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DESIRING 
A BETTER WORLD 
COMES NATURALLY 
TO US
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Using business as a positive force: we set ourselves this goal in May 2017 and we have been committed to 
meeting it ever since.

This is our fifth Impact Report, to tell you about our journey so far and our commitments for the coming years.
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MANIFESTO
We have been innovating to enhance natural beauty since 1970.

Everything started from an intuition: giving every woman the chance to choose an 
effective hair dye that would still ensure healthy hair, as an alternative to the more 
aggressive colours.
 
It was 1970 when we first invented the ammonia-free formula, with the synergy of 
plant extracts, for an optimal and long-lasting result. Herbatint had come to life.
 
Our goal is to promote a healthy lifestyle and support a concept of natural beauty 
respectful of the world we live in. We believe social integration, transparency and 
environmental sustainability are essential values. We look to the future to contribu-
te to create positive dynamics aimed at improving the quality of life of present and 
future generations.
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Antica Erboristeria S.p.A. Benefit Corporation, a com-
pany specializing in hair products whose flagship brand, 
Herbatint, is now available in over 45 countries worldwide. 
Herbatint has been synonymous with effective and heal-
thy hair care, promoting conscious cosmetics since 1970.
During 2020, our R&D laboratory has implemented pro-
ducts evolution in line with market values and expecta-
tions, quality standards and regulatory specifications in 
the various Countries. Alongside the Good Manufactu-
ring Practices (GMP - ISO 22716), the ISO 9001 Certifica-
tion for the entire Quality System, in 2020 we were also 

the recipients of the IFS standard award, certifying all 
production processes and products in the Household 
and Personal Care category. That same year, we also in-
tegrated a new line of latest-generation packaging into 
the Production area, which has allowed us to increase 
production capacity, remaining faithful to the values of 
sustainability of the LEED-certified Herbatint Campus. 
In addition to technical and performance requirements, 
the new line design also incorporates a series of specifi-
cations to reduce energy consumption and increase the 
operating comfort of the staff.  

ABOUT US
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Through our activity, we actually want to contribute to 
the promotion of virtuous processes related to all the 
aspects of social integration, transparency and environ-
mental sustainability. For this reason, the evolution of 
the new Herbatint formula, which will soon be marketed 
worldwide, has been perfected in a sustainable and re-
gulatory key, and the foundations have been laid for the 
development of new organic haircare lines that will be 
perfected in 2021.  
In 2020, the new 100% plant-based hair color line Her-
batint, Vegetal Color, COSMOS ORGANIC/USDA cer-
tified, was presented and launched worldwide: with no 
artificial dyes, picramate or other chemicals, this color 
formula is produced using the premium part of dyeing 
and ayurvedic plants to preserve all the original proper-
ties and give only the best of nature.  
In our activity, we continue to privilege historical, lo-
cal and green partnerships, use of exclusively fully 
recyclable FSC packaging and the use of low environ-
mental impact transport. Back in 2018, the company’s 
sustainability profile underwent considerable improve-
ment on the occasion of the B Corp certification renewal 
and it further improved in light of the innovations intro-
duced in 2019-2020 and also planned for the coming ye-
ars. The company’s active engagement in collaborative 
projects and initiatives with other B Corporations, such 

as the fight against plastic pollution in the seas, conti-
nues into 2020.  
The COVID-19 pandemic in 2020 was a further accelera-
tor towards a sustainable transition, reminding everyo-
ne of the urgency for a concrete and coordinated plan. 
The strategic plans on environmental and social issues 
were confirmed, with particular focus on a circular eco-
nomy, corporate mobility and climate change, and we 
reaffirmed our commitment to carbon reduction (Net 
Zero by 2030) and processes review from an innovative 
and sustainable standpoint. The year 2020 thus saw the 
start of projects to perfect a “green” laboratory for the 
creation of organic haircare lines and a study to identify, 
again from a sustainability standpoint, the best mate-
rials that will characterize the future packaging of Her-
batint products. 
As a Benefit Corporation, we continue to integrate our 
annual goals for mutual benefit into our corporate by-
laws, by including diversity, environmental sustainabili-
ty, attention to technological development and quality.
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NATURE AND SUSTAINABILITY
Our focus on nature leads us to use extremely pure 
raw materials from European suppliers specialised in 
the pharmaceutical industry and carefully selected 
organic vegetal extracts. Herbatint products allow 
multiple applications and the Herbatint packaging is 
recyclable and use only cardboard from certified fore-
sts in support of fair forest management.

