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1 INTRODUCTION 

1.1 Methodological Foreword 

1.1.1 What is a Sustainability Balance 

Sustainability balance is meant to be a full informational tool to provide a qualitative and quantitative evaluation of the 
social impact of management plans. The prerequisite of this approach is to consider the enterprise as an ‘in-between so-
cial body’capable to gain a positive return through a dynamic management process. 

Though the ‘balance of the business year’ represents the basic instrument of the economic and financial evaluation of an 
enterprise, it does not exhaust the basic fact-finding points of view of a complex organization. 

1.1.2 Why a Sustainability Balance  

The sustainability balance becomes a fundamental instrument of internal and external evaluation of an enterprise, di-
rected to the most important and privileged interest holders (the stakeholders: customers, workers, suppliers, sharehold-
ers, banks, non-profit institutions, the community as a whole, etc.) to the scope that they may assess the added value, 
created and distributed according to the enterprise’s mission and basic objectives. 

The ethical and socially responsible actions undertaken by the enterprise and sharing these values and enterprise mis-
sion with leading stakeholders builds up an ‘important success’. 

In other words, sustainability balance is a ‘process’ of which the document represents only the final and closing report.  
It is a dynamic process that compels the writer to cover a virtuous route along the path of information, internal reporting 
and stakeholder involvement, and where needed, to adjust and redirect the strategic choices.  

1.1.3 Principles and notes – The balance sections 

The layout proposed by GBS (Study Group for the Social Balance Sheet) was taken to establish the sustainability bal-
ance for granting the maximum observance of shared writing principles of which the most important is the safeguarding 
of intercorporate transparency and comparability of the balance. The GBS model suggests the following basic sections: 
Corporate identity: Definition of the company’s mission and of reference shared values to which the company’s action 
and management description conform; also the detailed activities and services are reported. 

�� Corporate report: Complete analysis of the company’s relationships with the stakeholders. 

�� Environmental: Detailed corporate conduct towards the environment. 

�� Economic and financial dimension: Reclassification of the corporate economic results in terms of the economic 
values, produced and distributed to stakeholders. 

1.1.4 Principles and guide-lines 

The following principles and guide-lines are necessary to complete the balance fundamental principles: clearness, truth 
and correctness: 

�� Verifiability: the sustainability balance is based on rules and objectives, previously stated and objectively verifi-
able. 

�� Inclusiveness (entirety): the sustainability balance is pursuing the economic and social world of the enterprise as a 
whole, including all  the corporate, operational and management aspects as well as facilities, objectives, purposes, 
relationships with the environment and non-profit world.. 

�� Neutrality (universality): the sustainability balance is meant to be multiprospect and neutral, and able to give the 
utmost information for and from all the stakeholders. 

�� Participation (sharing): the balance is set up to actively involve all of the stakeholders and the closest collaborators. 
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1.2 Declaration of the President 

We have now come to the second edition of our Sustainability Balance. The first edition, presented last November with 
a press conference at Unindustria association in Bologna, was successful: there was a large presence of journalists and  
entrepreneurs and it received important acknowledgement in the region. 

We are proud that as one of the many small-medium sized Italian companies, worldwide known as the driving forces of 
our economy, we were able to inspire a new way of ‘how to make an enterprise’ in our post-industrial society. We are 
confident that the ‘drop of water’ we mentioned in the last edition, is going to attract many others and in few years ‘a 
river will flow to the ocean’. 

Our strategy of keeping rooted in our region was boosted at the beginning of the year with the moving of our sister 
company, a specialist in turnery, into a building next to our premises and in which a shareholding was taken in 2008 

Therefore, no production delocalization in lower-cost countries but investments in small companies nearby to create a 
‘net enterprise’ improves our ability to utilize production synergies, to share technical know-how accumulated during 
decades of work, and to optimize the process. Our strategy has been to become more and more efficient by working not 
only on acquisitions but also on company processes through optimization, integration and elimination of dead times or 
activities with low added value for the customer. 

We are aware that such activities will bring an efficiency return over a longer period than a simple purchase drop, but 
the effect will be durable. 

On the contrary, the only objective of low cost would force us to an endless search of new suppliers or new countries to 
get an increasingly lower cost production (China, Vietnam, Cambodia, etc.). 

This year 2009 is a particularly crucial year caused by the drastic market cutback, but the efficiency pursuit and the 
presentation of new products allow us to be ready to catch the smallest opportunity in the market and to gather our 
forces to start again with a renewed force. 

We hope you appreciate our Sustainability Balance and thank you for your time in reading this second edition. 

 

Crespellano, September 2009 The President 
 Francesco Berselli 
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1.3 The social-economic framework  

1.3.1 What is a speed reducer 
The speed reducer is a mechanical drive that reduces at its output the input speed of a factor called reduction ratio and 
increases at the output the input torque by the same ratio (after considering the reducer efficiency). 
 

 
 
Usually, an electric motor is fitted to the speed reducer and then the unit is named gearmotor. 
 

 
 
A standard electric motor (3-phase, 4 poles, 50 cycles) runs at the speed of 1400 revolutions per minute with a related 
poor torque that both is not suitable in the majority of cases. The fitting of a motor to a speed reducer allows to get the 
required lower speed and higher torque. 
 

1.3.2 The gearmotor market  
The market includes fixed and variable speed drives of mechanical types that can be divided into three basic fields  : 
�� gearboxes and variators of fractional and small-medium powers; 
�� gearboxes of medium-large and large powers; 
gearboxes for mobile applications. 
 

Field Markets 

Gearboxes and variators of fractional and 
small-medium powers  

(VARVEL applications) 

Machine tools and machining centres (metalworking, wood and 
textile industries, etc.) 

Handling (doors, conveyors, kiddy rides, animal feeding, vehicle 
lifters, etc.) 

Gearboxes of medium-large and large powers Machine tools and machining centres (rolling mills, chemical in-
dustries, cement factories, etc..) 

Gearboxes for mobile applications Farming, earth movement 

 
The gearmotor market is centred on some leading companies (Bonfiglioli Riduttori, Rossi Motoriduttori, Comer Group, 
Brevini Riduttori and Motovario) that benefit from a strong corporate image, a high technological know-how and 
achieve 60÷70% of national production, some importers  (among whom Sew stands out) and middle sized companies 
(Stm, Siti, Varvel, Reggiana Riduttori, Tramec, etc.) perform smaller volumes and are often specialized in small and 
customized production. 
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The gearbox production is mainly located (90%) in the northern regions of the country and the Province of Bologna is 
one of the most important industrial development centres, mostly for small-medium powers. 

The very first ‘seed’ was made in the Region Emilia-Romagna by Bonfiglioli Riduttori and Varvel in the Province of 
Bologna at the beginning of the fifties during the last century and then around them other companies spread such as 
Rossi Motoriduttori, Motovario, Stm, Siti, Tramec, etc. 

In the Province of Reggio Emilia are companies mainly specialized in the production of planetary gearboxes such as 
Brevini Riduttori, Comer Group, Reggiana Riduttori and Som. 

The Emilian economic fabric is especially suitable for this type of mechanical industry that often makes use of a con-
tractor network capable of carrying out partial or complete production. 

Gearboxes are used in a variety of applications; their market, thanks to this diversification, may be affected only  par-
tially by the crisis usually felt by individual economic sectors. 

The most recent market developments are: 
�� production is organized in a variety of machining with the possibility of automating some of them or having different 

automated levels; 
�� the majority of the most important enterprises have focused their efforts on production automation; 
�� the automated equipment allow the production of bigger product volumes at lower prices but this created the problem 

of selling such big quantities and to accomplish this objective the enterprises played on prices. 

This brought very strong price competition and so profitability was significantly reduced. 

In the future, the globalization of this sector will be further stressed, currently there are Chinese producers owning the 
necessary know-how to compete worldwide although their quality standard is still lower in comparison to western en-
terprises. 

