chrome
tanning method, since the process involves using harmful chemicals. On the other
hand, vegetable -tanned leather is friendlier towards the env ironment , the
manufacturers, and for the wearer, especially for people with sensitive skin and
allergies. Thus, opting for vegetable -tanned leather benefits both for the customers
and the environment, while also minimisincgls.worker sod
1 The traceability of the product. LWG website lets Stina find certified partners who
allow the traceabil ity -ohain (it lepends onothieumartufacturers u ppl vy
as not all of them provide this option on the website). Stina know s thatthe lamb leather
she has wused until now comes from local region s, it can be traced back to the
slaughterhouse, and  they are typically local farmers who depend on the lifestock who
sell the hide
I The location of the tannery . Stina chooses to collaborate with tanneries that are
located in those areas of India that depend on meat production and consumption . In
these areas, leather is an inevitable by -product of meat production and leather tanning
in turn is the next step in th e chain that is responsible for processing this by -product .

While the durability and sustainability of vegetable tanned leather have been main motives

for Stina to use this material in her accessory collections, she keeps an open -minded
attitude and is lo  oking into possibilities of using different types of leather in the future as

long as the material corresponds to the high quality and sustainability standards that she

has set for her brand.

Barriers and opportunities for engaging in CSR and sustainabili ty practices

Stina emphasises that, in order to achieve higher CSR and sustainability goals within the

fashion industry , the work towards improvement should be ongoing, and Afihow can we do
it bett er oshoald bei maimtdireed at all times, even after failures that are an

inevitable part of the process. Challenges can be seen as areas for growth for the industry,

and Stina has spotted several of those in her work as a designer:

f Challengesrelated to the supply chain. Stina highlights the difficult y of maintaining
consistent quality products, asthis | argely depends on the fairness ¢
practices. Stina has experienced that both big and small manufacturers change the
leather to a similar but cheaper and lower -quality variant between the sample batch
and the bulk -production batch.  She has had such experiences not only with Indian but
also European manufacturers and considers such malpractice unethical towards the
client, as well as problematic for building mutual trust between a manufactu rer and a
designer . While this malpractice shoul dnot be attr

81 | eather Working Group ~ website. https://www.leatherworkinggroup.com/
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occasions are encountered often enough. Since the faulty items cannot be sold, a
certain amount of waste is produced that goes against the sustainability goal of
brand. Ultimately, such malpractice is disadvantageous also for the manufacturer,
since they are often forced to remake the ordered items in accordance to the
production methods that were initially foreseen in the contract or simply by losing the
bulk order, if the samples keep changing.

1 Educating suppliers about sustainability. To tackle the problem of fluctuating
quality, it should be acknowledged that a lot of production for European design brands
takes place outside the Europe an Union . Therefore, investing in education and
providing the necessary support to implement sustainable manufacturing practices in
third countries is crucial to improve the overall sustainability of the fashion brands in
Europe fromthe bottom -up. Stina also sees  her cooperation with Indian manufacturers
as a way of helping them acquire more r esponsible manufacturing habits.

1 While there is a gradual shift in the mindset of the customers, it is still important to

the

continue educating the ¢ onsumers  about the importanc e of supporting conscious

and sustainable design. Furthermore, m arketing of the products and building
brand recognition in the competitive textile and garment industry is challenging for
small design workshops as Hymness . On the other hand, there is alread y a group of

consumers who appreciate and support small slow fashion brands, even if their items
belong to a price category that is higher than average. Thus, by maintaining its high
standards, Hymness is able to meet the expectations of this category of b uyers.

1 Finally, finding balance between design, quality, and sustainability can be seen

both as a challenge and a motivating, creative task. Maintaining the high quality of the
exclusive Hymness items is a must for the business. Therefore, when a new mater

is introduced, it is important that it still corresponds to the quality standards set by the

brand founder. When making the choice in favour of one material over another, an

ial

important factor is the durability of an item. For an accessory to last for ma ny seasons,
even the smallest details must be produced of high -quality materials: e.qg. the zippers

of a bag must be durable, since changing a broken zipper of a leather bag is very
difficult.

While the best -selling fashion brands still have a lot of steps ahead on the sustainability

road, Stina admits that the policies and research that the large brands have done so far

have made the suppliers more aware of the need to adapt their manufacturing practices

to the new requirements. The increased supply of sus tainable materials makes it easier
for micro -enterprises like Hymness fulfil their needs.

Key takeaways

While Hymness is still in its in initial stages of development as a company, the experience

in the fashion industry of bttoalreadyservefasagood gractic&
example of incorporating CSR and sustainability practices among SMEs in the fashion
industry. Mostly it is achieved by careful tracking of manufacturing processes and
transparent sharing of this information with the ¢ ustomers. The creativity of the designing
process involves not only choosing shapes and colours, but also materials. As a result, the

Hy mn e sascéssories contain recycled metals, the bags are made of vegetable tanned
leather, and the scarves are weaved by certified Indian artisans and coloured with
environmentally friendly dyes. The research done by the best -selling brands of the fashion
industry has also helped SMEs of the industry to find more sustainable materials; however,

it should be seen mo re as a step closer to the sustainability goal rather than the ultimate
success, as new technologies evolve and the process of learning and educating all parties
involved in the supply chain continues.

tin
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Volvero: a business seeking to bring more democracy to the vehicle
sharing sector

Volvero is a Milan -based start -up which is revolutionizing
mobility and the vehicle  -sharing economy. Volvero delivers an

app that offers private owners, rental companies, and vehicle

dealers an opportunity to conveniently share their vehicles at a
reasonable pric e. Vehicle owners simply  have to install the app,
register their vehicle, set a price for sharing the vehicle and

contact other clients. ~ Sustainability, innovation, and community
engagement are central to Volvero
mission is to p rovide clients with an opportunity of reducing

carbon emissions without having to radically alter their

Community _ . . -
involvement lifestyles. Volvero has plans to bring more sustainability and

innovation to a rapidly growing vehicle -sharing economy not
only in Italy but in other re gions as well.

Volvero differs from most companies in the vehicle -

sharing business  because it does not put new @ ltaly, Milan and US,
vehicles on the street but rather gives vehicle San Francisco
owners an opportunity to lend theirs to other s. This

concept that Volvero operates on was thought of by Transport and

t he ¢ o mp aBOyaddsco -Gounder, Marco Filippi, @ logistics

back in 2016 when he started to notice issues with

transportation systems while commuting between

Luxembourg and Milan. Marco found car renting & 13 employees
experience insufficiently adapted to commuter

needs, and public transportation T unreliable and

inconvenient for frequent travelling. Later on, he == Revenue: 78 000 EUR
observed that this problem was very common both E@D in 2020

in Italy and elsewhere. Hence, Marco quit his job in
finance to launch an app that would not only make
commuting more convenient but could also have a i i
positive societal and environmental impact. Z Established in 2018
The Volvero app was launched in 2020. Although the
COVID -19 pandemic hampered the a p p fasnch, Volvero dedicated thistime  for product

development and further innovation . Currently, its service oper ates in Northern Italy and

there are plans to expand to Chile, the UK and Belgium in the near future. The team at

Volvero is composed of three founders, six full -time employees and four interns. Volvero

plans to expand its workforce, but this depends on  when investors  will provide capital

The team received a contributory investment from ImpactHub , a network of innovation

incubators, accelerators, and NGOs to set -up the company . Although later  Volvero

re ceived funding from several EU programmes, such as  the EIT Climate KIC Accelerator

and EIT Urban Mobility , finding investors is still a tedious and burdensome process. For

instance, t he CEO Marco Filippi not ed t hat l'talyds

establishing start -ups is flawed, while accessto early -stage investments remain especially
problematic

One of the primary long  -term goals of Volvero isto offerinnovative  solutions to challenges

emanating from the tension between contemporary consumption trends and climate

protection goals. Volvero aims not only to become one of the most successful vehicle -

sharing businesses in Europe but also a leading example of CSR inte gration into  the
company6s agenda. It plans to do so by upholding and
of its business model, namely:
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1 Put to use vehicles that remain largely
unused by their owners. The fact that
transportation accounts for 24 % of global
emissions 8 motivated company  founders
to look for ways to reduce the density of
vehicles. Furthermore, according to global
trends, consumers are increasingly less
willing to buy new vehicles and are
becoming more accepting of sharing ,
making Vol v e rbudingss case more
feasible.

f Use the most advanced technology to
coll ect and store t
produced while driving.

