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In my position as representative of the share-
holder families, I am delighted that Maestrani 
has taken significant steps towards sustainable 
corporate management since the publication 
of the first report in 2013. These endeavours 
are an important element of the tradition and 
reliability of our family-managed company 
and its history of 165 years. Maestrani de-
velops and produces its exquisite selection of 
chocolates exclusively in Switzerland using 
almost entirely natural commodities. As a 
responsible company, we set great store by 
highly motivated employees and the preserva-
tion of resources. Of course, we are well aware 
that only an economically healthy company 
can make valuable contributions from a so-
cial and ecological viewpoint. Over the past 
two years, our efforts in these two areas have 
resulted in a further noticeable reduction in 
CO₂ emissions and an increase in energy ef-
ficiency in particular. Furthermore, we have 
completed the conversion to exclusively using 
cocoa commodities from certified fair trade 
labels. We have maintained the same very 
high level of quality thanks to a modern ma-
chine pool, intensive employee training and 
efficient production process control.

The opening of Maestrani’s Chocolarium on 
1 April 2017 is another milestone in the com-
pany’s long history. The Chocolarium is our 

1 Foreword by the Chairman 
of the Board of Directors

largest investment to date, second only to the 
construction of the factory in Flawil. Custom-
ers at the visitors’ centre will find something 
to stimulate all their senses and can experi-
ence how our delicate chocolate products are 
manufactured at the factory from a gallery 80 
metres long. The centre will be an important 
marketing instrument for Maestrani.

The office workplaces previously located at 
the centre of Flawil village are now on the 
upper floor of the Chocolarium. Having all 
our employees at a single location simplifies 
communication and strengthens the feeling 
of togetherness.

Consistent endeavours to achieve compre-
hensive sustainability management means 
effort and costs, but we are convinced that 
they contribute towards reducing the mani-
fold entrepreneurial risks, increasing custom-
er satisfaction and, ultimately, securing the 
company’s success.

 

Randolf Hanslin
Chairman of the Board of Directors

You are holding the third sustainability report from Maestrani Swiss 
Chocolates Ltd in your hands. It was drawn up in accordance with the 
principles of the Global Reporting Initiative (GRI-G4).
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The new world of experience: 
Maestrani’s Chocolarium

Günther Kscheschinski 
Member of the Executive Board 
and Sustainability Representative

Markus Vettiger 
Chairman of the Executive Board
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2 Foreword by the 
Executive Board

And in 2010, we decided to regularly publish 
a report on sustainable development to make 
our commitment to this important topic more 
transparent. We set great store by an open and 
honest presentation. This sustainability report 
covers the years 2015 and 2016. 

Sustainable societal development in Switzer-
land and the other countries in which 
 Maestrani undertakes business is one of our 
corporate objectives. We acknowledge the 
challenge as an employer and business partner 
and always endeavour to grant it the consid-
eration it deserves.

We use the limited means available to us as 
a medium-sized enterprise to exert a positive 
influence on value-adding chains such as the 
one for our raw materials.

That is why we are so selective and demand-
ing when it comes to choosing our business 
partners. During the reporting period, we 

managed to raise the proportion of our sup-
pliers who operate a sustainability programme 
to 73%. The proportion of fair trade certified 
cocoa raw materials has been consistently at 
100% since 2016.

We will continue to dynamically develop our 
corporate organisation, workplace design and 
the qualification of our employees to achieve 
our goals and continuously promote sustain-
ability within the company.

The new building integrated in the factory 
that contains new offices and modern, fully 
equipped workplaces simplifies communica-
tion and team building between administra-
tion and production.

The new visitors’ centre Maestrani’s Choco-
larium will play an essential role in our cor-
porate marketing in future and is a clear 
commitment to Switzerland as our business 
location.

Dear Readers,

Sustainable development has always been an important issue to  Maestrani. 
We were one of the first companies in Switzerland to start producing 
organic chocolate back in 1987.

Markus Vettiger 
Chairman of the Executive Board 

Günther Kscheschinski 
Member of the Executive Board  
and Sustainability Representative
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Recipes developed by hand  
are the basis of new creations.
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3 Review

The domestic sales realised by Swiss choco-
late manufacturers from production plants in 
Switzerland declined significantly by a total 
of -6.3% during 2015 and 2016 in compar-
ison to 2014. The overall decline in volume 
between 2001 and 2016 is 15.4%.1 

Maestrani’s niche product business with ko-
sher chocolate, organic chocolate, fair-trade 
and vegan products has developed particu-
larly well. Among other factors, this is due 
to targeted investments made in recent years 
in the development and efficient production 
of these specialities. 

1 Source: Chocosuisse

We want to bring our products and the Maes-
trani company closer to customers and con-
sumers and maintain a dialogue with our 
stakeholders. Hence our decision to build a 
new visitors’ centre. After the construction of 
the factory in 2000, it is the largest project 
that Maestrani has realised in recent years. 
The first development stage of our new energy 
centre was also taken into operation during 
the reporting period. It provides energy to 
the visitors’ centre as well as to parts of the 
factory. When the second stage is complete, 
the factory will cover all of its energy require-
ments for refrigeration and heating from the 
new energy centre. The modern infrastructure 
components installed there significantly re-
duce our direct and indirect CO₂ emissions 
by reducing the consumption of electricity 
and gas, for instance.

Maestrani has successfully countered the trend and achieved its defined 
objectives through product innovation and an increase in its export busi-
ness, while the high cost of raw materials, in particular hazelnuts, placed 
a burden on production costs.

The new visitors’ centre is the 
 largest project realised by Maestrani 
in recent years.
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In 2016, we completed the full conversion 
to cocoa raw materials with a certified fair 
trade label, although we largely refrain from 

applying the corresponding logo to our prod-
ucts. The following projects were worked on 
or completed during the reporting period:

In 2016 we completed the transition to 
exclusively using cocoa beans certified 
with a fair trade label.

For further information on these and other projects,  
please see the respective sections of this report.

Projects worked on or completed

·  Optimisation of work flow processes and communication as a basis of cultural 
 development within the company (pages 19 + 37)

· Reduction of CO2 emissions and expansion of CO2 compensation (pages 25 + 27)

· Artificial aromas and colouring agents replaced with natural components (page 31)

· Traceability of raw materials used in production (page 33)

 · Increase in the proportion of organic raw materials (page 35)

·  Modernisation of workplaces under consideration of ergonomic aspects (page 37)

  · Establishment of a health promotion programme at the workplace (pages 37 + 38)

·  Theoretical and practical training for employees through external providers (page 39)
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4 Maestrani 
Swiss Chocolates Ltd

Maestrani Swiss Chocolates Ltd is a fami-
ly-owned stock corporation (G4-7). The me-
dium-sized enterprise was founded in Lucerne 
in 1852 by Ludovico Aquilino Maestrani. 
The company manufactured its products in 
St.Gallen from 1859 to 2003. The acquisi-
tion of the Munz company in 1998 and the 
completion of the new factory enabled the 
amalgamation of all production activities in 
Flawil in 2003. When the administration 
department was relocated to rented premis-
es nearby, the company moved its headquar-
ters to Flawil and the property in St.Gallen 
was sold. 

We started building Maestrani’s  Chocolarium 
at our production plant in Toggenburger strasse 
in Flawil in 2015. This project also includes 
the installation of office facilities so that, in 
2017, all employees were once again working 

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

together under one roof for the first time since 
the sale of the property in  St.Gallen. Having 
the offices close to the factory will significant-
ly improve communication and organisation 
within the company and make working to-
gether a lot easier.

The new office facilities constructed in com-
bination with the World of Discovery and the 
large investments in production show that 
improving workplaces and work conditions 
is a top priority for Maestrani.

Maestrani has produced quality organic choc-
olate using fair trade raw materials since the 
1980s. This makes the company one of the 
pioneers in this segment. Maestrani has also 
produced CO₂-neutral chocolate since 2013, 
where the CO₂ balance is equalised through 
compensation products in the cocoa’s coun-
tries of origin. 

All employees united under one roof 
for the first time since the sale of the 
premises in St. Gallen.
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Organisational chart (G4-17)

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

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

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

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

Consumers
We win consumers through taste experiences that 
 always meet their expectations and are thus the 
 preferred manufacturer.

Success
Our creation of value and our performance are the 
foundations for an independent future.

Partners/Suppliers
We make sure that our partners and suppliers adopt 
ecological and social responsibility and we require a level 
of performance from them that will secure a mutually 
successful development of business.

Assistant to the Executive Board

COO
G. Kscheschinski
Member of the  
Executive Board

Purchasing and 
Co-Manufacturing

R & D / QM / Logistics

Production 

Engineering 

CSO
T. Leitner

Member of the  
Executive Board

Sales Force Management, 
KAM CH

Private Label

KAM CH

KAM Export

Customer Service & Planning

Factory Shops

Marketing and
Business Development

M. Vettiger
Chairman of the  
Executive Board 

Marketing

Business Development

Guided Tours & Events

CFO
B. Rickert

Member of the  
Executive Board

Finance

Human Resources

IT

Mission Statement (G4-56) 

CEO
M. Vettiger

Chairman of the  
Executive Board
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Corporate Management Principles

To this end, Maestrani has implemented a flat 
management organisation as well as a form of 
cooperation within the company that tran-
scends disciplines and hierarchies.