RESEARCH AND QUALITY
Gentle formulas, finely balanced and perfected over 
time are specifically designed to offer the safest and 
most natural hair colouring alternative.

OUR VALUES

Our products have been drawing inspiration from nature and women’s health for over 40 years. Our chal-
lenge is to enhance natural beauty by taking care of hair. 
Colours, nuances and shades to offer every woman the colour that best expresses her personality. A true 
art in creating the best result while respecting the health of hair.

The founding values of Antica Erboristeria are:

EXPERTISE AND SPECIALISATION
A commitment exclusively focused on the beauty and 
health of coloured hair and the long tradition carried 
forward over the years with perseverance and dynami-
sm, which strengthen the know-how that day after day 
drives the design, manufacturing and marketing of our 
products.

LOYALTY AND TRUST
For us honesty, trust, cooperation and mutual respect 
mean motivated staff, satisfied customers and pro-
ducts at equally affordable prices. 
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BUSINESS AS A POSITIVE FORCE

As a B Corp, we are proud to be active in a global movement focused on spreading a more evolved business paradigm: we 
choose to contribute to solving social and environmental problems on a daily basis. We voluntarily adopt the highest stan-
dards in terms of purpose, accountability and transparency and undergo a formal review that certifies our overall impact. We, 
as a Benefit Corporation, are proud to formally integrate our specific objectives of common benefit with the profit objective. 
The impact report becomes the tool used to outline the progresses with regard to the specific objectives included in the 
statute and the sharing tool of targets for the new year.
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TRANSPARENCY
AUTHENTICITY

AWARENESS

“In the world we imagine, we promote transparency, authenticity and full 
awareness so that they become the basis of relationships between people”

Good practices
that become good deeds
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Our first objective is to promote transparency, authenticity and education 
on issues related to natural cosmetics, new regenerative business practices 
and the environmental impact of companies, openly sharing challenges and 
opportunities in a path of continuous improvement.1 We believe in using business as a positive force and that the good practices we choose to 
apply can become concrete actions to improve the quality of life of each one of us. 

Through our business we want to contribute to the creation of positive dynamics, conside-
ring transparency and environmental sustainability as essential principles for real and long-
term economic growth.

We manage the entire supply chain according to the criteria of quality and sustainability 
when selecting our suppliers, materials and technologies and in the innovative search for a 
constant balance between product efficiency and attention to protecting the environment 
and consumers’ health.
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INSPIRATIONAL STORY: Green Lab and sustainable packaging for Herbatint products

From the Innovation Lab held by Antica Erboristeria 
with its strategic partners in 2019, important insights 
into innovation emerged that led to the launch of a su-
stainable development project in 2020 that will set the 
trend in the coming years: the creation of a “Green” 
Laboratory for the exclusive production of haircare li-
nes able to integrate sustainability values at all levels, 
from the development of new organic formulas to the 
selection of innovative and natural raw materials, up 
to the production process. The intent is to create a 
real “Green Lab” able to reduce energy consumption 
in a systemic way and to ensure a higher-than-usual 

working comfort, as well as qualitatively efficient pro-
cesses, making them virtuous in the reduction and ma-
nagement of waste at all levels of the chain, and to 
direct the output of each phase towards recyclability, 
with a more efficient management of space and utili-
ties, while providing a constant reduction of CO2. The 
first investments in technologies and facilities for the 
project were allocated in 2020, which will lead to the 
creation of a Green Lab in 2021.  
The best solutions to reduce the sustainable impact of 
all Herbatint packaging have been concurrently iden-
tified. CONAI conferred the “Best Packaging 2019” 
award to us, for our first experiment carried out in 
2019 and prompted us to conceive a targeted study 
for each packaging with the goal of reducing its im-
pact. In 2020, the first solutions were defined and im-
plemented, which led to the elimination of any form of 
over packaging from the new Vegetal Color line and 
to the reduction of the amount of glue used for all 
Herbatint productions on the new packaging line. A 
recyclability study of all Herbatint packaging has also 
been launched and a path has been defined for sca-
ling up on innovative and low-impact solutions. The 
goal is to finalize the studies and make concrete the 
evolution of packaging in the short term (1-2 years). 
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2020 RESULTS

Target: Organization of a “B Day” open to all Herbatint staff, aimed at a general sharing of the “B Corp” theme 
and gathering ideas for improvement.
The COVID-19 emergency led to the consequent cancellation of the B Day Event, but we were still able to carve some 
sharing time for ourselves on value and strategic issues in the business management process. The company conve-
ned the safety committees on a weekly basis and shared a business approach seamless with the recovery plan at all 
company levels. These occasions were ripe with insights and food for thought, also in light of the COVID-19 pande-
mic, to remind each one of us of our responsibility to do our part in terms of environmental and social commitment. 
The definition of a B Day open to all Herbatint staff, with an approach to free discussion and expression of ideas, will 
become the subject of 2021.