The challenge will be automating equipment to reduce production costs and competition will play more and more on the 
ability to answer specific needs of the customers. 
 

1.3.3 Sector analysis 

CUSTOMER SERVICE 
The gearmotor/variator is basically a standard product and competition plays more and more on not only evolving the 
product but more on sales services. The enterprise objective is to offer the customer a product package nearest to their 
effective needs and to get their retention through a constant after-sale care. 

MODULAR PRODUCTS 
Considering the great importance of customizable products, a modular design is essential to enable a variety and readi-
ness of versions and to reduce customization costs. 
 

QUALITY CERTIFICATION 
Quality certification is a very important issue for the enterprises as it is an almost compulsory market request, particu-
larly by international customers. The achieved benefits are mainly given by a conscious improvement in quality, higher 
clearness in responsibility, personnel involvement in total quality pursuit, internal efficiency, image and formal execu-
tion of functions. Generally, it is also very important that the enterprise owns a consistent and consolidated image to 
which the users may link the product trustworthiness to its inherent quality. 

PRICE 
Product quality must match a competitive price but gearmotor and variator pricing is also featured by rock-bottom 
terms. 

LEAD-TIME 
Considering the uniformity of the products available in the market, great importance is given to carrying out orders and 
adjusting supply quickly as demand changes. As a consequence, sales net thoroughness and efficiency play a very im-
portant role. 

INNOVATION 
Generally, the enterprise efforts are not directed to radical product innovation researches as gearmotors and variators are 
mature products, but to incremental innovations to improve the product quality. 
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1.4 Evidences 

Some evidences of customers and suppliers are reported with the scope of outlining Varvel’s care towards the stake-
holders. 
 
ROBOPAC S.A. - Customer 

Good morning, my name is MaurizioBernardi and have been working in Robopac sa (Aetna Group) since 1984 and am 
purchasing manager for commercial product supplying. 
My relationship with Varvel immediately started with mutual satisfaction both on product quality and price level. 
Varvel recently took care of our supplying as a whole (lean product project, weekly basis lead time, packaging, delivery 
times, etc.). 
Our turnover continuously increased year by year and now, at least 3000 Robopac machines are fitted with Varvel 
units. 
In short, I can affirm that Robopac and Varvel, however in their diversity of roles and functions, played a real coopera-
tion in jointly developing leading issues (prototypes and lead times). 
With best regards 
Maurizio Bernardi 
Purchasing Department 
 
AUTOMA 2000 Srl - Customer 

We have been working with Varvel from more than 5 years and are buying many types of gearboxes. 
We consider this supplier trustworthy and with the quality required by our sector. During last year we developed with 
Varvel a tight cooperation to supplying improvement in lead time, transport saving and optimization. That system gave 
excellent results in about. eight months and it shows the great flexibility of Varvel in fully supporting the customers’ 
needs. We have a friendly relationship with Varvel sales people and also with the sales men on the road (Mr Angelo Gi-
roni, trade agent) to whom we regularly ask for day-to-day inquiries. 
During our relationship, we requested many times calculations and checking to Varvel Technical Department in order 
to rightly select the needed gearboxes for our machines. 
This new challenge Varvel is going to face, outlines what we do expect from our suppliers as to business continuity and 
future planning. 
Massimiliano Venturi 
Automa 2000 srl 
 
IMA CUSCINETTI SpA – Supplier of bearings 

IMA Cuscinetti (IMA Bearings) has been cooperating since many years with Varvel SpA and our opinion is extremely 
positive on commercial and human points of view. 
We confirm that Varvel SpA is a good enterprise and an excellent commercial partner. 
The partnership of cooperation and mutual trust achieved good results for both the companies and 
we are confident it certainly  improves. 
With best regards 
Ima Cuscinetti SpA 
 
OFFICINA MECCANICA TASSI Snc – Turning contractor  

Our evidence is our way beside your company: we started working with Varvel on mid eighties when the premises still 
were in Anzola Emilia that means more than a twenty-year-old cooperation. 
In the meanwhile, Varvel grew up either in size (new premises in Crespellano) and in potential (other company acquisi-
tions) and during this period a fair and transparent play was kept by both our companies. 
Furthermore, we strove after your development with all our means such as qualified personnel expansion and training, 
technologic investments to cutting down environmental and acoustic pollution (lubricant recycling instead of draining, 
powder and machining fume filtration purified and re-leased into the atmosphere). 
Varvel expansion positively affected also the logistic organization allowing a supply delivery concentration at suppliers 
reducing the environmental effect of transportation moves . 
Best regards 
Mirella Tassi 
 
PINTOTECNO Srl – Machining contractor 

The choice of transparency and social responsibility by paying attention to stakeholder arguments and suggestions, al-
lows to improve the enterprise education and to temper and co-ordinate the conflicting interest for a sustainable mar-
ket. 
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The way to run through is hard but Varvel will be able to run it with the commitment and ability proven in these coop-
eration years with Pintotecno. 
Buon lavoro / Have a good job ! 
Pinto Pietro Antonio 
 
FONDERIA SAN CLEMENTE Srl - Foundry 

As a six-year supplier, we claim that Varvel SpA is a reliable and competent enterprise that invests and sets up business 
and wealth. 
The established relationship, all the time based on an excellent cooperation both economic and human, proves that this 
enterprise has a clear and appropriate internal organization; furthermore, punctuality in payments shows how the sup-
pliers are considered as important business partners also in case of small-medium sized companies same as ours  . 
Giancarlo Rossi 
Fonderia San Clemente srl 
LENZI Srl - Turning contractor 

We have been working with Varvel SpA since nearly twelve years and during this long period our business relationship 
strengthened also for transparency in common choices, cooperation in problem solving and fair trade practices . 
This did not imply any difficult situation but made easier the solutions and early problem solving where possible, and to 
solve commercial junctures and technical/production requirements, always fully aware of shared choices . 
As to environment impact, we are available to cooperate in taking any step making us less ‘heavy’ for the ecosystem. 
On our side, we are now making yet the collection and division of recyclable, the internal reutilization of packages to 
discharge, the use of recycled paper or FSC certified and lubricants of lower impact, also we are looking for an agree-
ment with our personnel to use not disposable canteen tableware. 
Gianluca Lenzi 
Lenzi Srl 
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2 CORPORATE IDENTITY  

2.1 Origin and history 

Varvel was established by Cesare Berselli, mech. eng., president’s father, in 1955. 
The name came from the joining of the first three letters of the words VARiators and VEL ocity, and the trade-mark be-
came a ‘V intersecting a gear’. 

Varvel operated in downtown Bologna during its first years and in the mid sixties moved to new premises of 2500 sq.m 
in Anzola Emilia nearby Bologna 

 
 
Francesco Berselli, the present president, joined the enterprise in this period and expanded the export trade that is now 
the main market of the company. 

Varvel experienced a constant growth until the eighties but in the nineties with the introduction of the first lines of 
worm boxes Series ‘RS’ started a fast-growing period that compelled the building of larger head offices. 
During these years, Varvel started in building up a series of business connections with strategically close enterprises: in 
1989, a 30% stake in a gear cutting supplier then increased by a further 10% in 1998 and 5% in 2008. 

 

At the beginning of 2000, Varvel moved into the present premises of Crespellano, also in the province of Bologna and 
only 5 km far from the old location of Anzola Emilia, with 20,000 sq.m land, 4,400 sq.m factory and 1,000 sq.m of-
fices. 

 
 
Also in 2000, a new thrust was given by the introduction of the second family of worm boxes, Series ‘RT’. 
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At the end of 2001, an additional building of 2,500 sq.m besides the new premises, was acquired where the machining 
department and the partially owned gear cutting company were moved. 

Besides the product line expansion, in 2002, Varvel started a series of investments in the product range, introducing the 
first unattended robotized machining centre for gearbox housings with 72 hour endurance. 

 
 
In 2003, the new line of helical gearboxes Series ‘RD’ is exhibited  at the International Hanover Fair. 