The principles defined in our mission state-
ment serve all our employees as an orienta-
tion aid as they go about their daily business. 
They also form a basis for strategic decisions 
and projects.

The company’s supreme governing body is the 
general meeting of shareholders, with three 
shareholder families representing almost all of 
the shares in the company. The rights and au-
thorisations of the general meeting of share-
holders are regulated in the company’s Arti-
cles of Incorporation. The Board of Directors, 
for instance, is elected within the scope of the 
general meeting of shareholders. The annual 
general meeting takes place within six months 
of the end of the business year.
The corporate regulations regulate the tasks 
and authorisations of the company’s execu-
tive bodies. 

Executive bodies of the company
· The Board of Directors
· The Chairman of the Board of Directors
· The Executive Board

The Board of Directors
The Board of Directors consists of three to 
five persons elected by the general meeting 
of shareholders for a period of office of one 

year. The Board of Directors can pass resolu-
tions on all matters that are not reserved for 
another governing or executive body of the 
company by the law, the Articles of Incorpo-
ration or the organisational regulations. The 
Board of Directors convenes as often as busi-
ness dictates, but at least four times a year.

The Executive Board
All tasks and authorisations that are not as-
signed to the Board of Directors by the organ-
isational regulations, the law or the Articles 
of Incorporation are assigned to the Execu-
tive Board. The Executive Board is respon-
sible for implementing the economic, social 
and ecological corporate strategies. It reports 
the main business figures and events to the 
Board of Directors on a monthly basis. Exec-
utive Board members are not members of the 
Board of Directors. A lean corporate organi-
sation and regular events in which the man-
agement and employees participate ensure 
that the latter have an influence on shaping 
corporate objectives and that these are imple-
mented efficiently. The employee committee 
at Maestrani convenes once a month to ensure 
a continuous flow of information between 
management and employees. A member of 
the Executive Board may be invited to partici-
pate when needs be. The employee committee 
consists of seven employees from different 
corporate divisions.

Fulfilling stakeholder expectations while simultaneously breaking new 
ground to accommodate societal change within the scope of sustainable 
development and promoting the change in society – these are the chal-
lenges that enterprises must face up to in this day and age.
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Whether Prügeli, bar or lucky ladybird:  
the Maestrani range is varied.
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Brands, products and services

Our brand portfolio comprises around 200 
products distributed between our three 
brands of Minor, Munz and Maestrani 
 (G4-4). We are represented through our 
products in various segments of the confec-
tionery market. The most important of these 
is the chocolates sticks segment, followed by 
the market for chocolate bars and the mar-
kets for chocolate specialities and confection-
ery  (G4-8). Around 30% of our turnover is 
achieved with products made for our custom-
ers’ own brands. Approximately one-third of 
our products are exported.

The following sustainability topics were of 
relevance to our brands during the reporting 
period (G4-EN27):

Minor
Our Minor brand products have always been 
made from 100% natural raw materials. We 
use only cocoa butter for this brand and no 
other fats. During the reporting period, we 
completed the conversion to cocoa mass and 
cocoa butter with a UTZ label for fair trade.

1 RSPO = Roundtable on Sustainable Palm Oil (www.rspo.org)

Munz
Our Munz chocolate range is produced from 
100% natural ingredients. During the report-
ing period, we successfully replaced all col-
ourants with natural food colouring agents. 
For sensory and technological reasons, the 
filling of our Munz Prügeli contains palm 
oil that is 100% RSPO1 certified. The cocoa 
used in our Munz brand products was also 
converted to UTZ-certified goods during the 
reporting period. In 2015, we were able to 
register a patent application for Munz for an 
innovative co-extrusion technology (simul-
taneous insertion of two fillings). 

Maestrani
Our Maestrani brand chocolate bars are made 
exclusively from raw materials that are cer-
tified by the Fairtrade Foundation. Further-
more, the entire range is compliant with EU 
organic quality. We also have CO₂ compen-
sation for the Maestrani brand.

Long-term and consistent development of market performance is a ma-
jor component of our sustainability strategy and has a large influence 
on corporate success. Our greatest efforts are concentrated on fulfilling 
consumer needs and wishes to the greatest possible extent while taking 
all three columns of sustainability into consideration.



Sustainability Report 2015/201616

Raw materials for chocolate: cocoa and sugar 
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5 Sustainability at 
Maestrani Swiss Chocolates Ltd

There is neither a nationally nor an interna-
tionally shared understanding of sustainabil-
ity. In fact, the inflationary over-use of the 
term in ever newer areas results in confusion 
and a lack of definition that can shed a poor 
light on well-meant activities. This is further 
compounded by conflicting social and eco-
logical objectives. 

The dynamics of global trade and the devel-
opment of political systems and societies de-
mand enterprises to be flexible and creative 
if they not only want to react to changes but 
also wish to play a pro-active role in today’s 
highly competitive markets. Maestrani con-
siders the orientation on all three columns 
of sustainability – namely economy, ecology 
and social engagement – as prerequisite to 
the company’s future success and to the ful-
filment of its own expectations.

“Meeting the needs of the present without 
compromising the ability of future genera-
tions to meet their own needs.” 

[Brundtland Report of 1987]

We feel committed to this definition of sus-
tainability. We are totally convinced that all 
three areas of sustainability need to be taken 
into account (G4-15).

Global purchasing of raw materials, some of which come from developing 
countries, is unavoidable in a segment such as the chocolate industry. It 
is for this reason that topics in the social and ecological fields are of such 
high relevance to Maestrani.

As a company of long standing, we accept and 
adopt our responsibility towards society and 
the environment and continuously attempt to 
act in a more sustainable manner. We are well 
aware that managing a company on the basis 
of the principles of sustainability costs both 
time and money and the results cannot be 
achieved from one day to the next. Nonethe-
less, our most important fundamental belief 
is to base all of our actions on the principle 
of sustainability. 

Economic sustainability
Commercial success represents the basis for 
sustainable corporate management. Invest-
ments in infrastructure and equipment as 
well as in marketing activities for our prod-
ucts are only realisable through successful 
value creation that in turn enables the com-
pany’s power of innovation, the improvement 
of workplaces and the further development of 
employees. Maestrani invests the lion’s share 
of the profits it achieves in sustainable cor-
porate development. 
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Divisional sustainability representative Assigned stakeholders

Quality Assurance Authorities, public offices

Purchasing Suppliers, service providers

Executive Board Owners

Human Resources Employees, trade unions

Finance Capital providers

Marketing Consumers, media

Sales Customers

Coordination of public relations Associations, NGOs, neighbours

Organisational chart: organisation of sustainability (G4-17)

Sustainability representative

The three areas of sustainability

Coordination 
Public Relations

Marketing
Technology/ 
Production

Environmental 
representative

Sales
R&D/ 

Logistics/QA
Purchasing

Human 
 Resources

Finance

Executive Board
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Ecological sustainability
Maestrani actively promotes the preserva-
tion of biodiversity and ecological systems to 
maintain the quality of life for future genera-
tions. This is a principle that we pursue with 
regard to the procurement of the raw materi-
als and packaging we need for our products, 
but also increasingly in all fields of activity. 
We know the CO₂ footprint of our products 
and our company. It is fully compensated for 
our Maestrani brand. We have started to re-
new the entire energy supply infrastructure 
at our plant in Flawil with positive effects for 
our energy consumption.

Social sustainability
We take health-related aspects into consider-
ation and ensure a consistent level of quality 
during the development of our products. For 
this reason, we do not use artificial colourants 
in our products and have reduced the use of 
artificial aromas to the necessary minimum. 
The latest findings from nutritional research 
flow into the development of our products.

We set great store in the advancement of 
our employees through the continuous im-
provement and modernisation of workplaces 
and the organisational structure within the 
company. We are convinced that the societal 

development that makes ever more informa-
tion accessible to every individual and opens 
up new opportunities must be mapped at the 
workplace. To this end, a flat management 
hierarchy and interacting with one another 
in a trusting and open manner are considered 
to be essential prerequisites.

We strive to develop relationships with cus-
tomers and suppliers based on partnership, 
and it is important to us that their dealings 
with their stakeholders are also shaped by 
sustainability. We bank on certified fair trade 
raw materials with regard to more complex 
supply chains such as for cocoa.
We ensure sustainable development at Maes-
trani through our corporate cultures and cor-
porate organisation (G4-14).

Sustainable development cannot be achieved 
through issuing orders, but rather by motivat-
ing employees to follow the path that leads to 
it. It is our goal to create a corporate culture 
that promotes this development. The supply 
chain manager at Maestrani is the Execu-
tive Board member with responsibility for 
sustainability. Controlling consolidates the 
corresponding KPIs that are used to track 
and verify sustainability developments with-
in the company. Operational sustainability is 
supported by each and every division. Each 
division has a sustainability representative 
who coordinates the corresponding projects 
and collects and reports the associated KPIs 
(G4-17, G4-25). 

