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Reynaldi SRL offers a range of third-party 

manufacturing services for well-known international 

cosmetics brands, as well as local and organic labels. 

The company’s business model is not limited to 

production based on pre-specified formulas – It 

seeks to stay one step ahead 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 left-overs. Reynaldi’s R&D 

laboratory is working on creating a novel formula for 

a cosmetics product that includes this raw material.  

Contract manufacturing makes up approximately 

80% of the company’s activities and another 20% 

involve work on their own product line, Dottoressa 

Reynaldi. The highly-innovative and all-natural 

product line is named after the company’s founder 

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 natural cosmetics in Italy. Soon, small shops 

of Dr Reynaldi’s products were opening up all across Italy. Later, when Dr Reynaldi’s son 

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 formulation and production of cosmetics. 

Today, only two historical shops of Dottoressa Reynaldi’s products remain open in Turin, 

while the larger part of the company’s activities are based in the 7,500 sq. meter facility 

on the outskirts of the city. A shift to business-to-business relations via contract 

manufacturing has spurred company growth – while in 2001 Reynaldi had 4 employees, 

in 2010 the number increased 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.  

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 – Marco’s son Simone Piccolo became responsible for 

handling sustainability-related aspects of the company. In fact, over the years, 

sustainability and social responsibility have become a part of the company’s business 

model.   

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 

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 does the company 

apply strict quality standards to its products but has also 

integrated social goals in their ingredient sourcing process. 

Recently, it has also undertaken ambitious environmental-

management improvements, seeking to reduce its CO2 

emissions to a minimum.  

Italy, Turin 

Pharmaceutical / 

cosmetics industry 

59 employees 

Revenue: ~ 6m EUR 

in 2020 

Established in 1980 

 Environment Human rights 

Community 
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Decent work 
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Community development as an integral part of business 

In 2016, Reynaldi was recognised as a benefit corporation1, becoming the first company 

in the Italian 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 sustainability, 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:  

• 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 extraction of shea butter. This included long-term mentorship and

transfer of know-

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 shea 

butter for a fair 

price. Today, this 

activity provides a 

living to a group of 

25 women and their 

families.  

• 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 production facility for small batches of cosmetics in collaboration

with San Partignano. This would allow these young people to acquire a craft in

cosmetics manufacturing.

• 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 from 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 
legal status for companies called “Società Benefit” (in the US, Benefit Corporation). A Società Benefit is a 
company that combines the goal of profit 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: https://www.societabenefit.net/english-information/  

Credit: Reynaldi SRL 

3 

https://www.societabenefit.net/english-information/


 Reynaldi SRL: Italian family business in the cosmetics industry aims for 360° 

sustainability   

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

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

overall profitability of the company. At the same time, the 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, the company’s CEO, Marco Picollo, is actively 

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 years ago, the management team of the company started examining the 

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 

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

introduced: 

• Collaboration with a waste disposal centre. The company started a

collaboration with a waste disposal centre, which is located less than a kilometre

away from the company’s factory. Reynaldi 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, which 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.

• 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 tonnes of

water per year, which also results in economic benefits of saving of approx. 1 500

EUR.

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

energy, generated by wind turbines. This allowed the company to significantly

reduce annual CO2 emissions. Simone estimates that a total of 121 tonnes of CO2

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

tonnes. Nevertheless, this method of electricity supply generates CO2 emissions

due to long-distance transportation. Therefore, Reynaldi is planning to equip their

plant with solar panels in the near future.

• Green shipping. Lastly, the company is looking for sustainable logistics solutions

for shipping 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 transportation.

The value of certification 

Reynaldi’s production 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 standards in the industry. For products to be considered “organic”, they need 

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

accordance to strict environmental management procedures. Reynaldi runs a quality lab 
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that conducts various chemical, physical and microbiological tests of every product batch 

before packaging in order to have a clear analysis of the products’ composition. 

According to Simone, certifications enable Reynaldi to have a stronger leverage in the 

market. Compliance 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 cosmetics is getting more and more important, as brands are increasingly placed under 

consumers’ scrutiny and demand for transparency. As a result, this aspect attracts a wide 

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 – a third of profits are 

dedicated to shareholders, another third is re-invested in the company (e.g. to upgrade 

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

bonus. Furthermore, the average wage at the company is 37% above the sector’s average. 

