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SUSTAINABILITY: LAVAZZAS FIRST DOCUMENTARY
IS ASTORY ABOUT WOMEN, REBIRTH AND HOPE

“COFFEE DEFENDERS, APATH FROM COCA TO COFFEE"

now on prime video

Turin, June 1st 2020 - Lavazza has chosen World
Environment Day (June 5th) for the launch on stream-
ing platform Amazon Prime Video, initially in Italy, the
US and the UK, of the docufilm “Coffee Defenders,
a Path from Coca to Coffee’, directed by Oscar Ruiz
Navia, one of the best-known voices in contemporary
Colombian cinema.

The documentary tells the true story of Johana,
a young Colombian woman who lost everything
during the armed conflict with the FARC guerril-
las, but managed to take back control of her own
life and that of her six children. She was determined
to continue to live in her community in the fertile
and unspoilt land of the Meta coffee growing re-
gion in the foothills of the Andes, where in 2013 the
Colombian government gave farming families like

v?

Johana’s the land previously used to grow illegal crops.

Driven by hope and an unshakeable belief in a bet-
ter future, Johana was reborn through her work for
her newly thriving coffee farm and tells a story of the
emancipation of women and courage. And in fact,
the symbol of her rebirth is a coffee plant, which the
film’s protagonist takes with her on the journey from
her home to Costa Rica, where it will be preserved in
the Cartago Agricultural Centre. Johana is accompa-
nied on her journey by Alexandra Roca, areporter who
has written with great sensitivity about various issues
affecting more than 14 countries worldwide, ranging
from women’s rights to movements supporting indig-
enous communities. After returning to Colombia to
document the country’s recovery after the armed con-
flict, she helps Johana tell her own story of difficulties
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and hope. Step by step, their journey takes the film’s
two protagonists through scenes of incredible natural
beauty in South America, listening to numerous eye-
witness testimonies on a path of rebirth and transition

from war to peace.

“In that period people grew coca,” remembers our pro-
tagonist Johana. “/ was afraid, but in the end, | said to
myself “I'm going back, because this is my home and |
can't abandon it. It doesn’t matter if they want to kill me,

let them, but | have to go back home”.

The Lavazza Foundation has been working in the
Meta region, Johana's homeland, since 2015, with a
sustainable development programme that has im-
proved the social and economic conditions of over one
hundred farming families, including our protagonist’s,
helping them bring the coffee plantations back to life
by planting over one million coffee bushes and train-
ing them to use of good farming practices, includ-
ing techniques to fight the effects of climate change.
They are important results for these small communities.
Productivity per hectare has risen twofold and the pro-
duction of high quality coffee has been encouraged
and certified by the NGO Rainforest Alliance, an in-
ternational organization that guarantees the socio-en-
vironmental sustainability of agricultural production;
in addition, small farms have been assisted in plant-

ing about 13,000 fruit trees, useful to give farmers a

source of income complementary to that from coffee,
in order both to increase revenue and to support the
food security of families.

The programme underway in the Meta region has also
been developed with a special focus on promoting
women'’s rights, remembering that women provide up
to 70% of the workforce involved in coffee growing, but
that farms have women managers in only 25% of cases.
This is one example of the 24 projects promoted so far
by the Lavazza Foundation, which was established in
2004 and has a presence today in 17 countries, across
3 continents, with over 97,000 beneficiaries.

“For almost twenty years, the Lavazza Foundation has
been playing an active role in coffee-producing countries
with sustainable development programmes, working in
close collaboration with coffee growers and inspired by
the sense of responsibility that permeates Lavazza’s ap-
proach to the communities and areas in which it operates.”
said Mario Cerutti, Chief Institutional Relations &
Sustainability Officer at Lavazza. “The documen-
tary tells one of many stories about the protagonists of
our projects, expressed in contemporary language with
the help of an outstanding partner like Amazon, and all
in the spirit of Goal Zero - Promote the Message, the

Sustainable Development Goal that we have added to
the 17 Goals of the UN 2030 Agenda, with the aim of
engaging people in a debate on sustainability”.




In fact, in the process of developing the brand’s sustain-

ability strategy and integrating it increasingly in business
processes, Lavazza has decided to work on the basis of
the guidelines set out in the internationally recognised
United Nations Global Compact, undertaking to re-
spect its underlying principles as defined in the 2030
Agenda and the Sustainable Development Goals.