The latest findings from nutritional 
research flow into the development of 
our products.
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Maestrani stakeholders (G4-24)

Our stakeholders
Authorities
Public offices 
Service providers 
Owners 
Trade unions
Capital providers
Consumers

Customers
Suppliers 
Media 
Employees 
Neighbours 
NGOs
Associations

Interactions
Trade fairs
FLOCERT and organic inspections
Focus groups
Customer contacts
Supplier discussions 
Employee magazine

Newsletter 
Outlet shops
Training courses 
Surveys/market research
Association meetings
Websites, Internet forums

Sustainability 
at Maestrani

■   Society and regional responsibility
■   Employees

■   Sustainable procurement
■   Economic performance

■   Ecological resources
■   Product responsibility and innovation
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Relevance to sustainable corporate development – internal view

high

medium

low

low medium high

 

Logistics and transport

Water consumption and 
waste water

Cultural sponsoring

Availability of goods

Traceability of raw materials

Health and safety 
of consumers

Salaries and wages

Product conformance 
with laws and regulations

 
Training and further education 

Development of ecologically 
sustainable products

Competitive and 
sustainable agriculture

Variety and 
equal opportunities 

 
Innovation leadership

Biodiversity in producing areas

CO2 emissions 

 

 

Nutritional requirements  
Genetic engineering

 

Energy consumption and efficiency 
 

Noise and odour emissions

Packaging 
 
 
Waste management

Work conditions    

Product quality 

Safety at work

Compliance with statutory regulations

Profit-oriented management 
under consideration of ethical principles

Fair trade and fair production 
conditions (supply chain)

Fair business relationships 
built on partnership

Credible communication

Materiality matrix (G4-19)
The materiality matrix serves to set the right focus on activities relating to sustainability. The vertical axis shows the priorities of our 
stakeholders from low to high; the horizontal axis depicts the entrepreneurial relevance from low to high. The main focus of our 
 activities is situated in the top right section of the matrix. These topics are explained in detail in this report.

Material topics
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Stakeholders have differing requirements that 
need to be recognised, evaluated and, where 
necessary, backed up by corresponding meas-
ures. Stakeholders and their respective inter-
ests are assigned to one of the sustainability 
representatives who ensures that they and 
their concerns are taken into consideration 
(G4-25). The relevant stakeholder topics were 
verified during a two-day workshop. Each 
representative represents the stakeholders as-
signed to him. 

The quantity, quality and periodicity of the 
contact between each representative and the 
relevant stakeholders were defined for each 
stakeholder group and integrated in our 
Stakeholder Management (G4-26). Each 

representative presents the results of discus-
sions to his stakeholder group at least once a 
year.Having weighted the various stakeholder 
inputs and verified our internal viewpoint, we 
have come to the conclusion that the materi-
ality matrix is still up to date (G4-27).

The selection of material topics for this re-
port therefore results from a careful analysis 
within the scope of the development of our 
sustainability strategy. All topics are linked 
to their impact and/or risk within our busi-
ness activities (G4-20). The expectations ex-
pressed during the stakeholder dialogue were 
taken into consideration when sustainability 
topics were prioritised. The priorities depict-
ed in the materiality matrix are the basis of 
our activities in the field of sustainability and 
shape our corporate strategy in combination 
with our economic objectives and mission 
statement (G4-18). 

Stakeholders and their respective 
 interests are assigned to one of the 
sustainability representatives who 
ensures they and their concerns are 
taken into consideration.
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Economic performance 
    of Maestrani’s Chocolarium

More than 12 million Swiss francs were 
invested in the World of Discovery and 
the office facilities at the Flawil site.

More than 100,000 visitors to the 
Chocolarium are anticipated during 
the first twelve months.

10 different chocolate making and baking 
courses will be offered at the Chocolarium.

The new Chocolarium and the offices 
cover an area of 2,000 m2.
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6 Economic aspects

The Swiss chocolate market has been in de-
cline in recent years. Per capita consump-
tion dropped from 11.7 kg in 2014 to 11.0 kg 
in 2016, while the proportion of imported 
chocolate increased by around 2.5 percentage 
points during the same period. 

The price development for chocolate from 
1982 to 2016 was plus 24.5%, while the na-
tional consumer price index for Switzerland 
increased by 57%.

We generate around two-thirds of our CHF 
50 million turnover in Switzerland (G4-6, 
G4-9). Both the Swiss market and our export 
business presuppose continuously increasing 
productivity and a high degree of innovation 
with regard to sustainable corporate man-
agement. Thus, cost optimisation consists of 
more than just monetary aspects from our 
viewpoint. 

The modernisation of our chocolate mass pro-
duction was largely completed over the past 
two years. The combination of our elaborate 
recipes and high-quality raw materials with 
state-of-the-art processing installations is a 
significant step towards further expanding 
our competitive ability.

We have made considerable investments in 
the factory in recent years. Employee devel-
opment and organisational change will be the 
focal points in the coming years as we want 
to promote teamwork and improve commu-
nication in all areas under consideration of 
other digitisation options. We will continue 
to make more investments in the marketing 
of our products.

Our new visitor’s centre, Maestrani’s Choco-
larium, will open in April 2017. This invest-
ment will create additional jobs and help raise 
the familiarity of our brand. The integrated 
shop will be a relevant sales channel for our 
products.

The chocolate industry is a highly competitive segment. To be successful 
in this field requires the entire value-adding chain to follow a path of 
sustainable development. 

National consumer price index 
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In comparison to conventional building materials, 
the use of wood saved 1,120 tonnes of CO2.

All of the heating in the new building is delivered 
through modern waste heat systems. This saves 
108,000 kWh of energy.

700 m3 of wood as a sustainable raw material were 
used in the construction of the new building. 

100% of the energy for the Chocolarium and the factory 
are supplied by Swiss hydroelectric plants.  
Two charging stations for electric vehicles are available 
for use.

Ecological resources  
    at the Chocolarium
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7 Ecological resources

By mid-August 2016, humanity had already consumed the natural resourc-
es that our planet takes one year to regenerate. This means: we would 
currently need 1.6 Earths to satisfy the needs of humanity. It is thanks to 
statements and calculations of this nature that aspects of sustainability 
are attracting ever greater attention in politics and society. 

As a part of a society that is becoming more 
sensitive, but also in its role as a business en-
terprise, Maestrani actively pursues the eco-
logical and economic interest of conserving 
global resources whilst increasing production 
efficiency in parallel. Additional measures in 
the fields of CO₂ emissions, energy efficien-
cy and waste management were implement-
ed during the reporting period. We took the 
sustainability criteria applicable to the con-
struction segment into account when build-
ing the new visitor’s centre. Ecological impact 
is closely linked to social circumstances when 
procuring raw materials from so-called devel-
oping countries. In some cases, the econom-
ic circumstances of the farmers and workers 
leave virtually no room for the consideration 
of ecological concerns.

We try to take these issues into account 
within the scope of our purchasing activities 
by making exclusive use of certified cocoa 
commodities. 

CO₂ emissions and energy efficiency
The production of chocolate and the associ-
ated climate requirements at the production 
plant as well as the control of temperatures 
across the entire supply chain are energy in-
tensive. Maestrani began the construction 
of its own energy centre in 2015 in order to 
reduce the consumption of energy and also 
to discontinue the use of refrigerants. The 

first modern refrigerators were installed in 
2016. The new energy centre will cover the 
energy needs of the visitor’s centre that will 
open in April 2017 as well as all future en-
ergy demands.

To increase energy efficiency further still, we 
agreed on an extensive package of measures 
with the Energy Agency of the Swiss Private 
Sector (EnAW) in 2013 that was audited and 
approved by the Federal Offices of Energy and 
for the Environment. Among other measures, 
Maestrani committed to achieving a CO₂ re-
duction of at least 179 tonnes in total for its 
production site in Flawil between the years 
2013 and 2020.

Maestrani brand chocolate bars were ful-
ly converted to CO₂-neutral production in 
2014. All of the CO₂ produced across the 
entire value-adding chain of this chocolate 
line is compensated (G4-EN27).

We have also provided CO₂ compensation for 
our corporate vehicles since 2015. The com-
pensation in both cases is achieved through 
the project “Energy-efficient stoves in Peru”. 
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Energy efficiency in production increased  
during the reporting period.
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We chose this project as some of cocoa mass 
comes from this country. You can find details 
at www.myclimate.org – the corresponding 
project number is: 01-14-783781.

Material availability and material logistics
Storing raw materials and finished products 
calls for different temperature control systems 
in each storage area. The efficiency of cooling 
and the design of the storage areas are a deci-
sive factor with regard to the energy required. 
We reduce the use of energy expended on 
product logistics by exploiting the synergies 
created in the fields of storage and transport 
through our cooperation with an experienced 
logistics provider. In addition, we also benefit 
from the sustainability projects of our logis-
tics provider.

Waste management and material usage
The aim is to avoid the loss of raw materials 
and waste chocolate during chocolate produc-
tion. This calls firstly for reliable production 
installations and secondly for attentive and 
well-trained personnel.

Collecting all of the waste and separating it 
into material to be recycled or destroyed is 
the basic condition for achieving continu-
ous improvements in this area. We organise 
employee training events and optimise ma-
chines and processes on the basis of the data 
we collect and evaluate.

The anticipated loss rates or material efficien-
cies play an important role with regard to 
the development of new products and the 
acquisition of new machines and equipment.

Ecological resources

Sustainability project Degree of implementation Goals by 2019

Responsible handling of energy, 
raw 
materials and natural resources.

New building for the energy centre 
completed and the first energy- 
efficient aggregates installed.

Incremental replacement of older 
energy installations with more 
efficient new systems.

Since 2015: CO2 compensation for 
company vehicles.

First vehicles replaced with hybrid 
or electric vehicles.

The measure to reduce CO2 emis-
sions agreed with EnAW in 2013 
have so far been exceeded.