Lastly, in order to allow every 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 issues. In Simone’s opinion, most SMEs 

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 CO2 emissions or waste 

reduction. The issue was first addressed by the company’s CEO, Marco, while his son 

Simone helped him develop 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 activities at Reynaldi were driven by the 

team’s internal commitment, as the company did not apply for or receive any financial 

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 “traditional” manufacturing practices to provide internship or employment 

opportunities for young graduates with an educational background in sustainability. His 

second advice is to begin with a methodological assessment of the company’s 

activities and how they are implemented. This can be done with the guidance of various 

tools, such as the GRI  standard2, the B Impact Assessment3 or the IPCC methodology4. 

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-gri-
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/  
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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 company’s mission provides a strong motivation to 

its employees. Simone notices that employees at Reynaldi are engaged in their work, 

because their daily tasks not only revolve around making cosmetics and bringing 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’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 company’s website with more information, as well as 

drafting their first CSR report with clear figures and calculations on CO2 emissions.   

Key takeaways 

The case of Reynaldi demonstrates how a typical cosmetics manufacturing company can 

integrate different CSR aspects over time – at the very beginning, the company was mostly 

focused on the quality of their products, while social commitment and the ways of helping 

various vulnerable communities 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 facility 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.  
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Contents of the Good Practice Document 

This publication is an integral part of the study ‘Uptake of Corporate Social Responsibility 

(CSR) by Small and Medium-sized Enterprises (SMEs) and Start-ups’. 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 presents a 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 activities (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 SMEs. 

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:  

• Background information. This includes contextual information about the country,

region and/or economic sector that the company operates in, as well as the

characteristics of the SME (its history, size, business model and sources of income).

• Description of the good practices. This includes CSR and sustainability-related

activities, the reasoning and motivation for introducing them, their implementation

process, and their specific impacts (benefits linked to the SME’s performance or

broader society). It also includes information about the resources needed to

develop them, as well as public support received (e.g. financial support to

implement a specific project).

• Barriers and opportunities for engaging in CSR and sustainability

practices. This includes barriers and challenges that the SME is facing (e.g.

regulatory, financial, market-related, induced by the COVID-19 pandemic), as well

as opportunities, plans for future growth and further engagement in CSR and

sustainability.

• Key takeaways. This includes a short conclusion on lessons learnt, broader

implications 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 

Standard 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 

Action area 
What is this action area 

about? 
Action area 

What is this action area 

about? 

Fair treatment of all workers, 

decent employment 

conditions and engagement in 

social dialogue. 

Respectful treatment of all 

individuals at the workplace 

and across the supply chains. 

Providing customers with 

accurate and helpful 

information, minimizing risks 

when using enterprise 

products, providing support 

services and recall 

procedures. 

Respecting the rule of law 

when dealing with other 

enterprises down or up the 

value chain. 

Reducing environmental risk, 

bearing the cost of pollution, 

not harming the local 

ecosystems and, if possible, 

improving air, water, and soil 

conditions. 

Accountable, transparent, 

ethical business management 

that takes into consideration 

stakeholder interests. 

Positive business contribution 

ranging from the local 

community to the wider 

international society. 

Publishing information about 

the company’s efforts and 

reporting on its specific social 

and/or environmental impacts. 

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, it means that the company’s 

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 maturity of SMEs in terms of CSR and sustainability. It covers companies from across 8 

different economic sectors and 17 European countries (see below).   

Human rights 

Business 
relations 

Consumer 
issues 

Decent work 

 Environment 

Community 
involvement 

Organisational 

governance 

Information 

sharing 
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Table 2. Sectoral coverage 

Economic sector Description 

Agro-food 
Agricultural activities, manufacture of food products and 

beverages 

Textile and garment 

Manufacture of textiles, wearing apparel and footwear 

(including fashion brands that outsource their production 

activities) 

Transport and logistics 
Land transport companies that have their own fleet; start-ups 

that offer mobility and logistics solutions 

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

Pharmaceuticals 
Development, distribution and(or) manufacturing of 

pharmaceutical or cosmetic products 

Mining and quarrying 
Mining, extraction, and exploration activities; mining support 

service activities 

Tourism and hospitality 
Accommodation, food and beverage service activities, travel 

agencies 

Banking, finance and insurance 

Financial service activities, such as pension funding, asset 

management; financial technology; acceleration platform and 

financing ecosystem 

Source: Visionary Analytics. 