1  Support clients in becoming active agents
in the business. This means allowing their
clients to set the prices for sharing a
vehicle.

é
A
Y
)

Credit: Volvero

Sustainable consumption is central to Volverods busin

Although Italy enjoys an extensive transportation infrastr ucture compared to other
countries in Europ e, most residents find the transportation system inadequate .8 Public
transport is unreliable due to tardiness, while towns further away from metropolitan areas

are difficult to reach 8. Iltaly also has one of the highest number s of privately registered
cars. Aware of these trends, Volvero has acknowledged the opportunity to transform
mobility through innovation while also generating a positive environmental impact. The

company uses the following means to protect th e environment through its activity:

1 Reducing the number of vehicles on the road. According to an estimate by
Volvero , private cars are not used 96% of the time. However, the production of
vehicles leads to high environmental costs. Volvero believes that i t makes very little
sense to buy new cars, especially if people tend to leave them in the parking lot or
garage for most of the time. In fact, according to Volvero 6 s estitheat e,
environmental impact of 1 shared vehicle equals to that of 8 privately used ones.
Volvero allows clients to register any type of private or commercial vehicle on the
app, especially as negative environmental impact is not limited to private
automobiles but is generated by all types of vehicles. The company plans to expand
to areas that are more heavily urbanized and thus tend to generate a stronger
negative environmental impact. This is an important step because it would help to
reduce the density of vehicles and contribute to lowering the carbon footprint in
Italy and other countr  ies.

1 Using Al to reward sustainable driving habits. Volvero isone of the first start -
ups to use advanced Al technologies for making m obility more sustainable. Simply
put, Volvero measures the sustainability of usersodo dri
composite technology already availabl e on the mobile phone, such as a gyroscope
or an accelerometer, to gather data on usersd dri
to the appdsheredlfpéerforag data amalysis and gives the driver a score
based on how sustainable his or her driving was T for exampl e, i f the d

acceleration and braking was steady and the engine speed was kept optimal
throughout the trip, he or she gainsabett erscore because the drive is less energy -

consumi ng. This gamification function is essentia
82 More information available at: https://volvero.com/2020/10/drive -sharing -the -new -disruptive -future -of-
mobility/
8 More information available at: https://ec.europa.eu/transport/sites/default/files/2019 -transport -in-the -eu-
current -trends -and -issues.pdf

8 Ibid.
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agenda and cannot be mechanically turned off. Accumulated sustainability scores

lead to credits, which can then be used in the comp anybds partnership progr
using fAcarrotso rather than fAstickso, this compan
cheap, effortless, and sustainable manner.

Using innovative technology to ensure clientsd data s
Volvero consi ders its clientsé privacy a top priority and
data collection and storage technology. Companies are continuously pressured to come up

with more innovative, secure and trustworthy methods of collecting and storing

information, given the fast -paced advances in information technology and artificial

intelligence, as well as data protection scandals, such as the CityBee usersdé personal d

l eak due to companyéoés poor d a®. aHenper thé eompanyohas mec hani s
adopted the most innovative and decentralized method of data protection: blockchain

technology which allows to secure customer data, which makes the incident of data leaks

due to a failure by the company or hacks highly unlikely.

Active community involvement is part of Volverods mission

Volvero differs from other companies in the
field because it includes vehicle owners as an
integral part of its business model. Usually,
businesses in the sharing economy have a
centralized management system where app
users act only as consumers. In contrast,
Volvero includes app users into the decision -
making process by  allowing vehicle owners to
set prices and conditions themselves, rather

than offering a fixed price generated by the

app. This aspect of Volverods busi nes

comes with a social benefit T it enables
owners to easily manage their earnings, be
active participants in business -making and

have the freedom to decide what is best for :
them. Renters also have more freedom £

- 2 ] : - ?l'%. A
because they can make arrangements about B \?lvero : - ¢

the use of vehicles with vehicle owners

ersonally via the app.
P y PP Credit: Volvero

Barriers and opportunities for engaging in CSR and sustaina bility practices

According to Marco Filippi, Volvero CEO, attracting investment is a challenging and

time -consuming task. He believes that a combination of support measures is needed at
different stages of start  -up development. EU or locally funded incub ation or acceleration
programs that include mentorship, business development support and networking, bring

alot of value to start  -up owners. However,  at this stage of business development, gaining
financial support from pr  ivate investors is what matters mos t. Marco claims that it took
three years for  Volvero to gain enough traction, which means that the team had to focus

on raising money rather than developing the product. In general, start -upsin Italy receive
more funding from informal (independent busines s angels, equity crowdfunding platforms,
etc.) than formal entities, but the rate of investments from informal sources has slowed

down in recent years. Although the ltalian start -up ecosystem is improving and various

85 More information available: https://www.euronews.com/2021/02/17/thousands -of -citybee -users -have -their -
personal -data -leaked -online
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policy measures have been introduced 8 it remains difficult to find credible sources of
investment outside the regional government or EU accelerators, which hampers the
process of business expansion.

The team is actively  looking for local partners to expand the reach of Volvero . Car
sharing still has not gained enough popularity to be seen as an alternative to public
transportationin ltaly 8. However, to reduce pollution and reach the EU's ambitious climate

goals, Italian cities are looking for ways to make long -term investments in sustainab le
mobility solutions. These developments create an opportunity for the local governments

and SMEs, especially innovative start -ups, to cooperate. For instance, Volvero already has
agreements with municipal governments in two other European countries and C hile to pilot
their vehicle -sharing solution. More extensive cooperation with the municipal governments

would increase the publicity of the business, provide access to a larger group of car renters

and drivers, and increase investments.

Lastly, with resp ect to increasing their environmental impact even further, Volvero plans
on expanding the set of electric vehicles (EVs) and applying discounts for the ir
use .

Key takeaways

Volvero is among the first start -ups to apply advanced Al, blockchain and innovative
business modelling technologies to the sharing economy. It showcases an example of
successful application of three pillars that help enhance CSR in business: environmental
sustainabi | i ty, attention towards consumersd i ssu
the resources that are already there rather than buying new ones differentiates Volvero
from most mobility start -ups. Moreover, Volvero is based on a unique democratic business
model whereby app users I vehicle owners and renters I decide the terms and the price

of the car sharing service within the general policy framework set by the company.

Although finding investors and partners is a b urdensome process, the team is confident

that the sharing economy and green mobility solutions will gain more and more recognition

in the future.

8 More i nformation available at:

https://www.flandersinvestmentandtrade.com/export [sites/trade/files/market_studies/2020 -1tali%C3%AB -
The%20Italian%20startup%20and%20scaleup%20ecosystem%20website.pdf
8 More information available at: https://core.ac.uk/download/pdf/98164904.p df
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Last Mile Team: p ushing for a green and digital transition in
transportation with a focus on the Triple Bottom Line

Last Mile Team is a Spanish SME, which uses artificial intelligence,
and innovative technological approaches to deliver sustainable
transport solutions that work in the COVID -19 era . The start -up,
develops inclusive digital solut ions to bolster road transport
QHP sustainability, efficiency and resilience through solving u rban

distribution problems . Their inclusive digital solutions enable cities
Decent work and companies to implement fairer, smarter, and greener urban
logistics as well as the las  t mile delivery models.