Complete implementation of the 
agreed CO2 reduction measures.

Expansion of certified organic 
cocoa products.

The proportion of organic cocoa 
commodities increased by 50% 
over the past four years.

The aim is for organic cocoa com-
modities to account for 45% of all 
processed cocoa commodities by 
2019.

Average CO2 emissions per bar of chocolate (in kg)

■ Cocoa ■ Sugar ■ Milk ■ Production ■ Packaging ■ Transport

0.50 1 1.5 2 2.5 3 3.5

Dark chocolate 
ex-works

Milk chocolate 
ex-works

Source: myclimate
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It is the first time in the history of 
Maestrani that the company has 
launched a service in the form of a 
discovery tour and creative courses.

A guided tour that conveys knowledge of 
sustainability and chocolate production is 
available in 8 languages. 

More than 20,000 individual 
chocolate bar combinations 
can be manufactured in the 
chocolate casting house.

More than 15 exhibits developed specifically for 
Maestrani await visitors on the discovery tour.

Chocolarium as an example of 
    innovation competence
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8 Product responsibility and 
innovation

Sustainable developments in the fields of 
product responsibility, product quality, con-
sumer health and safety, product conformity 
with laws and regulations, and credible com-
munication are important topics. We and our 
stakeholders evaluate them as highly relevant. 
They are also topics that have a significant 
impact on the management and all of our 
employees. 

During the reporting period, we began to dig-
itise our Management System Manual and to 
optimise our interdepartmental processes in 
the form of computer-supported workflows. 
Standardised and comprehensively docu-
mented processes guarantee process reliabil-
ity and transparency. They are also a basic 
prerequisite for achieving our goals in the area 
of product responsibility. Validation is as-
sured by independent external auditors, first-
ly through our certification pursuant to the 
International Featured Standard (IFS) that 
was reconfirmed at a higher level in 2016 and 
secondly through our certification pursuant 
to the environmental standard ISO 14001. A 
number of potential improvements uncovered 
by the independent certifying bodies were im-
plemented without delay. The new processes 
will be integrated in the Management System 
Manual. We will continue to optimise our 
processes during the coming years.

Bringing our product portfolios in alignment with the needs and wants 
of our consumers is our highest priority. We replace around 5% of our 
range every year to meet these ever-changing demands. Ensuring efficient 
development processes is thus an essential factor of securing the future 
for Maestrani. 

Standardised and comprehensively  
documented processes guarantee 
process reliability and transparency.
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Production of our  
Munz chocolate ladybirds
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The goals set for 2015 / 2016 were largely 
achieved. The stabilisation of product com-
plaints at a very low level is especially pleas-
ing. In 2016, we received 2.0 complaints per 
million units sold. We have also reached our 
goal of exclusively using natural aromas and 
colourants, with but a few exceptions. Col-
ourants were replaced in full with alternatives 
of a natural source such as plant extracts. We 
currently have three recipes that have not yet 
been converted to aromatisation using ingre-
dients from natural sources on account of 
negative feedback from test persons during 
consumer tests. However, we are continuous-
ly working towards converting these recipes 
to natural aromas.

We subject all of our products to different 
quality tests in accordance with the processes 
defined in the Management System Manual 
(G4-PR1). Potential optimisations are dis-
cussed during development and marketing 
meetings, documented and subsequently im-
plemented. We verify the taste profile of our 
recipes during consumer tests held at irreg-
ular intervals. 

During 2015 and 2016, a single declaration 
was found to be deficient on account of dif-
ferences in the interpretation of regulations 
and voluntary rules of behaviour (G4-PR4). 
The complaint was raised by an Austrian au-
thority in relation to the implementation of 
the EU Food Regulation. We immediately 
adjusted the packaging in question on ac-
count of the objection.

Maestrani made above-average investments 
in communication during 2015 / 2016.  Minor 
has meanwhile more than 50,000 fans on 
Facebook with whom a lively exchange takes 
place. We strictly abide by the laws and guide-
lines of the Swiss Commission for Fairness 
with regard to commercial communication. 
There were no complaints or reprimands for 
infringements of advertising or communi-
cation regulations during the reporting pe-
riod (G4-PR7). During competitions and 
promotions, we always ensure that custom-
er and consumer data is used exclusively for 
the intended purpose approved by the cus-
tomer. There were no complaints in this area 
(G4-PR8).

Product responsibility and development

Sustainability project Degree of implementation Goals by 2019

Assuring customer satisfaction  
and product safety.

Routine verification of our 
 controlling mechanisms by 
 independent, external auditors. 
Stabilisation of customer and 
 consumer complaints at a low level.

Expansion of the certified food 
safety system pursuant to IFS to 
include Maestrani’s Chocolarium 
World of Discovery. Further expan-
sion of the computer-supported, 
integrated Management System 
Manual.

Raising the health  
benefits of our products.

Artificial colourants replaced with 
naturally colouring plant extracts 
and juice concentrates during the 
reporting period. Various chocolate 
masses are produced without the 
use of any additives whatsoever.

Focus on the development of 
 products with improved health 
benefits under consideration of 
the latest insights from nutrition 
research.



Sustainability Report 2015/201632

A comprehensive information station in the 
commodities room explains the significance of 
sustainability with regard to the procurement 
of cocoa to the Chocolarium visitors.

10 lectures on the topic of  sustainable 
 procurement and management are 
planned to take place every year in the 
Chocolarium’s event room.

100% of the cocoa commodities 
used in our production are from 
fair trade sources.

34% of raw materials (for instance milk powder 
and sugar) processed in the mixing house come 
from Switzerland.

Sustainable procurement at 
    Maestrani, presented on the  
discovery tour in the Chocolarium 
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9 Sustainable procurement

Maestrani adopts responsibility for sustainable behaviour within the en-
tire supply chain, from the procurement of raw materials to the delivery 
of chocolate products to customers. Our cooperative relationships with 
customers and suppliers are especially important to us with regard to 
realising common sustainability objectives.

Evaluation discussions for main suppliers are 
held every year. Their commitment in the 
field of sustainability is a decisive criterion 
for collaborating with Maestrani. The pro-
portion of our suppliers who have their own 
sustainability strategy has grown from 10% 
in 2012 to 73% in 2016. This was achieved in 
part by changing suppliers and also by exist-
ing suppliers intensifying their commitment 
to sustainability.

Traceability of raw materials
The procurement chain for certain raw ma-
terials used in the production of chocolate 
is linked to ecological and social challenges. 
There are often public debates on the social 
and ecological problems relating to cocoa cul-
tivation, clearing rain forests to cultivate palm 
oil plants and the greenhouse emissions from 
dairy cattle farming. We are aware of these 
problems and attach great significance to the 
traceability of our raw materials and com-
modities. Our intention is firstly to ensure 
supply chain compliance with our sustaina-
bility criteria and secondly to target deficien-
cies where they occur. Checks on location 
are only possible sporadically for Maestrani 
as an SME due to financial and staff-related 
reasons. It is for this reason, and also because 
Maestrani does not wield any market power 
in the complex commodities market, that co-
operating with professional fair trade organi-
sations is of particular significance (G4-12). 

The proportion of our suppliers who 
have their own sustainability strategy 
has grown from 10% in 2012 to 73% 
in 2016.

Proportion of A-suppliers with a sustainability
programme expressed in per cent

2013 27%

2014 35%

2015 50 %

2016 73 %
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We cooperate with the following three 
organisations: 

Fairtrade label
Maestrani brand chocolate bars are manufac-
tured using raw materials that are certified by 
the Fairtrade Foundation. Furthermore, the 
entire product range is compliant with EU 
organic quality and we compensate for the 
CO₂ emissions. 

(www.maxhavelaar.ch)

UTZ label
We purchase cocoa with the UTZ label for 
our Minor and Munz brands as well as for a 
number of contract productions. 

(www.utz.org)

HAND IN HAND 
All chocolate products that we manufacture 
for the German brand Rapunzel Naturkost 
bear the proprietary and officially recognised 
fair trade label of the organic pioneer from 
the Allgäu region in Germany. 
(www.rapunzel.de/fairtrade-hand-in-hand.html)

We were able to increase the proportion of 
fair trade cocoa commodities used in our 
products from 25% in 2013 to 100% in 

1 Source: WWF Germany, Berlin
(www.wwf.de/fileadmin/fm-wwf/Publikationen-PDF/WWF-Studie_Auf_der_OElspur.pdf)

2016. This conversion means that Maest-
rani has achieved one of the most impor-
tant sustainability goals of recent years. 
We are convinced that the sustainability pro-
jects of our suppliers will increasingly im-
prove the social and economic circumstanc-
es of the farmers in the cocoa-producing 
countries. Our suppliers also support other 
projects beyond the scope of certification. 
Detailed information is available from the 
corresponding websites: 

·  OLAM International Ltd., Singapore:  
www.olamgroup.com/sustainability

·  Dutch Cocoa, Amsterdam, Netherlands: 
www.dutchcocoa.nl/en/sustainability 

·  ECOM Agroindustrial Corporation Ltd, 
Pully, Switzerland: www.ecomtrading.
com/en/sustainability

Maestrani uses palm oil in just a few of its 
chocolate fillings. Although this efficient 
and natural oil needs less cultivation space 
in comparison with other oil sources (see 
chart), it has become ever more controver-
sial during the reporting period as some new 
mono-cultures were planted at the expense 
of rain forests. For this reason, as a palm oil 
processing enterprise, Maestrani has acquired 
certification pursuant to RSPO (Roundtable 
on Sustainable Palm Oil) guidelines. This 
guarantees a comprehensive sustainability 
record from plantation to finished product. 
The products we use conform to the Identi-
ty Preserved Standard and the Segregated 
Standard.1 

CH-BIO-004
EU-/nicht-EU-Landwirtschaft

Soya Coconut

0.7 t/ha0.4 t/ha 0.7 t/ha 0.7 t/ha 3.3 t/ha

Palm oilRapeSunflower

Global sources of vegetable oil in comparison1

Oil yields in tonnes per hectare (t/ha)

Proportion of certified sustainable cocoa 
products at Maestrani

2013 25 %

2014 32 %

2015 54 %

2016 100 %
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Organic cultivation
The ecologically sustainable production of 
raw materials, especially in developing coun-
tries, often needs be viewed in connection 
with the economic circumstances of the 
farmers. Thus, the procurement of organic 
commodities has a positive influence on the 
quality of life and investment opportunities 
of the producers in many cases.