The companies also vary in size (from 1 employee to 220 employees) and age (some of 

them were established in 2020, while others are over 50 years old). Lastly, the case studies 

cover different business models – some can be defined as sustainable business models 

(e.g. start-ups that aim to reduce the amount of CO2 emissions or transform waste into 

Finland 

Spain

France

Germany 

Ireland 

Greece 

Italy  SI
  

HR

Austria 

LT 

CZ

Romania 

Poland 

RS

MK

Turkey

Denmark 

EU15 

EU13 

COSME 

Figure 1. Country coverage 

Note: North Macedonia is included in the scope of this study but specific good practices were not identified. 
Source: Visionary Analytics.  
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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 particular, 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 document 

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 – by 

clicking on the name of the company he or she will be redirected to the appropriate case 

study.  
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Table 3. Overview of SMEs presented in the Good Practice Document 
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Reynaldi 11 IT 
Pharmaceutical / 

cosmetics 
Medium    

NØIE 16 DK 
Pharmaceutical/ 

cosmetics 
Small     

Marinomed 20 AT Pharmaceutical Small     

La 
Comunitaria 

24 ES 
Pharmaceutical / 

retail 
Micro   

Econea 28 CZ Retail Small    

Rifuzl 32 SI Retail Micro    

Biovega 36 HR Retail / agro-food Medium    

Lebensbaum 41 DE Agro-food Medium      

Le Terre di 
Zoe 

45 IT Agro-food Micro  

Chrono 48 RS Agro-food Micro     

Ekofungi 52 RS Agro-food Micro   

fair-finance 56 AT 
Banking, financial 

and insurance 
Small    

La Financiere 
de l’Echiquier 

61 FR 
Banking, financial 

and insurance 
Medium     

Matter 65 DK 
Banking, financial 

and insurance 
Small    

WeBuust 69 FI 
Banking, financial 

and insurance 
Micro    

Sano Touring 72 RO 
Tourism and 

hospitality 
Micro   



    Overview of SMEs presented in the Good Practice Document 

12 

Company 
name 

Page 
number 

Country Sector 
Company 

size 

Activity areas 

D
e
c
e
n

t 
w

o
r
k
 

C
o
n

s
u

m
e
r
 

is
s
u

e
s
 

E
n

v
ir

o
n

m
e
n

t 

C
o
m

m
u

n
it

y
 

in
v
o
lv

e
m

e
n

t 

H
u

m
a
n

 r
ig

h
ts

 

R
e
s
p

o
n

s
ib

le
 

b
u

s
in

e
s
s
 

r
e
la

ti
o
n

s
 

O
r
g

a
n

is
a
ti

o
n

a
l 

g
o
v
e
r
n

a
n

c
e
 

I
n

fo
r
m

a
ti

o
n

 

s
h

a
r
in

g
 

Clio Muse 
Tours 

76 GR 
Tourism and 
hospitality 

Small    

Mano Guru 80 LT 
Tourism and 
hospitality 

Small   

Ecoalf 84 ES Textile Medium    

FOONKA 89 PL Textile Small   

Garlita 94 LT Textile Medium   

Bego Jeans 97 TR Textile Micro    

Hymness 100 DK Textile Micro    

Volvero 104 IT 
Transport and 

logistics 
Small   

Last Mile 
Team 

108 ES 
Transport and 

logistics 
Micro   

ATC Computer 
transport & 
logistics 

111 IE 
Transport and 

logistics 
Medium    

BAMA logistics 115 PL 
Transport and 

logistics 
Medium    

ECterra 119 DE Mining Micro      

Extracthive 122 FR Mining Small  

Finnish 
Network for 
Sustainable 

Mining 

125 FI Mining Small     






