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Prada: A Sustainability Pioneer 
Interview with Chairman Carlo Mazzi: “We have been working for years and 

now we are announcing it in detail” 
by Giulia Crivelli 

 
“Without codifying them or measuring them, disclosing them, or defining them, we have 
always followed the principles of social and environmental sustainability. I do not feel that 
the group would have become what it is today, in just over 30 years, unless this had been 
the case: in fashion even more than in other sectors, growing in terms of revenues and 
notoriety requires intangible values and assets. But then they are not so intangible.” 
This is how Carlo Mazzi introduces the Prada group’s decision to produce its first social 
balance sheet and organize a forum, to be held next Monday at the Prada Foundation in 
Milan, to speak of corporate social responsibilty (CSR) and what it means for Italy’s largest 
fashion group (1.8 billion in sales in the first half of 2015, with EBIT of 293 million). They 
will provide details on each topic, from work to environment to culture: a sustainability 
report was published for 2013 and 2014; a dedicated website (http://csr.pradagroup.com) 
will be launched on Monday, 14 December, and a full social balance sheet will be 
published in 2016. 
Why this decision of transparency on sustainability? Is this an internal requirement 
or a request from various stakeholders? 
Let’s put it this way: it is a natural requirement of the group and its top management. 
Social and environmental responsibility is increasingly discussed and certainly reflects a 
common feeling of people and therefore, speaking of stakeholders of a listed company, 
also the financial community, large and small investors, and all our customers. But I 
repeat: it has always been natural for us to follow certain principles and now equally 
natural to disclose them in clear terms. 
Starting with culture, since the venue is the new Foundation? 
What has always impressed me about the commitment of the group, and particularly 
Miuccia Prada, in favor of art and culture in general, is again the naturalness of the policy. 
Everything the Foundation has done since 1993 reflects a personal desire of Miuccia 
Prada, sustained by her husband Patrizio Bertelli. She gives a strong impetus to learning, 
understanding, being stimulated by art. The financial success of the group has amplified 
this impetus and involved many people. But I feel Ms. Prada would have had this passion 
for art whatever career she had chosen. 
Is the same true for Patrizio Bertelli? 
Few people know that our CEO, whom I have known since we were boys in Arezzo 
province, as a lad loved to paint any type of subjects, abstract and figurative. He had a 
different approach from Miuccia Prada but has always agreed with the investment of funds 
and energy in the Foundation. 
The major French and American groups have almost buried their stakeholders with 
social balance sheets and related initiatives. Do you feel you are late in 
communicating about the system? 
I repeat: we have always followed principles of social and environmental as well as cultural 
responsibility, going beyond legal requirements and making innovative choices without 



flaunting them. But the time has come to announce that the group’s CSR goes beyond the 
Foundation. 
Some examples? 
The plants: the new one at Valvigna (Arezzo) is a veritable garden-factory designed by 
architect Guido Canali to create the best working environment and safeguard the land. We 
followed the same principles for the Montegranaro offices (1985) and the more recent 
offices at Montevarchi. Natural requirement or necessity? Both: I am convinced that the 
quality of our brands, the appeal of everything we design, produce and sell is linked to the 
work quality of our people. 
Is it Ockam’s razor: seek the simplest explanation also for CSR? 
Yes, but it is true that the new generations worldwide are much more attentive to these 
issues than preceding ones. It is natural for them to consider a company not only for what 
it does but for what it is. It is a relentless cultural evolution, and we subscribe to it fully. In 
fact, we may have anticipated it. 
The Prada group stands at the center of a network of companies. Can your example 
change the entire production chain? 
It is already happening: we are highly selective in choosing our suppliers. We acquire raw 
materials primarily from those with whom we have a longstanding relationship and of 
proven quality and dependability, as well as compliance with our code of ethics. 
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The Prada Foundation   
1993 2011 2015 
First venue, Milan 
Hosted 24 expositions up to 
its closing in 2010 

Ca’ Corner, Venice 
Four collective expositions 
hosted so far  

Largo Isarco 
The new location, opened in 
May, occupies 18,900 sq.m 

 
Restoration of the Galleria Vittorio Emanuele  
35,000 14,000 1913 
Man-hours 
Dedicated to the restoration 
with Versace and Feltrinelli 

Meters of work 
Restoration of frescoes, 
stuccos and plastering to 
their original state 

First store 
Opened in the Galleria by 
Mario Prada, Miuccia’s 
grandfather 

 
The garden-factory of Valvigna  
14,000 19.5 - 60% 
Meters of lawn 
74,000 groundcover plants, 
8,700 climbers 

Tons of CO2 
absorbed by green at 
Valvina (Arezz) 

Energy savings 
Obtained at the 
Montegranaro, Buresta and 
Ancona sites 

 
Caption: The catwalk at Milan. A moment in the Prado show last September with 
collections for spring/summer 2016. 
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