During the reporting period of 2015/2016, we 
were able increase the proportion of certified 
organic cocoa products to 38%. We intend to 
expand it further still over the coming years. 

The further development of the organic prod-
uct range represents the core of Maestrani’s 
growth strategy (G4-EN27).

These products bear the organic logo that 
stands for controlled organic cultivation.

The organic commodities used must be 
stored and processed separately. An inde-
pendent controlling authority verifies that 
organic chocolate contains only ingredi-
ents that deserve the organic label. Further 
information is available from the website 
www.bio-siegel.de.

Consequences of climate change
The raw materials used in chocolate prod-
ucts (e.g. milk powder, cocoa, nuts) come 
from very different climate zones. Against 
the backdrop of climate change, it can be 
assumed that the quality and availability of 
certain commodities will change. Together 
with Chocosuisse, the Association of Swiss 
Chocolate Manufacturers, we keep an eye 
on changes to the commodities market so 
that we can react in good time if the need 
arises. Climate warming could also have a 
negative effect on consumer behaviour in the 
domestic Swiss market as people in warmer 
climate zones tend to consume fewer choc-
olate products.

During the reporting period of 
2015/2016, we were able increase 
the proportion of certified organic 
cocoa products to 38%.

Business relations and procurement

Sustainability project Degree of implementation Goals by 2019

Promotion and development of 
sustainable business relations and 
sustainable procurement.

All cocoa commodities come from 
fair trade sources.

Increase our engagement in a 
cocoa-producing country directly 
on location.

In 2016, the proportion of A-sup-
pliers with a sustainability pro-
gramme was 73%.

Expansion of A-suppliers 
with a sustainability programme  
to 80%.

Individual projects started with 
various service providers.

Shared strategy/resource planning 
with major service providers.

Proportion of certified organic cocoa products  
expressed in per cent

2013 25 %

2014 32 %

2015 37 %

2016 38 %



Sustainability Report 2015/201636

All employees are united under 
a single roof 19 years after the 
acquisition of the Munz company.

30 newly designed ergonomic 
workplaces for administration.

16 new jobs were created with the 
new construction of the Chocolarium.

The office facilities in the new building will save 
36,000 kilometres per year previously driven by car 
from the village centre to the factory. 

Impact of the new Chocolarium  
     on employees
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10 Employees

Changing markets and consumer interests coupled with technological 
developments such as those in the field of digitisation determine the pace 
of necessary adjustments. Maestrani’s goal is to provide its employees 
with modern workplaces and an organisation that enables them to real-
ise their potential and exert an influence on their personal development 
within the company.

Organisation/workplace design
Over the past years, we have concentrated 
much of our attention on improving the 
workplaces in production. Since 2015, the 
focus has been on work processes and digi-
tisation approaches throughout the compa-
ny. Our sales force was equipped with new 
technology that made paperless processing 
possible for a number of work processes. We 
have commenced the automation of addi-
tional work processes in the administrative 
area. By eliminating routine activities, we 
have managed to enhance the value of work-
places, which in turn contributes towards 
employee satisfaction. 

Our goal is to spark our employees’ enthu-
siasm for the company in the long term 
through attractive, modern workplaces and 
tasks whilst simultaneously driving their 

development forward. We have come a long 
way towards achieving this goal through the 
construction of the new administration of-
fices in conjunction with the World of Dis-
covery. Having all our employees at a single 
location will simplify communication within 
the company significantly.

Promoting health at the workplace/ 
safety at work
The measures introduced in recent years in 
connection with the Suva study on integrat-
ed safety have again resulted in a decline in 
occupational accidents during the reporting 
period. But our goal is still to achieve zero 
occupational accidents. To achieve this, we 
regularly train our employees in safety-rele-
vant topics and eliminate technological weak 
spots as soon as they are discovered. 

In 2016, we started a project in collaboration 
with external consultants to promote health 
at the workplace with the following goals:
·  Preventing work-related illnesses 
·  Strengthening health potential 
·  Improving well-being at the workplace 

Having carried out workshops and surveys 
during which employees were able to ex-
press their opinions and interests with re-
gard to topics such as personnel management, 

Our goal is to spark our employees’ 
enthusiasm for the company in 
the long term through attractive, 
modern workplaces and tasks 
whilst simultaneously driving their 
development forward.
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stress, teamwork, ergonomics and lifestyle, 
we derived measures that were implemented 
by the departments concerned. We also ad-
dress problems that are not rooted within the 
company (e.g. helping staff to stop smoking).

Working hours regulation
Equality among employees is a principle of 
great importance to Maestrani. With regard 
to the regulation of working hours, however, 
it is more likely to be possible to make con-
cessions towards administrative staff than 
towards machine operators. We achieve flex-
ibility of working hours through working 
time accounts, variable starting and finishing 
times per day and an option to work from 

Overview of employee nationalities (2016)

Germany 9.5%

Italy 3.4%

Switzerland 62.6%

Serbia 3.4%

Macedonia 5.4%

Portugal 2.7%

Spain 2.0%

Austria 2.0%

Albania 1.4%

Croatia 1.4%

Bosnia-Herzegovina 0.7%

Hungary 0.7%

Liechtenstein 0.7%

Eritrea 0.7%

Czech Rep. 0.7%

Slovakia 0.7%

Turkey 0.7%

Brazil 0.7%

China 0.7%
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home on certain days. There is also an option 
to reduce overall working time by up to 20 
days per year, whereby this regulation needs 
to be agreed between employee and employer 
each year anew.

Pay equity
Pay equity is of great importance to Maestra-
ni. Our employees are remunerated on a per-
formance basis. For this reason, work content 
is defined independently of gender, religion 
and nationality. Remuneration is based on 
the requirements profile and an annual per-
formance appraisal. Circumstances specific 
to the segment and region are also taken into 
consideration.

Additional remuneration
In addition to their monthly salary, our em-
ployees receive supplemented canteen meals, 
free beverages and fruit, shopping vouchers 
and employee discounts for the Chocolarium 
as well as discounted Reka-Checks. Employ-
ees receive a gift to mark significant personal 
occasions such as birthdays, wedding anni-
versaries, work anniversaries and retirement. 
Part-time employees have a proportionate en-
titlement to the same corporate benefits as 
full-time staff (G4-LA2).

Employees

Sustainability project Degree of implementation Goals by 2019

Establishment of a health  
programme at the workplace.

Study and concept design  
completed in 2016.

·  Implementation of identified 
individual measures.

·  Integration of health  promotion 
in operational and strategic 
 decision-making processes.

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

Concept design  
completed by mid-2017.

Implementation and completion of 
the first further education modules.

Design of modern,  
ergonomic workplaces.

Relocation of administration to 
newly equipped office rooms  
in March 2017.

Inspection of all workplaces in pro-
duction with regard to workplace 
ergonomics and implementation of 
the necessary measures.

Optimisation of work processes and 
communication within the company.

As of March 2017, all corporate 
divisions will be located at the 
same site, which will significantly 
improve communication.

Completion of digitisation projects 
of relevance to the corporate 
organisation. Complete implemen-
tation of the team/matrix organi-
sation.
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The construction of the Chocolarium 
is a clear commitment to Switzerland 
as a place of business.

St.Gallen Monastery

Maestrani’s Chocolarium

Rheinfall waterfalls

Mount Säntis

We cooperate with  20 tourism 
organisations in terms of 
 marketing and ensure that the 
entire region of eastern 
 Switzerland can benefit. 

100 suppliers were involved in the 
new construction, of which more 
than 70 are from the region of 
eastern Switzerland.

More than two-thirds of the discovery 
tour involves interesting and instructive 
information about the production of 
chocolate.

Social responsibility  
           in the Chocolarium 
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11 Society and 
regional responsibility

The sustainable development of society in Switzerland and the countries 
in which Maestrani has business operations is in our interest and we strive 
towards granting it due consideration.

Every citizen, every enterprise and every em-
ployer has responsibility for the development 
of society and can exert an influence on how 
it is shaped. In most cases, employers are usu-
ally able to exert greater influence than pri-
vate persons.