 
 
At the end of 2004, Varvel implemented a specific software for logistic process automation running the whole goods 
flow, from receipt of semi-finished product to finished product shipment. 

At the beginning of 2007, Varvel acquired 40% of a supplier specialized in gear grinding and in the same period, a ac-
quired another building of approx. 1600 sq.m, where this last participated enterprise moved. 

In April 2007, four new lines of gearboxes: shaft mount with hollow shaft, parallel shaft Series ‘RN’, bevel/helical hori-
zontal Series ‘RO’ and vertical Series ‘RV’, and reduced backlash planetary gearboxes Series ‘RG’ were exhibited at 
the International Hanover Fair. 
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On 2008 beginning, Varvel acquired 40% of a supplier specialized in turnery.  
 
In February 2008, Varvel bought a building of approx. 1800 sq.m where in July the finished product warehouse and  
Packaging and Despatching Departments were moved. 
 

 
 
Besides the typically industrial investments, management care was directed to introducing new professional figures to 
enhance the organization with the scope of making it stronger to face an environment more and more turbulent and un-
stable. Therefore, new departments were created: Information Technology, Production Planning, Management Audit-
ing, Quality-Safety-Environment Management Systems and Human Resources. 
 
Today, Varvel totals 75 people and a 2008 turnover of € 26.4 millions with a light downturn in comparison to 2007. 
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2.2 Mission and Values 

For the enterprise to work in successful (customer satisfaction) and productive (right resource exploitation) ways, it 
needs to have an ‘engine’ running harmoniously all of its parts; the Varvel ‘engine’ is based on its mission and values. 

Varvel Mission is the ‘beacon’ driving the whole enterprise and is: 

Be a Trustworthy commercial partner in power transmission manufacturing worldwide and marketing through a High 
service level, Product modularity and Solution customizing in obedience of the values of a Socially responsible enter-
prise  
 

Trustworthy commercial 
partner 

Varvel always considered the customer not only fundamental assets but also strategic part-
ners, and pointed its growth pursuing the aim of Customer satisfaction. 

High service level 

One distinguishing mark of Varvel has always been flexibility and delivery speed, also for 
last-minute orders, also allowing for a global competition with bigger enterprises. 
The modular gearbox design gave a further improvement enabling Varvel to optimize the 
assembly process and to stock the gearboxes in homogenous ready-to-deliver packages. 
This way, Varvel is able to ship urgent cases within 24 hours from order. 

Product modularity 

A modularity project has led the design of Varvel products since 2000; this way, the kit-
form gearboxes are produced to be assembled by any user in a few minutes.  
Some kits are made to be used as common parts to all of the product lines (input flanges, 
input elastic couplings) giving Varvel distributors and resellers the utmost flexibility for 
immediate configuration of the requested product with a limited kit inventory. 

Solution customizing 
Great attention is given to specific problem solution requested by customers with dedicated 
design worked out with same customers. Timeliness, flexibility and thoroughness allow 
Varvel to get the best solution within the tight times required by the market. 

Socially responsible en-
terprise 

Varvel is an enterprise considering all stakeholder’s interests (personnel, customers, suppli-
ers, institutions, social communities, etc.) and the impacts its actions can have on economic, 
social and environmental level and also when to set strategy, to pinpoint principles and day-
to-day management conduct. 

 
Values represent a number of guidelines affecting the conduct and actions of everyone in the enterprise; the Varvel 
Values are: 

�� People consideration, Mutual support and Training: 
when in the company, any individual is considered for what he is irregardless of his business role and with full re-
spect of personal thoughts and opinions. Team spirit, cooperation, ability growth and mutual consideration have a 
fundamental role and synergistically contribute towards a positive working atmosphere creation inside the company. 

�� Colleague involvement within the company life and Objective sharing: 
Varvel is continuously investing on human resource training to synergize people’s ability through a constant in-
volvement of colleagues in the decision-making process. 

�� Proactivity and flexibility of colleagues: 
positive attention towards future, opening to innovation and flexibility combined with enterprise know-how by en-
couraging personal initiative and proactivity to innovative solutions of corporate problems. 

�� Moderation: 
enterprise to run with simple ways and moderation, avoiding ostentation or other forms of unjustified waste. 

�� Transparency and Fairness in enterprise management: 
mutual relationship to establish with external stakeholders to create firm and lasting business relations. 

�� Honesty towards institutions: 
any conduct to apply to the ethics of responsibility engaging to be always oriented towards integrity, transparency and 
observance of all laws. 

�� Environmental respect: 
Varvel emphasize great care to resource exploiting (energy, water, fuel, materials) and proper waste management 
from the production process. 
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2.3 Corporate Governance 

Varvel is a family-run stock company: 90% of shares owned by Francesco Berselli (son of the founder) and 10% by the 
family; the governance has consequently a lean structure. 

The Board of Directors is the structures highest body to which the approval of the balance of the business year falls un-
der its responsibility every year and it is composed of Francesco Berselli as President and Mauro Cominoli as Director, 
the latter also holding the position of Managing Director. 

The Board of Auditors watches over the observance of the laws and articles of association, the fair management princi-
ples and particularly the correctness of management, administration and accounting adopted by the company and their 
correct operation; the board is composed of three regular members and one temporary substitute  . 

Varvel owns a number of shareholdings in companies related to its core business: 
�� O.C.I. Srl, specialist in gear cutting, as to 45%; 
�� IMAS Srl, specialist in gear and worm shaft grinding , as to 40%; 
�� BENINCASA MECCANICA Srl, specialist in gear and worm shaft turning, as to 40%. 

 
 
 
2.4 Management structure 

2.4.1 The Value Chart 
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The value chart represents the enterprise in a more realistic way in comparison with the usual organization chart by 
functions because it visually shows some basic concepts not revealed by the traditional one, such as individuality and 
dynamism of the company that makes business not only for customers but for all the involved parties (customers, share-
holders, stakeholders, suppliers, society). 

2.4.2 The Value Chart Players 

Four major players have a role in the Value Chart: 

�� The enterprise is made by people involved as a whole, their interacting, and information and material flowing; it is 
pictured as a big arrow to show two meanings: 

ONENESS: the enterprise is a whole of functions closely connected by flows of information and mate-
rials that is shown by a light green background inside the arrow. The stakeholders are in-
cluded in a big group, each one led by its rules, conducts and values. 

DYNAMISM : the big arrow and the red ones give a movement meaning of interdependences among the 
corporate operations that is essential to detect and govern the mechanism of internal ex-
pectations of supplier-customer rule. 
This rule involves all the corporate functions to knowing, understanding and satisfying the 
customer’s needs, that is the following function needs: the customer is the flow user of any 
activity. 

�� The customers ensure the enterprise survival; as a matter of fact, the enterprise lives, finances, expands and makes 
progress only by meeting the customer’s needs. 

�� The suppliers assist the enterprise in meeting the customer’s needs. 

�� The stakeholders fulfil the customer’s needs as advocates of the business realized by the enterprise. 

2.4.3 Corporate Objectives 

The final objective of the enterprise is to create value for all of the involved parties; i.e. for those who are in contact 
with the enterprise, its operation and its products. 

The five involved parts (customers, shareholders, stakeholders, suppliers, society) are shown on the right side of the 
Value Chart; every one of them has a specific value-making meaning. 

�� Customers: to look for the right supplying of products/services. 

�� Shareholders: to expect the enterprise value to increase and to invest part of the profits back into the business and 
an adequate remuneration of capital equipment. 

�� Personnel: to create durable employment based on ability growth, a positive corporate climate, and profit redistri-
bution based on enterprise performance. 

�� Suppliers:  to seek professional and economic growth by mutual synergy development. 

�� Society: to participate in ethic value spreading as role-model of social and environmental  background. 

2.4.4 Corporate Organization 

The enterprise is made of three processes as a whole. 

