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1.1 WHO WE ARE
Rifò is a sustainable fashion brand that produces 
clothing with recycled materials. 

Our supply chain is mainly located in the textile 
district of Prato, within a radius of 30 km. We are 
committed to produce all our products by limiting 
fuel consumption, creating new job opportunities 
fairly rewarded, with the certainty of the quality of our 
products and above all the ethical nature of the 
production process.

Moreover, Rifò is a concrete circular economy 
project: we are the first startup in Italy that coordi-
nates the collection of old garments and their tran-
sformation into new products. 
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As a sustainable brand, we want to be transparent 
and honest in communicating facts and numbers 
related to our production. 

We are aware of our limits and day by day we try 
to improve our performances, accepting new 
challenges and new goals. 

Through our activity and our services we aim 
to have a positive impact on environment 

and society, following our core values: 
QUALITY, SUSTAINABILITY, RESPONSIBILITY.

In the following pages we report facts, results and 
achievements that have counted the most for us 
in 2021. In this way, we want to tell what we have 
done and what we plan to do in the future in order 
to involve our community in the #RIFOLUTION. 
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A TEAM COMPOSED OF 15 PEOPLE

LOCATED IN PRATO

65˙105 ITEMS OF CLOTHING PRODUCED 
IN A YEAR USING RECYCLED TEXTILE FIBERS

100% MADE IN ITALY

SOLD IN MORE THAN 180 SHOPS 
ALL OVER THE WORLD

OVERVIEW
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1.2 B-CORP AND SOCIETÀ BENEFIT
Recently we decided to become Società Benefit.
 This certifies that we are a company able to combine
the goal of profit with the purpose of operating in a
transparent, responsible and sustainable way. 

In order to become Benefit Corporation, we have 
amended our statute integrating the purpose of pro-
fit with the aims of common benefit that we intend to 
pursue. We are committed to having a positive impact 
on environment, local communities, cultural and so-
cial activities. 

Specifically, we aim to:

Innovate production processes

Produce clothes in a sustainable way 

Create new working opportunities for vulnerable people

Promote gender equality

Increase the number of local artisan businesses in Prato’s 
textile district involved in our circular economy project
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In 2020 we have been formally recognized as a B-Corp 
and during 2021 we have maintained an overall score 
of 99.9, that is 49 points higher than the median score 
for ordinary businesses. 

Our practices and outputs have been evaluated 
by the B Impact Assessment in regard to social 
and environmental performance across five key 
impact areas: Governance, Workers, Community, 
Environment and Customers. 

For two years now, we are part of a global com-
munity of Certified B-Corporations who meet 
the highest standards of verified performance, 
overall social and environmental performance 
accountability, and transparency. 
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1.3  OUR MATERIALS

95% recycled cashmere, 5% recycled wool
ORIGIN: Italy

RECYCLED CASHMERE

80% recycled cotton, 15% virgin cotton, 5% other fibers
ORIGIN: Italy

RECYCLED JEANS

RECYCLED COTTON
50% recycled cotton, 50% organic cotton
ORIGIN: USA
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65% recycled wool, 30% recycled polyamide, 5% recycled polyester
ORIGIN: Italy

RECYCLED WOOL CLOTH

RECYCLED JEANS JERSEY
24% cotton recycled from old jeans, 41% cotton recycled from industrial waste, 

28% organic cotton, 7% virgin cotton - ORIGIN: USA , Spain

RECYCLED COTTON
80% recycled cotton, 20% virgin cotton
ORIGIN: Italy
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During 2021 we have increased the number of our 
products and for this reason it was necessary to 
search for new materials. Our goal is still to use 
mainly yarns produced in Italy, despite this we 
have been forced to look elsewhere to find what we 
were looking for especially regarding cotton. 

For this reason, from 2021 we have 
introduced yarns that come from the

United States and Spain.

GEOGRAPHICAL  ORIGIN

ITALY

USA

76%

21%

3%SPAIN
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OUR MATERIALS

RECYCLED CASHMERE

RECYCLED JEANS (knitwear)

RECYCLED COTTON (beach towels, shawls)

RECYCLED JEANS JERSEY (tracksuits)

RECYCLED WOOL CLOTH
RECYCLED COTTON (polo shirts, t-shirts)

49,7%

18,4%

12,8%

13,2%

5,8%

0,1%
YARNS
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RECYCLED CASHMERE

RECYCLED WOOL
SYNTHETIC RECYCLED FIBERS
OTHER FIBERS

VIRGIN COTTON

RECYCLED COTTON

ORGANIC COTTON
RECYCLED JEANS

47,19%

20,76%

11,94%

11,83%

4,89%

2,55%
0,80%

0,04%
FIBERS
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All fibers can be characterized as either natural or
synthetic ones.
Natural fibers come from plants and animals, while
synthetic fibers are made from chemical compounds
and processes. 

