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LUXOTTICA 2018 CONSOLIDATED NON-FINANCIAL STATEMENT  

The Luxottica approach to sustainability 

“To see the beauty of life”. This is Luxottica’s sustainability vision and has always been part of its 
DNA and business approach. 

It stems from a notion of universal beauty, visible to everyone, that assumes a tangible form in the search for 

a balance between well-being, respect for the environment, ethics and the transparency of relations. 

The eyewear created by Luxottica has an intrinsic social purpose: that of helping people to see. Making the 

best eyewear in the world, innovative in design and excellent in quality, represents the intersection between 

the Group’s Sustainability vision, “To see the beauty of life”, and its mission: the health and well-being of the 

eyes. Thanks to “made in Luxottica” eyewear people can enjoy the beauty of life in every aspect and of the 

world. A world to understand, protect and promote. For Luxottica, this is sustainability. 

Sustainability in its wider meaning - environmental, social, economic – is indeed a principle that has deep 

roots in the Luxottica story, becoming part of the Company culture over the years and permeating the entire 

value chain. 

The Group’s distinctive, vertically integrated business model enables Luxottica to oversee the entire value 

chain. This guaranteed control of all phases - from design to distribution - also enables it to closely oversee 

environmental issues, health and safety and human rights along the value chain and, ultimately, to adopt 

socially responsible practices. Luxottica’s business approach and the quality and excellence of its products 

and services are strongly linked to the promotion of sustainable development, with particular reference to 

environmental protection and its connection with the social contexts in which it operates.  

Evidence of this vision is found in the Code of Ethics, which outlines the key principles and values that 

inspire Luxottica’s ethical and responsible way of doing business. Due to its fundamental importance, the 

Code is applied to all companies, geographies and functions of the organization, and must be adopted by all 

stakeholders that have a direct relationship with Luxottica, including employees, partners and suppliers. With 

particular regard to its suppliers, the Luxottica Responsible Sourcing and Manufacturing program was 

launched in 2013 and requests that they meet specific standards in the areas of ethics, employment, health, 

safety and the environment. Their compliance is monitored through a dedicated auditing process. 

The environment is a crucial factor in Luxottica’s vision of sustainability. The Company was founded close to 

what is today the National Park of the Belluno Dolomites. The attention and respect the Group pays to this 

land of extraordinary beauty and universal value, declared a UNESCO World Heritage Site, is part of its DNA 

and has accompanied its growth over time. Therefore, the desire to preserve resources and promote the 

beauty of nature and the landscape, reducing the impact of its activities on the environment, has deep roots 

and strong reasons behind it. 

Due to its pragmatic and uncompromising approach focused on excellence, the Group identified the social 

and environmental areas where it has made a medium to long-term commitment. In sharing the sustainable 

actions and initiatives done in the main business areas and geographies, Luxottica demonstrates its ability to 

create value over time, promoting the economic and social development of the communities in which the 

Group operates as well as the protection of the environment in those territories.  

Luxottica’s vision of sustainability is founded on four pillars that correspond to specific commitments and 

concrete initiatives and make up the chapters of this Statement: Commitment to excellence, Visual well-

being, Social impact and Protecting the environment.  

Luxottica’s strategic approach to the Sustainable Development Goals 

When defining its Sustainability pillars the Group took much of its inspiration from the international context, 

including the United Nations 2030 Agenda, which established the Sustainable Development Goals (SDGs) to 

be met by 2030, and the Paris Climate Change Conference (COP21), which defined a global action plan to 

avoid dangerous climate change by limiting global warming to well below 2ºC. In particular, the four pillars of 
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Luxottica’s vision of sustainability are strictly connected to 10 out of 17 SDGs that the Group contributes to in 

the way it conducts business, aware of the fundamental contribution every company can make in the global 

transition towards sustainability. 
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The sustainability reporting process 

Materiality analysis: introducing stakeholder consultation into the risk assessment process  

This Consolidated non-financial statement was made in follow-up to the 2017 disclosure, the first year this 

document was published.  

Its content was identified and chosen by way of a materiality analysis that helped establish the priority 

environmental and social issues for the Group and its stakeholders.  

The first materiality analysis, carried out between 2016 and 2017, was internal. The involvement of the top 

management in a direct discussion on the socio-environmental impact of the Group’s activities proved to be 

very important in defining the sustainability strategy, never before communicated externally up to that point, 

and in identifying its key aspects for the purposes of non-financial reporting. Luxottica’s sustainability vision, 

“To see the beauty of life”, and its pillars are a natural reflection of the thoughts and ideas that surfaced 

during the conversations.  

In 2018, Luxottica introduced two new elements: the identification of risks with potential environmental, 

health and safety, social and reputational impact during the Risk assessment process carried out by the Risk 

Management & Compliance department, and the direct consultation of the Group’s internal and external 

stakeholders with an online questionnaire. 

Risk assessment 

The 90 interviews with the heads of departments and business areas around the world confirmed the 

strategic importance of sustainability. In addition to the biggest potential risks faced by the Group, the risk 

assessment process made it possible to identify and evaluate the risks to environmental sustainability and 

social responsibility values (so-called CSR – Corporate Social Responsibility risks). 

Stakeholder engagement 

The engagement of the main internal and external stakeholders made it possible to assess the degree to 

which sustainability issues can influence their evaluations and decisions, as well as to include their 

expectations in the materiality analysis process. 

Sustainability questionnaire for external stakeholders 

The questionnaire was designed to be answered by as many stakeholders as possible, so as to provide a 

clear understanding of the level of importance and interest they attribute to sustainability issues.  

Beginning with the Group stakeholder map, 192 recipients representing the following categories were 

identified: financial community, licenses, main wholesale clients, suppliers, universities, non-profit 

organizations and institutions. The questionnaire was made available both online and in paper form in five 

languages (English, Spanish, French, Italian and German), ensuring a high level of international 

participation: the 98 questionnaires completed, a response rate of 51%, came from the main geographical 

areas in which the Group operates, i.e. North America, Latin America, Europe and the Asia-Pacific area, and 

substantially covered all categories of stakeholders. 

Sustainability questionnaire for internal stakeholders 

245 employees representing different company departments were involved with the aim of examining the 

organization’s impact on the economy, the environment and society when carrying out its business activities. 

178 questionnaires were filled out successfully, making for an overall response rate of 73%. 

The combination of the risk assessment process and the direct consultation of stakeholders made it possible 

to verify the validity of the material issues previously identified and discussed in the 2017 Non-financial 

statement1. This also allowed the Company to focus the sustainability strategy and the reporting of relative 

                                                      

1 The six macro-areas of interest: 1) the central importance of the system of values represented by the Group’s Code of Ethics; 2) the 
responsible management of energy resources, water and waste, and the use of alternative energy sources; 3) the responsible 
management of the supply chain; 4) the culture of quality and consumer satisfaction; 5) the welfare system, the management of  talent 
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performances on the topics that Luxottica’s main stakeholders deemed to be the most relevant (the “material 

topics”). 

These topics were also assessed and evaluated through a structured process of analyzing internal and 

external information sources2, such as: 

• description of the Group business model and the goals and strategies stated in economic-financial 

documentation; 

• the questionnaires sent by socially responsible investors, Sustainalytics and providers of indexes such as 

FTSE Russell; 

• the main sectoral risks as identified by benchmark analyses and the “Global risks report 2018”3 

• The Group’s Code of Ethics and policies in the areas of the environment, health and safety, and the 

responsible management of the supply chain; 

• press reviews, social listening reports and investigations carried out by the Reputation Institute on the 

Group’s behalf; 

• the main sectoral trends as identified by benchmark analyses and the “Social megatrends and business” 

report published by the World Business Council for Sustainable Development in 2018; 

• public policies, regulations and international standards, including European Parliament Directive 

2014/95/EU, Italian Legislative Decree 254/2016, French Legislative Decree 2017-1265, GRI Standards 

and Sustainable Development Goals of the United Nations. 

The materiality matrix: the priority areas for Luxottica and its stakeholders 

The results of the materiality analysis are summarized in the matrix below, which reports the topics regarded 

as material, and therefore of priority importance for Luxottica and its stakeholders.  

The vertical axis denotes the level of priority that external stakeholders give to the various topics, i.e. the 

issues that significantly influence their evaluations and decisions. The horizontal axis represents the degree 

of importance that internal stakeholders attribute to these topics as regards the Group’s ability to create 

value over time. 

 

  

                                                                                                                                                                                 
and diversity, the protection of employee health and safety; 6) the initiatives in the areas and local communities in which the Group 
operates 

2 The analysis was based on the indications of the European Commission as outlined in the “Guidelines on non-financial reporting” 
(2017/C 215/01) 

3 The “Global Risks Report 2018” is a World Economic Forum publication now in its 13 th year  
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The materiality matrix therefore defines the key and necessary information of this non-financial disclosure 

and confirms the Sustainable Development Goals (SDGs), which the Group believes it can help achieve 

through its way of doing business. 

 

Sustainability pillar Material topics  Sustainable Development Goals (SDGs) 

Commitment to excellence 

- Corporate Governance 

- Risk management 
- Business ethics  
- Compliance & anti-corruption  

 

Visual well-being 

- Eyecare & visual well-being 
- Product quality & safety 
- Consumer satisfaction 
- Innovation and R&D 
- Protection of intellectual 
property 
- Responsible marketing(a) 

 

Social impact 

- Responsible sourcing 
- Employee well-being 
- Talent management  
- Diversity and inclusion 
- Employee health and safety 
- Relationship with the 
communities 

  

Protecting the environment 

- Energy efficiency 
- Climate change 
- Water consumption 
- Packaging and waste 
management(b)  

(a) The topics relating to responsible marketing are addressed under the “Eyecare” and “A culture of quality: at the service of customers, 
employees and the community” sections 

(b) Packaging relates to manufacturing and logistics activities and is classified as non-hazardous waste as reported in the “Waste 
management” section 

 

Non-financial reporting scope 

Luxottica began its non-financial reporting process in 2016, with the dual goal of beginning to communicate 

its sustainability initiatives and their results in a transparent and systematic way, and of laying the 

foundations for its compliance with the legal obligations outlined in Italian Legislative Decree 254/2016 

through the launch of the Sustainability section on www.Luxottica.com in April 2017.  

With regard to economic and social performance, the information in this Statement refers to the companies 

consolidated on a line-by-line basis in the Group consolidated financial statements as of 31 December 2018; 

any exclusions from the reporting scope are specified in the relevant paragraphs in this document.  

In follow up to the process it launched during the 2017 financial year regarding the reporting of health and 

safety, environmental and supply chain management issues, in 2018 Luxottica extended the scope of its 

production and logistics (Operations) analysis to include the central laboratories dedicated to the production 

of ophthalmic lenses. Consistent with this gradual inclusion approach, the company also extended its 

environmental performance review to the Retail division, including 60% of directly-managed stores around 

the world. Finally, Luxottica undertook to report the information omitted from the previous Statement 

concerning health and safety and training initiatives. 

On the basis of the coverage of the indicators associated with material topics, the Group’s level of adherence 

to the GRI Standards in 2018 was “referenced”.  
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The information on health and safety matters within the Operations reported in this Statement are those that 

the Group analyses and monitors in the normal course of its business. The indicators were developed in 

accordance with the “Workplace accident statistics” UNI 7249/2007 regulation and then integrated with 

additional Company-specific KPIs. Please, refer to the Correspondence table at the end of this Statement for 

the list of GRI Standard topics and relative indicators used. 

 

Commitment to excellence 

Excellence is the distinctive trait of Luxottica and can be seen in its creation of top-quality products and its 

respect for the people and areas where the Group is present. Its eyewear collections are the result of 

continuous investments in research, design and innovation and developed according to high quality 

standards with stringent controls that are equal or superior to industry standards in terms of safety, 

performance and durability. 

Excellence begins with qualified, specialized people who are committed every day to giving their best and to 

providing products of high technical and stylistic quality together with unparalleled levels of service. 

Excellence is a constant quest: its ability to reinvent itself and innovate are part of the company’s story and 

characteristic of its business approach. This commitment to keep evolving and improving while staying 

faithful to its principles shapes the Group’s goals and success globally. In over 50 years, acute perception 

and strategic decisions have given rise to a Company which, today, has truly global reach, working in over 

150 countries and employing more than 82,000 people of different cultures and nationalities. 

Excellence is an ethical driving force: the continuous creation of value over time is a goal common to all of 

the Group’s activities. It has long distinguished Luxottica’s Corporate Governance, the set of values 

represented by the Code of Ethics, the internal control and risk management system and the Internal Audit 

activities.  

“Made in”: a common language in a company open to the world  

This focus on excellence can be seen in the strategies undertaken to expand the business in new countries. 

As a global company, Luxottica interprets and values different cultures and the particular features of diverse 

markets and consumers. It promotes local development and, at the same time, takes new inspiration from it 

and exports the best values, innovation and creativity from all over the world.  

The common denominators are its standards and “made in Italy” quality, an absolute and distinctive value 

shared by all of its sites in Italy, China, the US, Brazil, India and Japan. What is common to all plants are the 

technology, manufacturing processes and the same sense of belonging to the Group: a common language 

bringing the Group closer together over borders and across oceans. 

Luxottica’s presence in China, which dates back over 20 years, is an example of this. The desire to truly 

understand Chinese culture, constant and valuable interaction with institutions and the community enabled 

the Company to integrate perfectly and become a local manufacturer, while contributing to the social and 

economic development in the region. The production and distribution site in Dongguan is a perfect replication 

of Luxottica’s Italian factories model while respecting the specific dimensions of the local culture. With a total 

surface area of around 250,000 square meters, approximately 11,600 employees, three plants and a 

logistics hub with integrated lens laboratory, the Chinese production and distribution hub is responsible for 

over 40% of the Group’s production and is equipped with cutting-edge technologies and processes that 

make it a model of innovation and sustainability. These investments have proved successful because they 

are based on respect for diversity and the Group’s values of excellence and enterprise, and over the years 

have made it possible to supplement the gradual expansion of its production capacity with the development 

of the retail and wholesale businesses.  

Another model of integration is Brazil, where, in over 20 years, the Group has developed a world-class 

integrated platform driving the growth of the sector. The Campinas production plant, which manufactures 
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100% “made in Brazil” eyewear collections for some proprietary brands (Ray-Ban, Vogue Eyewear, Arnette 

and Oakley) and under license for A|X Armani Exchange, is complemented by an extensive wholesale 

network as well as Sunglass Hut, Oakley and Óticas Carol branded stores. 

 

Risk management & compliance 

Luxottica’s investment in excellence and its ability to reinvent and innovate are part of the company’s history 

and characterize its operations. A central role in its excellence is played by the Code of Ethics, which sets 

out the principles and fundamental values that inspire its conduct, and the ethical and responsible culture of 

Luxottica. The Code of Ethics is available in the major languages spoken by its employees and applies to all 

companies, geographies and functions in the Group. 

The Code of Ethics, originally approved by the Board of Directors in 2004, has been updated three times 

over the years and its current version was approved by the Board of Directors, the principal guarantor of the 

Code, on January 29, 2016. The text has been amended and updated not only in compliance with the law to 

uphold safety, freedom and human dignity, but also to encourage Group employees to strive for continuous 

improvement and responsible action at all times. 

Compliance with the Code of Ethics is the fundamental prerequisite for the long-term reputation, reliability 

and success of the Group and is promoted at all levels and in all countries through communication, training, 

prevention and control. An employee communications campaign for the new Code of Ethics featured 

Luxottica employees from around the world alongside the campaign slogan “Code of Ethics Luxottica Group: 

to see better who we want to become”, to remind each employee of how important it is for the success of the 

Group to have a solid base and shared principles. 