MAIN PROCESS is the operational management of Production and Sales and is made of four main primary jobs: 

�� Market Investigation: performed by the Sales Management on team work with the area managers, sales and mar-
keting departments and the business agents that have the objective of finding all the industrial applications where 
the Varvel products can be fitted; new market exploration is developed through trade exhibitions and magazines, 
distributors, catalogues, and the corporate web site, etc.. 
The sales department runs the day-to-day customer requirements and orders. 

�� Product Development: run by many corporate sectors, Technical Management, Research and Development De-
partment, Product Technology and Engineering according to marketing feed-back and implemented by designing, 
testing and industrialization . 
The technical department runs the day-to-day feasibility requirements and technical modifications; the former to 
develop “special” products on customer specific requirements, the latter to modify production drawings on corpo-
rate department request to product improvement. Also, it supports all the corporate departments (sales, quality 
control, assembly, etc.) with technical help, whenever needed. 
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�� Assembly, packaging and shipping: the production department organizes the production logisitics from turning 
customer orders into job orders to be assembled, stored in shipment space and then despatched. 

�� Customer service: the sales and technical assistance departments take care of any customer requirement. 

 

GUIDANCE PROCESS includes the strategic management of intangible assets:  

�� Strategy and planning: strategy issuing and the following planning are crucial activities, in fact a strategy should 
propose achievable and precise objectives, and most of all integrating the corporate reality to achieve a competi-
tive advantage growth. The President and the Managing Director are involved in this activity, assisted by the Di-
rectors of Sales, R&D, Finance and Industrial Operations. 

�� Organization: an activity making the enterprise a success; a corporate strategy although excellent, detailed and fit-
ted to enterprise reality will never be able to run without an efficient organization. System Management (quality, 
environment and safety) is involved with Managing Director supervision. 

�� Economic and Financial Resources: Business Auditing, Financial and Administrative Managers  run everyday 
management (bookkeeping, receipts, payments, budget drawing, etc.) and seeking the necessary financial support 
to accomplish what is planned as a strategic issue. 

SUPPORT PROCESS is meant as the operational management of Materials Resources. 

�� Supplying: Purchasing and Quality Control Departments, with Industrial Operations Manager supervision, identify 
the suppliers to make the production available and carry out a partnership  growth with the best ones. 

�� Logistics: Goods Receipt and Goods Storehouse Departments run the materials flow. 

�� Industrial Technology: The Machining Department runs the production of components and the Product Technol-
ogy Department shares the production investment choices for the machining department and for the other group 
companies. 

�� Services: the maintenance service takes care of all of the repairs to guarantee the best conditions of efficiency of 
toolings and systems and of protection, safety and environment. 
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2.5 Strategies and activities 

2.5.1 Innovation as a method 

Innovation has been leading Varvel since 1955 in all decisions and corporate sectors: from product development in co-
operation with university research institutes to factory automation with larger and larger robot employment; from proc-
ess corporate management to all logistic flow computerization (component receipt, testing, storage, picking, assembly 
and finished product despatch with  radio frequency and bar code systems). 

In Varvel, innovation means entering into alliances and synergies with customers and suppliers in countries distant from 
ours, changing the day-to-day activities by seeking continuous improvements; the achieved results are considered final 
satisfying goals. Innovation is a strain towards the future that allowed Varvel to become an enterprise ready to receive 
the international challenges of globalization. 

2.5.2 An enterprise in the forefront 

Varvel organized its structure and operation according to the most modern Management and Environment Control Sys-
tems. 

A specific corporate position is assigned to manage quality, environment and safety systems. 
 

 

QUALITY M ANAGEMENT SYSTEM  
certified from 1997 according to standard UNI EN ISO 9001, is based on the principle that the product is 
the result of processes as a whole and quality improvement can be achieved by setting, monitoring and 
bettering the corporate processes. 

 

ENVIRONMENT QUALITY SYSTEM  
certified from 2001 according to standard UNI EN ISO 14001, is based on the principle that environment 
respect and safeguard are moral and social values inseparable from corporate activity. 

 

2.5.3 Products in continuous evolution 

The Technical staff consists of eight people handling research and development as Varvel management strongly be-
lieves that research and innovation are a basic competitive issue. 

Modularity and flexibility has driven Varvel product design since 2000 onwards , and has the manufacturing of kit-form 
gearboxes feasible to give any user the possibility of shorter assembly time.  

Some kits are the same parts for all of the gearbox lines (motor flanges and elastic couplings) allowing the maximum 
flexibility in a rapid configuration of the requested product from a limited kit inventory. 
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2.5.4 Customized designing 

Varvel technical staff uses state-of-the-art calculation and 3D-modelling to design both the standard products and spe-
cial requests handled in cooperation with the customers. Timeliness, flexibility and exactness allow Varvel to get the 
best solution within the tight times the market requires. 

 

 

 

2.5.5 Continuous seeking of new products 

Varvel management believes the survival and growth of an industrial enterprise is strictly tied with its ability of inno-
vating the products and speed in carrying out production. For these reasons the enterprise continues in new product de-
sign investment, monitoring and trying to lower the time-to-market (the needed time between planning and sale of a 
new product). 

The present Varvel product lines:  

�� Series RN - shaft mount parallel gearboxes with hollow shaft, 2 and 3 reduction stages; 

�� Series RO – horizontal bevel/helical gearboxes with hollow shaft, all 3 reduction stages; 

�� Series RV – vertical bevel/helical gearboxes with hollow shaft, all 3 reduction stages; 

�� Series RG – reduced backlash planetary gearboxes, 1 and 2 reduction stages; 

�� Series RD and RC – helical in-line gearboxes, 1, 2 and 3 reduction stages; 

�� Series RS and RT – single stage worm gearboxes; 

�� Series RA and TA – helical/worm gearboxes; 

�� Series RS/RS and RT/RT – two stage worm gearboxes; 

�� Series RP – one stage helical gearboxes for animal feeding application; 

�� Series VR – dry-friction mechanical variators to fit to helical, shaft mount, bevel/helical or worm gearboxes; 

�� Series VS – planetary mechanical variators to fit to helical, shaft mount, bevel/helical or worm gearboxes. 

The majority of the products are available to operate in potentially explosive environment, “ATEX” version according 
to EU Directive 94/9/CE. 
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2.5.6 High quality manufacturing 

The strategic part manufacturing - housing machining, worm shaft/wheel turning, gear cutting and grinding - is made 
internally with robotized machining centres of the latest generation (Makino, Pfauter-Gleason, Liebherr). 

 

 

 
2.5.7 Single piece care 
The machining quality control has great importance to ensure the product conformity to high quality standards, pursued 
and guaranteed with regular manual instruments (gauges, comparators, etc.), 3D-motorized inspection machines, optical 
scanners, gear and worm testing machines, durometers, roughness meters, etc.The assembled products are 100% in-
spected to check tightness and noise level.  
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2.5.8 Wide choice and stock availability 
Flexibility and despatch speed are Varvel’s distinguishing marks also allowing for last-minute orders, characteristics 
that a allow global compeitiveness with the leading companies. A further step was achieved with modular gearbox de-
sign that enables Varvel to optimize assembly and to store the gearboxes in ready-to-ship homogeneous elements (very 
urgent cases can be delivered the day after the order). 

 
 
 
 
2.5.9 A global partner 
Customers together with flexibility, service, technical assistance and lead time are the Varvel fundamental assets and 
internalization is proven by 55% of turnover exported worldwide. 
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3 SOCIAL REPORT 

3.1 Stakeholder mapping 

The social performance depicts the relations and main actions the enterprise performs in favour of the stakeholders (all 
who are interest holders towards the enterprise). 

Varvel identified two classes of interest holders: those closely related to the enterprise day-to-day operation – Human 
Resources, Customers and Suppliers - drawn in green and the others - Shareholders, Civil Service, Municipalities, As-
sociations, Communities and Financial Institutions – drawn in yellow. 
 