Business
relations

Last Mile Team is a relatively young start  -up but it
already strives to become a catalyst to the green and

digital transition within the road transport segment .
Specifically, the company intends to address a
variety of gaps related to greening and digitalisation

in the transportation market. First, Last Mile Team @

Spain, Rivas -
Vaciamadrid

claims that the transport industry is one of the most Transport and

fragmented in Europe, with over 90% of drivers (EEeies
being either self -employed or working in companies
with less than five vehicles. Second, the

3 employees

transportation market also suffers from a major
digital divide. Finally, the COVID -19 pandemic

trlggerec_i an upsurge in home deliveries. Traffic Established in 2016
congestions were tem  porarily offset by the reduced
number of personal mobility vehicles. EU Member

States were able to largely focus on people mobility,
while urban goods transport ended on one of the last spots in the policy priority lists.

However , this will become anincre asingly apparent issue in the finew
The Last Mile Digital Platform E, developed by the company, addresses the above -

mentioned issues by allowing mid -sized or large companies to optimize their loads and

routes. The coordination system allow s to identify and use idle vehicles, those that are

runningempty ,or with a | ow | oad. T h e takeoirftot ascauntdodjistic, al gor i t hn
legal, environmental, and other city or zone -specific restrictions, which allows to better

manage pick -up, transport, and delivery operations as well as track and trace transport in

real time. It also provides companies with a permanent contact to drivers , which ensure s

better support , aswell as on -demand update s of estimated time of arrival and information

about pick -up and delivery points . Real -time tracking may increase the rate of successful
deliveries, as well as  reduce downtime. Finally, the solution also provides the tools for

contactless proof of deliveries and collections by mobile phone that may be registered in
a blockchain , trigger Smart Contracts , etc. The latter function is particularly important
when maintaining s  ocial distancing in the COVID  -19 era.

Focus on drivers 6 working conditions

Unlike other applications available on the market, the Last Mile Digital Platform  E allows

clients to reduce costs but does not focus entirely on profit maximisation . Onthe contrar vy,

their approach pays speci aworkiagtconditiohsi o im designingitheirv er s 6
solutions, the company has implement ed the requirements and recommendations stated

in national legislation on the social rights of drivers (e.g. pertaining to their working hours

or getting on -road support when needed ). The topic o f driversdé workhasng condi
become particularly relevant due to the COVID -19 pandemic, which has resulted in a
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massive increase of deliveries across the board and in mounting work  pre ssure on the
drivers , who struggle to maintain satisfactory work -life balance .

Dr i v ewvorkinly conditions are ensured through a variety of functions integrated in the
digital platform . For example, their  platform detail s out the exact time when a delivery is
about to arrive and provides better opportunities for customers to reschedule in advance.
This decreases the amount of waiting time for drivers and results in a smaller number of
undelivered packages. Furthermore, dri vers do not have to wait (often, unpaid)  for the i
clients and suppliers at the warehouses to fill out the necessary paperwork since the

process is digitalised. Another important function integrated in
solutions is contactless deliver vy, which prevents additional health risks for drivers in the

context of the COVID -19 pandemic.
Barriers and opportunities for engaging in CSR/sustainability practices

The companyédés efforts i n t lwere mnoticadnby majar stakeholdens
bot h in the public and private sectors. On top of that, Last Mile Team isoneofthe Microsoft
IP Co-Sell Ready partners, having been validated by Microsoft as a Delivery Logistics
Platform for Corporates and Enterprises.

Last Mile Team is a high -risk, high -potential startup.  One of the main challenges that the
company faces now is raising funds to accelerate the implementation of their innovative

solutions. Last Mile Team collaborates with both industry players (transport service
providers, retailers and man ufacturers) and municipal administrations . They are actively
looking for lead city or industry customers to accomplish  their mission to drive economic
growth and strongly support transport decarbonisation in Europe and worldwide with the
CSR values they wa nt to project

Despite that, Last Mile Team also g o
sees many opportunities in its future. I
One of the main drivers, according to

the company6s manag ¢
Last Mile Team 6s t argeting
since the company can work with
municipalities and transport
companies, incorporating all other
stake holders and help design and
operate any public - private
partnership and accelerate the
development and implementation of
effective interventions . Secondly, the
company has witnessed a massive
increase in demand for delivery Credit: Last Mile Team

services, which presents another opportunity for the market growth. Finally, Last Mile
Team benefits from the current technological and digitalisation drifts, which have been

further fostered by the COVID -19 pandemic (e.g. the company is now using blockchain
technology to manage secure pr oof-of-delivery and Smart Contracts).

Another important positive driver is the fact that the company uses multi - stakeholder
cooperation opportunities available at the European level to expand both its networks and

outreach. The company was among the firs t 15 teams selected for the EIT Urban Mobility
Scale -up Hub and its follow -up EIT Urban Mobility GoGlobal programme. Apart from that,

Last Mile Team was selected by the European Institute of Innovation and Technology as

fone of the most -pps,awithiasdnvingingsrdacalable business model that
reduces congestion and raises goods transport
level gives Last Mile Team access to an innovation community of various stakeholders
(academia, research, busines ses, and cities ). Furthermore, Last Mile Team was also

r

t he cor

sector

system
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designated as a partner in the? WBidhidsOfunded By the LEADO pr «
European Commission. The project started in June 2020 to design Digital Twins of urban
logistics in six European cities and perform route optimisation and sustainability

assessment in Madrid, to which the company contributes.

Key takeaways

The companyds approach to sustainability and
provides. The digital tools developed by Last Mile Team aim to help companies in the
transportation sector to make their businesses greener, efficient, and more socially
responsible by providing them with the necessary digital tools . The company also
successfully positions itself in the European market as a me diator between drivers and
transport service providers. This positioning helps the company to use the multi -
stakeholder cooperation opportunities available at the EU level such as the Urban Mobility
Scale -up Hub. That said, as a start -up, the company also must work hard to generate
additional investment  that syncs well  with the CSR values they aim to project.

88 Source: https://cordis.europa.eu/project/id/861598
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ATC Computer Transport & Logistics: Irish white glove service
providers aiming for highest standards of work security and
sustainability

% There are certain segments within logistics that require security

and work safety measures, which are above the average, such

as shipping medical devices, pharmaceutical products or
delivering equipment to data centres. ATC specializes in the
latter Tt he company works with the wo
and cloud service providers to ensure that deliveries requiring
specialized transport and shipping policies are brought to their

Decent work

destination with all the extra care and precautions . Various CSR
practices help the company to ensure that even the highest
Business standards determined by their cli

relations

ATC Computer Transport & Logistics was set up in
1979 as a courier company , and later specialized in

computer transport. Currently, the company is not @ Saggart, Co Dublin,
only a leaderin the field of computer transport and Ireland

logistics in Ireland, but also a solid service provider

to major multinational technology and cloud service @ Transport and

com panies in Europe. logistics

clients are particularly demanding about the quality
of services . This is very different from conventional
logistics, where price is often more important than
quality. To ensure that valuable hardware is safely Z Established in 1979

brought from manufacturing plants to data centres

across Europe, the company has made significant

investments in the equipment , software, and training of its employees . To further

guarantee the safety and care during delivery, i ncluding unloading and unpacking

equipment, ATC provides final mile and white glove services to its clients. Adrian Byrne,

Operations Director  of ATC, explains that white gloves are literally used for the handling

of the equipment, therefore the 6white glovesd6 are a precise symbol f
and care that is taken of each delivery.