For this reason natural fibers usually have a smaller 
environmental impact than synthetic fibers, commonly 
created through the indirect synthesis of petroleum 
derivatives. The textile industry began producing them 
as cheaper and more easily mass-produced alternatives 
to natural fibers.

We are truly committed to reduce their use as 
far as possible, in fact our production is almost 
entirely made with natural fibers.

NATURAL VS SYNTHETIC FIBERS

99,16%

0,84%

NATURAL FIBERS
SYNTHETIC FIBERS
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Almost all our clothing production is made
of pure fibers. 

Pure fabrics are made from the same material, whereas 
Mixed fabrics tend to be a mixture of at least two 
different types of fibers.  
  
Comparing 2020 and 2021 productions, we have 
increased the percentage of pure fabrics used in our 
total production to 99%. This result is mainly due to 
the fact that we have changed the composition of our 
cotton t-shirts and polo shirts. 

99,9%

0,1%

BLENDED COMPOSITION
PURE COMPOSITION

2020

2021

52% RECYCLED COTTON, 48% RECYCLED POLYESTER

50% RECYCLED COTTON, 50% ORGANIC COTTON
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We have created a sustainable coat using a 
carded fabric recycled in Prato, a product that 
represents the tradition of our textile district. 
The carding technique consists in mixing to-
gether different fibers balls obtained from the 
recycling of old garments, combining several 
colors together. Thanks to this process it is 
possible to obtain a new shades, without the 
need of a new dyeing that requires chemical 
processes and large water consumption.

65% recycled wool
30% recycled polyamide
5% recycled polyester

ORIGIN: Italy

RECYCLED WOOL CLOTH

NEW MATERIALS
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To make this new sporty capsule we needed 
to look for technically more suitable yarns out-
side our local textile district. 

For this reason we had to choose a yarn co-
ming from abroad, US and Spain.

The composition of our recycled t-shirt has 
changed during Spring 2021. 

Our dream is that of creating a 100% recycled 
and natural t-shirt, but so far it seems practi-
cally impossible to guarantee good quality. 
That’s why we came to a compromise, and 
eventually decided to discard polyester. We 
created a new t-shirt with a 50% virgin organic 
cotton and 50% recycled cotton fabric.

24% cotton recycled from old jeans, 
41% cotton recycled from industrial waste, 
28% organic cotton, 7% virgin cotton

50% recycled cotton
50% organic cotton

ORIGIN: USA, Spain

ORIGIN: USA
CHALLENGE:

CHALLENGE:

RECYCLED JEANS JERSEY (tracksuits)

COTTON YARN USED FOR OUR T-SHIRTS

This is the garment with the highest virgin fibre composition in our collection and it 
was a little difficult to swallow. However, we accepted it in order to eliminate plastic 
altogether and have a 100% natural and recyclable composition.

Even in this case we had to compromise, in order to make our product offer wider. We 
know that real sustainable fashion has some very tough limits to respect, and we often 
feel like equilibrists trying to do consciously our best.
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The recycling  process of old cashmere and wool swea-
ters gives enormous benefits speaking about 
sustainability and environmental impact. 

Compared to the production of a virgin cashmere 
sweater, a recycled cashmere sweater
saves:

Recycled cashmere is the most used yarn 
in our production. 

1.4  SOCIAL AND ENVIRONMENTAL IMPACT

- 65,6% 
OF WATER

- 83,5% 
OF CO

- 68,2% 
OF ENERGY

2

SOURCE LCA STUDY FROM PROCESS FACTORY SRL

1.4  SOCIAL AND ENVIRONMENTAL IMPACT
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In particular, our yarn composed of 80% recycled cotton
(from pre-consumer industrial cotton waste and) and 
20% virgin allows a considerable saving of water and 
energy.

Recycled cotton is the second most used fiber
in our production.

- 56,6% 
OF ENERGY

- 77,9% 
OF WATER

SOURCE STUDY FROM ICEA
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Production waste are unavoidable, despite being 
something we don’t like. During 2020 year we have 
been looking for new ways to cut them down to zero. 
That’s what we came up with: whenever there is any 
leftover fabric, yarn or material from our production, 
we try to reuse them and turn them into something 
else. 