 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.2 Human Resources 

Varvel considers its people the most valued resource of the enterprise; their involvement, whatever is the level, function 
or responsibility, guarantees the objective achievements and encourages suggestions and proposals for the continuous 
activity improvement. 

This involvement is based on  
�� adequate information of corporate activities as a whole; 
�� adequate information of corporate strategies and economic-management results by a monthly publication of rele-

vant indicators on corporate noticeboard, meetings, etc.; 
�� continuous training to improve new abilities and/or the existing ones; 
�� proper information on specific aspects of the power transmission  sector. 

As evidence of corporate commitment towards human resources and their growth policy, some of the most interesting 
indicators are shown. 

Human  
Resources 

Customers 

Suppliers 

Shareholders 
Financial  

Institutions 

Civil service 

Municipalities Associations 

Communities 
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3.2.1 Personnel 

On 30/06/2009, 75 people were working in Varvel of whom 26 women and 49 men. 
A 35% feminine occupation is a noticeable result, particularly considered that Varvel is a mechanical enterprise where 
usually men are mainly employed. 

 

3.2.2 Age 

The majority of employees is located in an age bracket between 31 and 40 years (40% is  corresponding to 30 people); 
the lower categories are the employees with more than 50 years (11 people) and an age bracket from 21 and 30 years 
(10 people)). 
The average age is 40 years. 
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3.2.3 Seniority 

9% of employees (7 people) have been working in Varvel for more than 20 years. 

The first two brackets (employed from less than 5 years and between 5 and 10 years) scoring 68% (51 people) evidence 
that Varvel’s strong growth of the last decade had a proportional recruitment of human resources  . 
 

 
 

3.2.4 School attendance 

The majority of employees have their School-Leaving Certificate, University-Degree and Master’s Degree brackets are 
tless numerous. 
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3.2.5 Status 

According to collective agreement division, the bracket the most representative is that of clerks (36), followed by work-
ers (24). 

 

 

 
3.2.6 Job contract 

The evidence of commitment in establishing and upgrading a consolidated work ratio with the personnel is an employ-
ment indefinite contract (full-time and part-time) for the majority of employees (74 people corresponding to 98.7%). 
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3.2.7 Industrial accidents 

Industrial accident rate is notably low: 4 accidents and 17 days as average values per year. 
 

 
 
3.2.8 Training 

The management takes great care in personnel training: the high number of training courses put into effect every year is 
evidence of this focus (27 courses as average of last 4 years). 
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People involved in training are, on average, 65% of employees; the 2007 drop was caused by specific courses made for 
a limited number of persons while the 2008 increase had informatics courses for a great part of personnel. 
 

 
 
3.2.9 Employment trend 

The graph shows the employee trend from 2006 to June 30, 2009; all of the job contracts, consultants and temporary 
jobs excluded. 

The average employee number is 77 people during the considered period; on June 30, 2009 the number of employees 
was 75. 

Five people left the company during the last 2 years: 2 retired, 1 ended the temporary job for long illness replacement 
and 2 resigned. 

Notwithstanding the worldwide negative economy, no employment cutbacks were made but a temporary recourse to 
redundancy fund from March to June for 20 people in weekly rotation. 
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3.3 Customers 

Customers are the most precious corporate assets and Varvel always fuelled its growth according to fulfilling the objec-
tives of Service and Customer Satisfaction. 

That is achievable if the enterprise as a whole is focused towards the customer to understand their needs and demands, 
to guarantee their requirement (explicit and implied) fulfilment, to increase satisfaction and to gain full confidence. 

3.3.1 Turnover by region 

Last three fiscal year turnover is shown by sales regions and the graph highlights a considerable export and a significant 
presence outside the European Community. 
 

 

 

 
 



 
 
 

 

 29 

3.3.2 Turnover by sales channel 

Two major customer types are highlighted: 

�� Distributors buy, stock and resell in a specific area (nation, region, town, etc.) the majority of whom are located in 
foreign countries; 

�� Corporate Customers buy and use in their own equipments and/or machines the majority of whom are located in 
Italy. 

 

 

 

 

 
3.3.3 Turnover by sector 

Turnover split into utilization sectors; distributors are not considered as the final customer is mainly unknown. 
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3.3.4 Delivery trend 

Delivery flexibility and timeliness are one of the main assets and are mainly monitored by three indicators. 

�� Turnover by delivery punctuality split in four brackets: On time, Delay within one week, Delay between two and 
four weeks, Delay beyond one month. 

The good level achieved in 2005 (more than 75% of turnover delivered within one week delay) fell down in 2006 
because of the sudden and unexpected market growth (57% of turnover delivered within one week delay); then in 
2007 a partial recovery was achieved (68% of turnover delivered within one week delay) and a substantial im-
provement in 2008 (85% of turnover delivered within one week delay). 

Also the value of more than one month deliveries significatively improved in 2008 settling down to 3.4% of turn-
over. 

 

 
 

�� Turnover by average delivery times from order split in five punctuality brackets: Within three days, Between four 
and fourteen days, Between fourteen and thirty days, Between thirty-one and sixty days, Beyond two months. 
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�� Average delivery days are the weighted mean of order delivery days of all the shipments made in one year. 

The good level that was achieved in 2005 (approx. 21 days) fell down in 2006 because of the sudden and unex-
pected market growth (almost 36 days); then in 2007 a partial recovery was achieved (29.5 days) and a substantial 
improvement in 2008 (nearly16.5 days). 
 

 
 
3.3.5 Complaint trend 

Customer complaints are handled with great attention regardless of their type (product, service, etc.). 

�� Quantity defectiveness index is the number of claimed products divided by the sold product total. 

The overall defectiveness is fairly low even though last year it came back to the 2005 level. A stronger focus on the 
manufacturing process is necessary to bring the index down to 0.5%, a value considered acceptable for the gearbox 
market. 
 

 
 
�� Quality defectiveness index (value) is the complaint cost divided by the annual turnover. 

Also in this case the quality index is fairly low even on though last year it came back to the 2005 level. A stronger 
focus on the manufacturing process is necessary to bring the index down to 0.1%, a value considered acceptable for 
the gearbox market. 
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3.3.6 Services 

Corporate Site - http://www.varvel.com 
Basic information on the enterprise, the products and the sales net are available; technical documentation (catalogues, 
working and maintenance manuals, etc.), Corporate Essay and Sustainability Balance are also available for on-line 
download.  

Technical Site - http://www.varsize.com 
Standard products of the Series RD, RS and RT can be sorted out according to three ways: 

�� Guided selection presents by gearbox Series the suitable units to match the required features (power, torque, speed, 
service factor, etc.). 

�� Application selection fixes the required application features (lifting, conveyors, etc.) and outputs the required gear-
box. 

�� Product selection configures the straight product for customary requirements. 

After the unit is selected, a PDF product data-sheet and a PDF or DXF 2D-drawing can be downloaded on-line; a 3D-
drawing in STP format can be requested as well. 
A Request for Quotation can be directly forwarded for the selected units. 

Operations Site - https://cs.varvel.com 
Specifically qualified customers can order the standard stock-run units online. 
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3.4 Suppliers 

Suppliers are also valuable assets for the enterprise; according to this principle, Varvel has always run fuelled its growth 
by taking into consideration the requirements of partners, often smaller, and therefore more vulnerable. 

To keep and increase such assets, the whole organization must work to increase the cooperation and integration levels 
with the full chain. 

 

3.4.1 Purchases by type 

�� Direct Purchases are the buying of all the raw materials, semi-finished products, components and machining directly 
used in the product manufacturing. 

�� Indirect Purchases represent the costs not directly related to a single product (logistics, packaging, etc.) and incidental 
production costs (maintenance, tooling, etc.). 

�� Auxiliary Purchases are the service costs (consumption uses, leasing fees, computer hardware, consultants, etc.). 
 

 

 

 
 
3.4.2 Purchases by region 

This indicator includes the production purchases (direct and indirect) of last three years by region; auxiliary purchasers 
were not considered, as all were made in Italy and, therefore, not significant as regards to the issue of “production delo-
calization”. 