The company actively participated in the 2020 joint communication campaign #UnlockTheChange created and pro-
moted by Italian B Corporations, to invite businesses and consumers to unlock change. 
The project aimed at raising awareness among companies and institutions to expedite an economic vision that re-
sponds to the priorities of our time: creating a sustainable economic and business system that regenerates the society 
and the environment. But the initiative also had a more ambitious goal: to engage consumers to take on an active role 
in the transition to a more sustainable business.
With a national call to action, the joint campaign of Italian B Corporations invited the public to demand an even stron-
ger and more concrete commitment from companies to help improve people’s lives, the society and the environment. 
The media campaign involved different media, from PR to Social Media, from outdoor to advertising, with a total 
reach of 36.7M (60% of the Italian population) and a fivefold increase of the initial budget.
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Target: At least one co-partnership with other B Cor-
porations dedicated to promoting the business mo-
del to the world of entrepreneurs and consumers.
The company’s participation in Natexpo Lyon, an inter-
national exhibition for organic products, was an oppor-
tunity to promote the B Corp model along with B Lab 
France and other certified companies participating in 
the same event. The goal was to spread and explain to 
visitors and exhibitors the values of being a B Corpora-
tion through an actual B Corp Corner in the Herbatint 
stand. An area of our exhibition space was thus dedica-
ted to the world of B Corporations, allowing products 
display of these companies (from food to cosmetics) 
and allocating a space dedicated to conversation and 
exchange, in which the participating companies shared 
their sustainable business experience, generating a dia-
logue during the course of the event.
In addition to product displays, the B Corp corner of 
the stand featured a TV screen, where companies sha-
red their goals and values, and a graphic illustration that 
publicized the key indicators of being a B Corporation 
for our company, from corporate diversity to the use of 
energy from 100% renewable sources, up to optimiza-
tion of CO2 emissions.
In addition to B Lab France, here are some of our guests 
at the stand: Uzaje, Bjorg Bonneterre, Sora Finance, Oé, 
Dr. Bronner’s, SQUIZ, C.E.D. Cosmetics, Les Prés Rient 
Bio, Davidson and Agence Pixelis.
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Target: Project completion to concretely create together with local companies a positive impact towards the planet. 
A project has been set up with the local hydroelectric power company in Nazzano, which allows the direct power 
supply to our campus in 100% Green Dedicated mode. Although the study was completed and feasibility confirmed, 
the project was put on standby during the COVID-19 emergency period. The experience resulted in the collection 
of interesting feedback to be implemented in future projects, in collaboration with other B Corporations to create 
guidelines to generate positive impact.
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SERENA 
Marketing and
Sales director

This target has been 
assigned to:

2021 COMMITMENTS
We believe it is essential to provide information and training on social and environmental issues to increase the 
awareness and the importance of doing something to change the world.

2021 Actions

Involvement of the stakeholders regarding 
the social and environmental performance of 
the company and identifying common ideas 
for improvement to increase the positive im-
pact of our projects.

Organization of a B Day open to Herbatint staff 
and/or participation in the second edition of the 
joint communication campaign #Unlockthechan-
ge 2021, promoted by Italian B Corporations for 
the purpose of promoting the B Corp model for 
other companies and consumers.

Promote the B Corp concept at dedicated 
events (trade fairs, conferences, etc.).

Promote education and collaborate actively 
with other companies in initiatives with a tan-
gible positive impact on the planet and com-
munity.

Participation with other B Corporations in at least 
one national event of the sector that will become 
a “B” value showcase.

Participation in the 2021 Beauty Coalition Project, 
a global initiative of B Corporations belonging to 
the beauty industry that aims to:
– encourage collaboration and exchange betwe-
en companies;
– identify and share good practices and improve-
ment actions specific to the beauty sector;
– influence the beauty industry to trigger sustai-
nable change;
– work together on high-level goals identified by 
the coalition.