In this process, the Company has identified the four
priority sustainability pillars for people and busi-
nesses, to which it has pledged its commitment in
coming years and which are all contained in “Coffee
Defenders, a Path from Coca to Coffee™ Goal 5 -
Gender Equality, Goal 8 - Economic Growth, Goal
12 - Sustainable Consumption and Production, Goal
13 - Climate Change. The first two goals, in particu-
lar, are central to the Lavazza Foundation programme
developed in Meta and are referred to in the docu-film,
with gender equality and the emancipation of women
embodied by Johana, one of the many women who
play a key role in Colombia’s farming community, and
economic growth represented by the improvement
of social and economic conditions for the commu-
nities affected by gquerilla warfare. The four priority
Sustainable Development Goals of the 2030 Agenda
form part of the Sustainability Manifesto, the pro-
grammatic statement of Lavazza Group’s corporate

sustainability strategy, which was recently published

together with the fifth edition of the Sustainability
Report, “A Goal in every cup”.

“Coffee Defenders, a Path from Coca to Coffee”
forms part of Lavazza's “Coffee Defenders” project,
an initiative that draws inspiration from the stories of
coffee producers who have benefited from the proj-
ects promoted by the Foundation and aims to raise
awareness about sustainability in the “coffee com-
munity”, made up of people who love an agricultural
product that is particularly vulnerable to the effects of
climate change.

“Digital communication has an increasingly strategic im-
portance for Lavazza thanks to the numerous opportu-
nities it offers us to bring new young audiences closer
through contemporary and engaging forms of storytell-
ing - said Lorenzo Giorda, Global Head of Digital
Marketing at Lavazza. “This project will become a
strand of communication and positioning for the compa-
ny and we believe that the docufilm is an important asset
to tell through a different, visual, authentic and universal
language the theme of sustainability, which has been an
integrated part of our business for many years and which
will characterize us from now on. In the future, in fact, the
documentary will live both digitally and physically in oth-
er places because it is not only an entertainment product
but a vehicle of strong and contemporary messages’.
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Oscar Ruiz Navia

Alexandra Roca

“COFFEE DEFENDERS, A PATH FROM COCA TO COFFEE™:
THE WORDS OF THE PROTAGONISTS

Oscar Ruiz Navia, director: “/ think this film represents
a special project, one that | have been asked to work on
because of my experience as a documentary and fiction
director, which is why | was happy from the outset to ac-
cept this challenge. During shooting, | learned so much
about this country’s history by listening to the testimony
of so many people. For this reason, | am very grateful to
have had the opportunity to be part of “Coffee Defenders,

a path from coca to coffee”.

Alexandra Roca, filmmaker: “This project represents
many things, but | would say that the main meaning it
carries is that change comes from within, and Johana
has been a true example in that regard. | have learned
many lessons from her because of her resilience and
perseverance. Her surviving skills have turned her into
an independent and clever woman. That, to me, is what

sticks out most from this Im and it’s true meaning”.
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LAVAZZA GROUP:
2019 SUSTAINABILITY REPORT
AND SUSTAINABILITY MANIFESTO

“A Goal in every Cup” is the title of the fifth edition of
the Sustainability Report, prepared according to the
international GRI Standards published by the “Global
Reporting Initiative”. The document reports on the
approach used and the results achieved by the sus-
tainability programme developed by Lavazza Group,
reflecting a strategy inspired by the deep sense of
responsibility that the Company has felt for over 120
years towards the communities in which it operates,
and particularly towards coffee growers, employees

and consumers.

It is a strateqgy that forms an increasingly integral part
of the business. Based on the principles of the 2030
Agenda supported by Lavazza since 2017, it identifies
the four priority sustainability pillars that we need to fo-
cus onin coming years: Goal 5 - Gender Equality, Goal 8
- Economic Growth, Goal 12 - Sustainable Consumption
and Production, and Goal 13 - Climate Change.

A GOAL INEVERY CUP

THE LAVAZZA FAMILY HAS BEEN IN THE BUSINESS OF CARING SINCE 1895.

WE CARE ABOUT THE COMMUNITIES WHERE OUR QUALITY BEANS ARE GROWN,
ABOUT OUR EMPLOYEES AND ABOUT THE PEOPLE WHO ENJOY OUR COFFEE.

AND WE CARE ABOUT THE FUTURE OF OUR PLANET AND SOCIETY. THAT'S WHY WE ARE COMMITTED TO THE

U.N. SUSTAINABLE DEVELOPMENT GOALS

THEY ARE A GLOBAL BUSINESS IMPERATIVE AND GUIDE OUR WORK.