The table shows an increase of imported purchases: dating 2006, EC buying of cast iron castings (from 2% to 3%) from 
East European countries and from China for electric motors (from 2% to 5%); however, the largest share of purchases 
(over 90%) comes from Italy. 
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3.5 Civil service 

3.5.1 Province of Bologna 

An innovative project to recruit disabled persons was undertaken with the provincial Council in 2007. 

The Emilia-Romagna provincial law 17/2005 which states “Rules for promotion of employment, quality, safety and job 
regularity” which provides recruiting for the disabled through individual placement programs through social coopera-
tives, targeted to job order appointment instead of disabled direct recruiting when normal employment is particularly 
difficult. 

Varvel was among the first enterprises to start such new modality of disability job placement in the workplace and on 
February 2007 entered accordingly into an agreement with the Province of Bologna and the social Cooperative “Noah’s 
Ark” to a job order appointment for kit packaging. 

The one-year agreement, expired on February 2008, which was extended further by two years to February 2010. 

Considered a positive result, additional extensions are welcomed. 

3.5.2 Municipality of Crespellano 

For many years, Varvel has been one of the sponsors of the village festival, the 26th event this year, with many educa-
tional and entertainment opportunities appreciated by the community. 

3.6 Local communities 

3.6.1 Relationships with the educational world 

Varvel believes that among its corporate objectives it is important to include the school/educational system to reduce 
the gap that unfortunately still exists and to let young people know the job situation of the region where perhaps they 
will be working tomorrow.  

To this purpose, Varvel: 
�� arranges for guided visits of students (secondary schools and university); 
�� takes secondary school students in educational internships; 
�� welcomes graduates to complete their graduation thesis on interests that matter to them and the enterprise; 
�� takes people in for educational training after completing their master’s degrees. 
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It is of interest to mention that many students welcomed for various educational paths, were also then recruited also in 
positions of responsibility. 

3.6.2 Projects 

As a result of a Crespellano Secondary School visit, Varvel financed the hardware renovation of  the multimedia lan-
guage laboratory of the school for the project “Language diversity in multicultural Europe”. 

3.6.3 Relationships with the University 

Pursuant that research and innovation are an essential competitive lever, Varvel started collaborations with two Labora-
tories of the Advanced Mechanical District (Hi-Mech) in which the Universities of Bologna, Ferrara and Modena take 
part. 

The former to pursue innovative solutions in noise and vibration fields with the Laboratory LAV in Ferrara and the lat-
ter  to reduce friction and research of new materials with the Laboratory SUP&RMAN in Modena. 
 

3.7 Associations 

Varvel is a member of the following associations: 
 

 

ASSIOT 
Association of Italian Power Transmission Equipment  

and Gear Manufacturers 
http//www.assiot.it 

Established in December 1971 on the initiative of some enterprises of this sector, ASSIOT groups are now 90 enter-
prises with nearly 7300 employees with a total representativeness of 70%  . 

The Association has the scope of coordinating, safeguarding and promoting the technical and economic interest of 
the mechanical sector both in Italy and abroad. 

 

 

http//www.unindustria.bo.it 
 

Unindustria Bologna is the enterprise association established on December 2006 by the amalgamation of API Bolo-
gna and Confindustria Bologna. 

Unindustria Bologna joins to the Confindustria network and it represents and safeguards all the enterprises of the 
province of Bologna to which are offered excellence and quality in services and enterprise culture, and innovative 
products to answer the global market requirements also oriented to competitive scenarios of the future. 
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3.8 Communities 

3.8.1 Charitable Donations 

With the intention of exercising its social commitment, Varvel started a program of continued support to three non-
profit organizations in 2004. 
 

 

 
http//www.unicef.it 

 

UNICEF 
United Nations Children's Emergency Fund 

has the scope of guaranteeing the children’ right respect worldwide 

 

 
http//www.msf.it 

 

MSF 
Médecins Sans Frontières 
Doctors without Borders 

gives health assistance to in jeopardy people and attests human right 
violations during its missions  

 

 
http//www.antitalia.org 

 

ANT 

National Cancer Organization 

looks after and studies people with cancer, gives refresher courses on 
cancer treatment to doctors, paramedics and scientific research    

 

For each product sold Varvel pays organization a donation of two Eurocents; this is a way to directly tie the corporate 
ability and productivity, and consequently its economic result to the protection of less fortunate people. 

As a whole, € 86,869.08 were donated for the period 2004 – 1st semester 2009 according to the following table. 

 

 2004 2005 2006 2007 2008 2009 
1st semester 

Sold Products (Nos) 214,349 221,541 293,.091 324,522 298,376 95,939 

Amount by Organization (€) 4,286.98 4,430.82 5,861.82 6,490.44 5,697.52 1,918.78 

DONATION TOTAL (€) 12,860.94 13,292.46 17,585.46 19,471.32 17,902.56 5,756.34 
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3.8.2 Social cooperatives 

In 2006, the management decided to order Christmas baskets, traditionally given to all the employees, from a social co-
operative packing in products of Equitable and Sympathetic trade. 
This initiative was so successful that corporate union delegates asked to repeat it in 2007 and 2008 as well. 

3.8.3 Sponsorships 

Varvel has been sponsoring local sporting events directly linked to employees’ children (basketball, ballet, sports club, 
football); aids with the scope of keeping important moments for afterschool development of children. 
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4 ENVIRONMENT 

Varvel considers the environment with great attention, so much so that environment respect is included among corpo-
rate values (§ 2.2) and with the confidence of such beliefs, the management introduced the Environment Quality System 
(EQS) starting from 2000 and certified it from 2001 according to UNI EN ISO 14001.  

This certification shows to all the stakeholders how much Varvel is an enterprise in the forefront: environmental respect 
and safeguard are ethical and social values, not divisible from corporate activity. Therefore, it is also a task of Varvel to 
guarantee to future generations the possibility of living on a liveable planet. 

Varvel engagements: 
�� to spread and to increase the way of thinking towards employees and their families, suppliers and generally speaking 

the whole society; 
�� to prevent the pollution of air, water and land; 
�� to increase the use of recycled or recyclable materials; 
�� to monitor, and possibly to reduce, the use of natural resources; 
�� to control, and possibly to reduce, waste production by continuous and systematic activities for a correct treatment; 
�� to yearly publish an analytic report of its significant environmental services through the issuing of the Sustainability 

Balance Sheet to be at the interested party’s disposal. 

Specifically as to corporate EQS, the management attests that: 
�� the current environmental policy is established and given according to environmental points of view distinguishing 

the corporate products, processes and services, the consequent environmental impacts measured and weighed in terms 
of significance, the importance of human, technological, economic and intellectual resources, available or possibly to 
get  ; 

�� the organization engages to give priority to environmental regulations – compulsory or voluntary – and to involve 
managers and employees on their own achievements; 

�� the following guide-lines are considered to implement the EQS: 
- precaution, all the possible measures to adopt against environmental risks, even failing scientific certainty; 
- prevention, all of the adopted measures are directed to prevent environmental risk; 
- proportionality, the strength of measures to implement must be proportionate to the risk; 
- responsibility and cooperation, the enterprise works together with all the interested parties by consciously undertak-

ing its own responsibilities; 
�� the EQS is accomplished according to continuous performance improvement; 
�� environmental improvement objectives are defined and shared, the corresponding targets are identified through spe-

cific performance indicators and results are periodically checked; 
�� procedures for environmental event operations are defined and are periodically checked, 
�� great attention is given to training of EQS Manager and employees, and to inform the suppliers operating inside the 

enterprise; 
�� also great interest is given to the relationships with Civil Service, Boards and Organizations active in the environ-

mental field. 

4.1 Carried out plans 

4.1.1 Destratifying vanes 

In 2005 to level-off  the temperature which was significantly varying due to the 8 metre height of the warehouse, 32 
vanes were fitted to circulate the stratified air. A natural gas consumption analysis showed a yearly saving of 40,000 
cu.m. 