To guarantee compliance with the Code of Ethics, in 2016 a global classroom and e-learning training 

program was launched for all Group employees, including new hires.  

In Italy, the Code of Ethics is an integral part of the Organization, Management and Control Model adopted 

by Luxottica in compliance with Italian Legislative Decree 231/2001, to prevent and manage the risks 

associated with criminal activity committed by directors, executives or other employees of the Company. 

A key tool for protecting the Code is the procedure for the management of violation reports: the Board of 

Directors has ruled that any reports of alleged violations of the Code be communicated, through the relevant 

channels, to the Internal Audit Manager and the Chairman of the Supervisory Board of Luxottica Group SpA. 

More specifically, the Internal Audit Manager informs the Supervisory Board of the complaints received and 

their status at least once every six months. 

Risk management 

Risk is an integral part of doing business and can be defined as any uncertain event that could threaten the 

achievement of business objectives and strategies or the Group’s tangible and intangible assets. 

Luxottica is risk adverse towards events that could: 

• negatively affect the safety or well-being of employees, consumers and other stakeholders; 

• lead to breaches of local laws or regulations; 

• endanger the environment; 

• negatively affect the Group’s reputation. 

Identifying and understanding risks allows for informed decision making when actively managing events that 

could potentially have a negative effect on: 

• cash flow and profitability; 

• strategic business objectives; 

• tangible and intangible assets.  

Within this context, the Group’s Risk Management department supports the organization to: 
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• manage risks in terms of prevention and mitigation; 

• proactively seize opportunities; 

• disseminate a culture of risk evaluation across the Group’s decision-making process, in particular, in the 

strategic planning process and significant business decisions; 

• ensure that the Group’s risk exposure is consistent with the Board of Director’s risk appetite and does not 

exceed its financial and economic capacities given the objective of achieving long-term sustainable 

performance; 

• assure transparency and adequate information on Luxottica’s risk profile and risk management strategies 

to top managers, the Board of Directors and other relevant stakeholders. 

In line with the principles of the Group’s Corporate Governance, the Board of Directors plays a central role in 

governing the risk management process. The Board, acting upon the recommendation of the Control and 

Risk Committee, is responsible for the definition of risk management system guidelines in order to identify, 

measure, manage and monitor the principal risks impacting the Group and defining risk levels that are 

compatible with the strategic objectives of the Company. 

 

The risk categories potentially applicable to Luxottica Risk management objectives 

External risks 

External factors, which are completely beyond the control of 
the Group and might have a negative effect on its business 
and assets 

Monitor risk factors 

Measure Group resilience 

Mitigate the impact in case the risk occurs 

Strategic risks 

Characteristic of the eyewear industry and/or strictly driven 
by Luxottica strategic decisions 

Create awareness during the decision-making 
process 

Have a risk-reward analysis 

Consider the cost for risk mitigation and the impact of 
risks on the Group’s economic and financial targets 

Operational risks 

Generated by ineffective organizational structure, internal 
processes and systems 

Reduce the impact and probability of risk through: 

- Continuous improvement of internal control systems 

- Adequate allocation of resources in strategic plan 
and budget 

 

To meet these goals, in 2011 the Risk Management department launched a proactive, structured and 

coordinated Enterprise Risk Management (ERM) approach to identify, manage and monitor risks with 

potential negative impact on the future growth of the Group and its tangible and intangible assets. The 

approach is integrated into the Company’s processes, supports its strategic and operating decisions and 

permeates the entire organization.  

 

The five correlated phases of Luxottica’s Enterprise Risk Management  

Risk framework 
The Group Risk Model defines the risks potentially applicable to Luxottica and the 
methodology used by the Risk Management department 

Risk assessment 
Carried out on a yearly basis, the Risk assessment makes it possible to identify the potential 
risks to which the Group is exposed, assess their impact and, on the basis of the probability 
of them occurring, establish action plans 

Risk reporting 
It consists of activities to share the mapping of risks and related mitigation plans with the 
management and Control and Risk Committee 

Risk treatment Implementation of the approved action plans and risk management strategies 

Monitoring 
The progress of the action plans and the Key Risk Indicators (KRIs) are periodically 
monitored in order to guarantee correct and prompt risk mitigation 
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For some risk categories, like protecting the environment and workplace safety, in terms of labor regulations 

(with particular reference to external stakeholders such as the supply chain), Risk Management may be 

tasked with carrying out an assurance function which ranges from the identification of the biggest potential 

exposure situations to the performance or coordination of auditing and inspections activities to ensure that 

protection measures comply with local regulations and, where these are less stringent, with international best 

practices. 

 

Identification and evaluation of CSR risks within Risk assessment 

Given their intrinsic goal of creating and protecting value for all its stakeholders, Luxottica believes that risk 

management activities are an integral part of sustainability strategies. The structured and proactive 

management of company risks makes it possible to reduce the volatility of the company’s results over time 

and to protect its tangible and intangible assets, key elements for the Group’s mid- to long-term 

sustainability. 

In 2018, the Risk assessment process was duly carried out to identify priority risk areas for the Group. For 

the first time, environmental, social and governance risks (known as CSR risks) were defined in the risk 

model in order to facilitate their identification and evaluation during the 90 interviews conducted with 

managers in the company’s main geographic locations (42 individuals in EMEA, 23 in North America, 10 in 

South America, 11 in China and 4 in Australia). 

This process made it possible to identify, assess and compare the main CSR risk categories with the relative 

risks identified as priorities during the interviews:  

1. Human rights: the risk that the Group is subject to theft or consumer or employee personal data being 

compromised, with a consequent impact on the reputation of the Group or the application of penalties 

pursuant to the GDPR or other local privacy laws; 

2. Professional ethics: risks linked with employee/supplier/customer actions that do not conform with the 

Code of Ethics in terms of corruption, business policies and/or industry regulations, with a consequent 

impact on the reputation of the Group or the application of penalties; 

3. Business disruption: the risk that critical processes in the Group’s value chain are disrupted due to natural 

events, also brought about by climate change, the unavailability of systems and/or individuals to carry out 

activities, with the consequent inability to serve target markets in the correct manner and time frames; 

4. Responsible management of the supply chain: the risk that the supply chain used by Luxottica does not 

completely comply with the local regulations and/or international standards that the Company requests be 

applied in the area of employment, health and safety and the environment. As well as having consequences 

for the Group’s reputation, this risk could also result in a breach of contract with some licenses; 

5. Intellectual property: reputational and economic risks due to the presence of counterfeit products on the 

market (mainly the Ray-Ban and Oakley brands); 

6. Talent management: the risk that the Group is not always competitive, in all geographical locations in 

which it operates, when attracting and retaining talent, with a resulting potential impact on growth and 

development strategies. 

It is also worth mentioning that in its sites and offices, Luxottica has always actively sought to mitigate social 

and environmental risks in the areas of health, workplace safety and the environment. While these were not 

evaluated as significant risks in 2018, the Group continued to improve its internal control system and to 

adopt policies, procedures and controls aimed at preventing potentially harmful events for stakeholders and 

the reputation of the Group. 

With reference to the aforementioned risks, please consult: 
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• The “Compliance risk management” section to find out about the current programs designed to guarantee 

the mitigation of risk in the areas of privacy, corruption and antitrust 

• The “Responsible management of the supply chain” section for a description of the measures taken with 

regard to the supply chain 

• The “Main risks and uncertainties to which the Group is exposed” section of the Management report for a 

description of the activities to mitigate the risk of business disruption 

• The “Protecting intellectual property and the struggle against counterfeiting” section for a description of 

current programs for the protection of intellectual property  

• The Social impact chapter for a description of talent management activities 

The following table lists the CSR risks and corresponding mitigation activities. 
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Sustainability pillar CSR risks Mitigation activities 

Sustainable 

Development Goals 

(SDGs) 

Commitment to excellence 

Material topics 

• Corporate Governance 

• Risk management 

• Business ethics  

• Compliance & anti-corruption  

Risk of non-compliance with the GDPR and failure to 
protect personal data 
Risk of potential privacy-related issues caused by leak or 
inappropriate use of personal data of consumers / employees 
with consequent reputational impact or sanctions as per the 
GDPR 

Global privacy data program: 

• Policies and procedures design 

• Data mapping 

• Third parties management (data protection clauses and 

appointment of data processors) 

• Security and response measures 

• Classroom and online training 

 

Risk of non-compliance with antitrust regulations 
Risk of increasing exposure to antitrust assessments 
 

Global antitrust program:  

• Rules and operational guidelines 

• Risk assessment 

• Online training 

Visual well-being 
Material topics 

• Eyecare & visual well-being 

• Product quality & safety 

• Consumer satisfaction 

• Innovation and R&D 

• Protection of intellectual property 

• Responsible marketing 

Risk linked to intellectual property protection 
Reputational and economic risks due to the continuous increase 
of the presence of fake products on the market (mainly referred 
to Ray-Ban & Oakley)  

• GLOW (Guaranteed Luxottica Origin Worldwide), a 
traceability system based on RFID technology which 
allows to verify the authenticity of the products as well as 
suitability of resellers 

• Online IP protection  

• Customs seizures, market raids, criminal or civil 
proceedings against stores, trademark litigation to obtain 
cancellation of registered TM, deep-dive investigations, 
factory raids 

 

Social impact 
Material topics 

• Responsible sourcing 

• Employee well-being 

• Talent management  

• Diversity and inclusion 

• Employee health and safety 

• Relationship with the communities 

Risk linked to supply chain sustainability 
Risk that suppliers are not compliant with laws, international 
standards and Luxottica requirements on labor, health and 
safety, environmental and ethical matters with potential impact 
on the Company’s reputation. This risk could also cause a 
breach of contract with licensors. 

Luxottica Responsible Sourcing and Manufacturing (LRSM) 

program: 

• Independent external audits and follow up on suppliers 

• Classroom training to suppliers 

• Suppliers self-assessment 

 

Key people attraction and retention  
Risk of the Group’s inability to attract and retain, in all 
geographical locations in which it operates, the best 
professionals on the market, with a resulting potential impact on 
its growth and development strategies 

Talent management: 

• Talent & performance management 

• Long-term incentives 

• Non-competition agreements 

Protecting the environment 
Material topics 

• Energy efficiency 

• Climate change 

• Water consumption 

• Packaging and waste management 
 

Business interruption 
Risk of business interruption of one of Luxottica main facilities, 
both production or logistics, due to natural disasters, man-made 
hazard or IT Failures, that could lead to the inability for the 
Group to serve the market in the proper way, losing market 
share, credibility among customers, sales, etc.  

• Launch of the Business Continuity program, which includes 

awareness initiatives, governance definition, definition of 

roles and responsibilities, critical process mapping, risk 

assessment and continuity plan 

• Loss prevention activities 
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Compliance risk management 

Luxottica’s global dimension requires the constant alignment of the Company’s processes, procedures, 

conduct and activities with the regulatory frameworks and the Group Code of Ethics. Below are the main 

compliance programs that Luxottica has been working on for some time. 

The prevention of corruption 

In terms of anti-corruption, the Compliance department oversees the definition of rules to prevent, identify 

and manage risks connected with corruption in the Group’s businesses, in accordance with the law as well 

as applicable local and international regulations. 

This commitment is outlined in the Code of Ethics and is further strengthened by the adoption of company 

policies and procedures that regulate the areas that could be exposed to corruption crimes. 

In 2018, the Compliance department, in collaboration with the Internal Audit department, developed and 

distributed a new version of the procedure for reporting and managing accidents to all local internal 

representatives. This procedure complements the existing content of the Code of Ethics and the 

Organization, Management and Control Model adopted in 2005 in accordance with Italian Legislative Decree 

231/2001 as amended, which addresses the issue of reporting corruption. The Model takes the form of a 

series of principles and rules of conduct, operating procedures and disciplinary systems designed to prevent 

the committing of illegal acts and to guarantee the ethical behavior of those that work on the Group’s behalf. 

Luxottica is part of Transparency International, the biggest global organization for the prevention and 

combating of corruption, and actively participates in conferences and meetings where it shares best 

practices in this area. In 2018, the Compliance department presented its anti-corruption programs at 

Transparency International’s Business Integrity Forum and at the Italian Business Integrity Day held at the 

Embassy of Italy in Washington. Among these programs is the “Be transparent and keep it transparent” 

compliance program which Luxottica launched in 2017 and is dedicated to combating corruption. This 

program is applied at the global level and presents specific rules for the prevention, identification and 

management of corruption risks in the Group’s sphere of activities. It integrates initiatives already in progress 

and pre-existing company documents, such as the Code of Ethics, and is based on specific rules that all 

Group employees must adhere to in their daily activities. 

 

> For more information on the Group’s “Be transparent and keep it transparent” program see the 

document on the website www.Luxottica.com. 

 

In addition, in 2018 Luxottica performed a risk assessment involving all of the Group’s legal entities around 

the world aimed at evaluating its exposure to the risk of corruption. Compliant with the provisions of the 

French Sapin II law, this process made it possible to assess and prioritize the risks considering both the legal 

entity and the potential scenario. A specific classroom training activity was organized for the legal entities 

most at risk, beginning in China in October 2018, with Brazil to follow in the first quarter of 2019.  

At an international level, an online training activity was organized which involved around 4,500 participants, 

1,300 of them from the countries most at risk according to the assessment. 

Privacy  

With over 7,100 directly operated stores around the world and a growing presence in the e-commerce 

sphere, Luxottica is aware of just how much its customers value their privacy. The company is committed to 

guaranteeing maximum levels of transparency in the way it collects, uses, communicates, transfers and 

retains information relating to them. 

In 2018, Luxottica continued to implement the measures required to guarantee compliance with the General 

Data Protection Regulation (GDPR), effective across Europe since 25 May 2018:  

http://www.luxottica.com/
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• Creation of an organizational structure specifically dedicated to privacy. A Data Protection Officer (DPO) 

was appointed for the European companies of the Group that process significant quantities of personal 

data, and Privacy Data Owners (PDO) were identified within the various Company departments. They 

were assigned precise responsibilities connected with the processing of personal data within their 

respective departments (HR, IT, Marketing, Procurement); 

• Continuation of activities relating to (i) the mapping of personal data processing (for the purposes of 

keeping records pursuant to Article 30 of the GDPR), (ii) the analysis of system conformities, (iii) the 

identification of critical third parties for privacy purposes. Regarding the third parties identified, with the 

support of the procurement office, a contractual review process was launched to define the relations 

between the parties as per Article 28 of the GDPR; 

• Provision of an online training course on the basic concepts of the regulation to all Group employees in 

Europe. 

A global approach to privacy protection is being studied which, in addition to the GDPR, also takes account 

of the personal data protection laws being transposed in non-European countries including Brazil, China and 

Australia.  

Anti-money laundering  

In 2017, Luxottica developed and disseminated at global level the “Anti-money laundering and terrorist 

financing policy”, whose aim is to guarantee respect for all laws and regulations, actively prohibiting and 

preventing any activity that may be considered or which could facilitate money laundering and/or the 

financing of terrorist or criminal activities. The policy was subsequently reviewed in 2018 to better define the 

responsibilities surrounding prevention and monitoring activities at a local level. Building on the existing 

policy, the Compliance department organized specific training activities on the content of the policy and 

provided support for the implementation of the controls established by the document. 

Antitrust compliance  

In line with the Code of Ethics, Luxottica has had an Antitrust program since 2015 which defines principles of 

conduct in the management of business practices. 