OUR ZERO WASTE LIMITED EDITION 
PRODUCTS ARE THE RESULT OF A JOINT 
EFFORT BETWEEN OUR IMAGINATION AND 
THE PRODUCTION REQUIREMENTS OF LOCAL 
CRAFTSMANSHIP. GENERALLY THIS 
MATERIAL IS THROWN AWAY BECAUSE 
THAT’S EASIER THAN REUSE IT, BUT THANKS 
TO OUR ARTISANS WE HAVE ACCEPTED THIS 
CHALLENGE.

ZERO WASTE PRODUCTIONS
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In 2021 we produced 5 zero waste products:

Coming from: 15 kg of recycled cashmere 
yarns divided into 37 reels. 

Coming from: 65 metres of fabric 48% 
recycled polyester 52% recycled cotton. 

Coming from: 520 metres of fabric with a 
height between 15 and 20 cm. 

ZERO WASTE GLOVES

T-SHIRT SWING

TRAVEL LAUNDRY BAG

SCRUNCHIES AND POCHETTES

Result: 200 pair of gloves

Result: 60 limited edition pieces 

Result: 900 multicolor pieces

Coming from the leftovers of the 
production of the Avant-garde Jacket we 
have created clutches and then from the 
scraps of the clutches some scrunchies
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IN 2021 ABOUT 17% OF OUR TOTAL 
E-COMMERCE ORDERS WAS A GIFT, 
THEREFORE WE HAVE USED ABOUT 13 KG 
OF NON-RECYCLABLE WASTE YARN TO MAKE 
ORIGINAL AND SUSTAINABLE FLAKES TO 
PACKAGE OUR PRODUCTS.

ZERO WASTE GIFT-PACKAGES
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02.OUR CONCRETE COMMITMENT 
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OBJECTIVE ACTIONS IMPACTS INDICATOR
Innovate 
production 
processes

Produce clothes 
in a sustainable 
way

Create new 
working 
opportunities for 
vulnerable people

Promote gender 
equality

Increase the 
number of artisan 
businesses 
involved in our 
circular economy 
projects

Use mostly recycled 
fibers in our 
production

Old garments 
collection services

The goal of the project 
“Nei nostri panni” is to 
create new job oppor-
tunities for vulnerable 
people and migrants, 
through paid intern-
ships and training 
aimed to their future in-
tegration in local textile 
production realities

Increase women’s 
presence by hiring 
them with permanent 
employment contracts

Maintain the supply of 
recycled yarns and the 
garments production 
within a radius of 30 km 
in the textile district of 
Prato

Reduction of raw 
materials consumption 
in the textile production

Significant reduction of 
environmental impacts 

In 2026 about 100 vul-
nerable people and mi-
grants will have taken 
part in our integration 
programme

Increase the number of 
women in local society 
with a stable job

Creating job
opportunities for the
territory and involving
these companies in
the circular economy
process

Percentage of recycled 
fibers on the the total 
amount of fibers used 
for our production

Percentage of 
cashmere/wool and 
jeans collected on the 
total amount of 
cashmere/wool and 
denim yarns used in 
our production

Number of job and in-
tegration opportunities 
created for vulnerable 
people and migrants

Percentage of women 
in our team on the total 
workforce

Number of artisan 
businesses involved in 
our circular economy 
projects
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2.1 RECYCLED AND VIRGIN FIBERS
PRODUCE CLOTHES IN A SUSTAINABLE WAY
The yarns coming from recycled materials have shor-
ter fibers, compared to virgin ones. This is the reason 
why their composition must be strengthened with 
a minimum percentage of virgin cotton or synthetic 
fibers to make it more resistant.

Our goal is to increase our production quantity and 
variety in the following years keeping almost con-
stant the percentage of recycled fibers used in the 
total production.

PERCENTAGE OF RECYCLED FIBERS used in 
our total production in 2021: 82% 
equivalent to 12 TONS of material

18%

82%

VIRGIN FIBERS
RECYCLED FIBERS
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PRE-CONSUMER VS POST-CONSUMER

69% of the recycled materials that we used for our 
production in 2021 came from post consumer sour-
ces, from old garments used by people and then 
collected by organizations specialized in this kind of 
activity. 

Only recycled cotton and the cotton yarn used for 
t-shirts belongs to the pre-consumer category, due to 
the large quantity of textile leftovers 100% cotton that 
otherwise would be sent to the incinerator and also 
to the difficulty of finding 100% cotton post consumer 
products that can be recycled because of their mixed 
and synthetic composition. 

PRE-CONSUMER

POST-CONSUMER

Wool plain cloth 
Recycled cashmere
Recycled jeans

Recycled cotton69%

31%
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Only recycled cotton falls into the pre-consumer 
category, due to the huge amount of industrial waste 
100% cotton to be disposed of and also to the scarce 
availability of 100% cotton post consumer products 
to be recycled, which often have a mixed and 
synthetic composition.