ATC specializes in deliveries in the IT sector , where
& 82 employees

Preventing risks regarding physical safety and data protection

The Road Safety Authority of Ireland has ranked ATC at98% in its Risk Prevention Rating.
It means that, based on vehicle maintenance, fleet management and the team, the risk of
having an incident is 98% lower than for other companies in the same industry. The
company has undertaken the following measures for maintaining safety on the road :
1 Regular training and driver assessment. Drivers receive regular training
including support from qualified external safety consultant s. The drivers are
assessed twice a yea r. Regular training and assessment help to ensure both the
safety of the drivers and the high standards of computer logistics.
1 Always providing updated information on road safety . The drivers are
equipped with  FTAI (Freight Transport Association of Ireland )Dri ver sd Handbook
The handbook serves as a work reference for drivers, providing information on such
topics as responsible driving, driversé hours and
driver fatigue. The drivers are always provided with the most recent ly updated
version of the handbook. FTAI represents freight distribution, supply chain, and

logistics sector of Ireland, and the published handbook serves as an example of an
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industry -level partnership resulting in creating, updating, and using a single,
approved tool in companies across the country.

f Using fleet management _ R
software . Due to a highly o .T
specialized nature of deliveries, ATC

must ensure that the whole trip is
carefully monitored and tracked. The
company uses fleet management
software and maintenance system
Fleetio that helps to track and
manage various units, such as the
state of equipment or vehicles status
(if they are acti ve). Digitalised
tracking allows to receive real -time
information on vehicles and the
services provided , further minimising Credit: ATC Computer Transport &
risks and ensuring service quality.

In addition to physical safety measures, t he company follows strict security protocols and

has signed non -disclosure agreements with its clients. For example, drivers are not allowed

to use social media while on duty to exclude the risk of deliveries being maliciously tracked

and endangered by following driversdé activities on sog

ATC also offers a special service to help companies dispose of media in a secure way
Certified ATC specialists manage end - of-life IT equipment by safely destroying the physical

data storage devices. The service is done in an environmentally friendly wa y by following
Waste Electric and Electronic Equipment disposal guidelines, with some parts of the
equipment being recycled.

Ready to learnfrom ¢l i entsdé CSR cemmit ment

ATCregul arly gets acquainted with their clidicdadgssd appr

and is ready to learn to achieve the green standard in its operation s:
1 International technology and cloud service companies across Europe have
expressed their commitment towards reducing the carbon footprint. ATC has

followed their example, as th e same goals are also relevant to the company. It has
been awarded with FTAl AiGreend Gold Tr uck @hkicherovStitandar d
continuous commitment to reducing carbon footprint and moving towards the
goal of carbon neutrality
1 I nquiring the customers about their priorities and finding out in advance, if
there are any new policies emerging is an important practice within the company
This Customer Relationship Management approach involves establishing more
personal contact not only with the lo gistics department but also with the senior
management of sites where equipment is being delivered. Therefore, Alan Young,
founder and director of ATC has personally visited every site to ensure that the
company has considered each customerds priorities

Strivingto  wards gender balance inamale -dominated industry

According to Eurostat (2017) ©°, only 22% of transp  ort workers in Europe are women. | n
the land transportation segment the percentage is even lower, with only 14% of female
employees in 2017. Movi ng towards greater gender balance among employees is one of

the long-term goals and priorities of ATC, and a priority has been set for the Human
Resources management team to hire more  female employees . Consequently, in the
8 Source: https://ec.europa.eu/transport/sites/default/files/images/women -in-transport _-infographic.jpg

112


https://ec.europa.eu/transport/sites/default/files/images/women-in-transport-infographic.jpg

ATC Computer Transport & Logistics: Iri  sh white glove service providers aiming for
highest standards of work security and sustainability

period of 6 years, the number of non -male employees in the company has increased from

3 to 19. Adrian agrees that greater gender balance within a company brings positive
change, better performance, innovation, and, eventually, higher profit. Motivating more

women to become drivers would also benefit the industry in general which is currently
experiencing  driver shortages. Finally, ATC guarantees equal pay , ensuring that
employees performing equal work receive equal pay regardless of gender.

Barriers and opportunities for engaging in CSR and sustainability practices

Several of key barriers are due to the lack of development of technologies and
infrastructure in the industry, namely:

1 Lack of options for alternative fuels . Apart from gas, the technology has not
advanced so far thatfleet s could be equipped with vehicles operating on alternative
fuels or el ectricity. Even though gas is a friendlier option for the environment than
diesel, Mr Byrne wishes that governments would invest more in research and
development of environment -friendlier options. He believes that fithe future is
el ect riin the futu reeelectric vehicles will be used in the transport industry.

1 Lack of gas fuelling stations in Ireland . While ATC Logistics already strives to
make its business as green as possible with the options that are currently available
in the countries where it op erates, itis about to advance even further by introducing
at least 2 -3 vehicles that are based in Europe, Frankfurt, and running on gas.
Nevertheless, Mr Byrne explains that the gas option is not feasible in all countries;
for example, in Ireland the comp any encounters a challenge set by the
infrastructure as there are only two fuelling stations across the whole country
where freight vehicles could be fuelled. This infrastructure would not be sufficient

to fully supply the trucks with gas for the whole dur ation of deliveries within the
country.
1 Lack of secure stops . This drawback of infrastructure makes it more challenging

to fulfil the requirements set by customers for secure delivery of equipment, while

al so fulfilling driver s 6 haveeregdlar stopsl for restgwhiler e ment t o

there is plenty of regular rest services, their security measures are usually lower

than necessary for the deliveries that ATC Logistics specializes in.
While ATC is already committed to reducing its carbon footprint, it is willing to invest in
new vehicles to advance even further. However, current delays in vehicle
manufacturing has caused disruptions . Before COVID -19 it took around 3 months for a
company to receive  an ordered truck . Currently the company stays on the waiting list for
a new truck for around 18 months. Finally, the lack of drivers across Europe has proven
to be a challenge for ~ ATC like oth er companies working in the sector. Mr Byrne explains
that also lower commitment , a tendency observed among new drivers , should be

addressed as an issue for the industry not only by companies but also by governments.
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Despite these barriers and challenges, ATC has managed to secure a strong position in the
market and maintains a trusting relationship with its clients. The company has been
learning from their c | i e @3Rssthategic commitments and policies; an approach which
could be taken as a good practice example also by other companies whose (potential)
clients are businesses or public sector institutions practicing CSR.

Key takeaways

At ATC Computer Transp ort & Logistics , CSR practices are intertwined providing delivery
and white glove services to clients in accordance to highest industry standards. Organising
regular trainings to prevent risks on the road, introducing vehicles with lower carbon

emissions, and striving towards making the team more gender -balanced: these CSR goals

do not work as something fiextrao for the compa
of its operations. While advocating towards even greater change within the industry, ATC
showcas es an example of a company that has been able to set and achieve high CSR goals

regardless of current drawbacks in overall infrastructure or technologies. Finally, the ATC

case exemplifies how SMEs may adapt its CSR activities to the policies set by larger
businesses they work with. As such, large companies and public sector institutions can
have a direct motivating impact on SMEs to incorporate and update CSR.
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BAMA Logistics: Polish family business offers extra support to
drivers, their families, and the community

Logistics plays a crucial role in supply chain, when transporting

goods to factories, warehouses, and, finally, to households

% acros s Europe. However, the industry experiences a significant

shortage of trained drivers, further exacerbated by the COVID -

19 pandemic. The sector faces rarely acknowledged challenges,

such as keeping drivers motivated to stay in the field of logistics

while si mul taneously maintainingisalbkoi

chall enging for a |l ogistics compal
e, belonging or to become embedded within a community, since

— @ work essentially entails being on the move. However, BAMA

IEI E, EI Logistics ha s proven that companies in this sector can strive for

Organisational ‘Community ambit ious CSR goals. The company has made a name in Poland

governance LT for incorporating CSR activities -t

being and charity work within the local community.