AND THE GLOBAL GOALS ALIGN WITH A LAVAZZA GROUP CORE VALUE:
RESPONSIBILITY.

AT LAVAZZA, WE COMMIT TO OPERATING RESPONSIBLY IN
ALL ASPECTS OF OUR BUSINESS. WE ARE STAYING TRUE TO
OUR VALUES AND FAMILY ROOTS. WE ARE STAYING TRUE...

TO THEFARMERS
WHO TEND COFFEE BEANS UNDER THE SHADE
OF THE FOREST CANOPY AND THE RAYS OF TROPICAL SUN.

TO OUREMPLOYEES
WHOSE FUNDAMENTAL RIGHTS, WELLBEING
AND PERSONAL DEVELOPMENT IS OUR PRIORITY.

TO THE CUSTOMERS
WHO SHARE OUR CONCERNS AND COMMITMENT TO CREATING
A MORE FAIR AND SUSTAINABLE FUTURE.

THE AUTHENTICITY OF OUR MISSION IS DEMONSTRATED BY OUR DEVOTION TO WORKING ON THE GROUND
AND IN THE COMMUNITIES WHERE OUR BEANS ARE GROWN AND WHERE OUR COFFEE IS PRODUCED AND
ENJOYED AROUND THE WORLD.

WE ENGAGE WITH PEOPLE EVERYWHERE BECAUSE WE BELIEVE EVERY PERSON CAN PLAY A MIGHTY ROLE IN
HELPING OUR CLIMATE, ECONOMY AND SOCIETY.

WE ARE COMMITTED TO ADVANCE THE GLOBAL GOALS.

LAuA1IR
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These four SDGs have been chosen to promote a bal-
ance between social (8 and 5) and environmental (12
and 13) Goals, as well as representing the four basic
principles underpinning the Sustainability Manifesto,
the programmatic statement that sets out Group strat-
eqy in this area.

They are joined by the Groups own “Goal Zero’,
framed by Lavazza to promote the message of the 17
Sustainable Development Goals in all the Company’s

business relations. Since 2016, in the framework of Goal

Zero, the Company has developed a programme of ac-
tivities to create a strong sense of responsibility around

the Goals and so set the engine of change in motion.

The 2019 Sustainability Report is structured around
the four Priority Goals and Goal Zero, with a chapter
dedicated to each of them, plus a chapter that looks
in more detail at the work of the Lavazza Foundation.

THE LAVAZZA FOUNDATION

Company set up the non-profit Fondazione Giuseppe
e Pericle Lavazza Onlus in 2004 to co-ordinate and
implement sustainability projects. It currently sup-
ports and funds, both independently and in collabora-
tion with public and private organizations, 24 projects
in 17 countries across 3 continents in favour of over
97,000 coffee farmers. The main aims of the projects
supported by the Lavazza Foundation are to improve
the yield and quality of coffee production and at the
same time foster a spirit of enterprise among produc-
ers and improve their living conditions.

The Foundation’s approach is to support the auton-
omy of local communities by enabling women to
work profitably and involving the new generations,
by sharing good farming practices and introducing
technological instruments to combat the effects of
climate change. Its activities also foster crop diversi-
fication to reverse the impoverishment of the soil and
reforestation, a process indispensable for restoring
the health of the ecosystem. The implementation of
all these activities is assigned to local players, which
increases the engagement of the farming communi-
ties and builds relationships of trust between the var-

ious parties involved.

COFFEE DEFENDERS, APATH FROM COCA TO COFFEE

tavAT1n

nnnnnnnn

ALIA.1895



tavA11IRn

TORINO,ITALIA,1895

ABOUT LAVAZZA GROUP

Lavazza, founded in Turin in 1895, has been owned by the Lavazza family
for four generations. As one of the world’s most important coffee roast-
ers, the Group now operates in more than 140 countries through its sub-
sidiaries and distributors, with 70%of turnover generated on international
markets. Lavazza employs a total of over 4,000 people and in 2019 gen-
erated sales of € 2.2 billion. Companies that form part of the Lavazza
Group include France’s Carte Noire and ESP (acquired in 2016 and 2017
respectively), Denmark’s Merrild (2015), North America’s Kicking Horse
Coffee (2017), Italy’s Nims (2017), and the business of Australia’s Blue
Pod Coffee Co (2018). At the end of 2018, following an acquisition, the
Lavazza Professional Business Unit was created, which includes the Office

Coffee Service (OCS) and Vending systems Flavia and Klix.

FOR INFORMATION
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C +39 345 3972860
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