2021 Target
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EFFECTIVE AND SAFE
 TECHNOLOGIES

A safer world for everyone, 
especially for itself

“Through Research and Sustainable Development we contribute to creating 
effective and safe products for consumers and for the world, ensuring 
growth and innovation for us and for generations to come”
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2 On the strength of our experience consolidated over time, we look to the future with pas-
sion and a desire for innovation, focusing on continuous Research and Development to 
integrate in the first place the principles of sustainable innovation that are the basis of the 
Herbatint philosophy of enhancing conscious beauty by offering delicate, finely balanced 
formulas that respect the environment and people. To us honesty, trust, cooperation and 
mutual respect are synonymous with motivated staff, satisfied customers and products at 
equally affordable prices. Maximum transparency and excellence in quality are at the core 
of the relationships we establish. We are committed to increasing the range of organic pro-
ducts, in order to offer an increasingly wide and environmentally friendly Herbatint range. v

Our second benefit purpose is the use of increasingly effective technolo-
gies, safer for consumer and for the environment, through internal rese-
arch and development projects and collaborations.
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INSPIRATIONAL STORY: The new packaging line and the new Herbatint production organization  

In March 2020, a new packaging line is launched at the 
Herbatint Campus, which will allow the company to re-
spond to the growing demands of the markets, adding 
another piece to the organization of the production 
plant. The commissioning of the new line, the result of a 
customized design work with our historic industrial par-
tner Marchesini, integrates new and advanced features 
dedicated to Herbatint aimed at ensuring the highest 
standards of quality and control of products and pro-
cesses, Industry 4.0 integration in the existing industrial 
park, an increase in operating efficiency combined with 
working comfort. The new packaging line is also distin-

guished by responsible choices ranging from reduced 
energy absorption, controlled dosing to reduce the use 
of adhesives during product packaging, reduced noise 
levels and ergonomic workstations. 
In 2020, in order to guarantee continuity of service to all 
customers and maximize the containment measures for 
the COVID-19 emergency, the company set up an inter-
nal organization articulated on a double operating shift, 
possible thanks to the flexibility of the plant and facili-
ties and to a successful predictive approach to the ma-
nagement of the entire supply chain and warehouses. 
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2020 RESULTS

Target: Launch of Vegetal Color on the European markets and finalization of a new product with innovative and 
sustainable features in line with the values of the Herbatint brand.
The new Vegetal Color product line reflects the ambition of Antica Erboristeria to help create positive dynamics by 
promoting sustainable consumption. That’s why it contains only micro-fine powders of 100% organic dyeing and 
ayurvedic plants, grown with full respect for workers and the environment, with no added pesticides, fertilizers or 
chemical additives. Great attention is paid to the eco-conception: it does not contain any disposable accessories, the 
instructions for use are printed directly inside the packaging to optimize the use of paper, the inks used come from 
renewable sources, and finally the cardboard chosen for the packaging comes from responsibly managed forests.
Vegetal Color invites consumers to reconnect with their inner beauty and discover the true meaning of “conscious 
beauty”. 
‘Generous to me and respectful of the world’, this is the idea behind the product that aims to lead consumers to di-
scover and enjoy a new ritual, rooted in a millennial tradition but embracing the modernity of contemporary life. Time 
is necessary in order to enjoy all color and care benefits of Vegetal Color, but that’s exactly the great opportunity: to 
create a ritual made to measure, taking some time for yourself to get back in touch with your true self! 
The name of each Vegetal Color nuance is evocative, it awakens the imagination evoking the power of plants and 
sending a positive message of self-empowerment to increase self-esteem and consciously bring out one’s potential, 
breaking down stereotypes, insecurity and obsolete beauty standards.