 

4.1.2 Solar panels 

In 1999, the factory construction forecast hot water production for sanitary use (bath and shower rooms and kitchen) to 
run together with the heating system that made the boilers work the whole period of the year; in 2007, with the scope of 
reducing consumption during the six months in which heating system is turned off by law (April 15 to October 15) the 
heating system was separated from hot water production and 4 solar panels were installed. This modification gave a 
saving of nearly 10,000 cu.m of natural gas. 

4.1.3 Selective waste collection 

On 2008, the Municipality of Crespellano – to increase collection of household waste – eliminated the large publish 
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rubbish containers and put into operation a door-to-door collection (glass and  aluminum, plastic, paper and miscellani-
ous items). As for industry waste differentiation, Varvel has been autonomously working towards this for many years 
(§4.3). 

4.2 Monitoring of resource utilization 

4.2.1 Water 

The graph shows the monthly water consumption for utilization in 
�� sanitary fittings (bath and shower rooms, staff canteen), 
�� irrigation (garden), 
�� production (washers, emulsions). 
The abnormal consumption August 2005 – March 2006 was due undiscovered water leak. 
The majority of water consumption during the summer months is for irrigation. 
 

 
 
 
The yearly water consumption is nearly constant when considering the above mentioned unknown water leak. The daily 
per capita consumption of around 180 litres (80 people and 250 working days), is similar to a home consumption. 
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4.2.2 Electric energy 

Varvel buys electric energy as 15,000V medium tension, transformed then by its own electricity substation in 400V low 
voltage. Installed power is 400kW. 

The graph shows monthly electric energy consumption; the 2008 increase was due to the start of a new machining cen-
tre, a new air compressor control, the new finished product warehouse and packaging and shipping department. 

 

 
 
The yearly electric energy consumption increases were caused: 
�� In 2006, by new machining centres starting and their more intensive utilization; 
�� In 2008, by new air compressor control needed by the increased demand of machining centres; 
�� In 2008, by new finished products, packaging and shipping department in a 1800 sq.m warehouse. 
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4.2.3 Natural gas 

Varvel uses natural gas for its working environment heating, workshop cleaning machine and hot water boiler for sani-
tary ware. 
The graph shows homogenous tendency in the considered years and consumption is mostly for the working environ-
ment heating and not for production needs. 

 

 
The yearly natural gas consumption shows a progressive reduction because of climatic condition trends: 
�� In 2006, installation of the destratifying vanes with a 40,000 cu.m saving; 
�� In 2007, installation of solar panels with a 10,000 cu.m saving; 
�� In 2008, installation of new part cleaning machine with 10,000 cu.m saving. 

In the next few years, the newly finished warehouse and the Packaging and Shipment Department will bring forth an 
additional consumption of about 20,000 cu.m of which 9,000 cu.m were allocated to 2008 .  
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4.3 Waste production monitoring 

Waste production, excluding the Crespellano municipal door-to-door collection, is divided in two categories: 

 

NON-HAZARDOUS INDUSTRIAL WASTE 

Denomination Example 

1 - Metal object filing and chips  Cast iron and steel chips 

2 - Metal objects Steel and cast iron parts 

3 - Not metal object filing and  Aluminium chips 

4 - Not metal object  Aluminium parts 

5 - Wooden packaging  Broken pallets 

6 - Mixed material packaging Carton and plastic remains of bought products  

7 - Toner cartridges Printer, photocopiers and fax machine toners  

8 - Electrical and electronic  appliances waste  PC, printers, etc. 

 

HAZARDOUS INDUSTRIAL WASTE 

Denomination Example 

1 - Cleaning water solutions Water used by metal part cleaning machines  

2 - Emulsions and solutions for machine tools, not contain-
ing halogens  

Emulsified water (water + oil) used by machining centres  

3 - Mineral oil waste for engines, gears and not chlorinated 
lubricants  

Exhausted oil from gearbox repairs  

4 - Packages containing dangerous matter remnants or con-
taminated by these materials  Empty grease jars, bottles, etc.  

5 - Absorbents, filtering materials, rags and protective 
clothes, contaminated by dangerous substances  

Extractor unit filters, absorbing sand, etc. 

6 - Fluorescent lighting and other waste containing mer-
cury  

Neon lighting 

7 - Electrical and electronic  appliances waste PC monitors 
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The graph shows the trend of waste production: 
�� non-hazardous waste is affected by filing and chips of non ferrous materials (aluminium chips) and by how many 

parts are yearly scrapped (machining rejects); 
�� dangerous waste increase until 2007 due to market growth, while 2008 was affected by the worldwide economic cri-

sis. 
 

 
 
The graph shows the percentage of hazardous waste on total waste; average percentage is 23%. 
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The graph shows hazardous waste production: the only types produced in considerable quantity are the Emulsions and 
solutions for machine tools, not containing halogens and the Cleaning water solutions. 

 
 

The graph shows the non-hazardous waste production; the lines of Toner cartridges and Electrical and electronic  appli-
ances waste coincide with X-axis because of their very low quantities  . 

 



 
 
 

 

 45 

5  ECONOMIC-FINANCIAL DIMENSION 

5.1 Balance sheet analysis 

5.1.1 Statement of assets and liabilities 

The structure sources/investments was chosen to represent the corporate assets composition in the most significant way. 
 

Statement of Assets And Liabilities – 2007 [Euro] 

Assets Liabilities 

Running operations assets 18,923,747 73.8% Not onerous liabilities 8,877,777 34.6% 

Not running operations assets 5,812,394 22.7% Onerous liabilities 11,037,321 43.1% 

Other assets 898,804 3.5% Corporate capital 5,719,847 22.3% 

Investments 25,634,945 100% Sources 25,634,945 100% 

 
 

Statement of Assets And Liabilities – 2008 [Euro] 

Assets Liabilities 

Running operations assets 16,624,470 59.4% Not onerous liabilities 7,522,895 26.9% 

Not running operations assets 10,114,379 36.2% Onerous liabilities 11,379,075 40.7% 

Other assets 1,226,864 4.4% Corporate capital 9,063,743 32.4% 

Investments 27,965,712 100% Sources 27,965,712 100% 

 

The investments represent the way Varvel invests in its own resources, while the sources the show the ways Varvel fi-
nances those investments. 

The tables and graph show that the most of the corporate assets are Running operations assets, which consists of materi-
als and finished products, trade credits and liquidity representing about 60% of corporate assets in 2008. 

The Not running operations assets (locked up) are all the corporate fixed assets (buildings, machinery, equipment and 
other company) and represent, in 2008, about 36% of corporate assets. 

The increase of Not running operations assets was due to the main building revaluation had in 2008; the building was 
redeemed in advance in 2003 and the revaluation brought its increased value to the market value.  

As a consequence of this increase and of the considerable decrease of materials and finished product due to a shrewd 
supply conduct, the Running operations assets decreased to 60%. 

On the Sources side, the Not onerous liabilities are the debts towards the suppliers and various funds (taxes, pension 
funds, future risks) and total about 27%. 

The Onerous liabilities are debts mainly for loans with the banks and total nearly 41%. 

Also of note is the high level of corporate capitalization @32% of liabilities that the management has been pursuing by 
a regular investing back profits into the business. 

The Corporate capital increase to 32% is the consequence of the main building revaluation causing a drop of Onerous 
liabilities down to about 41%. 
Also the Not onerous liabilities are reduced down to 27% mainly due to the diminishing of the debts towards suppliers 
as a consequence of the reduction of stocked goods and finished products. 
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5.1.2 Profit and loss account and Added value creation 

Added value is the operating revenue remaining after having met the external production costs: that is the created value 
inside the enterprise with the available resources (human, technical and financial). 

Added value dropped in 2008 – after a continuous increase of the previous three years – was due to the turnover dimin-
ishing of 4% caused by the international economic crisis that considerably reduced the sales during the fourth quarter. 