Decent work

inhabitants , BAMA Logistics is a family business that
offers domestic and international logistics and
shipping services. Established in 2009 by a female
entrepreneur, Agnieszka Drozd, the business has @ Transport and
grown since then  and is currently managed by logistics
Agni eszkads family meherbseters ,

and daughter Klaudia. While in the beginning BAMA

only organise d shipments without truck ownership , in &
approximately five years the company bought its own
trucks, thus expanding the services offered. The

Located in DA b i, @amall Polish town of ~50,000
@ Poland, DA bi c a

70 employees

company kept growing over the years and currently =~ Revenue: ~86m EUR
operates 60 trucks that include both regular trailers [0=> in2020

and refrigerated trucks. BAMA has managed to

respond quickly to the dynamic changes in the

market T for example, refrigerated trucks were Z Established in 2009
introduced as a direct response to the growing need

of shipping food and medical supplies during the

COVID-19 pandemic. The company aims at

increasing its business to operating 100 trucks within the next five years.

For several years in arow, BAMA has not only received the Gazelle Award, awarded for
rapid and outstanding business growth, but also awards for successfully incorporating CSR

activities. The awards include a Fair Play Business Certificate awarded by the Polish
Chamber of Commerce , as well as the Ethical Company Award , which serves as an
acknowledgement of continuous maintenance of fair operating practices towards business

partners, customers, investors, officials, and employees.

Some oft hemostprominent company&s pr ac tfundraésisg iactidtiessaddeharity

events aimed at children in need within the community , and developing a package of

various activities to help the employees and their families overcome possible issues and

chall enges related to driverso6 de¢heseactvitiesareralaiedk condi t i
to different CSR areas, they are all interlinked, as they help the company to work towards

its overall vision of cultivat i atgorkevnie!| sijubameodslysense of
guaranteeing a constantly high standard of service, based on Fair Play business principles.

As such, all BAMA's employees needs to read and sign an ethical code before being

employed.
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Extra efforts to ensure that employeesd needs are met

While caring for employees has always been one of the key priorities of BAMA, the

company is constantly exploring approaches to address e mpl oy ees d n erelated, wor k
issues, and challenges. It is not a simple task to maintain the sense of belonging in a

company where drivers are on the move and colleag ues do notsee each other often . Thus,

it is even more crucial to have a systemic approach for making employees feel more

connected and more satisfied overall . The company is committed to the following

1 First, the management team conducted some research toidenti fy dri ver sé
specific needs that have not been met by the company yet. Thisincluded talking
to the employees, |l ooking for information online (
the problems drivers face . This helped to spot needs that are not always dire ctly
vocalised or extend beyond the usual assistance on work -related questions (e.g.
per sonal i ssues that may arise from driversd dyna

1 Given the issues identified , BAMA now offers an advanced health care package
which includes a gu arantee that an appointment with a healthcare provider can be
arranged within 48 hours. The healthcare package helps to ensure that a driver can
receive timely health care or dentist services even within a limited time frame
between shipments, which is esp ecially crucial in acute cases.

1 Furthermore, the company provides internal and external training for office
workers to guarantee better support for drivers on the road. BAMA provides
trainings carried out by a lecturer that specialises in business psycholo gy. This
helps employees in managing roles to become more assertive and, at the same
time, empathicto  company drivers.

1 The company has set up a6 A Ce nforrHelping Driver s6to assist drivers with
various needs and challenges.  Currently, there are of two employees who are not
directly involved in the planning of shipments, but who are available for drivers to
help with immediate issues, such as finding fuelling places  or technical solutions on
the way . The goal of the Centre wou Id be to address not only immediate problems,
but also to provide a more holistic support to drivers, thus, keeping them motivated
to remain within the company. This would include the possibility to consult on
personal issues that might be either connected to or may have an impac t on the
driversd work andbeingr overall well

Acknowledging the role, challenges, and needsof dr i ver s giesf ami |

BAMA acknowledges the potential challenges that driver sb6 frequent absence fron
may pose tothe ir families, namely partners, and children. Therefore, the company strives
t o, at | east partially, compensate their employeesd f

1 Knowing that drivers might not be able to spend all important days, such as
birthdays or other celebrations, with the fami ly, the company organises some day
trips for the mothers °° and children , even if the drivers are not present. The
day trips are beneficial to the whole family and help to strengthen the community.

1 Recently , a space for weekly workshops for children was opened next to the
companybs office. I't invites the | ocal children t
useful way by learning some new skills. It is also available for driversd ichildrer
the workshop activities serve as means to support dr i v eartseés who usually
take care of children while the other partner is away, provide an opportunity to
have some extra time for themselves or do some other necessary tasks or chores
while the children are occupied. So far,t he workshops have mostly been org anised
by employees but the company is also looking for other partners who could
contribute to activities.

% Currently, all drivers at BAMA Logistics are male.
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Engaging in charity work in the local community and beyond its borders

Apart from weekly workshops, the company is locally well -known for other kind s of charity
work that has taken place in various forms over the years:

1 The company has founded alocalcharity ,named A Hot Brick Fouwidati ono
a goal of helping the local children in their education and development. It also
responds to cases of health issues of children in need and helps to raise money for
surgeries or other costly medical procedures for their rehabilitation. The charity

helps to 6buildé support by involving both company
members.

1 Klaudia holds free English and German lessons for children at the local
orphanage.

1 Apart from work in the local community, BAMA also supports UNICEF and the

PlanInter national organisation. As partners of Plan International , BAMA provides
financial aid and exchanges letters with four children from developing countries.

Keeping up with standards for environmental management

To fulfil fair practice in the area of environ mental management, BAMA uses trucks that
meet the latest and the highest Euro 6 emissions standard . Following the standard both
improves the fuel economy and helps to reduce CO2 emissions. The company also reports
its CO 2 emissions to the responsible government offices.

As an addition, the BAMA office has been equipped with solar panels to help achieve
additional positive impact for the environment.

Barriers and opportunities for engaging in CSR and sustainability pract ices

Klaudia admits that due the dynamic and often challenging nature of the industry, it is
crucial to keep a high standard honestyin bal ancing both driversdanand cl i «
everyday basis to ensure that CSR activities remain at the coreofcomp any6s operation

Moreover, BAMA experiences the issue of  finding reliable drivers and keeping them

in the company , a challenge prevalent across the industry . A recent survey indicated
that European road transport companies expect a 10% rise in driver sho rtages in 2021 .
This is mostly a result of challenging working conditions (especially during the pandemic),

as well as difficulties attracting women and young people to the profession 9, Klaudia
further adds thatt  he challenge is linked to  the overall work  requirements that sometimes
may seem limiting for young people who want to spend time with their families and enjoy

similar experiences as their peers. Some young people may start working at the company

to fulfil some short  -term monetary goals, working fo r a couple of years, and then leaving

the industry. However, this is also an opportunity for a company like BAMA that practices
CSR to stand out from other operationally similar companies in Poland that may not be so

advanced in this field yet.