Target: Eco-conception and product innovation project with a partner specialized in sustainability issues.
Vegetal Color, Herbatint’s 100% natural and certified organic beauty treatment, was developed by Interdependence 
with another B Corporation, Pixelis, a French communication agency that achieved the same certification in 2015.
Antica Erboristeria and Pixelis firmly believe in the value of Interdependence, as a lever for change, and invite to reflect 
on the impact that the daily choices of each one of us can generate on People and on the Planet.
“The decision to turn to Pixelis to design creative and innovative solutions to be applied to our new product and to 
think about its eco-concept was completely natural - explains Benoit Doithier, CEO of Antica - because we are convin-
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ced of the importance of looking for suppliers that are in line with our ambitions. Working with a company that shares 
our same values and honouring the Declaration of Interdependence that all of us B Corporations have signed is of 
fundamental importance to us, in order to create beauty while respecting People and the Planet”.
The Pixelis agency is a certified B Corporation since 2015, a member of the Global Compact and 100% owned by its 
employees. Agile thanks to the professional profiles diversity of its members, its main goal is to create a “Brand for 
Good” for its customers using its design and innovation skills to reinvent brands and products oriented to eco-con-
ception and sustainability.
Both Antica Erboristeria and Pixelis are part of B Corp certified companies committed to spreading a forward-looking 
business paradigm that, with the intention of achieving the highest possible profit, give back to society sustainable 
models, with an eye to the environment, social problems and their employees. What distinguishes these companies is 
precisely that they share common goals, such as promoting a culture of inclusion and respect for the planet, optimizing 
the use of resources and energy, and above all choosing to use business as a positive force.
The collaboration between Pixelis and Antica also aims to help people rediscover the uniqueness of each individual, 
while concurrently fostering the exchange of experiences, desires and advice. Every woman, like the 8 women depi-
cted on Vegetal Color’s packaging, has her own peculiarities. She is not an island, she is rather part of a network of 
relationships, digital and not, which make her part of a social and hyper-connected life, made of conversations and 
continuous exchanges in which each one of us is the protagonist of her own world and aware of the importance of her 
own ethical choices. 
The confidential and direct tone and the hashtag #HeyBeauties invite you to meet in the Herbatint community on In-
stagram, or even talk and chat with the Master Colorist for personalized advice.
Vegetal Color’s value chain is inclusive and positive, the brand communication integrates the company values that 
characterize its strategic and product choices. 
Vegetal Color, therefore, encompasses the essence and vision of Antica Erboristeria.
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PAOLO 
Lab Manager

This target has been 
assigned to:

We will increase the production and marketing of healthy and top quality products. Not just out of respect for 
the people using them, but also for the health of the planet and the environment we live in.

Increase the number of products of the Her-
batint line with characteristics intrinsically in 
line with the Company’s values and capable 
of meeting market requests in an innovative 
and sustainable manner.

Launch of Herbatint Temporary Hair Touch-Up 
and development of new Herbatint Hair Care li-
nes, consistent with new company guidelines.

Increasing the sustainability level of Herbatint 
products.

Finalization of the study on sustainability level of 
Herbatint packaging and identification of targe-
ted improvement measures.

2021 COMMITMENTS

2021 Actions 2021 Target
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SUSTAINABLE 
ATTITUDES 

AND PROCESSES

“We want to become a virtuous example of attention and care for the world 
through the adoption of responsible attitudes and sustainable processes”

A sustainable product comes 
from a company that supports 
what it believes in
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Our third benefit purpose is the constant improvement of the corporate 
sustainability profile through the development of sustainable innovation 
practices and processes.3 A commitment to respect our planet and all its living forms, this is our mission: this is our 
goal as a B Corporation that integrates sustainable development into its corporate growth 
process. After receiving the important LEED (Leadership in Energy and Environmental De-
sign) award for our Campus, we joined the Zero Impact Web project with a commitment to 
also reduce and offset carbon dioxide emissions from Internet use and contribute to safe-
guarding growing forests. 
One of the main eco-sustainable initiatives adopted by Antica Erboristeria to safeguard the 
environment is its decision to use only packaging made exclusively of paper from respon-
sibly managed forests, recyclable and perfectly resealable, making consumers aware of 
environmental issues and allowing them to reduce unnecessary waste. The innovative and 
sustainable redesign of all Herbatint packaging becomes tangible in its new Vegetal Color 
product with no disposable accessories, to avoid waste and unnecessary plastic and the 
product sheet is printed on the inside of its packaging.
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INSPIRATIONAL STORY: 2020 Digitalization Academy and training activities

We firmly believe in the value of training. Our corporate 
Academy was created to offer a comprehensive program 
of training and education specific to the products in our 
portfolio, allowing all those involved in their promotion 
and sales to remain constantly up to date.
In our Rome office, we have created a space entirely de-
dicated to theoretical and practical training where we 
regularly welcome agents, distributors, points of sale, 
employees, influencers and journalists. 
Our training program is divided into ad hoc training for 