The development of civil society is in a state 
of constant interaction with its citizens and 
enterprises. None of these three areas can be 
viewed in isolation from the others. Many 
entrepreneurial decisions can have a signif-
icant impact on the well-being of employ-
ees and their options of shaping their private 
lives and those of their families. Maestrani’s 
goal is to design the organisation, the culture 
and the workplaces within the company in a 
way that enables employees to balance their 
private lives with the needs of the compa-
ny. This principle also determines our be-
haviour towards our business partners. We 
firmly believe that this represents one of the 
fundamental prerequisites for the sustainable 
development of society.

Regional social responsibility
Maestrani employees around 150 staff and 
is one of the largest employers in the region. 
We are aware of this fact and therefore con-
sider it part of our social responsibility to 
safeguard the jobs in our enterprise. It is of 
great importance to us to be seen as a relia-
ble and predictable enterprise by our business 
partners, neighbours and within the region 
around Flawil.

Tischlein deck dich / Schweizer Tafel
There are various reasons why products of 
unobjectionable quality cannot be supplied to 
our customers. We offer these products free of 
charge to the charitable foundations Tischlein 
deck dich and Schweizer Tafel.

Valida and Obvita
During the reporting period, we have expand-
ed or recommenced our cooperation with 
Valida and Obvita, both of which are pro-
duction and service providers for people with 
disabilities. Maestrani wants to continue con-
tributing towards the integration of disabled 
people into society in the future.
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Maestrani’s Chocolarium enhances 
the attractiveness of the entire region.
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Apprenticeships
Training plays a decisive role with regard to 
success in the working world. Labour market 
developments clearly show that employees 
without any professional training will find it 
much more difficult to build a career in the 
future. With this insight in mind, Maestrani 
has maintained the number of apprentice-
ships in both the commercial and adminis-
trative sector. Maestrani has ten apprentices 
in total and intends to expand its engagement 
in this area.

Memberships (G4-16)
·  Handels- und Industrievereinigung Flawil 
(HIF): Our membership of the Trade and 
Industry Association of Flawil enables us 
to participate in local decision-making pro-
cesses and support regional projects. 

·  Chocosuisse: The Association of Swiss Choc-
olate Manufacturers represents the interests 
of the segment. One of its responsibilities is 
to protect the name “Swiss Chocolate” in 
Switzerland and especially abroad. 

·  Promarca: This is the professional association 
for Switzerland’s branded goods industry.

Donations and lobbying
Maestrani does not make donations to po-
litical parties and does not engage in lobby-
ing. We support regional sports clubs and 
social organisations by providing them with 
chocolate. We donate around 4 tonnes of 
free chocolate to meaningful regional pro-
jects each year.

Code of Ethics of the Swiss chocolate 
industry
Maestrani signed the Code of Ethics of the 
Swiss chocolate industry for the procurement 
of cocoa in August 2010 (G4-15). Its funda-
mental principle is the traceability of cocoa 
beans. This includes engagement for correct 
work conditions along the entire value cre-
ation chain for cocoa, disassociation from 
any form of abusive working practices, the 
obligation of suppliers to comply with ILO 
Conventions 138 and 182 and supporting 
projects that increase the quality and pro-
ductivity of cocoa cultivation.

Social responsibility

Sustainability project Degree of implementation Goals by 2019

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

Organisational prerequisites  
were created.

·  Development and introduction 
of family-friendly working time 
models.

·  Agreement on long-term 
 development programmes.

·  Step 1: with 50% of 
employees by the end of 2019.

Securing and developing work-
places at the Flawil plant.

Substantial investments in the 
factory and in equipping the World 
of Discovery will be completed in 
2017.

Increasing the market share in 
 Switzerland through new  marketing 
and sales channels.

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

The concept design is completed. The first lectures will be offered as 
of January 2018.
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Our sustainability strategy is at the heart  
of the procurement of all raw materials.
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12 A side note on sustainable 
nutrition

In this section, we want to provide the interested reader with a rough over-
view of the far-reaching correlations between sustainability and nutrition.

Sustainability as an operational principle for 
maintaining a future worth living in is of-
ten only referenced in relation to the large 
influencing factors of resource utilisation or 
preserving the characteristics or stability of 
existing, intact systems and their ability to 
regenerate. The impact of the individual is of-
ten underestimated in the global connection. 
Mundane topics such as the type, composi-
tion and preparation of food and consumer 
behaviour usually receive little attention. Yet 
producing, processing, retailing, purchasing 
and preparing food, for instance, contributes 
significantly towards the greenhouse gas ef-
fect caused by humans and towards the health 
of consumers.

The three classic pillars of sustainability – 
economy, ecology and social issues – can very 
plausibly be explained in relation to food. 

Food and the economy
Around 65,000 people in Switzerland are em-
ployed in the food and beverage industry. 
With a share of 11% by number of employees, 
it is the fourth largest segment within the pro-
cessing industry (Federal Statistical Office, 
2016). The entire food supply chain is subject 
to high cost pressure and price wars, both in 
Switzerland and internationally. The result-
ing low food prices hardly reflect the actual 
cost of production. They largely or completely 
exclude the consequential ecological and so-
cial costs of cheap production – neither here 
in Switzerland nor in the countries of origin 

producing the raw materials that cannot be 
cultivated in Switzerland for climatic reasons.

Cheap food in the high-cost island of Swit-
zerland – how can that be? There are only 
three countries in the world where less mon-
ey is spent on food in relation to the house-
hold’s available income than in Switzerland. 
According to a study conducted by the US 
Department of Agriculture, Swiss people used 
a mere 8.7% of their household income for 
food and non-alcoholic drinks in 2014. Only 
the citizens of the USA (6.6%), Singapore 
(6.7%) and Great Britain (8.6%) spent less 
by per cent.

Nutrition and ecology
The ecological footprint as a measure of the 
chronic overuse of the globally available bio-
sphere equates to around 1.6 planets for the 
entire world (WWF, Living Planet Report 
2016). In other words: the Earth’s resources 
are overstretched by 60%. We are therefore 
far away from the ideal value of “1 planet”. 
In Switzerland, overuse amounts to no less 
than 300%. Around 60% of a person’s en-
vironmental burden is traceable to the fields 
of private mobility (12%), accommodation 
(19%) and nutrition (28%) (WWF Factsheet 
“Environmentally friendly eating”, February 
2013).

Around 30% of all food is thrown away in 
Switzerland. The largest culprits are private 
households with around 50%, followed by the 
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processing industry with 22% and primary 
production with 13%. The remainder is split 
between gastronomy, retail and wholesale.

Nutrition, society and health
Many commodities for consumer products 
such as coffee and cocoa are imported from 
developing countries where they produced in 
part under difficult conditions. The results 
of this often affect society in the producing 
countries, leading to destitution, poverty, 
child labour or malnutrition. 

In industrial countries, on the other hand, 
an unbalanced diet is without doubt consid-
ered to be a cause of so-called civilisation or 
prosperity diseases. It is not civilisation per se 
that represents a health hazard, but the well- 
established lifestyle in industrialised nations.

In relation to nutrition, unbalanced means an 
excess of main nutrients and energy carriers 
and a lack of essential nutrients – in other 
words: too many highly processed, usually 
animal-based foodstuffs rich in fat, sugar and 
salt and not enough vegetable-based food-
stuffs with little processing and a high nutri-
ent density. The health-related consequences 
of this imbalance are civilisation diseases such 
as tooth decay, cardiovascular disease, diabe-
tes mellitus type 2, high blood pressure and 
obesity. All of these diseases have a serious 
impact on the health systems in developed 
countries.

1  Koerber et al. “Vollwerternährung – Konzeption einer zeitgemässen  
und nachhaltigen Ernährung”, 10th edition, Stuttgart: Haug, 2004

Action approaches to sustainable 
nutrition
Dr Karl von Koerber1, the leading pioneer in 
issues concerning nutritional ecology, recom-
mends the following seven basic principles of 
sustainable nutrition to consumers:
·  Vegetable-based food 
(mainly lacto-vegetarian food)

·  Ecologically produced food
·  Regional and seasonal produce
·  Food with little processing –  
lots of fresh produce

·  Products with environmentally friendly 
packaging

·  Fairly traded produce
·  Enjoyable, easily digestible food

The following action approaches can be 
derived from the viewpoint of a chocolate 
manufacturer:

Principle 1: Plant-based food
Environment: Reducing the use of ani-
mal-based ingredients can avoid conversion 
losses from animal feed production, water 
consumption and land requirements and the 
associated environmental consequences.

Society: Cutting processing losses by reduc-
ing the import of foodstuffs from emerging 
countries can contribute towards a fairer dis-
tribution of global food resources.

Health: Dark chocolates are naturally vegetar-
ian and are rich in health-promoting polyphe-
nolic antioxidants. 

Maestrani can make a substantial contribu-
tion toward sustainable nutrition in this re-
gard by developing, launching and explicitly 
praising the benefits of vegan chocolate products 
and chocolate with a high proportion of fat-free 
cocoa solids.

Around 30% of all food is thrown 
away in Switzerland. 
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Principle 2: Ecologically produced food
Environment: The ecological production of 
food demonstrably reduces environmental 
burdens resulting from fertilisers, pesticides 
and animal medicines. In addition, ecolog-
ical farming contributes towards preserving 
biodiversity, animal welfare and soil fertility. 
 
Health: Ecologically produced food has no 
or very few traces of fertilisers, pesticides and 
animal medicines resulting from carryover. 
Largely waiving the use of additives fulfils 
the need for naturalness and transparency.

Economy: The usually higher revenues con-
tribute towards better securing the livelihoods 
of the producers. However, it will also ulti-
mately lead to higher consumer prices.