91 hitps://trans.info/en/iru -survey -europe -s-driver -shortage -to-rise -by-10-in-2021 -226644
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Working in the sector of long -distance transport and logistics poses a separate challenge

to sustainability practices. While the company fulfils all the requirements and uses trucks

that correspond to the highest emissions standards, it is limited to the most recent
technological developments in the transport  field . Moreover, thinking about future
possibilities, it should be considered that even when the developments occur, it might pose

high costs for the business to change the current equipment ( e.g. thetrucks)tomoreeco -
friendly options within a short period of time. On the other hand, it can also be considered

an opportunity, as it would allow the company to differentiate themselves from their
competitors and decrease CO 2 emissions.

Key tak eaways

BAMA Logistics is an example of a company which has successfully incorporated systematic
development of CSR practices into its overall growth and business development. In a highly

competitive industry, delivering on ti me and fern
a successful busi ness. Prioritizing not only ¢
particular focus on drivers who have demanding work ing conditions, BAMA has set it self
apart from other similar companies . The company is ready to try out innovati ve approaches,
such as starting a help centre for the drivers, providing psychology training for the managers,

as well as offering workshops for employee children. This case illustrates the overall forward -

thinking approach of  BAMA, acknowledging that fina  ncial benefit is not enough to attract
reliable long -term employees.
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ECTerra steers mining companies towards greater responsibility

&

—— 5 ECTerra is a German /Australian exploration and

e, & & mining consu Itancy and project management

Organisational Business BEESRuGEk company , with a small but experienced team that

ORI relations has worked on projects all over the world.
Regardless of their clients or the location, ECTerra
promotes the highest environmental and social
standards and, most importantly, ov ersees their
application wobhé& apphaadb.

) Community
Human rights involvement

In the aftermath of a massive fraud scandal

associated with the Canadian group of companies

Bre-X in the late 1990s, the mining industry and @ Gl
professional geology became an increasingly

regulated field. The need to identify, address and

monitor various risks propelled the establishment of @
professional consultancies to accompany the

exploration and extr action activities. According to

Christian Masurenko, geologist and CEO of ECTerra, & 3 founders and 4
the provision of such consultation services is associates
increasingly more bureaucratic and insufficiently

adapted to each project. He also claims that most

consulting companies offer only feasibility studies Z
and lengthy reports without ensuring a follow -

through during the implementation of a mining

project. After working in the field of consulting and active mining for over two decades and
witnessing these tendencies, Christian and se veral other experts decided to start their own
company in 2008.

Mining and quarrying
industry

Established in 2008

ECTerrawas created with the idea of 6being more than a c
on-board on the c¢l| i aminidgsor éxgamation pragject and getting deeply

involved in thei r business activities. Another difference from a typical consultancy is that

experts can be paid via monthly flat fees (in case of longer -term contracts) rather than

daily rates, which allows for more flexibility. Therefore, the business model of ECTerra is

to engage in several -year -long contracts with one or a couple of clients at a time. The

companyds services include various aspects of projec
the right partners to conduct parts of a feasibility study, finding the right dr illing company,

writing Standard Operating Procedures (SOPs) and providing employee training on -site,

as well as handling the relations with local communities.

The value of sound and clear procedures in operational governance

As mentioned previously, the high level of regulation in the mining industry has led to the
production of routine paperwork (incl. CSR strategies) that is often left ignored during the

later stages of project implementation. ECTerra seeks to reverse this trend by delivering
SOPs fidf uomrmi e s 0, mtbed each gperation is followed by clear and simple
instructions that are specific to each particular project. For instance:

1 Itis clearly stated that maintaining a relationship with the local community is the

responsibility of an appoin  ted community relations manager (and not , for example,

the geologist ). Having a single contact point and communication channel creates

trust within the community and helps to secure the fASoci al Lic
1 Employees are given detailed instruction s on their tasks, for example, how to treat

drill core or grab samples , where to put and how to store them . This allows to

prevent injuries, on  -board new employees and maintain a steady workflow.

119



ECTerra steers mining companies towards greater responsi bility

f Having a solid and validated data base and a management pla n brings greater
transparency and makes it easier to analyse data in -house, which is then provided
for external audits (thus lowering the consulting fees for the client ).

According to Christian, it is important to convince the client that following these procedures

is actually beneficial. While working for a Nigerian company that tried to plan a granite
quarry, ECTerra legalised all documents and licences, planned the entire quarry, managed

its construction, eventually train ed the management team to apply high social and
environmental standards, as well as convinced them of updating legal permits. Eventually,

the project became a showcase for the local government with regards to following all legal
requirements and applying additional industry standards.

Community relations and social development

Throughout the years, ECTerra has dealt with multiple social and community issues on

mining sites. Christian gives an example of entering an exploration project for steel raw

materi als in West Africa, which was put on halt due to strikes and strong mistrust from

the local community. Christian took the role of a community relations manager and went

out to meetthe village elders. At first, he asked the seniors what they believe the fo reign
company was doing. It turned out that the locals had many misconceptions about the
companybs activities and weriefordnstanpe| they kelieyed thati nf or me d
the company was going to extract oil or diamonds. After hearing out their concer ns,
Christian and his newly appointed community relations team took the villagers to the

mining site, showing around the equipment and explaining about the purpose and process

of exploration activities. This change in the management approach on behalf of t he client
allowed to resettle the conflict and build trust among locals and employees.

ECTerra does not avoid projects where
sustainability is threatened by social
factors. Instead, Christian believes that
mining companies can contribut e to social
development in vulnerable and critical
areas. For instance, it does not require a

lot of financial investments to set up a
small school (perhaps even under a tree)

to avoid child labour, while at the same

time give the mothers a chance to work in
agriculture and produce food for the
miners. Ensuring legal employment should

also be a preference for the mining
companies, as it helps to avoid risks such i
as involvement of criminal groups and Credit: ECTerra

forced labour. Actively working together

with local and in  ternational NGOs helps to enhance the livelihood of the communities.

Currently, ECTerra is discussing a close collaboration with a UK -based company Synergy
Global Consulting Ltd %2, which provides expertise in helping companies, governments and
community -based organisations around the world enhance the social impacts of large -
scale development projects. This collaboration will help ECTerra to manage an upcoming
project in Liberia.

Transparency and traceability I a pilot project in Liberia

Christian believes that supply chain due diligence should not start with the end -producer
but rather with the company that extracts raw materials. Due to current lack of

92 More information available at: https://synergy __-global.net/projects/
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traceability, it is imposs  ible to guarantee whether raw materials used in, for instance, the

automotive industry, were ex tracted under fair conditions. ECTerra is working on solutions

that can help mining companies improve their transparency. The team, together with

partners, is go ing to try out new methods in the field by launching a small -scale mining

project AFair Tantalum Li ber i aHT, Raw Materidls i(BEU-lekebnded by
initiative). The team wants to provide public acces
environmenta | impact and employment conditions, the type of materials extracted and its

guantities, and is even considering providing live updates from the mine.

However, in order to make use of this data, the journey of raw materials should be
monitored throughout the value chain. In this respect, Christian thinks of adapting

blockchain technology to make monitoring easier. He gives an example of Minespider , a
company also supported by EIT Raw Materials , which is developing a due diligence product
called OreSource . This blockchain product should help mines and smelters capture key
information that importers in the EU need to comply with the EU Conflict Mineral
Regulation. It should al  so allow companiestotra  ck their raw material shipments, showing

where the materials come from and the conditions under which they has been produced *.
Barriers and opportunities for engaging in responsible mining
Christian believes that mining is inheren tly in conflict with the concept of sustainability, as

it unavoidably alters environmental and social conditions. Instead, he says, the goal is
responsible mining . Although the industry already has comprehensive laws and guidelines

in these areas (both in Europe and abroad), their enforcement is often insufficient or is

left unchecked. This relates to the low level of capacities within the governments
(especially in developing countries), the complexity of rules and bureaucratic loopholes.