POS and customers; in 2020, the COVID-19 emergency 
required the consequent adjustment of traditional orga-
nizational activities, as well as training activities, forcing 
the implementation of a training calendar almost exclu-
sively in remote mode.
The result was an important digital acceleration that led 
to a significant increase in annual training sessions: from 
16 training sessions in 2019 to 35 training sessions in 
online webinar format in 2020 that updated and trained 
internal staff, foreign customers and both Italian and fo-
reign sales force with over 120 hours of online training 
delivered to foreign customers only in 2020. The drive 
to go digital has, therefore, led us to extend our online 
training program into 2021, in order to train an ever-in-
creasing number of collaborators/partners and to forge 
new partnerships with retailers and POS that rely on con-
tinuous and timely updates of Herbatint brand products 
and initiatives promoted by our company.
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2020 RESULTS

Target: Start-up of a system to monitor energy consumption, in order to prepare a plan for its optimization.
The best solutions have been updated, in order to monitor and optimize the entire energy consumption at our com-
pany headquarters. We have launched projects with companies and professionals that are capable of actively suppor-
ting us in the project launch. However, we still have to organize works commencement in this regard. It will doubtless 
be the natural evolution of our industrial plans and we will bring the project to life in 2021.

Target: Make the entire company car fleet at least hybrid/electric. 
As of 31/12/2020, the company car fleet is 25% full electric, 50% hybrid, 25% thermal. Replacement of the thermal 
share as hybrid has already been set to start from June 2021, when the fleet will become 100% hybrid. In addition, 
from 1 January 2020, an incentive plan was introduced for employees and collaborators aimed at encouraging greater 
use of public rather than private transportation to reach the workplace.

Target: Thermos flasks shall be provided to all staff to encourage ceasing plastic use.
All Herbatint headquarters employees, regular collaborators and visitors are provided with thermos flasks to be filled 
up with fresh water from the water fountains on company Campus.
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SETTIMIO 
Technical
Director

We will adopt innovative techniques and production processes to reduce our environmental impact: we believe 
that the best product for the consumer is also the best product to protect the natural environment around us.

Implement a system to monitor energy consu-
mption and a plan to reduce it.

Extend good sustainable practices in the servi-
ces offered inside the Herbatint headquarters.

Start-up of a system to monitor energy consump-
tion, in order to prepare a plan for its optimization.

Provide additional charging stations in addition 
to the ones already available for the electric vehi-
cles of employees and visitors.

This target has been 
assigned to:

2021 COMMITMENTS

2021 Actions 2021 Target
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“We have chosen to go far with those who share our vision of the world”

It’s time to change the world,
together

SELECTED UPPLIERS
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Our fourth objective is working with selected suppliers, as well as on 
quality and economic conditions, also on impact and adherence to funda-
mental values.4 True to the logic of interdependence among B Corporations, Herbatint deems having a B 
Corporation Certification as a rewarding prerequisite, a confirmation of added value, which 
we believe to be something important to support and promote throughout. 
Herbatint directs its collaborations towards local suppliers, or companies which, like us, 
apply an informed approach in the management of diversity (in terms of culture, ethnicity, 
age, gender) in line with their in-house staff management policy.
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INSPIRATIONAL STORY: Company and sustainable products, our certifications

The new Vegetal Color product is the result of our 
commitment to create a positive impact. In 2020, Ve-
getal Color obtained COSMOS ORGANIC, USDA and 
Non-GMO certifications, as proof of its 100% certified 
organic ingredients and the sustainable processes used 
throughout the supply chain leading to the creation of 
the product. 
The most challenging and ambitious goal achieved 
by Herbatint is to have started the procedures to join 
the 1% for the Planet program for the Vegetal Color 
product, with the intention of donating 1% of sales to 
non-profit organizations that operate to safeguard the 
environment and to the Certification Programmes for 
Fair Trade within responsible supply chains and Corpo-
rate Social Responsibility.
Evaluation criteria integrate ethical and sustainable va-
lues that actually direct the decision-making process. 
Cartotecnica Jesina and Centroplast are confirmed as 
main partners for primary supplies, integrating in their 
values and products sustainable innovation essential for 
Herbatint packaging. Marchesini has proven to be an 
industrial partner capable of integrating the essential 
requirements of energy and environmental sustainabili-
ty into plant design, in addition to the know-how of the 
sector.
On many occasions we have shared with our main par-

https://www.nongmoproject.org/find-non-gmo/verified-products/?brand_id=15954
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tners our commitment and values that guide our com-
pany, sharing both our experience as a certified B Cor-
poration and the satisfaction in recognizing our same 
values in our main collaborators. We have involved dif-
ferent players from different sectors in the process, we 
have exchanged and shared ideas with them and we 

2020 RESULTS

Target: Introduce the code of conduct when all new contracts and renegotiations are signed.
The code of conduct when all new contracts and renegotiations are signed has not been finalised as yet. Instead, the 
evaluation criteria have been identified and which integrate the ethical and sustainable values that actually determine 
the decision-making processes.