Implementation policies and programs are available to all Group employees and, as in previous years, a 

training activity involving around 700 people exposed to this type of risk was held in 2018. 

Visual well-being 

Eyesight is a precious resource. Caring for it is a key element in Luxottica’s mission which it pursues through 

frames and lenses of the highest quality, the result of continuous innovation in design, materials and 

manufacturing technologies, as well as through cutting edge services inside its retail network. 

Eyecare  

Each pair of eyewear is the result of an ongoing research & development process where stylistic innovation 

is solidly linked to the need for functionality and comfort. Ensuring that people see clearly and can express 

their identity is a commitment Luxottica has been renewing daily for over 50 years with the same passion 

and devotion. 

The customer can experience this commitment firsthand inside over 5,100 of the Group’s optical stores 

worldwide, all equipped with advanced eye exam technologies such as Clarifye at LensCrafters in North 

America. These technologies make it easier for optometrists to detect health problems like high blood 

pressure, diabetes and other serious conditions early. 

Outside of the exam room, Luxottica has revolutionized the in-store experience with digital windows and 

iPads that customers can use at its retail stores to view an endless aisle of brands, models and colors and to 

simulate the treatments available for sun and ophthalmic lenses. The complete, personalized pair purchased 

by the customer is the result of the integration between a brand-new frame and ophthalmic lenses 

customized according to the consumer’s prescription. Luxottica’s Service Centers in Atlanta (US), Sedico 
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(Italy) and Dongguan (China), which assemble ophthalmic lenses and frames under the same roof, 

guarantee the highest level of service and quality in every eyewear component. These hubs then send the 

complete pairs to the Group's retail stores or directly to consumers through the Group's e-commerce 

platforms.  

Luxottica has taken a leading role in the industry’s efforts to raise awareness around the need for quality 

eyecare. In the United States, the Group is a founding sponsor of the “Think About Your Eyes” media 

campaign, promoted by The Vision Council and the American Optometric Association, which educates 

consumers on the benefits of vision health and the importance of an annual exam with an optometrist. Since 

its launch in 2010, the campaign has resulted in an increase in eye exams in the US and in 2018 it has 

contributed to driving 1.4 million eye exams. In Australia and New Zealand, the Group has a strong 

collaborative relationship with Optometry Australia (a non-profit organization representing about 90% of 

Australian optometrists) and is a keen supporter of its “Good Vison For Life” media campaign, which 

educates consumers on the benefits of maintaining good eye health and the importance of an annual eye 

exam. The campaign was launched in October 2018 and a major media launch is planned for early 2020. 

The Group’s commitment to eyecare extends to training initiatives specifically designed for optometry 

students in the US and for optometry graduates in Australia. Luxottica also makes available to its optical 

retail employees and wholesale clients continuous training and education courses through Luxottica 

University. The courses, available in person and online, cover topics ranging from the customer experience 

to frame and lens design innovation to the importance of quality and service.  

Luxottica’s eyeFWD program, launched in the US in 2017, is designed to give optometry students the tools 

they need to build and grow a successful practice when they graduate. This program is complemented by 

“Luxottica EyeCare scholarships” awarded to accomplished and community-focused optometry 

students. Similarly, in Australia and New Zealand Luxottica introduced EYE Launch, which is the two-year 

graduate induction program for all new optometrists joining OPSM and Laubman & Pank. 

In 2018, Luxottica also selected 34 optometry students to travel on two separate OneSight clinics to Oaxaca 

(Mexico) in May in partnership with the American Optometric Student Association and 12 optometry students 

to participate in OneSight regional indigenous clinics in remote parts of Australia. On the OneSight clinics, 

optometry students worked under the supervision of Luxottica Retail affiliated doctors performing 

comprehensive eye exams and also helped a core team of Luxottica volunteers in the frame fitting, 

manufacturing and dispensing of new eyewear. 

A culture of quality: at the service of customers, employees and the community  

Luxottica’s outstanding culture of quality can be seen in the manufacturing of every pair of glasses and in the 

way the Company looks after its customers, its employees and the community. 

The quality laboratories 

The Group applies the same “made in Luxottica” quality control system to every phase of the process, from 

product development to procurement, from distribution to analysis and monitoring of product performance. 

This meticulous quality control system has been developed by the Italian quality laboratory and is replicated, 

using the same equipment and procedures, in the rest of the world. As a result, the manufacturing sites in 

China, the United States and Brazil each have a quality laboratory that is able to monitor and maintain the 

quality that defines all of the Group’s products. 

All these laboratories are organized in three distinct verification areas: 

• mechanical: over 100 tests are conducted to evaluate the functionality and durability of the materials, 

lenses, frames, and other parts, such as the temples, cores, and hinges; 

• chemical: the safety and strength of materials and coatings are checked by raising the different 

environmental conditions eyewear normally encounters to extreme levels: massive quantities of solar UV 

radiation, heat, humidity, corrosive substances, sweat, and more; 

• optical: both ophthalmic and sun lenses are put to strict testing that evaluates their physical properties and 

structural characteristics. The tests carried out here verify lens performance under extreme weather 
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conditions or incorrect use in order for consumers to be ensured the maximum protection safety and 

optimum vision every moment of the day. 

Thanks to this quality control system the products designed and produced by Luxottica are equal to or 

exceed the sector’s highest standards in terms of safety, performance and durability. During the 

development process, the products undergo strict acceptance testing to the standards established 

specifically for eyewear by ANSI (Z.80.3), ASTM, Standards Australia Limited (AS 1067) and the EU (ISO 

EN 12312 and ISO EN 12870). These standards refer to the safety and performance of the products and 

establish optical quality indexes, such as anti-UV protection, the degree of light transmission and impact 

resistance. 

To guarantee its customers maximum product safety, Luxottica performs tests to check compliance with the 

main international regulations concerning chemical substances in medical and consumer products, using 

both in-house laboratories and expert external facilities. 

The quality laboratories in Italy, China and the United States obtained certification from the American 

Association for Laboratory Accreditation (A2LA) in 2014 for the execution of the ISO 8624 and ISO 12870 

tests on eyeglasses. In 2016, this certification was also extended to the ISO 12312 tests on sunglasses. This 

certification is testament to the high level of technical and managerial expertise possessed by all employees 

at Luxottica laboratories.  

Following its work in the area of safety and Behavior-Based Safety in Italy, in 2018 Luxottica sought to 

underline the importance of quality based on the correct conduct of individuals. Beginning with production 

processes, audits were introduced at all Italian sites to check their compliance with quality procedures. 

These assessments are carried out directly by department heads and are added to the existing 

assessments.  

Every year, cutting-edge technology and the internal development of new tests, with more stringent criteria 

than international regulations, enable Luxottica to improve the quality of its products. In 2018, new tests were 

introduced to guarantee enhanced performance in terms of both the durability of products and their 

resistance to mechanical strain and environmental stress, laying the basis for the automation of laboratory 

tests. This will allow to free operators from performing repetitive tests, while at the same time enabling them 

to quickly fine-tune the newly designed tests.  

The quality control system has evolved in step with the complexity and richness of collections and models, 

ensuring that the percentage of defective returns remained below 1% in 2018 as well.  

Customer relations 

For Luxottica, promoting a culture of quality also means recognizing the needs of customers and end 

consumers, assisting them in all phases of the purchasing process, both offline and online, and supporting 

them via dedicated after-sales services. 

In 2016, the Group’s retail business launched a program to track the journey of every consumer, 

understanding their needs, anticipating their wishes and strengthening the relationship with them along the 

way. The goal of this effort is to continuously tweak and improve both the in-store and online purchasing 

experience. In 2018, this strategy encompassed the Group’s main e-commerce websites as well as 

Sunglass Hut, LensCrafters, Target Optical, Sears Optical, OPSM, Laubman & Pank and David Clulow for a 

total of over 5,000 stores across the world. 

Luxottica’s Customer Service department, which includes the Contact Center and After Sales, manages 

technical and commercial assistance requests from the wholesale, retail and e-commerce channels. 

The Contact Center is made up of over 800 qualified multilingual Group employees who respond to phone, 

email, social media and instant messaging requests from North America, Brazil, Europe and China. The 

Center provides a contact for customers and consumers in both the pre-sale phase (dealing with requests for 

information on specific eyewear styles, for example) and the after-sales phase, forwarding requests to the 

After Sales team if necessary.  
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The After Sales team supports customers and consumers that have purchased products made or marketed 

by Luxottica, from managing returns to warranty policies for eyewear collections, corrective lenses and 

Oakley’s apparel, footwear and accessories (AFA), purchased by wholesale customers and end consumers 

in the Group’s stores or e-commerce sites. To guarantee the prompt management of requests, After Sales is 

present at each logistics hub, providing customers in their respective geographical areas with the assistance 

they need: Sedico for EMEA, Atlanta for North America, Dongguan for Asia-Pacific and Jundiaí for Brazil. 

At the beginning of 2019, a dedicated portal was launched to provide assistance to owners of Ray-Ban 

eyewear who needed to purchase spare parts, whether under warranty or not. Currently only available in the 

United States, it will soon be launched in the Group’s other geographies. 

Sustainable product development 

For Luxottica respecting the environment and people means, first and foremost, carefully selecting the 

materials it uses for its manufacturing processes. All the materials are subjected to rigorous control 

operations on their chemical composition, physical and mechanical characteristics in order to ensure the 

respect of the quality standards and safety requirements prescribed by national and international 

certifications and Luxottica specifications.  

The Group’s unwavering focus on excellence and commitment to research has led to the introduction of 

innovative materials - defined as Biobased by international standards and regulations (such as ASTM 

D6866, ISO 16620 and EN 16640) - into its portfolio of raw materials. These materials also include the 

acetates M49, Biocell and ECA UV and the injection molding material BTR600, 56% of which is produced 

from renewable sources (castor oil). 

The Biobased acetates are biodegradable thanks to their chemical composition, which is different from the 

acetate normally used in the Group’s products. On the basis of the ISO 14855 certification, these materials 

are 97% biodegradable thanks to the presence of plasticizers completely free of phthalates in their 

composition, and for this reason are easily broken down by microorganisms found naturally, guaranteeing 

their biodegradability.  

Additionally, during 2018 research projects have been launched to examine the possibility of recovering and 

regenerating obsolete polymeric materials deriving from warehouse stocks. The aim is to create a circular 

process that makes it possible to reintroduce waste materials into the production cycle, either in percentages 

that do not compromise the quality of the finished product, or by identifying possible new application areas.  

Protecting intellectual property and the struggle against counterfeiting 

Intellectual property is one of Luxottica’s most important assets, and ensures the excellence, uniqueness, 

and incomparability of its products. It is based on the registration and maintenance of the Group’s 

trademarks and patents across the world (over 950 utility, technology and design patents protected by 

policies, procedures and IT tools designed to identify any eventual anomalies in sensitive data flows). 

Over the years, Luxottica has developed an intellectual property protection system that involves the entire 

Group in synergic actions in various areas in order to safeguard and enhance the work of suppliers and 

protect the rights of third parties at the same time. The Company is, in fact, careful to avoid infringing on the 

know-how or intellectual property of other players in the market. In order to prevent risk, it benefits from a 

sophisticated internal control system and support from specialized external companies. 

The protection of intellectual property rights also involves combating counterfeiting. The worldwide 

proliferation of counterfeiting not only threatens official sales channels and company reputations, it also 

poses risks to the health and safety of consumers. Counterfeit products do not ensure the same elevated 

quality standards as the originals, whose excellence, in Luxottica’s case, is certified by the most stringent 

quality tests, by the use of highly innovative materials, impossible to process or replicate without the 

necessary know-how, by the ongoing innovation in its production processes, and by the introduction of high-

performance sunglasses lenses such as Prizm and Chromance. 
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For greater effectiveness in the battle against counterfeiting and the expansion of parallel markets that divert 

goods into unauthorized sales channels, Luxottica has developed GLOW (Guaranteed Luxottica Origin 

Worldwide), an innovative system capable of guaranteeing the traceability of its products. Based on RFID 

technology, it verifies the authenticity of its products and the legitimacy of its sales channels by means of a 

sensor (RFID TAG) built into the iconic Ray-Ban and Oakley models. This device contains the essential 

information required to unequivocally identify every pair of glasses from its production site to the wholesale 

client where it has been sold. Furthermore, it emits no radio signals, and as such is completely safe for 

health, and does not record personal data. 

Luxottica is also very active in international cooperation in the battle against pirating. In addition to being a 

member of the leading anti-counterfeiting organizations, including the INTA (International Trademark 

Association) and the QBPC (Quality Brands Protection Committee), Luxottica collaborates all over the world 

with local institutions and authorities in intercepting counterfeit products and combating the entire illegal 

production chain as best permitted by law. Around 24 million counterfeit eyewear, cases and accessories, 

primarily Ray-Ban and Oakley, have been seized since 2015. In 2018, the Group carried out controls on 

products sold in 47 countries. 

Lastly, the Group expends considerable effort in monitoring the online trafficking of counterfeit goods and is 

actively involved in removing these offers from some of the best-known platforms of online auctions and 

reporting the websites that sell counterfeit products or violate intellectual property rights. From 2014 to 2018, 

the Group succeeded in closing around 122,000 websites. In addition, on Luxottica’s website it created a 

special section that informs consumers of the ways it monitors products, also enabling them to report 

counterfeit Ray-Ban and Oakley branded products by filling out an online form. 

> For more information on counterfeiting and the possibility for consumers to report false websites or 

products, visit the “Brand protection” section at www.luxottica.com. 

Social impact 

A company of people, for people. This is Luxottica. Every day the Group strives to construct a business in 

which value creation and sustainable growth go hand in hand with a virtuous system of developing people 

and social relations right in all stages of its vertically integrated business model. 

These actions are founded on essential values based on the fundamental human and employment rights4 

contained in the Group's Code of Ethics, such as the focus on people, the creation of a safe working 

environment that offers everyone the same opportunities, rewarding merit and prohibiting discrimination. 

Respecting the regulations in the individual countries in which it operates, Luxottica promotes the protection 

of workers' rights and freedom of association. In the Code of Ethics, Luxottica outlines its rejection of all 

forms of labor exploitation, particularly child labor.  

Alongside respecting existing regulations, the Group seeks to raise awareness of all human rights issues 

with specific training activities designed to both protect and inform workers. 

  

                                                      
4 Luxottica operates within the framework of the Universal Declaration of Human Rights and the fundamental ILO (International Labour 
Organisation) Conventions, and has committed to contribute to reaching the 10 SDGs identified.  



 

Management Report as of December, 31 2018         22 

Creation and distribution of economic value 

The information on “Directly generated and distributed economic value” in the table below permits a different 

interpretation of the economic figures5 and outlines the overall economic value generated by the Group’s 

ordinary operations during the year and its breakdown in terms of the economic value distributed to its 

various stakeholders and the economic value retained within the organization.  

(Euro/000) 2018 2017 restated6 

Net sales 8,928,889 9,184,175 

Interest income 18,344 18,199 

Economic value generated 8,947,233 9,202,374 

Operating expenses 4,464,162 4,627,893 

Employee wages and benefits 2,651,486 2,701,229 

Shareholders and providers of capital 553,246 547,441 

Public authorities 305,523 344,577 

Community investments (support for social, cultural and 
sports projects and partnerships with universities) 

14,224 13,240 

Economic value distributed 7,988,641 8,234,381 

Economic value retained 958,593 967,992 

 

In 2018, the economic value generated, represented by net sales and financial income, came to Euro 

8,947.2 million (-2.8% from 2017). Of these, Euro 7,988.6 million were distributed to the Group’s various 

internal and external stakeholders in the following ways: 

• operating expenses towards suppliers of goods and services; 

• employee wages and benefits; 

• distribution of dividends to shareholders and interest payments on loans; 

• income tax, distributed to the public authorities; 

• support for social, cultural and sports projects and partnerships with universities in the reference 

communities. 