66% of the recycled materials that we 
use, come from post consumer sources, old 
clothes used by people and then collected 
by organizations specialized in this activity.

RECYCLED DENIM
Post Consumer

RECYCLED CASHMERE
Post Consumer

RECYCLED COTTON
Pre Consumer
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WHERE DO POST-CONSUMER GARMENTS 
COME FROM?

NORD AMERICA

SOUTHERN EUROPE

R E C Y C L E D  C A S H M E R E

R E C Y C L E D  J E A N S
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Recycled cashmere
7,2 TONS

24000
OLD SWEATERS=

Recycled cotton
3 TONS

2400
OLD 100% 

COTTON T-SHIRT
=

Recycled jeans
1,7 TONS

2800
PAIRS OF 

OLD JEANS
=

Virgin cotton
715 kg
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Rifò created two collaborative circular economy 
projects directed to people: Re-Think Your Jeans, for 
the collection of old jeans, and another one for old 
wool and cashmere sweaters.

Our circular services

2.2 CIRCULAR ECONOMY
INNOVATE PRODUCTION PROCESSES
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51% Jeans
3% Wool and Cashmere

187 KG =

986 KG =

620 old sweaters

1˙640 pair oj jeans colletted

WOOL AND CASHMERE

JEANS

Old clothes collected on the total quantity of recycled material used 
for our production:

Our target for 2022: 

Regarding our circular economy project Re-Think Your Jeans, we are 
expanding it to new realities and the goal is to achieve autonomy for our 
production by 2026, collecting 100% of the denim yarn that we use. 

In 2021, the number of kilograms of old garments 
collected and transformed into a new yarn has 
significantly increased in comparison to 2020.

60% Jeans 
10% Wool and Cashmere
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That means that people can pre-order our products 
with a 10% -15%  discount and receive them in 2-5 
weeks. The aim is to avoid unsold goods in stock.

All of this is made possible by the proximity with 
our local artisans that are flexible and collaborating. 
At the same time, as we grow, this model requires 
more organizational efforts.

In the next pages we will see the positive impact that 
this model brought.

Year on year, we have never 
abandoned the pre-sale model 
and we always launch our 
products on presale. 

PRE-SALE MODEL
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One of Rifò’s pillars has always been to produce only
what people need, in order to avoid overproduction.
Growing as a company, however, requires us to 
produce more consistent volumes of goods. Still, we 
decided to continue avoiding the risk of 
overproduction by producingon a small scale with 
local artisans, keeping little quantities at a time as far 
as possible.

We say no to overproduction

According to us, the main indicator on overproduction 
is the percentage of item remained on the shelf.

What will happen to them? Of course they won’t be thrown 
away, we will continue sell them through our B2B channels, 
our showroom, and eventually using some specific third-party 
channels that make anti-waste flash sales only with brand’s 
samples and warehouse inventories.

Our total production in 2021:

65˙105 PIECES OF CLOTHES
8˙593 CLOTHING ITEMS
LEFT IN THE WAREHOUSE

Only 13% of the total production was left in our warehouse in February 2022.

13%
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Eco-design and garments durability

AW21 68%
SS21 83%

Rifò produces high-quality garments and accessories 
made to last, both from a design and a material point 
of view.

Fast fashion brands introduce up to 20 different 
collections a year. We decided to limit the new crea-
tions as much as possible for a young brand. 

More precisely we tend to keep the styles that people
appreciated, and so are well tested, in our collections.
So they become carryovers products that will be part
of our collections for a long time.

of the styles confirmed 
from the previous year

of the styles confirmed 
from the previous year
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Rifò was born in Prato, a city full of art and with an 
important industrial tradition and know-how. 
Through 2lovePrato Rifò has been committed to give 
something back to the community within which it was 
born, promoting various solidarity projects with 
different associations. For every purchase made in 
the Rifò online shop, we donated 2 euros to charitable 
local projects. 

With the end of 2021 we’ve completed all the
projects and we started our own social impact
initiative related with the local textile industry.

2.3 OUR SOCIAL IMPACT
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402 €

2240 €

1650 €

1203 €

CIELI APERTI ASSOCIATION
LEGAMBIENTE

FONDAZIONE AMI
OPERA SANTA RITA FOUNDATION
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During this year, we have developed the desire to go 
one step further, creating a new social impact project 
of our own. 

A project that could combine the themes of work, 
social integration with the production chain of textile 
regeneration.