Maestrani can make significant contributions in 
the areas of ecology, health and economy through 
its objective of consistently expanding and de-
veloping the organic product segment.

Principle 3: Regional and seasonal 
produce
Environment: Sugar and milk from regional 
production preserve resources through short-
er transport routes and the avoidance of ex-
pensive storage.

Economy: Regional economic activity 
strengthens local producers and processors. 

Society: Regionally produced specialities are 
often more appreciated by consumers.

Maestrani can contribute towards regional de-
velopment as well as towards economic and so-
cial stability through its intentional preference 
for Swiss-produced raw materials and its com-
mitment to Switzerland as its place of business.

Principle 4: Food with low levels of 
processing
Society: Products containing fewer ingre-
dients, but ones with which consumers are 
familiar, increase transparency and trust. 
Avoiding the use of additives represents an ad-
ditional contribution towards building trust.

Environment: The use of natural ingredients 
with low levels of processing preserves re-
sources – for instance through reduced energy 
and water consumption – and also reduces 
the volume of transport between multiple 
processing stages.
Maestrani can fulfil this principle through its 
objective of launching recipes on the market 
that are as simple as possible and contain ex-
clusively natural ingredients without additives 
wherever possible.

Principle 5: Products with environmen-
tally friendly packaging
Environment: The consumption of resources 
and the resulting impact on the environment 
can be reduced to a reasonable level through 
the use weight-optimised, recyclable packag-
ing. However, packaging is an unavoidable 
component of chocolate production for rea-
sons of product protection and food safety.

Society: Optimised packaging offering the 
best possible food protection guarantees the 
shelf life of food products and therefore con-
tributes to avoiding waste through spoilage.

Maestrani assesses and considers packaging types 
and designs from the viewpoint of sustainability 
early on the development phase. This makes it 
possible to achieve the optimum balance between 
food protection and the preservation of resources.

Sugar and milk from regional pro-
duction preserve resources through 
shorter transport routes and the 
avoidance of expensive storage.
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Principle 6: Fairly traded produce
Society: Trading fairly with, for example, the 
producers of cocoa and cane sugar commodi-
ties in the countries of origin strengthens the 
economic basis of primary production and 
systematically promotes the social infrastruc-
ture in these countries. Dealing fairly with 
indigenous producers is the basis for secur-
ing jobs and protecting the cultural alpine 
landscape.

Environment: Fairly traded raw materials 
should also fulfil the minimum ecologi-
cal standards with regard to drinking wa-
ter protection, reforestation and the use of 
chemicals.

Maestrani contributes towards the aspect of sus-
tainable nutrition through its decision to pro-
cure all cocoa products from fair trade sources.

Principle 7: Enjoyable, easily digestible 
food
Health or “Mens sana in corpore sano” – 
a healthy spirit in a healthy body: eating 
should also involve fun and enjoyment in 
moderation.

We still consider Aquilino Maestrani’s philos-
ophy of enjoyment to be valid without limita-
tion: “He who sees the world through the eyes 
of a chocolate lover will find true beauty and 
happiness.”

In summary, it can be said that sustainable 
nutrition is the sum of healthy meals and 
sensuous enjoyment. Selecting the right foods 
promotes the protection of the environment, 
preserves resources, maintains an attractive 
landscape and animal welfare, and creates 
fair economic relationships. A largely plant-
based diet consisting of food from ecological, 
regional and fairly traded sources with the 
lowest possible level of processing contributes 
towards making a positive impact on global 
living conditions. 

The higher prices resulting from sustainable 
nutrition, due in part to ecologically produced 
and fairly traded food, can be overcome in-
sofar as producers and processors manage to 
create the necessary degree of transparency 
and develop a basis of trust. After all, it is ul-
timately the consumer with his purchasing 
decisions who determines what happens in 
the value creation chain and whether it can 
develop sustainably.



Sustainability Report 2015/2016 49

13 Sustainability KPIs

1 Depends heavily on the production volume
2 Increase in consumption during the project phase due to a functional error, otherwise 1,454 MWh or 93% 
3 Incremental conversion to electric vehicles is planned 
4 Energy efficiency relates to the production volume of 2012
5 see section Production Responsibility and Innovation

Sustainability report KPIs 2015/2016
Economic performance GRI reference 2015 2016

Annual production G4-9 approx. 3,300 t approx. 3,500 t

Sales range in CHF million G4-9 CHF 45 – 50 CHF 45 – 50

Ecological resources GRI reference 2015 2016 Goals by 2019

Total waste G4-EN23 153 t 152 t 130 t

of which recycled waste G4-EN23 81 t 70 t 80 t

Total energy consumption1 G4-EN3 6,146 MWh 7,199 MWh 5,300 MWh

Electricity G4-EN3 4,202 MWh 4,361 MWh 5,000 MWh

Heating and process gas (natural gas) G4-EN3 1,483 MWh 2,406 MWh2 0 MWh

Diesel (vehicle fleet) G4-EN3 440 MWh 426 MWh 300 MWh3

Petrol (vehicle fleet) G4-EN3 21 MWh 6 MWh 0 MWh

Proportion of eco-power G4-EN3 100% 100% 100%

Energy efficiency4 97% 108%2 80%

Product responsibility and development GRI reference 2015 2016 Goals by 2019

Customer complaints per million units sold 2.7 2.5 2.0

Number of infringements against laws and regulations with 
regard to our products

G4-PR9 0 15 0

Number of official letters or reprimands on account of in-
fringements against advertising or communication guidelines

G4-PR7 0 0 0

Sustainable procurement GRI reference 2015 2016 Goals by 2019

Proportion of fair trade and certified cocoa products G4-FP2 54% 100% 100%

Proportion of certified organic cocoa products G4-FP2 37.7% 38.4% 45%

Palm fat RSPO-certified (IP and Segregated Standard) G4-FP2 100% 100% 100%

Proportion of A-suppliers with a sustainability strategy G4-FP2 50% 73% 80%

Proportion of raw materials cultivated in Switzerland G4-EC9 35% 34.5% 35%
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Employees GRI reference 2015 2016 Goals by 2019

Total workforce1 G4-9 151 147 165

Number of female employees G4-10 81 79

Number of male employees G4-10 70 68

New employees (of which female) G4-LA1 13 (8) 21 (17)

Resignations (of which female) G4-LA1 18 (9) 25 (15)

Temporary staff G4-10 0 – 10 0 – 10 0 – 10

Part-time employees (of which female) G4-10 50 (44) 41 (36) 55

Full-time employees (of which female) G4-10 101 (37) 105 (42) 110

Number of trainees 9 10 12

Turnover rate2 G4-LA1 4.0% 8.4% max. 5.0%

Turnover rate age 16 – 29 female3 G4-LA1 28.6% 21.4%

Turnover rate age 16 – 29 male3 G4-LA1 21.4% 0.0%

Turnover rate age 30 – 49 female3 G4-LA1 14.3% 21.4%

Turnover rate age 30 – 49 male3 G4-LA1 21.4% 28.6%

Turnover rate age 50 – 65 female3 G4-LA1 0.0% 21.4%

Turnover rate age 50 – 65 male3 G4-LA1 14.3% 7.2%

Number of countries of origin 18 19

Percentage of employees with routine performance 
 appraisals

G4-LA11 100% 100% 100%

Further education as a percentage of labour costs 2.2% 1.8% 2.5%

Average cost of further education per employee G4-LA9 19.7 14.1 23

Percentage of employees with a collective bargain-
ing  agreement (CBA) or national collective bargaining 
 agreement (NCBA)

G4-11 48.0% 45.0% 54.0%

Number of occupational accidents (OA) G4-LA6 12 9 0

Days lost through OA G4-LA6 47 121 0

Number of non-OA G4-LA6 24 19 0

Days lost through non-OA G4-LA6 127 53 0

Average age of workforce 40.6 41.4

1  Per 31 December of each year 
(total of all full-time employees, part-time employees and trainees) 

  Temporary employment relationships were not taken into consideration
2  Calculation: number of employees leaving the company/average number of employees 

Proportion of the turnover rate for each gender and age group as a percentage
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This is the third sustainability report published by Maestrani Swiss Chocolates Ltd. It meets 
the requirements of the Global Reporting Initiative (GRI), namely its GRI G4 guidelines 
in accordance with the specifications for the “core” option (G4-32). The GRI sector infor-
mation for the food industry, namely the GRI Food Processing Sector Disclosures, are also 
taken into account.

The disclosures in this report cover the activities, measures and KPIs for the calendar years 
2015 and 2016 and, unless indicated otherwise, refer to the business activities of  Maestrani 
with its administration headquarters and production facilities in Flawil (G4-5, G4-17).

The report was submitted for the GRI Materiality Disclosure Service. The GRI logo on page 52 
confirms the correctness of the references to GRI materiality information (G4-17 to G4-27).

 
 

14 About this report
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15 GRI G4 Content Index

General Standard Disclosure Page reference and additional information 
Comments and supplements

Strategy and analysis

G4-1 Declaration by the highest decision-making 
committee

5, 7

Organisational profile

G4-3 Name of the organisation Cover

G4-4 Most important brands, products and services 15

G4-5 Headquarters of the organisation 51

G4-6 Number of countries in which the organisation 
is active

23

G4-7 Ownership structure and legal form 11

G4-8 Markets supplied 15

G4-9 Size of the reporting organisation 23, 49

G4-10 Total workforce 50
Employees with fixed-term contracts are not differentiated by 
gender on account of the high volatility and the associated low 
informative value.
Maestrani has no personnel bound by instruction (temporary per-
sonnel) in any relevant extent, which is why it is not shown here.