The resources retained for the long-term development and growth of the Group came to Euro 958.6 million in 

2018 (Euro 968 million in 2017) and are mainly represented by the items related to amortization expenses, 

the net income not distributed through dividends and the effect of deferred taxation. 

Economic value distributed: the exclusive relationship with the communities  

An analysis of the individual items that make up the economic value distributed makes it possible to quantify 

Luxottica’s contribution to the well-being of its employees, to the economic and social progress of the 

communities in which it operates and to the promotion of the territory. 

The economic value distributed to suppliers went from Euro 4,627.9 million in 2017 to Euro 4,464,2 million in 

2018 following the organizational streamlining initiatives that the Group pursued during the year to speed up 

decision making and the implementation of strategies, as well as to improve the efficiency and integration of 

the various business areas. These included: 

                                                      
5 The calculation method suggested by Disclosure 201-1 of the GRI Standards was used 

6 2017 Net sales and operating expenses have been restated to reflect the application of the new accounting standard IFRS 15, as 
explained in the Notes to Luxottica’s 2018 consolidated financial statements 
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• the simplification of the entire organization, with the centralization of key functions and activities at Group 

headquarters in Milan, such as e-commerce, management of assortments, visual merchandising and real 

estate activities involving the Group’s stores around the world; 

• the strategy of internalizing some production processes in Italy, China and the United States; 

• the gradual centralization of lens processing and finishing, moving from LensCrafters in-store labs and 

dedicated Oakley lens lab in Foothill Ranch to state-of-the-art central lens laboratories in Atlanta, Dallas 

and Columbus in the United States; 

• the radical review of the distribution model in the Chinese market, increasingly oriented towards sales to 

the end consumer through the retail and e-commerce channels. 

The economic value distributed by means of wages and benefits to its employees was equal to 33% of the 

economic value distributed (Euro 2,651.5 million) in 2018, in line with the previous year. 

The economic value distributed to shareholders and providers of capital came to Euro 553.2 million, as 

compared with Euro 547.4 million in 2017, mainly due to the higher dividends distributed. The economic 

value distributed to the public authorities in the form of taxes came to Euro 305.5 million in 2018 from Euro 

344.6 million in 2017, benefiting from the effects of the Italian Patent Box and from American tax reform. 

In 2018 Luxottica, driven by a strong sense of responsibility and corporate citizenship, pursued its 

commitment towards the local communities and territories where it operates, supporting social, sport and 

cultural initiatives for a total of Euro 14.2 million (Euro 13.2 million in 2017). The most significant initiatives 

are outlined below:   

• the Luxottica welfare system, which since 2009 has involved not only employees but also their families 

and the community with initiatives ranging from educational support and healthcare to sustainable 

transport and a series of other services that meet people’s needs in an innovative and tangible way; 

• initiatives designed to offer access to quality eyecare and eyewear for less developed communities in the 

world. Examples include the 131 Sustainable Vision Centers opened since 2013 in Africa, China, India, 

South-East Asia and the US by OneSight, an independent non-profit organization of which Luxottica is 

the founding sponsor, and, in 2018, the second edition of the two weeks of free eye exams at a number of 

important accommodation facilities in Milan in parallel with World Sight Day; 

• initiatives to promote and protect cultural, social and environmental heritage that embodies “made in 

Italy”, the Group’s most distinctive value and evident in all “made in Luxottica” products and services. 

“Made in Italy” encompasses the same values of awareness and passion for aesthetics and culture that 

Luxottica undertakes to support through: 

- the promotion of some of Italy’s finest landmarks, such as the Teatro alla Scala in Milan, which it has 

supported since 2016, and the Ponte dell’Accademia in Venice, whose restoration it financed; 

- the organization, through the Alain Mikli brand, of initiatives that make art accessible to people with 

visual disabilities, such as the tactile exhibitions at the Quai Branly - Jacques Chirac museum in 

Paris (since 2010) and the creation of the audio descriptions of the plays performed at the Odéon 

theatre in Paris and the tactile models that faithfully reproduce the sets (since 2017) 

• projects with universities in Italy and optometry schools in the US and Australia, including: 

- Bocconi University in Milan, which it has partnered with since 2014 to provide economic support to 

the most deserving students, for example by supporting three international study programs; 

- the second edition in 2018 of the eyeFWD training initiative, five days of training at the Luxottica 

premises in Cincinnati dedicated to 30 select optometry students in North America; 

- the opportunity for 34 American optometry students to accompany optometrists and Group 

volunteers to two eye clinics organized by OneSight in Mexico and the opportunity for 12 Australian 

optometry students to participate in OneSight regional indigenous clinics in remote parts of Australia; 

• support for Valore D, the association of Italian businesses that Luxottica helped to create in 2009 to 

promote diversity, female talent and leadership; 

• economic assistance for emergency situations, such as the supplementing of the salaries of all of the 

over 8,000 employees on the temporary lay-off scheme at the Agordo, Cencenighe, Sedico and 

Pederobba sites, forced to stay at home due to the closure of the plants following the bad weather that 

affected the area in late October;  

• other initiatives aimed at local communities, from awareness campaigns on eyecare to collaboration with 

foundations active in developing countries: 
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- Luxottica is one of the main supporters of “Think About Your Eyes”, an advertising campaign on 
the importance of getting a comprehensive eye exam, which launched in the US in 2010 together 
with The Vision Council, The American Optometric Association and other partners; 

- support, through the Indian subsidiary, for the projects of Sightsavers, an international non-profit 

organization that seeks to prevent and eliminate blindness in developing countries, in rural areas 

of India; 

- support, through Oakley, for Qhubeka, the foundation of South African cycling team Dimension 

Data, with the aim of giving as many bicycles as possible to adults and children that live in rural 

areas of South Africa. 

 

› For more information on the social, cultural and sporting initiatives promoted and supported by 

Luxottica and its brands visit www.luxottica.com  

 

People, the real driving force of Luxottica 

Developing people is the focus of the Group’s growth strategies. In this context, diversity in thinking is a 

source of cultural enrichment and is therefore promoted and rewarded. Having qualified, motivated and 

engaged employees is crucial for its long-term success. Whatever the geographical region, site or subsidiary, 

employment at Luxottica is regarded first and foremost as an opportunity for professional and personal 

fulfillment, rather than a duty or right.  

Community with purpose. Those who work at Luxottica are not just part of a company but a genuine 

community where they are able to fulfill their professional and personal ambitions. Community is much more 

than just a value for the Group. Over time, Luxottica has strengthened its company welfare system and 

made an effort to listen to people in order to improve their lives at work and at home. 

This is because the Company recognizes that every employee is a person that needs to feel a sense of 

satisfaction and accomplishment. The aim is therefore to make them feel part of a strong community and 

company that protects their interests, passions, dreams and needs in the most concrete way possible. 

Being part of a true community also means feeling rewarded and appreciated for the value each employee 

brings to the table as part of a meritocracy. This concept is the base of the remuneration policy and 

performance assessment system and around it three organizational levers have been developed: 

• organization and integration of support functions for the various businesses; 

• a common company language that enables the various businesses to work in synergy; 

• quality of the recruitment process, quality of the training process to improve existing company expertise 

and strong focus on talent development. 

Talent management. Working at Luxottica means growing in a company that does not admit any 

discrimination or favoritism and invests in the future in an attentive and far-sighted way, introducing or 

developing new skills and expansive ways of thinking. In fact, talent development is a key element and 

comprises three areas: 

• the process of reviewing resources to give employees the necessary margin for growth and fulfillment; 

• talent development, with the possibility of participating in training and advanced courses that provide all of 

the tools necessary to face a fast-changing world; 

• performance monitoring and evaluation of every individual, based on criteria of merit, professionalism and 

competence. 

The Group's employees 

As to December 31, 2018 Luxottica Group has 82,358 employees, 62% of whom are in the retail business, 

5% in the wholesale business and 32% in production and logistic activities. The Milan and US corporate 

offices employ the remaining 1% of the Group’s total workforce.  

http://www.luxottica.com/
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Distribution of employees by business area7 

 

 

 

 

 

 

 

 

 

 

 

Distribution of employees by geographical area 

 

 

 

 

 

 

 

 

 

 

 

 

In 2018 the total number of employees has decreased by 3%. This must be read in the context of the 

organizational simplification and strategic, operational, technological and managerial renewal started in 

2015. The centralization of global business and product strategies has allowed Luxottica to think more 

centrally and perform rigorously at the regional and country level.  

One example in North America is the gradual centralization of lens processing and finishing, moving from 

LensCrafters in-store labs and dedicated Oakley lens lab in Foothill Ranch to state-of-the-art central lens 

laboratories in Atlanta, Dallas and Columbus in 2018. Luxottica invested heavily in the Atlanta facility, which 

quadrupled in size with four buildings dedicated to logistics, the production and processing of ophthalmic 

lenses and the assembly of eyeglasses (the “complete pair”). Hiring or moving skilled employees, the Atlanta 

facility completely optimized operations in the region, improving productivity and flexibility. Today Atlanta is a 

                                                      
7 The breakdown of employees by business areas as to December 31, 2017 was reviewed in accordance with the methodological 
criteria adopted in 2018, which is more precise in dividing employees between the wholesale, retail, operations and corporate areas. 
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beacon of innovation and service excellence in support of the Group’s wholesale, retail and e-commerce 

activities in North America. 

Similarly, a talent reorganization in LensCrafters and Oakley stores in North America helped to give part-time 

employees a chance to increase the number of hours they work, allowing the business to reply less upon 

seasonal and on-call contracts. While the closure of over 200 Sears Optical locations (due to the closing of 

those host stores by Sears Holdings) resulted in job losses, this was partly offset by the hiring of personnel 

to run the 170 new Sunglass Hut shop-in-shops opened in Bass Pro Shops and Cabela’s stores in 2018. 

Staff were also hired for the new Ray-Ban and Sunglass Hut stores in China, South-East Asia, Europe and 

Latin America. This year, many of these new employees as well as existing ones, were given access to 

training and education courses on the new Luxottica University platform, boosting motivation and creating a 

sense of belonging to the Group. 

On the Operations side, investments in automation and new production technologies did not impact 

employment levels in Italy, the Group’s production and logistics nerve center. Italy is also the location of 

Luxottica’s headquarters, home to the company’s global business and product strategies, such as the real 

estate activities for the Retail division, digital marketing and e-commerce activities, which were further 

expanded in 2018. For instance, the e-commerce department grew from around 70 people at the end of 

2017 to 100 at the end of 2018, further establishing itself as both the fastest growing and youngest 

department in the Group with an average age of 31. Women make up 60% of the team, which also stands 

out for its broad array of expertise. 

A company with over 50 years of history and an incredible youth employment rate 

Looking at the company population there is a clear dichotomy between employees under 35 years of age, 

who account for almost 60% of the workforce, and employees of over 50 who represent around 11% and are 

equally distributed across all professional levels in the Group. This examination of the data as to December 

31, 2018, suitably compared with the data used in 2017 in accordance with GRI Standard 405-1 “Diversity of 

employee”, confirms that employees between 30 and 35 years of age are appointed to managerial positions. 

 

Group employees by professional category and age group 

2018  

 Blue-
collars 

White-
collars 

Middle 
management 

Senior 
management 

Total Total % 

<35 years old 66% 43% 29% 8% 47,155 57% 

35-50 years old 25% 41% 55% 77% 25,953 32% 

>50 years old 9% 16% 16% 15% 9,250 11% 

Total 55,237 22,091 4,073 957 82,358 100% 
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2018  

 Blue-
collars 

White-
collars 

Middle 
management 

Senior 
management 

Total Total % 

<30 years old 53% 26% 8% 1% 35,328 43% 

30-50 years old 38% 57% 76% 84% 37,780 46% 

>50 years old 9% 17% 16% 15% 9,250 11% 

Total 55,237 22,091 4,073 957 82,358 100% 

 

2017  

 Blue- 

collars 

White- 

collars 

Middle 

management 

Senior 

management 

Total Total % 

<30 years old 54% 35% 10% 1% 37,956 45% 

30-50 years old 37% 50% 73% 82% 37,372 44% 

> years old 9% 15% 17% 17% 9,822 11% 

Total 50,545 28,593 5,095 917 85,150 100% 

 

Type of contract 

As to December 31, 2018, 65% of employees have permanent contracts (64% in 2017). The remaining 35% 

have fixed-term contracts, which are connected with the seasonal nature of the retail business and 

Operations.  

As regards the type of contract, approximately 67% of employees have full-time contracts (66% in 2017).  

 

2018 

 Total Total % Women % Men % 

Employement contract     

Permanent 53,816 65% 62% 38% 

Fixed-term 28,542 35% 66% 34% 

Full-time / Part-time8     

Full-time 55,035 67% 60% 40% 

Part-time 27,323 33% 68% 32% 

Total 82,358  63% 37% 

 

  

                                                      
8 Full-time: employee whose weekly, monthly or annual working hours are defined by the law and national legislation in the area of 
working hours. Part-time: employee who works fewer weekly, monthly or annual working hours than a Full-time employee 
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2017 

 Total Total % Women % Men % 

Employement contract     

Permanent 54,382 64% 61% 39% 

Fixed-term 30,768 36% 67% 33% 

Full-time / Part-time     

Full-time 56,622 66% 62% 38% 

Part-time 28,528 34% 66% 34% 

Totale 85,150  63% 37% 

 

Diversity across the board 

For a global group like Luxottica, diversity is not merely a concept to safeguard, but a distinguishing trait of 

the entire organization, that is extremely varied in terms of culture and identity and, as such, is able to meet 

the needs and expectations of equally diverse and global consumers. Within the company, everybody has 

the same employment and professional growth opportunities. No individual characteristic - whether it be 

gender, age, religion, origin, marital status, disability or sexual or political orientation - will ever be used to 

discriminate against somebody during their career within the company. Luxottica has a clear policy of paying 

employees equally for the same or equivalent work, regardless of their sex (or any other characteristic set 

out above). Professional roles and promotions are evaluated and assigned in order to guarantee a fair and 

meritocratic modus operandi. 

Women represent 63% of the overall headcount and cover over 40% of the managerial roles in the world. 

Luxottica aims to foster their development with initiatives that promote their talent and leadership, as 

evidenced by the growing number of women in top positions within the Group, up 7% in 2018, proof that their 

career development process is faster than that of their male colleagues. In Italy, the solid and active 

participation of the female Italian managers in the training initiatives and seminars organized by Valore D in 

Milan is well established. In North America, Luxottica is a supporter of the Optical Women’s Association 

(OWA), a non-profit organization that connects women from the optical industry across North America. The 

OWA provides networking, including events with outside speakers, monthly newsletters and member events 

at trade shows. Nearly 100 women across Luxottica are members of the OWA and several female leaders 

from the Company have been honored over the years for their support of the organization and their 

mentorship of other women. 

  



 

Management Report as of December, 31 2018         29 

Group employees in 2018 

Professional category Total Women % Men % 

Blue-collars 55,237 

(67% of total) 

67% 33% 

White-collars 22,091 

(27% of total) 

58% 42% 

Middle management 4,073 

(5% of total) 

47% 53% 

Senior management 957 

(1% of total) 

32% 68% 

Total 82,358 63% 37% 

 

Commitment to employees 

There is no sustainable development if the Group’s growth is not accompanied by an improvement in the 

lives of employees and their families and the safeguarding of health and safety in the workplace. 