Target: Finalise the BIA assessment for our main suppliers. 
There have been numerous occasions to share, with our main partners, the commitment and values that guide our 
company. We have noticed that our same values are often found in the main and most historical companies we work 
with. However, we have not formalised the BIA assessment for our main suppliers and this formalisation will become 
the goal for 2020. 

Target: Eco-conception and product innovation project with a partner specialized in sustainability issues and 
optimization of the impact of plastic and cardboard use on Herbatint products. 
For the new Vegetal Color product launched in 2020 in several target markets, Herbatint has improved the impact 
in the use of packaging materials. The packaging of Vegetal Color is made entirely of recyclable uncoated paper of 
controlled origin. It contains no disposable accessories to prevent waste and unnecessary plastic. The product sheet 
is printed on the inside of the package.

have benefited from their experiences, obtaining useful in-
sights for growth and reflection. We have not made the BIA 
assessment official for our main suppliers, but we have set 
up ad hoc agreements with mutual commitments aimed at 
producing a positive impact on the business.  
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PAMELA
E PAOLA 

Purchasing
Department

With our suppliers we want to maintain clear and long-lasting relationships and build new business relationships 
only with those who share our values.

Create and share a code of conduct for sup-
pliers that defines their responsibilities in ter-
ms of social and environmental performance.

Set up agreement or code of conduct to govern 
the relations with Herbatint’s main suppliers.

Identify synergies and low impact innovative 
solutions in collaborations with suppliers.

Identify synergies and low impact innovative 
solutions in collaborations with suppliers.

Finalization of the circular study on new innova-
tive materials for Herbatint products (both raw 
materials and packaging).

Definition of the Herbatint packaging evolution 
project in a sustainable key for both shampoos 
and hair dyes.

This target has been 
assigned to:

2021 COMMITMENTS

2021 Actions 2021 Target
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PROMOTION 
OF CULTURAL 

DIVERSITY

“Every person is a precious resource. We want everyone’s diversity and 
uniqueness to generate a community where everyone can express their 
potential as best as possible”

Diversity is in our nature
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Our fifth goal is the promotion of cultural diversity by practicing an inclu-
sive policy within the company and supporting projects with a positive 
impact on the local area and the community.5 We believe that the true value is shared value.  
Indeed, the three pillars on which we build our business are:

 The community - respect for human rights, work, everyone’s needs and expectations,  
 enhancing diversity.

 The environment – we don’t just do business, but where we live in and which translates 
 into sustainable choices and protection of the common good.
 
 Communication – an open dialogue and transparency with all stakeholders to under- 
 stand and value each other’s needs.

We believe our success is associated with the professional approach and sense of belon-
ging of the people who work with us. This is why diversity and inclusion are key in our code 
of conduct and are deeply rooted in our values. We are committed to maintaining a fair 
balance between men and women at all levels of the company and hiring people from disa-
dvantaged groups (immigrants, refugees, asylum seekers): today, our share is 17% and we 
are doing everything we can to maintain it. 

We favour permanent contracts and to immediately ensure a full personal contribution and 
favour integration and the introduction in the company, we have an initial induction in place 
for all new employees, both with parties inside and outside the company. 
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We also promote training initiatives for all staff to ensure the development of suitable pro-
fessional skills and the necessary refreshment courses to make sure everyone’s inclinations 
and abilities are enhanced. With the transfer to the new premises, we have redesigned 
spaces to turn them into places to actively involvement employees, collaborators and custo-
mers in future. One of the projects hosted will be the Academy, a space and a programme 
dedicated to training and continuous professional development that will also open up to 
the community in future. 

We also offer opportunities and solutions to improve the quality of life of our employees 
and their families.

RISULTATI 2020

Target: Conduct the survey and reach a “satisfied” or “involved” value for at least 80% of employees.
The survey is ready, but will be conducted in 2021. During the COVID-19 emergency, in-person activities were limited, 
so the initiative was rescheduled. An exceptional bonus, in addition to the measures implemented by the govern-
ment, will be implemented as a sign of support during the month of March.

Target: Create 2 value-sharing activities on B Corp issues, a social and environmental mission. 
The days planning was studied, but the activities were planned for 2021.
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Our members of staff have a central role and we are committed to ensuring that each one of them perceives 
the company as a community where the work of the one person depends and supports the work of others and 
the result depends on everyone’s contribution.