In the future, Christian wishes to implement the principles of responsible mining on a

larger scale across different countries and raw materials. He believes that the project in

Liberia can serve pofctfarthe indugtdy antd policgnmealiers in Germany

and the EU, especially in the context of upcoming supply chain due diligence legislation.

Moreover, he is leading a group of scientists that work on the topic of raw materials under

the AScientists for Fut urteTh®goudisactielyaomoittedtothe t i at i v e
development, application and awareness -raising activities of sustainability standards and

geoethical guid elines. Lastly, Christian hopes to inspire dialogue and cooperation between

the industry and NGOs in terms of responsible mining, who tend to perceive  each other as

opponents rather than partners.

Key takeaway s

ECTerra provides a positive example of operating in an increasingly complex industry of
exploration and mining of raw materials. Today, performing routine consulting and project
management activities is not enough to guarantee responsible implementation of projects.
The expertise of ECTerra extends beyond geology, engineering and acquirement of licences

into the areas of governance, human rights, the environment and community affairs.

Although it might be easy to abuse legislation and turn a blind eye on the existing
guidelines in this field, ECTerra wants to prove that operating in a legal and, most
importantly, humane, and compassionate manner can prevent crises and spur social
development. The next step is to convince other stakeholders of the benefits of responsible

mining and change the outdated habits prevalent in the industry and across the supply
chains.

9% More information available at: https://eitrawmaterials.eu/minespider -secures -eit -rawmaterials -booster -
funding -to-develop -responsible -mineral -tracking/
9 More information available at: https://de.scientists4future.org/fachgruppe -rohstoffe/
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Extracthive: a French company creating value from waste

Extracthive is an SME dedicated to circular economy principles
- it produces secondary raw materials by recycling industrial

waste . This amounts to more than 10 000 to nnes of products
and waste processed every year . The company relies on
strong R&D capacity, including expertise in mineralogy,
Business extractive metallurgy, and chemical engineering. Alongside
TS developing novel recycling proces  ses, Extracthive designs

tailor -made solutions for low  -impact mining.

Dr Frederic Goettmann, the co -founder  of
Extracthive, used to work in nuclear waste
management. As environmental concerns in France @ e, Soglles
grew more prevalent , Frederic decided to transfer his
knowledge on recycling of nuclear waste to other
fields, such as minin g and metallurgical industries. @ Mining and quarrying
His decision was also influenced by the fact that most industry
raw material s, excessively ycl ean
technol ogi esd ar e actually poor
environmental and social conditions outside of & 25 employees
Europe. Therefore,  Extr acthive was established in
2015 with the aim of increas ing the efficiency of raw = = ) > R
materials and, thus, limit ing the environmental E@D Revenue. = o mEU
in 2020

footprint of European industry. The team started as
a small chemical engineering office, designing

processes and offering alter  natives to better access i i

the metals and chemical elements present in their Z Established in 2015

clientsd input/output strean ent was
former mining company that had closed its mining

activities but still had to deal with mining waste. Extracthive later bought 2 industrial

facilities and started offering recycling and valorization services themselves. Today, the

company can perform  numerous material treatment techniques: drying, grinding,

crushing, milling, screening, sieving, magnetic sorting and packaging. The company also

sells transformed secondary raw materials, such as aluminium oxide, chromium oxide,
silicon carbide and carbon fibres.

Besides these day -to-day activities, Extracthive is involved in many collaborative and
innovative projects  with respect to recycling of complex industrial waste , and improving
mining processes.

Active involvement in partnerships to find novel recycling solutions

Extracthive is an active member of various networks and consortia in France and in

Europe . For instance, it participates in an international association PROMETIA®, promoting

innovation in mineral processing and extractive metallurgy, as well as in the French

Alexera cluster , which brings together  the players involved in the controlled managem ent

of materials and resources (water, air, soil, energy). % Another important network for

Extracthive is the EIT Raw Materials ®, t he worl doés | argest innovation
raw materials sector. Membership in such initiatives gives Extracthive the op portunity to

become p art of various consortia that implement R&D projects. These projects are often

% More information available at: https://prometia.eu/
% Mor e information available at: https://www.axelera.org/fr
97 More information available at: https://eitrawmaterials.eu/
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funded through European calls for projects such as ERA-MIN %8, KIC EIT Raw materials
Horizon 2020.

During these projects, Extracthive contributed to finding novel recycling solutions ,
such as the following

1 A process to recover high quality carbon fibres from carbon reinforced plastic

1 Environment ally -friendly process to treat antimony ore 9

1 A process (including a demonstration unit) to p roduce lithium carbonate and other
lithium salts from various industrial waste streams

Moreover, Frederic claims that being a part of such networks is beneficial for SMEs that
could not make an impact on the industry on their own . For instance, a change in
legislation is necessary to make use of the results achieved throughout the project that
deals with recovery of carbon fibres. Therefore, representatives of the EIT Raw Materials
are working to amend the EU-level regulations. Frederic claims that Extracthive is too
small of a player and  could not advocate for such changes in Brussels.

A project to create a more sustainable mining paradigm

Extracthive isinvolvedina UK -led Horizon 2020 project  IMP@CT, w hich aims to develop
proof -of-concept sustainable mining and processing solutions . In the current economic
climate, many small mining companies have ceased to exist due to the need of high
investments in operations and large feasibility studies to prove lo ng-term commercial
viability. The potential return of investments is particularly low for critical raw materials

which are usually  produced in small quantities. The IMP@CT project aims to change the
business model of mining, reducing the required capital e xpense and utilising mobile and
modular equipment. The project team seeks to develop and commercialise a set of Switch -
on/Switch -off solutions that will reduce the feasibility studies required, throughput of
extracted material, infrastructure, land use, r esource consumption and waste

Within this project, Extracthnive devel oped a solution to operate

container in order to reduce commission time and cost and facilitate Switch -on/Switch - off
mining. Testing the design in a brownfield minin g site in Serbia has brought successful
results and evidenced that a containerized comminution unit could be up and running in

less than two days.

Barriers and opportunities for engaging in CSR and sustainability practices

Frederic notices a trend that manufacturers are becoming increasingly interested in

reducing their pollution and valorising by -products. Because such companies are very
objective -oriented, they usually look for subcontractors that could take care of the wa ste.
However, the main motivating factors for clients who seek recycling services are ethical
reasons and environmental regulations. Frederic estimates that the financial benefits of
selling the transformed by -products are close to zero , considering the co sts of
processing them. The ir reasons behind this are  as follows :

1 The industry is not ready to use recycled materials in their production , hence
the demand remains low . Companies usually follow strict technical specifications
that include primary raw materials and are sceptical of changing their practices
Therefore, Extracthive often has to convince potential buyers that primary raw
materials can be substituted with secondary ones withou t experiencing any loss.

1 The regulatory frameworks regarding the use of secondary raw materials
are not uniform across Europe. In many cases, the transformed materials (such

% More information available at: https://www.era __-min.eu/
% More information available at: https://blogs.exeter.ac.uk/impactmine/
100 More information available at: http://www.impactmine.eu/

123


https://www.era-min.eu/
https://blogs.exeter.ac.uk/impactmine/
http://www.impactmine.eu/

Extracthive: a French company creating value from waste

as aluminium oxide) technically still qualify as waste and, thus, cannot be expor ted.
In Poland, for example, environmental permits are very strict regarding what kind

of materials one can take into their plant. This makes it difficult for Extracthive to
sell the transformed products for a decent price or to find clients abroad.