G4-11 Percentage rate of all employees  
who come under collective bargaining 
 agreements

50

G4-12 Description of the supply chain 33

G4-13 Important changes during the reporting 
period concerning the size, structure and 
ownership structure of the organisation or its 
supply chain

No change.

G4-14 Consideration of the precautionary principle 19

G4-15 Externally developed economic, ecological 
and social charters, principles or other initia-
tives that are promoted or supported by the 
 organisation

17, 43

G4-16 Memberships of associations and national or 
international interest groups

43

General Standard Disclosures
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General Standard Disclosure Page reference and additional information 
Comments and supplements

Established material topics and boundaries

G4-17 Organisational structure 12, 18, 19

G4-18 Procedure for determining the report  
content and Aspect Boundaries

21

G4-19 List of material Aspects 20

G4-20 Aspect Boundaries: Aspects that are  
material within the organisation

21

G4-21 Aspect Boundaries: Aspects that are  
material outside of the organisation

Our sustainability endeavours relate to our entire value creation 
chain. While all material topics representing an impact and/or risk 
within our business activities are interlinked, there are also topics 
whose impact lies outside of Maestrani’s direct sphere of influence. 
These are: 
·  Sustainability labels (NGOs) and suppliers also have a decisive 

influence on the topic of fair trade and production conditions.
·  Suppliers can significantly influence the traceability of raw 

 materials.
·  Customers and consumers have a significant influence on 

 profit-oriented business management.

G4-22 Changed formulations of  
information from previous reports

None.

G4-23 Important changes to the scope and Aspect 
Boundaries in comparison to previous reports

The scope of the report and the Aspect Boundaries are the same in 
comparison to previous reports.

Stakeholder inclusiveness

G4-24 List of included stakeholder groups 20

G4-25 Basis for determining and selecting the stake-
holders to be included

19, 21

G4-26 Approach for the inclusion of stakeholders 21

G4-27 Topics and concerns that have arisen from the 
inclusion of stakeholders

21
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General Standard Disclosure Page reference and additional information 
Comments and supplements

Report profile

G4-28 Reporting period 2015 and 2016 

G4-29 Publication date of the last report August 2015

G4-30 Reporting cycle New every three years 

G4-31 Point of contact for questions concerning  
the report or its contents

Legal notice on the cover page

G4-32 Selected “In compliance” option, GRI index 51

G4-33 External review of the report An external review of this report by independent third parties was 
not carried out. 

Corporate management

G4-34 Management structure of the organisation 12, 18

Ethics and integrity 

G4-56 Values, principles, standards of conduct and 
norms

12
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Specific Standard Disclosures
Material topics GRI no. GRI description Page reference and additional information 

Comments and supplements

Employees

Work conditions GRI Aspects: employment, further education and training

DMA Details of the manage-
ment approach

36 – 39

G4-LA1 Total number and rates 
of new employees and 
employee turnover 

50
A breakdown of new employees and employee turnover  
by age group is waived for reasons of clarity. 

G4-LA11 Percentage of total em-
ployees who received 
a regular performance 
and career develop-
ment review

50

Safety at work GRI Aspect: safety at work

DMA Details of the manage-
ment approach

36 – 39

G4-LA6 Types of injury, injury 
rate, occupational 
illnesses, lost day rate, 
absentee rate and 
work-related fatalities

50 
A breakdown of occupational accidents by gender is waived on 
account of the low rate of occurrence. 
Occupational accidents occurring at partner companies are not 
represented as such data is not collected.
 

Salaries and wages GRI Aspect: employment

DMA Details of the manage-
ment approach

39

G4-LA2 Benefits that are 
standard for full-time 
employees of the 
organisation but are not 
provided to 
 
temporary or part-time 
employees

39

Training and further 
education

GRI Aspect: Training and further education

DMA Details of the manage-
ment approach

37 – 39

G4-LA9 Average annual number 
of hours of training and 
further education per 
employee

50
A breakdown by gender and employee category is waived  
in the interest of better legibility. 
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Material topics GRI no. GRI description Page reference and additional information 
Comments and supplements

Product responsibility and innovation

Product quality GRI Aspect: – 

DMA Details of the  
management approach

28 – 31 

Credible 
 communication

GRI Aspects: advertising, privacy

DMA Details of the  
management approach

28 – 31

G4-PR7 Number of incidents of 
non-compliance with 
regulations and volun-
tary codes concerning 
advertising

28 – 31, 49

G4-PR8 Total number of sub-
stantiated complaints 
received concerning 
breaches of custom-
er privacy or loss of 
 customer data

31

Development of 
ecologically sustainable 
products

GRI Aspect: products and services

DMA Details of the manage-
ment approach

32 – 35

G4-EN27 Scope of the extent to 
which the environmen-
tal impacts of products 
and services have been 
mitigated

15, 25, 27, 35

G4-EN29 Penalties and fines for 
non-compliance with 
environmental laws or 
regulations

No penalties or fines for non-compliance with environmental 
laws or regulations were received during the reporting period. 
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Material topics GRI no. GRI description Page reference and additional information 
Comments and supplements

Product compli-
ance with laws and 
 regulations

GRI Aspects: compliance, labelling of products and services

DMA Details of the manage-
ment approach

29 – 31

G4-PR3 Type of product infor-
mation required by the 
organisation’s proce-
dures for product infor-
mation and labelling. 
Percentage of products 
subject to information 
obligations 

The following information is provided on all products:
·  Ingredients, nutritional values and allergens 
·  Best before date and product code for complete traceability
· Bar code with article number and weight
·  Manufacturer (at least the country of manufacture 

for proprietary brand products)
· EU address
· Labels such as EU-Bio, Fairtrade, myclimate, Green Dot

G4-PR4 Total number of 
incidents of non-com-
pliance with regulations 
and voluntary codes 
concerning product 
labelling

31

G4-PR9 Monetary value of 
significant fines for 
non-compliance with 
laws and regulations 
concerning the prod-
ucts

49

Consumer health and 
safety

GRI Aspect: customer health and safety

DMA Details of the manage-
ment approach

28 – 31, 45 – 48

G4-PR1 Percentage of prod-
ucts for which health 
and safety impacts are 
assessed

31

G4-PR2 Total number of 
incidents of non-com-
pliance with regulations 
and voluntary codes 
concerning the impacts 
of products 

During the reporting period, a fine was imposed for a single decla-
ration that was found to be deficient on account of differences in 
the interpretation of regulations and voluntary rules of behaviour. 
The complaint was raised by an Austrian authority in relation to 
the implementation of the EU Food Regulation. We immediately 
adjusted the packaging in question on account of the objection.
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Material topics GRI no. GRI description Page reference and additional information 
Comments and supplements

Society and local responsibility

Compliance with 
 statutory regulations

GRI Aspects: anti-competitive behaviour, compliance

DMA Details of the manage-
ment approach

28 – 31, 40 – 43

G4-SO7 Total number of legal 
actions for anti-com-
petitive behaviour, an-
ti-trust, and monopoly 
practices

No legal actions were initiated during the reporting period  
on account of anti-competitive behaviour. 

G4-SO8 Fines and penalties for 
non-compliance with 
laws and regulations

49 
No non-compliance with laws and regulations was established 
during the reporting period.

Economic performance

Profit-oriented 
management under 
consideration of ethical 
principles

GRI Aspect: economic performance

DMA Details of the 
 management approach

22 – 23, 32 – 35

G4-EC1 Direct economic value 
that was generated and 
distributed

49
As Maestrani is a privately owned, family-run business, no 
 information concerning economic performance is published  
other than turnover and production quantity.

G4-EC2 Financial implications 
and other risks and 
opportunities for the 
organisation’s activities 
due to climate change

 35

Fair trade and 
 production conditions 
(supply chain)

GRI Aspect: procurement

DMA Details of the 
 management approach

32 – 35

G4-EC9 Proportion of expend-
iture on local suppliers 
at significant locations 
of operation

49
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Material topics GRI no. GRI description Page reference and additional information 
Comments and supplements

Sustainable procurement

Fair trade and 
 production conditions 
(supply chain)

GRI Aspects: child labour, human rights

DMA Details of the manage-
ment approach

32 – 35

FP2 Percentage of the 
purchased volume that 
fulfils credible, inter-
nationally recognised 
standards for sustaina-
ble production

34 – 35, 49

Ecological resources

Availability of goods GRI Aspects: –

DMA Details of the 
 management approach

27

Topic GRI no. GRI description Page reference and additional information 
Comments and supplements

Ecological resources

Energy consumption 
and efficiency

GRI Aspect: energy

DMA Details of the manage-
ment approach

24 – 27

G4-EN3 Energy consumption 
within the organisation

49
Conversion factor:
· 1 litre of petrol equates to 9 kWh
· 1 litre of diesel equates to 10 kWh 

Waste management GRI Aspects: waste water and waste, products and services

DMA Details of the manage-
ment approach

25, 27

G4-EN23 Total weight of waste 27, 49
The KPI is not broken down by disposal method as such data is not 
recorded.

Other topics and indicators
In addition to the material topics (see list above), Maestrani also reports on the following topics: 
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