 

Profit and Loss Account [Euro] 

 2005  2006  2007  2008  

Turnover 18,729,820  24,188,405  27,498,823  26,391,926  

Stock variation -985,744  2,159,215  1,181,459  -1,299,120  

Other revenues 447,026  480,023  877,003  692,592  

A) – Production Value 18,191,102 100% 26,827,643 100% 29,557,285 100% 25,785,398 100% 

Material consumption 10,087,518  17,655,813  18,541,159  15,233,581  

Service costs 1,609,609  2,117,325  2,595,723  2,552,120  

Third party cost possession 712,506  654,559  874,266  1,171,390  

Various operations costs 154,033  218,195  134,151  125,901  

B) – Production Costs 12,563,666 69% 20,645,892 77% 22,145,298 75% 19,082,993 74% 

Added Value 5,627,436 31% 6,181,751 23% 7,411,987 25% 6,702,405 26% 

Various expenses 38.010  36,596  42,931  44,775  

Wages 3,759,605  4,011,457  4,449,557  4,397,316  

Depreciations 858,054  680,338  646,820  720,161  

Financial operations 312,684  454,368  804,822  757,505  

Fiscal operations 438,799  658,896  660,884  562,011  

Operating Result 220,284 1.2% 340,095 1.3% 806,973 2.7% 220,637 0.9% 

 

This graph represents the trend of added value in the last 4 years. 
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5.1.3 Economic performance indicators 
 

 
 

The social accounting system designed to realize the sustainability balance.  It is an economic data reading tool to ex-
plain the destination of expenses and investments made by the enterprise in order to identifying the ones producing so-
cial benefits. 

The following indicators are the most significant to outline the enterprise health conditions and performances from an 
economic point of view: 

�� production value, made up by the turnover and various revenues, increased in the years 2005 to 2007 of about 61% 
but dropped on 2008 of 13% mainly for the decreases of turnover and trade stock; 

�� EBITDA, earnings before interest, taxes, depreciation and amortization; 

�� EBIT, earnings before interest and taxes; 

�� net earning, affected in 2008 by the higher demands to external financiers to support the corporate development plan; 

�� ROE, the return on earnings, reached on 2007 the satisfactory ratio of 14.1%, but decreased to 2,4% because of the 
combination of net earnings diminishing and the main building revaluation (as reserve fund it increased the owners’ 
equity at the indicator denominator). 
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5.1.4 Radar chart 

 

 

 

The graph shows the four major corporate ‘dimensions’ in the years 2005-2008: 
�� Growth, measured by turnover; 
�� Profitability, measured by ROS indicator, i.e. the sales profitability calculated as EBIT / Turnover; 
�� Efficiency, measured by ROI indicator, i.e. owners’ equity profitability calculated as EBIT / Net earnings; 
�� Liquidity, measured by the ratio Cash flow (net earnings + amortizations) / Net earnings. 
For the period 2005-2007, the indicators were increasing except in 2006 where Liquidity suffered as a result of the 
stock increase due to large turnover growth. In 2008, because of 4% turnover diminishing caused by international eco-
nomic crisis, all the four indicators diminished except a lower effect on Growth. 
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5.2 Value creation 

The added value measures the wealth the enterprise produces in financial terms and is given by the difference between 
the production value (turnover and various revenues) and costs (materials, services, costs for third party goods, etc.). 
The added value calculation is made through a Profit and Loss Account data reclassification to highlight the production 
and its distribution to the stakeholders. 

 
 
The graph shows the added value allocation of last financial year. 
The personnel costs are the added value predominant share, almost 66%, with direct wages (salaries) and indirect (so-
cial charges, severance pay); the personnel cost is fairly constant with a four year mean of 64%. 
The Enterprise system (amortizations, allocations and not allotted profits) at 14% is low in comparison with the four 
year mean of 17% because of the reduction in turnover. 
Civil Service (State, Regions and Municipalities) follows with 8% for direct and indirect taxes. 
External financing (banks) accounts for about 11% for the investment gearing, the rate of interest increase and financial 
backing. 
Community (non-profit institution, various associations, schools, etc.) at 0.7%, includes six Eurocents for every unit of 
sold product given to charity. 
 

 
 
Added value allocation had a rather constant trend during lst years: the major portion to wages between 60% and 67%, 
to enterprise system between 14% to 20%, civil service an average 9% and external financing at 11%. 
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6 DECLARATION OF INTENT 

The following issues refer to the matters Varvel intends to deal with. 

The sustainability balance 2007 outlined a series of intents, now written in italic and of which the progress report fol-
lows. 

6.1 Society 

�� Release the Sustainability Balance to all stakeholders to circulate the Enterprise Social Responsibility. 

The Sustainability Balance, 2007 edition, was introduced during a press conference at Unindustria Bologna on No-
vember 20, 2007 and had a great success with many articles written in the local newspapers. 

The 2007 edition was also introduced to all employees and Italian agents during specific meetings; major customers, 
suppliers, non-profit institutions, associations, etc. received the brochure for a total of 300 copies. 

�� Publish the Sustainability Balance annually to be considered a way of growing for the whole enterprise and not a 
sporadic issue. 

The 2008 edition is the second step of this growing way. 

6.2 Environment 

�� Install water meters to the part washers of Wash and Machining Departments and the emulsified water production to 
measure and ascertain the water consumption by person and product. 

Three meters installed as scheduled; estimated (data does not cover all of 2008) water consumption is 170 cu.m that is 
nearly 5% of total 3621 cu.m. Therefore, the majority of water consumption musts not be allocated to production but 
to sanitary fittings and watering systems.  

�� Look into the possibility of parkland watering without using drinking water but with rainwater, spring water, etc. 

Activity not yet started but the objective is confirmed. 

�� Install gas meters to part washer and hot water boilers to monitor natural gas consumption used for manufacturing 
and hot water production for sanitary fittings or heating. 

The Management and Systems Manager investigated and found that part washing equipment consumption is 3000 
cu.m of natural gas per annum and the boiler another 2000 cu.m. 
This consumption percentage is 4% of the total of 120,000 cu.m and therefore, natural gas meters are not justified 
both because of the relative investment and also for safety purposes as they would have to be installed outside the 
buildings with great equipment complexity. The decision was then to not proceed. 

�� Check the technical and economic feasibility to install photovoltaic panels to produce one part of power consump-
tion. 

Activity frozen after a first feasibility analysis made by Eicon (Unindustria Bologna association for power purchase) 
because the management decided not to invest in new activities in this period due to the international economic crisis. 

 
6.3 Personnel 

�� Strengthen the performance evaluation introduced in 2007.The scopes of which are the evaluation principle levelling, 
the highlighting of people potential and relative action (training, partnering, etc.) planning, so that capability can 
translate into performance. 

The implementation of performance and capability evaluation system was positively used at the end of 2008 but it 
cannot be considered a consolidated tool yet. 
To this purpose the Human Resources Manager will be partnering with the corporate managers in using it this current 
year end   . 

�� Carry out a ‘Climate Research’ to understand the ‘Varvel life’ and what are the improvement possibilities and the 
personnel perceives the Varvel culture and solicit suggestions to management. 
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In 2009, the Human Resource Manager drafted a Climate Research Questionnaire. 
Unfortunately because of the international economic crisis, the research coincided with the beginning of layoffs and 
the management decided to wait for an upturn in the economy. 

�� Introduce a variable wage system of which a part is to tie in a clear and agreed corporate objectives achievement. 
The system analysis stopped in the beginning of 2009 and is forecast to start again at the end of this year. 
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Yesterday means Experience, 

Tomorrow Knowledge, 

Today the Future of Knowledge Economy, 

To build by taking from Past Experience, 

Thanks to Enthusiasm, Perseverance and Tough Work. 

TOGETHER WE SUCCEED 
 
 
 
 
 
 
 
 
 



 
 

 

 