Despi te experiencing a drop in turnover during the COVID-19 pandemic, the future of
Extracthive seems promising. As mentioned previously, being involved in networks such

as EIT Raw Materials makes it easier for Extracthive to engage in European -level
projects  that might have a lasting impact on the extraction and processing of raw
materials. Moreover, Frederic mentions that it is possible to find new industrial clients
among the members of these communities. Moreover, the tend er evaluations to gain EU
funding contain strict environmental and social criteria , Which was a rather new thing for

an engineering company like Extracthive. Because of this, the team began to apply a
more systematic approach to CSR and sustainability . For instance, the team now
regularly conducts Life Cycle Analysis, calculates CO 2 emissions, and considers their
activitiesd potenti al iBpact on |l ocal communi't

Another important push for Extracthive towards systematic approach towards CSR and
sustainability is their investors . The company now operates two industrial plants that

were acquired during an auction due to the bankruptcy of previous owners. The facilities

are rather rundown and need significant upgrades to be considered state -of-the art. This
not only entails buying equipment to increase production efficiency, but also technologies

that would improve the health and safety of employees (e.g. by preventing dust). Frederic

claims that commercial banks were reluctant to provide financial support for such
technologies as they are non - productive and do not bring direct financial gains. In the last

two years, how ever, Extracthive has sought alternative funding opportunities and
managed to raise 5.2 million EUR during several investment rounds. Frederic notes that

ESG criteria, including environmental sustainability and healthy working conditions, are a

priority to  some of their investors. Therefore, alongside their business plan, Extracthive
now has a CSR plan, ensuring that the two plants will be modernised in a responsible way.

Key takeaways

As the environmental and social issues of extracting and processing primary r aw materials
are becoming increasingly evident, Extracthive seeks to ensure a more responsible and
conscious use of these highly -demanded resources. Metallurgical companies and other
manufacturers are increasingly willing to gi Ve
although the financial gains of doing so remain limited. This is due to the fact that the use

of secondary raw materials in production is not yet a popular option within the industry

and also comes with legal constraints. However, the future of Extracthive looks bright as
its team has attracted a significant investments, as well as actively collaborates with

industrial, aca demic and institutional actors. These developments will allow the company

to scale -up and commercialise more innovative recycling solutions. Moreover, the
requirements set by investors, as well as EU funding criteria, has pushed the company to

adapt a more systematic approach to CSR and sustainability.
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Finnish Network for Sustainable Mining: c reating a responsible
mining culture and trust - building in Finland

The Finnish Network for Sustainable Mining is an
industry -financed platform that provides a neutral

& ground for dialogue between the mining industry
Business Information and its stakeholders. Anot
relations sharing activities is self -regulation, which entails offering
various tools, guidelines and trainings for
exploration and mining companies operating in
Finland. These actions ensure that the industry
operates responsibly in all areas of activity,
Organisational | Community allowing to avoid accidents, significantly harmful
governance e L impacts on the environment, as well as major
conf licts with different stakeholders.

Finland is one of the few European countries where

all the key battery minerals, such as cobalt , hickel,

lithium and graphite, alongside other rare raw @
materials , are found . Ore potential, convenient

geographical location, existing infrastructure,  and i

Finland, Helsinki

research expertise makes the country an attractive Mining and quarrying

site for both local and international mining industry

companies. In the early 2000s, substantial

investments were made in the Finnish mining sector, 11 member

which included Canadian and Australian companies. & organisations

Despite positive economic effects (especially on

rather remote regions in Finland, where most mines

are located) and the ever  -increasing demand for Z Established in 2014
sustainable battery technologies, civil society has

remained sceptical. The negative  attitudes

intensified i n 2012, when the dtaxkkvi vaara minebo

metal -contaminated tailings leaked, threatening local waterways. What started as a local
environmental conflict, grew into a symbol of national conflict in the mining industry. All

actors along the permitting chain, including industry representativ es, politicians, and
governmental authorities, realised that the i ndu s tlegiymacy was at stake 101,

The Talvivaara accident was a catalyst for implementing trust -building measures. Sitra,

Finlandbs | eadi -tagk, tpol lplthie mole of bringink g stakeholders together to
contribute to theacti@®oplaer fiMalkking tFidland a leader in sustainable

extractive industry  0'9. In 2014, Sitra formally established the Network for Sustainable
Mining , which became self -governing in 2015. Currently, th e Network is supported by the

Finnish Mining Association (around 90% of funding) and contributions from support

me mber s. Al t hough some of werd achidvedt (suchrag diesitinggtaoks | s
and standards for responsible mining), it aims to play a per manent role in the field.
Strengthening co - operation between the extractive industry and its stakeholders

The organisational structure of the Network for Sustainable Mining is based on
international best practices of multi -stakeholder networks. The Finnis h Mining Association
isthe host organisation of the Network. Other members include NGOs (such as the Finnish
Association for Nature Conservatio n, WWF Finland), s ectoral associations (such as, the

Rei ndeer Her der sadd the €entvat Uniant of Agn  cultur al Producers and Forest

101 https://link.springer.com/article/10.1007/s13563 -021 -00260 -9
102 hitps://wwwe.sitra.fi/fen/topics/responsible -mining/#what _ -is-it-about
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Owners),t he Fi nni sh Met al wor legionad &uthdrities ¢the RegmmaldCouncil
of Lapland, the Association of Finnish Local and Regional Authorities)

Most of these member organisations are represented in the Net wor lads It vias a
principal position of the Network not to include individual persons as members but rather
to have stakeholder  associations who nominate their representatives , in order to create a
neutral and balanced  space for discussion and trust -building , and ensure widest possible
commitment to the results achieved . Each stakeholder group (mining industry, industries
affected by mining, nature conservation

organisations, local stakeholders) has two

representatives and two substitutes on the

Board. The Network is chaired by Hannele

Pokka, Permanent Secretary of the Ministry

of Environment of Finland. Network 0s

administrative affairs are supervised by two

permanent  staff members, including

Secretary General Kimmo Collander. Board

meetings take place four times a year T

online, in Helsi nki or, occasionally, at mining

sites. In additionto  board meetings, thematic

working groups (together with external

experts and stakeholders, if needed) are

organised to build practical tools and address
certain issues more closely. Credit: Finnish Network for Sustainable Mining

Although it is unre alistic to expect that all parties will agree on every discussion point,
decisions are required to be made unanimously, in the spirit of consensus and
compromising. This approach has allowed to successfully define what practices can be
considered an indust ry standard in Finland (see below). However, other discussions have
been more challenging, especially regarding mining activities close to significant nature or
tourism destinations (see the Barriers and opportunities section).

Developing concrete tools for responsible mining

One of Net workds ogoal s h rasponstbibtye standard suitalldeafprt a
Finland . It was decided to base this standard on the Canadian responsibility system
Towards Sustainable Mining (TSM). The Canadian TSM system helps mining and
metallurgical facilities evaluate and manage their environmental and social responsibilities.

A rating s ystem is applied, which allows companies to benchmark their achievements (C
represents abiding to national legislation, next steps are B, A, AA and AAA). Companies
annually report on their progress in implementing the standard, while external audits take

place every three years to verify that the reported achievements are correct.

The Finnish version of the TSM was adapted to the national legislation and complemented

with a protocol on mine closure, hence it now covers the entire lifecycle of mining

oper ations . In addition, a toolbox and online courses were developed to aid in

implementation (both for exploration and mining activities). The Finnish Mining Association

hasmadeit compul sory for its members to useCSRiemrtitget wor kds
(based on 60 different questions) also became a prerequisite for participating companies.

The Network p ublishes annual information on CSR-related activities of mining companies.

A similar system is going to be put on place for exploration activities in 2022.

According to Secretary General Kimmo Collander, spreading awareness about the Finnish
TSM Standard is very important for companies to improve. He mentions that exploration
companies often  start community outreach activities far too late in the process

(becaus e most of them are foreign -owned and unfamiliar with the Finnish mentality or
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