The welfare system 

Since 2009, Luxottica has implemented an innovative welfare system which has quickly become a 

benchmark model in Italy. The system involves economic, health, educational and social initiatives for the 

Company’s over 12,700 Italian employees and their families. 

The main action areas are youth and education, income support, health and well-being, sustainable 

transport, personal and family services in this way favoring the work-life balance. Proof of this can be seen in 

the important results the program has achieved since its inception as regards: 

• reduction in turnover and absenteeism with an improvement in employee attendance rates at the Group’s 

production plants, also on working Saturdays; 

• increase in the sense of belonging and loyalty to the Company; 

• improvement in quality of life with an increase in the real value of the wages and purchasing power of 

employees, also thanks to the use of basic goods and services. 

Over the years, Luxottica’s welfare has proved to be a system that is capable of financing itself. Part of the 

benefits, mainly the result of the increase in efficiency and productivity that derives from greater company 

well-being, are in fact invested in welfare initiatives, fostering a genuine virtuous cycle which supports the 

well-being of employees, that are even more motivated to do their best in terms of creativity, passion and 

team spirit. 
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Luxottica’s welfare system in Italy: main initiatives 

Action area Initiative 

Income 

support 
- The shopping cart, which provides a basket of foods worth Euro 120 

- Solidarity micro-credit: a form of easy-term loans (up to Euro 5,000), guaranteed by the company, 
for employees who are experiencing financial difficulty  

- Life bonus: a financial support of Euro 30,000 to the family in the case of death of an employee. In 
the case of families with underage children family members with a disability or a mortgage on the 
first home, even in the case of a joint name registration, the amount may be more than doubled 

Personal 
and family 
services 

- My welfare – flexible benefits schemes: the opportunity for employees to convert the annual 
performance-related bonus into a broad list of services and goods as allowed by the Italian 
legislation  

- Corporate agreements 

- Easy Do, the "company butler" available four days a week to employees in Milan for a range of 
services  

- Newborn and family care services such as babysitting on demand  

- Baby week: in addition to the five days of paid paternity leave on the birth of their child, employees 
are given an extra week of paid leave when their children go to nursery school the first time 

Sustainable 

transport 

- ZeroCar: a sustainable mobility initiative to encourage car sharing among employees, with 

dedicated parking space inside the Italian factory grounds 

- Community transport and contribution to the annual subscription to local public transport  

- Parking lots inside the Italian factory grounds 

Health and 
well-being 

- Corporate agreements providing access to over 1,800 sporting facilities in Italy 

- Health insurance coverage for permanent employees and fixed-term employees with at least 150 
days of length of services and their family members 

- Free health check-up for employees over 40 in Milan and for employees over 50 in Luxottica’s 
factories  

- Listening and counseling: a telephone listening service and psychological support, completely free 
and confidential, available 24/7 

Youth and 
education 

- Scholarships and full reimbursement of fees up to university graduation for the most deserving 
students (employees’ children) and employees (working students) 

- English Summer camps in well-known Italian tourist locations for employees’ children and 
opportunity of stays abroad at Luxottica employees’ families during the summer  

- Summer internships within the Group for students (employees’ children) who attend the third or 
fourth year of high school 

- Reimbursement of middle, high-school and university text books  

- Intensive preparation courses for university admission tests  

 

The Group’s approach to company welfare represents an innovative model also in terms of industrial 

relations. The trade union agreements at the basis of Italian welfare have contributed to the spread of a 

welfare culture in all geographical areas in which Luxottica is present, ensuring that welfare is not regarded 

in an isolated issue but rather integrated with the Company’s productivity systems. Proof of this can be seen 

in the constant monitoring of the hourly cost of work including all welfare initiatives in the Italian, Chinese, US 

and Brazilian sites (where similar welfare models are active, aimed at supporting income and well-being). 

This makes it possible to highlight and control efficiencies and to sustainably redistribute income to 

employees. 

> To learn about the Group’s main welfare initiatives visit www.luxottica.com 

Enhancing knowledge and expertise 

Luxottica believes that the ongoing training of its employees is critical, not only for developing individual 

skills, but for cultivating leaders who will contribute to the development and future growth of the Group. Each 
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new employee is recruited with their values, knowledge and know-how in mind, ensuring the long-term 

strength of every function at the company. 

 

Training programs 

The progressive centralization of training strategies and tools led to the creation of Luxottica University as a 

single incubator for all Luxottica’s training initiatives online, in a classroom setting and in-store for retail 

associates (so-called “coaching on the job”). 

In 2018, approximately 700,000 hours of training9 were provided around the world, of which more than 

300,000 hours were online. Luxottica University expanded into a digital platform last year, progressively 

rolling-out to all Retail division’s stores and associates in all geographies, as well as employees in the 

offices. The platform offers content in around 20 different languages and is accessible anytime, anywhere. 

Luxottica University’s training model takes advantage of the digital channel by provid ing knowledge, 

information and mandatory health & safety training anytime and anywhere. It also provides classroom 

settings and on-the-job training for specific retail competences, from selling techniques to soft skills on how 

to better serve the customer. Over 60% of the training hours have benefited store associates specifically. 

Training activities on the Group’s Code of Ethics, specific areas of compliance such as the prevention of 

corruption and the GDPR regulation, also accounted for a significant number of training hours.  

  

Learning & Development initiatives 

Luxottica invests in global and local training programs, so that both individuals and teams can realize their 

potential and contribute to achieving the company’s goals. Topics range from company values to product 

knowledge to cross-functional skills. In the planning and promoting these courses, the company takes into 

account the needs of the organization, which are then transformed into learning needs and, in turn, take the 

form of training initiatives. Below is a summary of some of the most interesting training initiatives launched in 

2018 around the world. 

Luxottica @Firstsight  

Luxottica @Firstsight, at its tenth edition in 2018, is the four-day program that offers all new hires (middle 

managers and above) the opportunity to get a strategic overview of the Group, directly experience 

Luxottica’s culture and visit key locations in the history of the company. The 2018 attendees, including 38 

colleagues from all over the world, met with senior leaders within the Group and experienced Luxottica Days 

in Cernobbio and toured the Lauriano factory. 

Luxottica North America’s field leader development program 

Designed for employees that work for the Group’s retail brands in the field, this program - launched in 2016 - 

prepares store managers to manage multiple stores within a larger area (Region) and Regional managers to 

oversee larger areas. Over a period of five months, the 25 participants in the 2018 attended classroom 

lessons and received mentorship to help them prepare for their next level of responsibility in the best 

possible way. 

China Fresh talent program 

Launched in China in 2009, this 3-year program for young graduates that have recently joined the Company 

aims to create a professional development path consisting of training soft skills and capabilities, teamwork, 

tutoring and informal interactions. In 2018, 46 employees participated in the program. 

                                                      
9 The training hours reporting scope covers around 95% of the workforce. In 2018, a structured process for reporting on training 
activities and initiatives was launched at all Luxottica sites. The necessary information was collected via the Luxottica University e-
learning platform, and the specific data collection spreadsheets were shared with the local representatives of the Human Resources 
department. 
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The safety culture 

Adapting work to the worker is the principle that underpins the health and safety protection afforded to all of 

the Group’s employees. In fact, safety leads to well-being, prevention and collaboration. To encourage safe 

behavior and facilitate the management and prevention of risky situations, over the years the Company has 

developed a workplace health and safety culture. More specifically, Luxottica has introduced an 

organizational model at its production and logistics sites that focuses on prevention and protection with the 

aim of maintaining a safe working environment. 

All Italian production sites, beginning with Rovereto in 2012, have obtained OHSAS 18001:2007 certification 

for their occupational health and safety management systems. The certification was extended to the sites in 

Campinas (Brazil) and Dongguan (China) in 2018, the latter in compliance with the ISO 45001:2018 

standard. 

 

The “Zero accidents programs” and the initiatives for the promotion of workplace safety 

The guidelines for the Group’s health and safety activities and initiatives go beyond fulfilling the training and 

information obligations set forth by local regulations and include: 

• designing and maintaining an appropriate and safe workplace, guaranteeing full respect for ergonomic 

principles in the design of workspaces and relative equipment; 

• continuous updating of the accident prevention management procedures and constant monitoring of 

industrial hygiene, taking into account physiological and behavioral aspects that may affect the occurrence 

of accidents and occupational diseases; 

• training, through appropriate training programs. 

In order to guarantee higher safety levels and develop a genuine company culture in the area of accident 

prevention, in 2007 the Group launched its “Zero accidents” program in Italian sites, subsequently 

introducing it at its facility in Campinas (Brazil) in 2013. It is a program that requires investment, the 

continuous adjustment of infrastructure and the training of employees, and which has naturally led to 

significant improvements in safety at plants. Though the accident rate in the factories remained unchanged 

between 2016 and 2018, on a like-for-like scope, it was only in Italy, where this rate has been monitored for 

longer, that a 40% decrease was observed between 2010 and 2018. The fact that occupational health and 

safety risks have been contained is proven also by other indicators monitored by Luxottica, which are shown 
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in the table. In 2018, the accident rates worsened compared to the preceding years, mostly on account of 

accidental collisions and falls. The number of unsafe situation reports increased from 27,190 to 32,567 in 

2018. They reached 33,759, including the reports received by the Foothill Ranch plant and the central 

laboratories for the production of ophthalmic lenses in the United States, in their first year of implementing 

the system for reporting unsafe situations, which had already been adopted at the Group’s other production 

sites, except Atlanta where it will be unrolled in 2019. 

The installation of the Safety Corners, i.e. designated locations for posting information on health and safety 

matters and for reporting unsafe or risky situations for workers, is envisaged in Atlanta and the other North 

America sites in 2019. Safety Corners were first introduced in several manufacturing plants in Italy in 2015. 

They were progressively extended to all Italian facilities and to the Chinese facilities in 2018. The initiative 

was an instant success, as highlighted by the exponential growth in reports as shown above, and is 

indicative of an increasingly proactive approach in safety management by employees.  

 

KPIs(a)
 2018  2017 2016 

Frequency rate(b) 

- like-for-like perimeter 

- 2018 new perimeter(a)
 

 

1.7 

2.3   

 

1.4 

 

1.7 

Severity index(c) 

- like-for-like perimeter 

- 2018 new perimeter(a)
 

 

0.04 

0.10   

 

0.02 

 

0.03 

Number of accidents 

- like-for-like perimeter 

- 2018 new perimeter(a)
 

 

79 

119 

 

66 

 

80 

Number of first aid cases and close call accidents (d) 

- like-for-like perimeter 

- 2018 new perimeter(a)
 

 

450 

884 

 

367 

 

421 

Number of reports of unsafe situations and SMAT audits (e) 

- like-for-like perimeter 

- 2018 new perimeter(a)
 

 

32,567 

33,759   

 

27,190 

 

23,025 

(a) The GRI 403-2 disclosure was not followed when reporting the data as it does not coincide with the Company’s internal classification 
and reporting methodologies. The indicators were developed in accordance with the “Workplace accident statistics” UNI 7249/2007 
regulation and then integrated with additional Company-specific KPIs. The analysis does not include the Bhiwadi site in India and the 
logistics hub of Jundiaì in Brazil as they are exclusively dedicated to their respective local markets, and Fukui Megane, the Japanese 
eyewear manufacturer of which Luxottica acquired a 67% stake in 2018. The figures on a like-for-like perimeter do not include the 
Atlanta logistics hub and the central lens laboratories in Atlanta, Columbus and Dallas, which became fully operational in 2017 and for 
which the process of collating health and safety data was carried out only according to the American OSHA (Occupational Safety and 
Health Administration) standard. The new 2018 perimeter includes the Atlanta, Columbus and Dallas lens laboratories in the United 
States, which have adopted the same method of determining accidents and the relative processes already adopted in the Group’s 
production units in Italy, China and Brazil. The data relative to the “number of reports of unsafe situations and SMAT audits” does not 
include the Atlanta site, for which investments are being made to adapt the mechanisms and processes to those of the rest of the 
Group. 

(b) Frequency rate: number of events every 1,000,000 hours worked. This is the main indicator of accident trends because it takes 
account of the hours worked and not just the absolute number of accidents. It was calculated in accordance with the UNI 7249/2007 
regulation, “Workplace accident statistics” 

(c) Severity index: days of temporary inability to work due to injuries (calendar days from the first day of absence, excluding the day of 
the accident) per 1,000 hours worked. The indicator was calculated in accordance with the UNI 7249/2007 regulation, “Workplace 
accident statistics” 

(d) First aid: an internal indicator that monitors events involving minor injuries that are generally handled by first aid operators. Close call 
accident: an internal indicator that monitors events which may potentially lead to an accident/first aid event that might have caused an 
injury which, by pure chance, did not materialize. 

(e) SMAT Audit (Safety Management Audit Training) is an auditing activity carried out at different levels of the organization to verify a 
series of environmental, health and safety aspects (working environment, Personal Protecting Equipment - PPE, training, machines etc.) 
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In addition to the days dedicated to safety and prevention training (the “Safety days”) within its facilities 

worldwide and the constant update of the section dedicated to health, safety and the environment on the 

OneLuxottica company intranet in Italy, China and Brazil, in 2018, on the occasion of the World Day for 

Safety and Health at Work (April 28), Luxottica launched the “I promise” campaign to raise awareness within 

its facilities around the world. Employees were invited to write their own promise, in terms of a good safety-

related proposal, making a public commitment to uphold it. Over 3,700 promises were collected from 

employees at the facilities in Italy, China, the United States and Brazil. The most interesting and inspiring of 

these promises, regarding the conduct to follow to ensure one’s personal safety and that of others, at work 

as well as at home, were posted on bulletin boards in the relative facilities. 

A new way of interpreting safety in Italy: Behavior-Based Safety (BBS) 

A number of studies have shown that more than 80% of workplace accidents are caused by at risk behavior. 

Inspired by the “Behavior-Based Safety (BBS)” concept, the Group has decided to adopt a safety 

management methodology at its Italian plants that consists of reducing or eliminating unsafe behavior and 

actions through the involvement of its employees and will make it possible to: 

• develop a culture of fully shared security, encouraging the active and voluntary participation of workers, 

above all through positive backup and feedback; 

• build better relationships between employees, even outside the safety context, increasing the sense of 

belonging to the Company; 

• ensure an even more “active participation by workers” as set forth by the Safety Consolidation Law 

(Legislative Decree 81/2008 et sequitur). 

Adoption of the BSS process is gradual: it was introduced in 2014 at the Cencenighe facility and 

subsequently extended to the other Italian facilities. Agordo’s turn came in 2018 and implementation of the 

new method is currently underway. 

The responsible management of the supply chain 

For Luxottica, the supply chain is fundamental for guaranteeing the high quality of its products and services 

and contributes to maintaining and enhancing the reputation of the Group. 

With particular regard to Operations, the Group works with around 2,000 suppliers. Of these, suppliers of 

direct materials and finished products are an important link in the Group’s supply chain and represent around 

50% of purchases. They are mostly located in Europe and China, areas where the Group produces over 

80% of its eyewear collections. When selecting these suppliers, Luxottica indeed prioritizes developing 

linked industry in the areas in which it has manufacturing facilities, working with numerous local supplier 

companies. 