Gather feedback from employees through a 
survey on: the climate in the company, sati-
sfaction, enhancement of diversity and inclu-
sion in the company, involvement in projects 
with a positive impact for the local area or the 
local community (e.g. volunteering).

Conduct the survey and reach a “satisfied” or “in-
volved” value for at least 80% of employees.

To plan value sharing activities on B Corp is-
sues, a social and environmental mission.

Create 2 value-sharing activities on B Corp is-
sues, a social and environmental mission.

BENOIT 
Managing

Director

This target has been 
assigned to:

2021 COMMITMENTS

2021 Actions 2021 Target
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IMPACT MEASUREMENT

To measure the impact of our company, we use the in-
ternational B Impact Assessment standard. In 2016, we 
reached the excellence performance threshold for the B 
Corp certification, 80 points. On the other hand, in 2018, 
we have obtained the certificate renewal with a score of 
100.4 points marking a significant improvement in the 
corporate sustainability profile.

Below is the short version of the assessment, the link to 
the full report is:

https://bcorporation.eu/directory/antica-erboriste-
ria-spa

https://bcorporation.eu/directory/antica-erboristeria-spa
https://bcorporation.eu/directory/antica-erboristeria-spa
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Minimum score for the certification: 80/200
* out of all the companies that completed the B Impact Assessment
* the total includes the customer area not applicable for Antica Erboristeria

Environment

Employees

Community

Governance

Total Score

COMPANY SCORE 2016

19

17 

37

7

80

COMPANY SCORE 2018

19.1

18.6 

46.9 

15.7

100.4

AVERAGE SCORE*

7

18 

17 

6

55

B Corp certified since April 2016
ANTICA ERBORISTERIA SPA B IMPACT REPORT
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I NUMERI DEL NOSTRO IMPATTO 2020
Business

12M
turnover

16
hours of training

in Italy
6 Color Day in POS
1 national trade fair

120
hours of training

abroad
2 Press Day

6 international trade

25
representative

countries during
the annual meeting

7 B CORP
National joint communication 

campaign #UnlockTheChange 
2020 

Total reach 36.7M
(60% of the Italian population)

Interdependence projects
with other B Corp:

- eco-concept design of the new 
product Vegetal Color

with the communication agency 
Pixelis (France)

- B Corp Corner on Herbatint 
stand during the international 

trade fair Natexpo Lyon.
In addition to B Lab France

 here are some of our guests
at the stand: Uzaje, Bjorg 

Bonneterre, Sora Finance, Oé, 
Dr. Bronner’s, SQUIZ, C.E.D. 

Cosmetics, Les Prés Rient Bio, 
Davidson and Agence Pixelis.

Vivaness 
(Nuremberg)

Natexpo 
(Lyon)

We Cosmoprof – June 
(Digital Event)

We Cosmoprof – September
(Digital Event)

Cosmoprof Asia 
(Digital Event)

Wabel 
(Digital Event)

Canvass 
(Digital Event)

CERTIFICATIONS
Antica Erboristeria 

received:
- Good Manufacturing

Practices 
(GMP - ISO 22716),

- ISO 9001 for the entire 
Quality System,

- IFS, certifying all production 
processes and its products 

in the Household 
and Personal Care category.

Vegetal Color received: 
- COSMOS ORGANIC 

- USDA 
- Non-GMO 

- started the compliance 
procedures of the product 
Vegetal Color to the 1% 

for the Planet program and Fair 
for Life certification.

Business
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Community Ambiente

 
* per 10.000 unità prodotte

NEW
HEADQUARTERS 

34 %
more women on the board

of directors

10 % 100 %
of employees come from

chronically underemployed
communities The headquarters is LEED

Silver certified
(Leadership in Energy

and Environmental Design)
one of the hightest standards

of sustainability
and energy efficiency 

in the world.

more female employees
42,50 % 100 %

green energy
for production

of offices powered
with a photovoltaic system.
Energy used 78Gj (0,26 Gj*)    
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Our journey as a Benefit Corporation has just begun. We started it to ensure even 
more decisive alignment of our business to our mission. We believe we are on the 
right path to create a prosperous future for us, for the community we operate in 
and for the world and we want to make everyone feel involved in our new challen-
ge, which we are sure will take us far.

“If you want to go fast, go alone. If you want to go far, 
go together“
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