 

The supply chain by supplier type  

 2018 2017 

Raw materials and components (direct materials)  36% 37% 

Finished products (e.g. Oakley’s Apparel, Footwear and Accessories - 
AFA)  

12% 12% 

Third parties’ brands sold in the Group retail network including contact 
lenses 

22% 17% 

Logistics 12% 12% 

Other 18% 22% 
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Geographical distribution of suppliers of direct materials and finished products  

 2018 2017 

Europe 48% 45% 

China 40% 39% 

Asia-Pacific (excluding China) 7% 8% 

United States 4% 5% 

Latin America  1% 3% 

 

Luxottica Responsible Sourcing and Manufacturing program 

The monitoring of the reliability and quality of the products and services acquired represents the core of the 

Luxottica Responsible Sourcing and Manufacturing (LRSM) program. 

Launched in 2013 at global level, its aim is to achieve full alignment with Luxottica’s principles and 

international standards in the areas of ethics, labor, health, safety and the environment. 

It applies to the Group’s sites and its suppliers and must: 

• guarantee respect for the Code of Ethics, which must be adopted by all suppliers; 

• respect global commercial laws; 

• guarantee the compliance of its suppliers with local laws and regulations; 

• avoid the risk of serious cases of non-compliance with the application of a “zero tolerance” mechanism10 

in the evaluation of aspects of key relevance (e.g.: the use of child labor) both when selecting and 

monitoring suppliers. As part of this mechanism those who do not comply with the Group’s procurement 

system are excluded from it; 

• mitigating business continuity risks. 

Given its inter-departmental nature, the program brings together representatives of the Operations Sourcing, 

Internal Audit, Manufacturing, Quality, Risk Management, Compliance & Asset Protection departments in a 

steering committee tasked with: 

• periodically assessing the state of progress of the program and the results of the checks carried out on-

site by Luxottica and the licenses; 

• approving risk mitigation plans for suppliers identified as critical; 

• discussing the adoption of new measures to guarantee the achievement of the program’s goals; 

• promoting dedicated training activities at manufacturing facilities and at supplier premises. 

The auditing of suppliers 

Luxottica engages a qualified third party to monitor the suppliers’ compliance with ethical principles and 

environmental and social responsibilities, as well as to implement corrective actions in the event of non-

compliance with the Group Code of Ethics and/or local regulations. 

In line with its commitment to sustainability, the Luxottica Responsible Sourcing and Manufacturing program 

focuses on the suppliers of direct materials and finished products and has progressively extended its 

geographic coverage to Europe, in addition to Asia-Pacific and Latin America. 

                                                      

10 The Group’s “zero tolerance” criteria relate to: 1) the use of child labor (under 16 years of age); 2) conditions that seriously endanger 
health and safety; 3) particularly harmful environmental impact; 4) use of forced or undeclared labor or imprisonment; 5) access to sites 
denied to auditors for the second time; 6) acts of corruption, money laundering and illicit trade; 7) persistence of non-compliance or 
failure to meet requests to take immediate action to comply with rules 
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The number of current and potential suppliers of direct materials for the eyewear business that were subject 

to audits increased from 28 in 2017 to 45 in 2018 as follows: 

• 10 follow-up audits due to the unsatisfactory results of the audits of the previous year; 

• 9 preventive audits, in order to establish a number of alternative suppliers in the event of particularly 

critical situations; 

• 26 maintenance audits, in order to continue to be qualified as Group suppliers. 

For ten suppliers, incidences of non-compliance with LRSM requirements were identified in terms of total 

number of working hours and of consecutive working days. For eight of these suppliers a follow-up audit has 

been deemed necessary (three performed at the end of 2018 and five planned in 2019). For two suppliers 

Luxottica decided to discontinue the relationship. 

No cases of environmental non-compliance were identified. 

 

Number of suppliers audited for their social and environmental impacts 

 2018 2017 2016 2015 

Number of suppliers subject to auditing 45 28 20 20 

Incidence versus total purchases for the eyewear business covered 
by the LRSM program 

55% 39% 22% 21% 

 

The audit process on AFA suppliers, which was introduced in 2017, continued in 2018, as a result of the 

procurement centralization process following the integration of Oakley’s activities in the Group. In 2018, 21 

audits were carried out on production plants of suppliers located in Asia-Pacific, Latin America and Europe. 

Finally, in 2018 Luxottica assessed the opportunity to extend the LRSM program to suppliers of indirect 

materials (materials used in the production process) and maintenance services inside the Operations. A pilot 

test was conducted in China in order to verify the immediate application of LRSM audit system to this type of 

suppliers.  

Training of suppliers 

In 2018, Luxottica launched a training workshop on responsible sourcing for strategic suppliers. China was 

the first geographic area to be involved due to its high-risk profile and the amount of purchases made by the 

Group, which in China produces over 40% of its frames and sunglasses. 

The workshop involved the Company’s 50 strategic suppliers in China, for a total of 100 people in three 

days, and covered topics that are usually verified during the on-site audits: labor and human rights, business 

ethics, health and safety and the environment, in addition to LRMS principles and Luxottica’s Code of Ethics. 

Luxottica used a third party to perform the training in the local language, assuring that all attendees could 

actively participate and understand the topics. 

Other training initiatives for suppliers are planned for 2019.  

-> For further information see the “Luxottica Responsible Sourcing & Manufacturing Principles” document 

available on the Group website www.luxottica.com 

Protecting the environment 

The responsible management of environmental issues is a strategic issue for the Group. The technological 

innovations and constant investments aimed at improving activities and processes have made the entire 

value chain increasingly more sustainable, in terms of water and energy consumption, CO2 emissions, 

management and recycling of discards and waste. From the definition and implementation of policies and 

initiatives aimed at reducing the main environmental impacts to investments in industrial technologies with a 

http://www.luxottica.com/
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low environmental impact, from the use of clean energy to a responsible and efficient use of resources, to 

the reduction and recovery of waste materials, everything is about sustainability. 

Consistently with the approach of gradual inclusion typical of its non-financial reporting, during 2018 

Luxottica has extended the scope of the environmental performance analysis to the central laboratories for 

the production of ophthalmic lenses in North America, Italy and China, including in this way almost all 

Operations11 of the Group, and to the retail business12. The so resulting general view, consolidated at a 

Group level in 2018, is shown at the end of this chapter. In what follows, trends are preferably compared and 

assessed on the basis of homogeneous analysis. In order to allow a correct and consistent comparison with 

the previous years, the 2018 data are in fact presented in a distinct manner in relation to Operations and 

Retail. For the same reason, environmental performance results in Operations are presented in 2018 using 

the same scope of analysis used in the years 2016 and 2017, therefore excluding the central laboratories for 

the production of ophthalmic lenses. 

The environmental performance in the Operations 

The first major projects, mainly aimed at reducing atmospheric emissions, were launched in the early 2000s 

while in 201013 Luxottica adopted a health, safety, environmental and energy policy founded on four primary 

objectives: 

• protecting the environment, preventing and reducing accidents and injuries; 

• developing a culture centered on health, safety and environmental management; 

• respecting the requirements of applicable laws; 

• continuously improving the management system. 

This policy is applicable to all Group employees and workers and accessible to the public at 

www.luxottica.com.  

Since 2011 a structured system has been in place for monitoring environmental impacts. Based on the 

monitoring of four environmental macro-issues (energy consumption, water consumption, emissions and 

waste), it is developed according to a process comprising the following phases: 

• measurement of the environmental impacts generated by the Group’s processes and activities through the 

installation of meters that make it possible to view energy consumption in real time; 

• analysis of such impacts through the use of specific indicators and the standardization of internal reporting 

tools; 

• identification of priority action areas and definition of new initiatives, projects and improvement plans; 

• implementation of technical improvement projects (e.g., energy efficiency initiatives) and innovative macro 

projects (e.g., photovoltaic facility and biomass plants). 

In fact, Luxottica’s respect for the environment involves investments in the best low environmental impact 

technologies and increasingly effective production processes, guaranteeing a more efficient use of energy 

and natural resources and the responsible use of water resources. The 2015-2016 period in particular stood 

out for the substantial investments made in improving energy efficiency, treating water and, in Italy, the 

gradual introduction of energy from renewable sources, also self-produced. Being long-term projects, 2017 

saw the consolidation of the previous year’s investments and evidence of the first benefits for the 

environment and the health and safety of employees. 

Continuing along the same path followed in 2017, the environmental investments made in 2018, equal to 

Euro 1.5 million, focused on technical improvement projects, aimed at further minimizing the environmental 

                                                      
11 The Bhiwadi site in India and the logistics hub of Jundiaì in Brazil were excluded also in 2018 as they are exclusively dedicated to 
their respective local markets and are therefore less relevant. Fukui Megane, the Japanese eyewear manufacturer of which Luxottica 
acquired a 67% stake in 2018, was also excluded.  

12 The data refer to 4,274 stores, equal to 60% of the stores directly operated by the Group as to December 31, 2018. For more 
information see “The environmental performance in the Retail division” section. 

13  Last updated in June 2017 

http://www.luxottica.com/
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impact of the existing manufacturing sites. These do not include investments in new technologies, 

machineries, materials and production processes, which already are inclusive of sustainability criteria. 

 

Main environmental investments Geographical area Environmental benefits 

Energy efficiency 

Optimized and centralized management of 
cooling and heating systems  

Italy, China 

 

Reduction of electricity consumption 

Change to water heating systems in the 
galvanizing and degreasing tank lines in order to 
replace electrical resistance with water heat 
exchangers (Agordo) 

Italy Replacement of electricity with thermal 
energy from the biomass plant to heat 
the tanks on the galvanizing lines in 
Agordo 

Installation of new compressed air plants and 

equipment 
Italy, China Reduction in the energy cost of 

producing compressed air and 
optimization of the compressed air 
used at individual workstations 

Water 

Installation of time delay valves and meters to 
control and limit water consumption 

Italy, China 

 

Reduction and optimization of water 
consumption 

Installation of closed-circuit systems to minimize 
the water impact of galvanization and painting 
processes 

Italy Reduction of water consumption 

Waste 

Installation of the evaporator system China Reduction of waste disposed  

Specific analysis aimed at improving identification 

and management of recoverable waste 
Italy, China Improved distinction of waste by type 

and consequent increase of 
recoverable waste  

 

In 2019, Luxottica will continue to invest in projects aimed at further improving energy efficiency and 

increasing renewable energy production, in management solutions, plants and techniques for reducing water 

consumption through its recycling and reuse, and in process activities that generate as little waste as 

possible. 

Certifications, a key part of Luxottica’s environmental policy  

Luxottica’s commitment to reducing energy and water consumption, waste and CO2 emissions is coupled 

with the obtainment of the environmental management, energy, and health and safety system certifications 

that Luxottica has strived to adopt in all of its sites and offices across the world since 2011. 

In 2011 the Company adopted the ISO 14001 Environmental Management System in all its facilities and 

offices in Italy. The process of obtaining the certification at the other Group sites continued in 2017 with the 

one in Campinas (Brazil). In March 2018 the facility in Dongguan (China) also obtained the ISO 14001 

certification. 

Luxottica was the first Italian company to obtain the ISO 50001 certification (the international standard for 

energy management issued in June 2011), for its energy management system for the Agordo factory, the 

Group’s operational core. This was followed in 2012 by the other five Italian manufacturing facilities and the 

Milan headquarters. 

Following a review of the standards, the Group immediately started the migration to the new ISO 14001:2015 

and ISO 50001:2018 standards at all production sites and offices worldwide, so that they will all be certified 
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according to the same versions of the reference standards by the end of year 2019. The Italian sites and 

offices were the first to migrate from ISO 14001:2004 to the new ISO 14001:2015 standards.  

 

The Group’s sustainability-based approach is also evident in its request for LEED® certification, presented by 

the Group for the new logistics hubs of Sedico, Dongguan and Atlanta constructed between 2016 and 2017. 

LEED® (Leadership in Energy and Environmental Design) is the most prominent energy and sustainability 

certification standard in the world relating to the sustainability of buildings from an environmental, social, 

economic and health perspective, whereby the fulfillment of more stringent criteria than those currently 

implemented by the national legislation is required. This rating system promotes a whole-building approach 

to sustainability by recognizing performance in key aspects such as energy and water savings, the reduction 

of CO2 emissions, indoor environmental quality, materials and resources used, construction project and 

choice of site.  

Dongguan and Sedico were first to receive it. The certification process is ongoing for Atlanta, where it is 

planned for 2019. The obtainment of this certificate attests therefore that the premises in which the new 

logistic hubs of the Group are situated have been designed and built respecting the surrounding ecosystem, 

starting with the selection of building materials. Also in this case, just like the other production and logistic 

sites of the Group, monitoring water and energy consumption, discharges, waste and the emission of green-

house gases into the atmosphere follows Loxottica's standards, which are more stringent than those required 

under local regulations. 

The use of energy resources 

The total consumption of energy deriving from non-renewable resources can mainly be attributed to the 

consumption of grid electricity and, to a lesser extent, the consumption of natural gas and diesel used to heat 

the production and logistics sites within the reporting scope. Meanwhile, the total consumption of renewable 

energy is connected with hot water from biomass and electricity from photovoltaic energy and refers 

exclusively to the Italian sites. 
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Total energy consumption(a) 

 2018 2017 2016 

Total consumption (millions kWh) of which: 389.1 380.5 349.3 

- from non-renewable sources (millions kWh) 383.7 375.3 346.5 

- from renewable sources (millions kWh) 5.4 5.2 2.8 

Energy intensity (kWh/frame) 4.61 4.45 3.98 

(a) Energy consumption refers to Luxottica manufacturing facilities in Italy, China, United States, Brazil and the main distribution centers 
in Italy, China and the United States. Data exclude electricity consumption from the grid by Data Centers, whereas the energy 
consumption by the US primary distribution center has been estimated. The conversion factor used to calculate energy consumption in 
GigaJoules is 1 kWh = 0.0036 GJ (source: International Energy Agency, www.iea.org). The consumption in TeraJoules was 1,257 TJ in 
2016, 1,370 TJ in 2017 and 1,401 TJ in 2018 

 

Similarly to the trends recorded in previous years, also in 2018 the general increase in energy consumption 

in the Operations (+2.3% to 389.1 kWh at constant scope) is due to a series of factors, such as:  

• the continuation of the strategy of internalizing some production processes in Italy, China and the United 

States, with a consequent increase in installed capacity and the amount of fixed energy consumption; 

• increase of the installed power and therefore of the energy consumption in the new logistic hubs rolled out 

in Sedico, Atlanta and Dongguan during 2018; 

• the continue increase in the product complexity and the different production mix between metal, injected 

plastic and acetate eyewear, where metal processing involves around 70 different phases and the use of 

more energy-intensive technologies compared to other production technologies.  

In 2018 energy intensity increased by 3.6% from 2017. Excluding the impacts deriving from insourcing some 

production processes and from the increased logistic capacity, energy intensity improves to 4.43 kWh/frame 

from 4.45 kWh/frame in 2017. 

Electricity and methane gas are the Group’s two main sources of energy and account for almost all of the 

energy consumption of the production sites and distribution centers in the reporting scope. Diesel is used in 

the event of problems with the supply of electricity to the Chinese production site, and to supplement the 

thermal energy produced by the biomass plant in the Cencenighe site during the coldest periods of the year, 

typically January and December. 

 

Total energy consumption from non-renewable sources 

 2018 2017 2016 

Total consumption (millions kWh) of which: 383.7 375.3 346.5 

- Electricity from the grid (millions kWh) 275.6 265.4 242.0 

- Methane gas(a) (millions kWh) 107.6 109.4 102.2 

- Diesel for heating(b) (millions kWh) 0.5 0.5 2.3 

(a) The conversion factor used to calculate methane gas energy consumption in Kilowatt hours is 1 sm3 = 10.944 kWh (Source: Stogit 
measures converter) 

(b) The conversion factor used to calculate diesel energy consumption for heating in Kilowatt hours is 1 l = 10.005 kWh (Source: Italian 
Greenhouse Gas Inventory 1990 – 2014 – National Inventory Report 2016 Annex 6 National Emission Factors – Istituto Superiore per la 
Protezione e la Ricerca Ambientale - ISPRA) 
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The generation of energy from renewable sources 

Since 2013, Luxottica has been investing in manufacturing plants that run on renewable energy, with the 

objective of reducing its Carbon footprint across the value chain. 

The first one was the solar panel system in the Lauriano factory. Between 2014 and 2018, approximately 

2,000 sqm of solar panels enabled the Company to reduce emissions by approximately 80 t/CO2 per year. In 

2014, the first biomass heating system was built in the Cencenighe factory, which is used for heating the 

premises. In July 2016, the solid biomass fueled trigeneration system next to the Agordo factory was started. 

The system became fully operational during 2017. Built by Enel Energia, it has an electrical output of 199 kW 

and a thermal output of 1,220 kW, which is able to satisfy 40% of the heating requirements and 60% of 

cooling requirements within the factory. 

The gradual roll-out of these plants has enabled Luxottica to quadruple between 201514 and 2018 the quota 

of clean energy which, in the case of the photovoltaic power plant in Sedico and the biomass plant in 

Cencenighe, is self-generated. 

 

Consumption of renewable energy in Italy 

 2018 2017 2016 

Total consumption (millions kWh) of which: 5.4 5.2 2.8 

- from photovoltaic (millions kWh) 0.2 0.2 0.2 

- from biomass (millions kWh) 5.2 5.0 2.6 

Incidence on total energy consumption (Italian 
manufacturing sites) 

4.0% 3.8% 2.1% 

 

In 2018 Luxottica activated a solar thermal plant for the production of hot water at the Chinese production 

site. 

Monitoring the Carbon Footprint 

One of the cornerstones of the environmental impact monitoring system is greenhouse gas emissions 

(GHG), which are reported on the basis of the international classification proposed by the GHG Protocol 

standard and used by the Global Reporting Initiative. 

With reference to Scope 1 (direct greenhouse gas emissions from proprietary installations or installations 

controlled by the organization), the greenhouse gas emissions (in CO2eq) are calculated on the basis of the 

emission factors applied to methane gas and heating fuel taken from the dedicated “GHG Protocol tool for 

stationary combustion”15 made available by GHG Protocol. As for Scope 2 (indirect greenhouse gas 

emissions deriving from electricity generation, heating, cooling and steam energy, imported and consumed 

within the organization), the emissions deriving from electricity consumption are calculated using the 

emission factor corresponding to the energy mix of each of the countries in which Luxottica operates. The 

emission factors applied here come from the dedicated “GHG Protocol tool for purchased electricity16”, also 

made available by GHG Protocol. 

 

 

 

                                                      
14 In 2015 the quota of renewable energy used in the Italian manufacturing sites was 0.9% on total energy consumption (source: 2017 
Consolidated non-financial statement) 

15 Version 4.1, World Resources Institute (WRI), 2015 

16 Version 4.8, World Resources Institute (WRI), 2017 
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Greenhouse gas emissions 

 2018 2017 2016 

Overall emissions (tCO2eq) of which: 160,872 153,205 138,376 

- Scope 1(a) (% of total emissions) 12.3% 12.8% 13.7% 

- Scope 2 (% of total emissions) 87.7% 87.2% 86.3% 

Intensity of emissions per frame (KgCO2eq/frame) 1.90 1.79 1.58 

(a) Company car fuel is excluded from the calculation as this information is only partially available in the reporting scope. F-Gas 
emissions are included. 

 

CO2eq emissions deriving solely from the Group’s manufacturing activities and logistics hubs (Scope 1 and 

Scope 2) came to 160,872 tons in 2018, an increase of around 5% compared with 2017 due to the same 

factors that led to the increase in energy consumption previously discussed. However, the breakdown shows 

improved trends in terms of direct emissions (Scope 1), which dropped by more than one percentage point 

between 2016 and 2018, and by half a percentage point from 2017 to 2018, thus further confirming the 

efficacy of the actions taken to support better energy consumption management at the plants. The greater 

quantities of indirect emissions (Scope 2) are instead due to increased energy consumption deriving from the 

internalization of production processes and the increased logistic capacity above-described. Therefore, 

excluding these last impacts, the overall emissions per frame have dropped to 1.73 kgCO2eq/pz (-3% from 

2017).  

Carbon Footprint measurement across distribution 

The entire distribution chain is managed and controlled through a system of indicators that measure the 

service level on a global scale. Among the initiatives to improve the sustainability of logistics, in 2017 

Luxottica launched a project to measure CO2 emissions deriving from the transport of its products to monitor 

their environmental impact. 

The first phase of the project, carried out in 2017 and updated in 2018, quantified the emissions deriving 

from the transport of finished products (eyewear) among the primary distribution centers of Sedico, Atlanta, 

Dongguan and Jundiaì (mapping the replenishment flows), thus considering both air transport and road 

transport between the distribution center and the airport. In 2018, the analysis showed an increase in CO2 

emissions deriving from the replenishment flows of 8.3% from 2017, to 76,591 tons of CO2eq (70,715 tons of 

CO2eq in 2017), which reflects the increase in the volumes of eyewear shipped. 

  



 

Management Report as of December, 31 2018         43 

 

Route 

Transported 
volumes 

(% on the total) 

Total distance traveled 
(km) 

Distance 
traveled 

(% on the total) 

Overall 
emissions 

(tCO2e) 

Overall 
emissions17 (% 

on the total) 

 2017 2018 2017 2018 2017 2018 2017 2018 2017 2018 

China 
– Italy 

30% 26% 16,805,495 19,819,963 15% 18% 21,374 18,298 30% 24% 

China 
– US 

23% 22% 49,780,716 35,658,940 45% 31% 18,698 17,515 26% 23% 

Italy – 
US 

23% 23% 9,294,463 12,981,537 9% 12% 12,377 17,310 18% 23% 

Italy – 

China 
8% 8% 7,552,263 9,419,386 7% 8% 5,419 5,727 8% 7% 

US – 

Italy 
8% 6% 2,820,080 7,154,476 3% 6% 2,811 3,895 4% 5% 

Italy – 
Brazil 

3% 3% 11,378,511 9,603,234 10% 8% 2,159 1,919 3% 2% 

Other 
lanes 

5% 12% 12,564,933 18,819,765 11% 17% 7,878 11,927 11% 16% 

Total 100% 100% 110,196,461 113,457,301 100% 100% 70,716 76,591 100% 100% 

 

As part of the progressive broadening of the analysis scope, the second phase of the project to quantify CO2 

emissions deriving from the transport of finished products (eyewear) considers all the distribution channels 

used to reach the end consumers (wholesale, retail, e-commerce). For these shipping and transport services 

the Group involves suppliers that deal with national transport (typically by land) and international transport 

(typically by air) depending on the geographic location of the recipient.  

 

As a consequence, the scope of the analysis covers the entire flow, from the distribution hub of origin to the 

customer’s destination, including the emissions generated by all the means of transport used along route. 

The first map of these shipments was launched in 2018, starting from the Sedico hub, as this is the main 

                                                      
17 They are "tank-to-wheel” emissions, i.e. emissions generated by using the vehicle 
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logistics center of Luxottica’s distribution chain in terms of overall volume of shipped finished products. In 

addition to the direct replenishment flows to the other distribution hubs of the Group in the world, eyewear 

shipments leave Sedico every day to reach customers in Europe, the Middle East, Africa, Mexico and 

Turkey, as well as some select destinations in the US and in the rest of the world. Furthermore, the Sedico 

hub manages customized services, such as Ray-Ban Remix, ensuring direct shipment throughout the world. 

By analyzing these shipments, Luxottica was able to estimate the consumption of energy and the related 

CO2 emissions, quantified at about 14,770 tons of CO2eq along more than 6 billion kilometers traveled. 

 

Country of 
destination 

Transported 
volumes (% on 
the 2018 total) 

Total distance 
traveled (km) 

Distance 
traveled (% on 
the 2018 total) 

Overall 
emissions 

(tCO2e) 

Overall 
emissions18 (% 

on the 2018 
total) 

Italy 16% 408,343,365 6% 282 2% 

France 13% 928,940,757 15% 179 1% 

Germany 7% 322,432,588 5% 109 1% 

United States 8% 1,962,486,169 31% 4,694 32% 

Great Britain 7% 454,468,415 7% 397 3% 

Spain 7% 701,896,110 11% 194 1% 

Other countries 42% 1,608,418,562 25% 8,914 60% 

Total 100% 6,386,985,966 100% 14,770 100% 

 

The scope of the mapping and analysis is currently being extended to calculate the emissions deriving from 

the shipments and transportation from the other distribution hubs of the Group to the end customers. 

Consumption and responsible management of water resources 

Over the years Luxottica has invested in the management and optimization of the use of water resources, 

starting from the monitoring, on a monthly basis, of the consumption of well and network water, thanks to the 

presence of meters installed in all production sites and logistics hubs. 

 

Water consumption 

 2018 2017 2016 

Total water consumption (millions of m3) 

of which: 

2.86 3.07  3.22 

- Network water (% of total) 58.8% 58.3% 54.2% 

- Well water (% of total) 41.2% 41.7% 45.8% 

Water intensity (liters of water/frame) 33.87 35.89 36.63 

 

                                                      

17 They are "tank-to-wheel” emissions, i.e. emissions generated by using the vehicle 
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The consumption of water in the Operations has further fallen during 2018, from 3.07 million m3 in 2017 to 

2.86 million m3, showing a reduction of over 11% from 3.22 million m3 in 2016 and also additional reduction 

of discharge water. This result is particularly important as it epitomizes the benefits deriving from the 

continuous improvement of the consumption monitoring process and of the activities implemented in the 

previous years to promote the correct use of water in the manufacturing sites and logistics hub, such as:  

• the introduction of the new eco-sustainable galvanization technique in Luxottica’s manufacturing sites in 

Dongguan (2014) and Agordo (2016), researched and adapted by Luxottica for the specifics of eyewear 

production. It is an integrated water treatment and recycling system used to turn all three phases - 

washing, nickel-plating and finishing – into a continuous linear flow. This system fitted with a purification 

plant that allows the water to be reused in the process; 

• installation, started in Italy at the end of 2018, of closed-circuit water systems in the galvanizing plants and 

in painting processes inside the other Group sites dedicated to the processing of metal in Italy; 

• installation and continuous improvement of the consumption measurement system and valves to optimize 

consumption based on processes. 

In 2019 Luxottica will further pursue water consumption optimization and improvement actions, and the roll-

out of closed-circuit water systems inside the other Group sites dedicated to the processing of metal in Italy. 

Waste treatment 

In line with the Group’s policy concerning the overall reduction of the environmental impact along the value 

chain, in 2016 and 2017 a waste water treatment system was installed at the Agordo site in order to reduce 

the quantity of waste produced, which led to a reduction in the total quantity of waste produced in 2017. 

 

Waste by type and disposal method (a) (b) (c)  

 2018 2017 2016 

Total waste (tons) of which: 38,266 33,637 35,544 

Non-hazardous waste 17,694 13,160 14,171 

- Waste disposed (% on total) 52.1% 47.4% 54.4% 

- Waste recovered/recycled (% on total) 47.9% 52.6% 45.6% 

Hazardous waste 20,572 20,477 21,373 

- Waste disposed (% on total) 96.7% 98.5% 98.3% 

- Waste recovered/recycled (% on total) 3.3% 1.5% 1.7% 

Total waste recovered (tons) 9,159 7,243 6,816 

(a) The representation of the waste generated by the Group's activities has been updated during 2018 to ensure the full compliance with 
the requirements of the GRI Standards (GRI 306-2). Waste also referred to the years 2017 and 2016 have been reclassified to show the 
disposal method of hazardous waste and non-hazardous waste. 

(b) In 2016 and 2017 this figure was estimated for some types of waste and some geographies, such as China and the US, where the 
legislation in this area is different. For the Chinese sites the figure was estimated on the basis of the average volume of waste 
transported and the number of journeys made by waste transportation vehicles. From the end of 2017, Luxottica has chosen to apply 
methods of punctual collection and weighing even where local legislation does not require to monitor and declare the weight of non-
hazardous waste. 

(c) With reference to the Atlanta Service Center, as the information is not available for the years 2016 and 2017, but only for the year 
2018, it was decided not to include the data in the table, thus ensuring the right temporal comparison. The information on the waste 
generated in 2018 by the activities of the hub in Atlanta is contained instead in the table on 2018 consolidated environmental data, at 
the end of the chapter. The waste generated by the logistics hub and the laboratory for the production of ophthalmic lenses in Atlanta 
are not objectively divisible and since the waste is mainly produced by the laboratory, they are imputed in their entirety to the latter. 

 

In 2018 Luxottica applied the same methods of punctual collection and weighing even where local legislation 

does not require to monitor and declare the weight of non-hazardous waste, starting from the Dongguan site. 
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This decision is part of the implementation of the environmental management system required to receive the 

ISO 14001 certification for the sites in Dongguan, Foothill Ranch and Atlanta. 

The application of this new methodology, instead of the estimate made in relation to the previous years 2016 

and 2017, allowed to:  

• measure with greater precision the quantity of waste generated in the course of 2018 and to correctly 

define the quantity of hazardous waste and non-hazardous waste according to the classifications indicated 

in the laws of the countries in which the Group operates. Hazardous waste represents around 54% of the 

total in 2018 compared to 61% in 2017; 

• identify a higher number of waste types, which may have a different destination other than disposal. The 

quantity of waste recovered or recycled rose by approximately 2,000 tons (+26% from 2017) and 

represents 23.9% of the total waste generated by the Group’s activities. 

The increase in the total amount of waste generated by the Group’s activities (+13.8% from 2017) is mainly 

due to the higher quantity of non-hazardous waste that have been identified in Luxottica’s facilities in 

Dongguan as an effect of the new method applied in 2018.  

The waste per frame generated by Luxottica’s manufacturing and logistics sites in Italy improved by 2%. 

No significant accidental leaks took place in the Group’s facilities in 2018. 

The environmental performance in the Retail division 

In 2018 Luxottica expanded the scope of its environmental impact analysis to the Retail division with the 

objective of presenting it in this Statement.  

The introduction of additional formats (free standing stores, shop-in-shops, kiosks and outlets), the presence 

of stores in different types of channels (department stores, shopping malls and travel retail locations) and the 

use, in most cases, of full service rental contracts which do not provide the level of expense data that is 

required to summarize energy consumption and other related information, result in an extremely fragmented 

overview.  

An accurate analysis has been carried out therefore to verify the availability and traceability of information in 

order to identify a set of considerable and meaningful data relating to this business. The 1,836 points of sale 

in franchising (equal to 20% of Luxottica’s retail network) and the stores whose data are difficult to retrieve 

mainly because they are placed inside larger shopping hubs (e.g., temporary stores, shop-in-shops and 

kiosks, stores inside department stores and travel retail locations) have been excluded from the existing 

9,126 stores as to 31 December 2018.  

This report considers the 4,274 stores, equal to 60% of those directly operated by the Group, whose energy 

consumption (electricity and heating consumptions), direct and indirect greenhouse gas emissions (Scope 1 

and Scope 2) and water consumption have been analyzed. 

Information on waste generation were not available. 

The information as to December 31, 2018 for each environmental dimension analyzed is given below. 
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Total energy consumption  

 2018 

Total consumption (millions kWh) of which: 213.8 

- Electricity from the grid(a) (millions kWh) 187.4 

- Methane gas(b) (millions kWh) 26.4 

(a) The electricity data for the retail network are based on consumption data in 65% of cases and on extrapolations or estimates in the 
remaining 35% of cases. Estimates are based on the segmentation of the main characteristics of the store, including the presence of 
internal laboratories, location, type of store and square footage. 

(b) The methane gas data for heating are based on consumption data in 78% of cases and extrapolations or estimates in the remaining 
18% of cases. Estimates are based on square footage and geographic area. 4% of stores are not included in the calculation due to the 
absence of stores within the same geographical area to be used as a basis for estimating consumption. The conversion factor used for 
the calculation of methane gas energy consumption in Kilowatt hours is 1 sm3 = 10.944 kWh (source: Stogit converter) 

 

Greenhouse gas emissions  

 2018 

Overall emissions (tCO2eq) of which: 94,035  

- Scope 1 (% of total emissions)(a) 4.8% 

- Scope 2 (% of total emissions)(b) 95.2% 

(a) The source of the emission factors and for the global warming potential (GWP) is the “GHG Protocol's tool for stationary combustion” 
(Version 4.1, World Resources Institute (WRI), 2015), made available by the GHG Protocol. With regard to emissions from refrigerant 
gases (F-Gas), the source of global warming potential (GWP) is the "GHG Protocol - Global Warming Potential Values" (Fifth 
Assessment Report (AR5)). 

(b) The source of the emission factors and for the global warming potential (GWP) is the “GHG Protocol tool from purchased electricity” 
(Version 4.8, World Resources Institute (WRI), 2017), made available by the GHG Protocol.  

 

Water consumption  

 2018 

Total water consumption (millions of m3)(a) 0.12 

(a) Water consumption is based only on the punctual consumption data measured in 11% of the stores included in the sample. Against 
a not particularly high percentage, it is necessary to consider the absence of restrooms in about 1,800 stores. 

 

Luxottica’s environmental performance in 2018 

In order to provide a complete and consistent overview of the environmental impact generated by Luxottica 

in 2018, the aggregated data on a consolidated basis for each environmental dimension are given below. 

This information includes therefore the data resulting from the inclusion of the central laboratories for the 

production of ophthalmic lenses, thus including almost all the Operations19 of the Group, and the data 

resulting from the enlargement of the reporting scope to the Retail division.  

                                                      
19 The Bhiwadi site in India and the logistics hub of Jundiaì in Brazil were excluded also in 2018 as they are exclusively dedicated to 
their respective local markets and are therefore less relevant. Fukui Megane, the Japanese eyewear manufacturer of which Luxottica 
acquired a 67% stake in 2018, was also excluded. 
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Total energy consumption (Operations and Retail) 

 2018 

Total consumption (millions kWh) of which: 643.7 

- from non-renewable sources (millions kWh) 638.3 

- from renewable sources (millions kWh) 5.4 

 

Total energy consumption from non-renewable sources (Operations and Retail) 

 2018 

Total consumption (millions kWh) of which: 638.3 

- Electricity from the grid (millions kWh) 501.4 

- Methane gas (millions kWh) 136.4 

- Diesel for heating (millions kWh) 0.5 

 

Greenhouse gas emissions (Operations and Retail) 

 2018 

Overall emissions (tCO2eq) of which: 279,324 

- Scope 1 (% of total emissions) 8.9% 

- Scope 2 (% of total emissions) 91.1% 

 

Water consumption (Operations and Retail) 

 2018 

Total water consumption (millions of m3) 3.1 

 

Waste by type and disposal method (Operations) 

 2018 

Total waste (tons) of which: 50,060 

Non-hazardous waste 29,247 

- Waste disposed (% on total) 68.2% 

- Waste recovered/recycled (% on total) 31.8% 

Hazardous waste 20,813 

- Waste disposed (% on total) 96.8% 

- Waste recovered/recycled (% on total) 3.2% 
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Correspondence table with Italian Legislative Decree 254/2016 and GRI Standards 

Italian Legislative Decree 

254/2016 
Material topics 

Reference to the 

non-financial 

statement or 

other document 

GRI Standard and disclosure Notes on methodology 
Reporting 

years 
Omissions / Notes on scope 

Art. 3 c.1 letter a  
A brief description of the 
business model 

 Refer to “Luxottica 
Group at a glance” 

inside the 
Management report 

    

Art. 3 c.1 letter b 
A description of the policies 
pursued by the Company, the 
outcomes of those policies 
and related non-financial key 
performance indicators 

Art. 3 c.1 letter c 
The principal risks 

Art. 3 c.1 
Anti-corruption and bribery 
matters 

Art. 3 c.2 letter f 
Information relating to: 
- fight against corruption 

Corporate 
Governance 

 

Risk management 

 

Business ethics 

 

Compliance &  
anti-corruption 

Commitment to 
excellence 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
205 (2016) "Anti-corruption" 

 

102-15 "Key impacts, risks, 
and opportunities 

102-16 "Values, principles, 
standards, and norms of 
behavior" 

   

Art. 3 c.1 letter b 

A description of the policies 

pursued by the Company, the 

outcomes of those policies and 

related non-financial key 

performance indicators 

Art. 3 c.1 letter c 

The principal risks 

Art. 3 c.1 

Social matters 

Art. 3 c.2 letter d 

Information relating to social 

matters 

Eyecare & visual well-

being 

 

Product quality & 

safety  

 

Consumer satisfaction 

 

Innovation and R&D 

 

Protection of 

intellectual property 

 

Responsible 

marketing 

Visual well-being 

 

Commitment to 
excellence 

  

 

 

 

 

 

 

 

 

 

 Luxottica reported qualitative information 

and specific measures, such as the 

percent of returns, the number of patents 

filed, the controls on products sold in 

different countries, the number of 

counterfeit glasses that have been seized 

thanks to Group's contribution and the 

efforts in monitoring the traffic of 

counterfeit goods via the internet. 

 

The topics relating to responsible 
marketing are addressed under the 
“Eyecare” and “A culture of quality: at the 
service of customers, emplyees and the 
community” sections. 
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Art. 3 c.1 letter b 
A description of the policies 
pursued by the Company, the 
outcomes of those policies 
and related non-financial key 
performance indicators 

Art. 3 c.1 letter c 
The principal risks 

Art. 3 c.1 
Social matters 

Art. 3 c.1 
Employee matters 

Art. 3 c.1 
Respect for human rights 
matters 

Art. 3 c.2 letters c, d, e 
Information relating to: 
- impacts on health and safety 

- social and employee- 
related matters, including  
 the actions taken to ensure 
gender equality 

- respect of human rights 

Responsible sourcing 
 
Employees well-being 
 
Talent management 
 
Diversity and 
inclusion 
 
Employee health and 
safety 
 
Relationship with the 
communities 
 
 

 

Social impact 

 

Commitment to 
excellence 

102-8 "Information on 
employees and other workers" 

 

In 2018, Luxottica analyzed the 
breakdown of the employees by type 
of contract (permanent and fixed-
term) by geographical area, as 
follows: 

- Employees with permanent 
contracts (53,816), of which: North 
America 23,990; Asia-Pacific 8,541; 
Europe 14,675; Latin America 5,970; 
Africa and Middle East 640 

- Employees with fixed-term contract 
(28,542), of which: North America 
13,835; Asia-Pacific 11,472; Europe 
2,779; Latin America 353; Africa and 
Middle East 103 

 

2017, 
2018 

 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
201 (2016) "Economic 
performance" 

 

 

   

201-1 "Direct economic value 
generated and distributed" 

 

  
2017 
2018 

 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
403 (2016) "Occupational 
health and safety" 

 

The GRI 403-2 disclosure was not 
followed when reporting the data as it 
does not coincide with the Company’s 
internal classification and reporting 
methodologies. The indicators were 
developed in accordance with the 
“Workplace accident statistics” UNI 
7249/2007 regulation and then 
integrated with additional Company-
specific KPIs. 

2016 
2017 
2018 

The analysis does not include the Bhiwadi 
site in India and the logistics hub of 
Jundiaì in Brazil as they are exclusively 
dedicated to their respective local 
markets, and Fukui Megane, the 
Japanese eyewear manufacturer of which 
Luxottica acquired a 67% stake in 2018. 
The figures on a like-for-like perimeter do 
not include the Atlanta logistics hub and 
the central lens laboratories in Atlanta, 
Columbus and Dallas, which became fully 
operational in 2017 and for which the 
process of collating health and safety 
data was carried out only according to the 
American OSHA (Occupational Safety 
and Health Administration) standard. The 
new 2018 perimeter includes the Atlanta, 
Columbus and Dallas lens laboratories in 
the United States, which have adopted 
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the same method of determining 
accidents and the relative processes 
already adopted in the Group’s production 
units in Italy, China and Brazil. The data 
relative to the “number of reports of 
unsafe situations and SMAT audits” does 
not include the Atlanta site, for which 
investments are being made to adapt the 
mechanisms and processes to those of 
the rest of the Group. 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
404 (2016) "Training and 
Education" 

   

404-1 "Average hours of 
training per year per 
employee" 

 2018 The training hours reporting scope covers 
around 95% of the workforce. In 2018, a 
structured process for reporting on 
training activities and initiatives was 
launched at all Luxottica sites. The data 
collected through this process allowed to 
quantify the total hours and average 
hours of training per employee, but not by 
gender or professional category. 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
405 (2016) "Diversity and 
equal opportunity" 

   

405-1 b. "Diversity of 
employees: percentage of 
employees per employee 
category by gender and age 
group" 

 2017 
2018 

 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
308 (2016) "Supplier 
environmental assessment" 

   

308-2 "Negative environmental 
impacts in the supply chain 
and actions taken" 

 2015 
2016 
2017 
2018 

The data refers to the auditing of 
suppliers of direct materials and finished 
products that Luxottica conducts through 
its Responsible Sourcing and 
Manufacturing (LRSM) program. 
Suppliers of direct materials and finished 
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products represent around 50% of 
purchases within the Group Operations 
and are mostly located in Europe and 
China, areas where the Group produces 
over 80% of its eyewear collections. 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
414 (2016) "Supplier social 
assessment" 

   

414-2 "Negative social impacts 
in the supply chain and actions 
taken" 

 2015 
2016 
2017 
2018 

The data refers to the auditing of 
suppliers of direct materials and finished 
products that Luxottica conducts through 
its Responsible Sourcing and 
Manufacturing (LRSM) program. 
Suppliers of direct materials and finished 
products represent around 50% of 
purchases within the Group Operations 
and are mostly located in Europe and 
China, areas where the Group produces 
over 80% of its eyewear collections. 

Art. 3 c.1 letter b 
A description of the policies 
pursued by the Company, the 
outcomes of those policies 
and related non-financial key 
performance indicators 

Art. 3 c.1 letter c 
The principal risks 

Art. 3 c.1 
Environmental matters 

Art. 3 c.2 letters a, b, c 
Information relating to: 

- the use of renewable and/or 
non-renewable energy 

- greenhouse gas emissions 
and air pollution 

- the impact on the 
environment 

Energy efficiency 

 

Climate change 

 

Water consumption 

 

Packaging and waste 
management 

Protecting the 
environment 

 

Commitment to 
excellence 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
302 (2016) "Energy" 

  Consistently with the approach of gradual 
inclusion typical of its non-financial 
reporting, during 2018 Luxottica has 
extended the scope of the environmental 
performance analysis to the central 
laboratories for the production of 
ophthalmic lenses in North America, Italy 
and China, including in this way almost all 
Operations of the Group, and to the retail 
business. 

The Bhiwadi site in India and the logistics 
hub of Jundiaì in Brazil were excluded 
also in 2018 as they are exclusively 
dedicated to their respective local 
markets and are therefore less relevant. 
Fukui Megane, the Japanese eyewear 
manufacturer of which Luxottica acquired 
a 67% stake in 2018, was also excluded. 

With regard to the Retail division, this 
report considers the 4,274 stores, equal 
to 60% of the those directly operated by 
the Group, whose energy consumption 
(electricity and heating consumptions), 
direct and indirect greenhouse gas 
emissions (Scope 1 and 2) and water 

302-1 "Energy consumption 
within the organization" 

 2016 
2017 
2018 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
303 (2016) "Water" 

  

303-1 "Water withdrawal by 
source" 

 2016 
2017 
2018 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
305 (2016) "Emissions" 

  

305-1 "Direct (Scope 1) GHG 
emissions" 

The source of GWP emission factors 
that have been applied is the “GHG 
Protocol tool for stationary 
combustion” (Version 4.1, World 
Resources Institute (WRI), 2015) 

2016 
2017 
2018 
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made available by GHG Protocol. The 
Gases included in the calculation, as 
specified inside the “GHG Protocol 
tool for stationary combustion”, are 
CO2, CH4, N2O. With reference to 
Fluorinated greenhouse gases (F-
Gas), the GWP source is the “GHG 
Protocol - Global Warming Potential 
Values” (Fourth Assessment Report 
(AR4)). The Gases included in the 
calculation, as specified inside the 
“GHG Protocol - Global Warming 
Potential Values”, are HFCs, PFCs, 
SF6, NF3. 

consumption have been analyzed. 

The selection of stores analyzed was due 
to the variety of characteristics of the 
stores, such as: 

• different formats (free standing stores, 
shop-in-shops, kiosks and outlets); 

• stores in different types of channels 
(department stores, shopping malls and 
travel retail locations); 

• full service rental contracts which do not 
provide the level of expense data that is 
required to summarize energy 
consumption and other related 
information. 

No information is available on the waste 
generated by the activities of the Retail 
division. 

 

Packaging relates to manufacturing and 
logistics activities and is classified as non-
hazardous waste as reported in the 
“Waste management” section. 

305-2 "Energy indirect (Scope 
2) GHG emissions" 

The source of GWP emission factors 
that have been applied is the “GHG 
Protocol tool from purchased 
electricity” (Version 4.8, World 
Resources Institute (WRI), 2017) 
made available by GHG Protocol. The 
Gases included in the calculation, as 
specified inside the “GHG Protocol 
tool from purchased electricity”, are 
CO2, CH4, N2O. The GHG Protocol 
emission factors have been used as a 
proxy to quantify the Scope 2 GHG 
emissions under the market-base 
method. The calculation of Scope 2 
emissions under the location-based 
method is consistent with the market-
based method. 

2016 
2017 
2018 

GRI 103 (2016) "Management 
approach disclosure" for GRI 
306 "Effluents and waste" 

  

306-2 "Waste by type and 
disposal method 

 2016 
2017 
2018 

Art. 3 c.3  
Information are compared with 
those disclosed in the 
previous fiscal years 

      

Art. 10 c.1 letter a  
Diversity policy applied in 
relation to the Company's 
Board of Directors 

  405-1 a. “Diversity of 
governance bodies” 

  On January 30, 2019 the Board of 
Directors of Luxottica Group S.p.A. met 
before the company delisting from Borsa 
Italiana’s MTA (Mercato Telematico 
Azionario) on March 5, 2019. As a matter 
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of interest, 33% of the Board members 
are women (4 out of 12), 25% of the 
members are aged between 30 and 50 
years old and the remaining 75% aged 
over 50 years old. 
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