NEI NOSTRI PANNI

So we started working on Nei nostri panni, 
cenciaioli si diventa, that will officially start in 2022. 
It will be a school to train tomorrow’s cenciaiolis, 
the local artisans of textile recycling. 

Together with other partners we will finance grants for
paid trainsheep, directed to young people from
migrant reception activities in the local area.
We have already donated 5000€ for this purpose,
that means we have already financed 5 
paid trainsheep. 

Our goal for 2022 is to double the number of
scholarships financed. 
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2.4 INCLUSIVE GROWTH: 
PROMOTE GENDER EQUALITY

2019

2020

2021

COLLABORATORS

PERMANENT STAFF
STAGE
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2019

2020

2021

In 2021 60% of our team was made up of women. 

We are progressively increasing the number of 
women in our team and we plan to reach our goal of 
90% of women employed in the team by 2024. 

AVERAGE AGE: 30 YEARS OLD

AVERAGE AGE: 29 YEARS OLD

AVERAGE AGE: 31 YEARS OLD
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In 2021 we generated a positive impact on 
the local economy working with 15 artisan 
businesses of our textile district, 
    located in Prato. 

The total number of people that work in these 
companies is 71 and 52% of them are women.

Our purpose is to yearly increase the number of 
artisan businesses involved in our projects, always 
remaining in the radius of 30 km from our office. 
By doing so, we aim to double the number of artisan 
businesses with which we collaborate by 2026.

2.5 LOCAL ECONOMY
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We rely on trusted suppliers who have almost 
become part of our team (we visit them at least once 
per week). The artisans working with us share our 
values. In fact we ask them to subscribe a Supplier 
Code of Conduct, where they also declare to respect 
the 4 main International Labour Organization (ILO) 
principles:

Freedom of association and the effective 
recognition of the right to collective bargaining 
The elimination of all forms of forced or compulsory 
labour 
Effective elimination of child labour

Elimination of discrimination in employment 
and occupation

SPINNING LABELING

DESIGN

WEAVING
SEWING
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During 2020 we have almost doubled in size and 
structured in increasingly distinct teams: product 
development and design, communication, customer 
service and operations. 

This is why we needed a bigger co-working space to
work together. As planned in 2020, we have moved 
to a bigger semi-industrial space, close to the city 
centre of Prato and public transport.
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Since that we are truly committed to sustainability in 
everything we do, our goal for 2022 is to start 
powering our rooms with green energy provided by 
Estra, a local energy supplier. 

In this way, we contribute concretely to reduce the 
environmental impact of our company. Our dream 
for the future is to involve our supply chain partners 
in this project, so that they will also power their 
facilities with green energy.
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03.OUR IDEAS FOR THE FUTURE
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As a sustainable fashion brand, we felt the need to 
create a new packaging solution that was in line 
with our company core values. This is the reason 
why we are developing Fluffypack: a reusable 
sustainable packaging solution. 

Fluffypack is an innovative packaging made out of 
recycled textile leftovers (mainly cotton, polyester and 
wool), transformed into a felt bag that can be reused 
by our customers in many useful ways.

3.1 INNOVATIVE AND SUSTAINABLE PACKAGING
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Our solution has two positive impacts on the environment

The prototype of our special packaging is ready, 
therefore we plan to use it to package our 
e-commerce orders in 2023. 

It is a destination for all the 
textile leftovers that cannot be 
recycled into new garments and 
that would otherwise go to the 
landfill/incineration

It reduces the consumptions 
of water, electricity, chemicals 
and dies in comparison to other 
packaging productions since 
that it is made with a 
mechanical process that 
doesn’t need water.
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Following our Zero Waste philosophy, we came up 
with the idea of reusing textile leftovers in a useful 
way. Our plan for 2022 is to use leftover yarns 
coming from the textile twisting process, that 
would have otherwise been sent to a landfill or 
incinerator, for hanging all our clothing tags. In this 
way, we will manage to stop using the string for that 
purpose.
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We are planning to adopt a 
platform for sustainability and 
innovation management to ensure 
more transparency for our 
customers. 

3.2 DIGITAL PLATFORM FOR SUSTAINABILITY MANAGMENT

Thanks to BCOME technology we will able to:

Trace and manage our supply chain data of articles, 
materials, suppliers, and certificates.

Discover the environmental impacts of our col-
lections through an LCA following the latest metho-
dological recommendations of the European Com-
mission.

Use the results obtained to continuously improve 
our supply chain footprint.

Communicate transparently to our community with 
clear and qualified reports for each of our products. 
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We are part of a larger supply chain and we think that 
it’s important to certify the fact that all our partners 
work in compliance with our values: quality, 
sustainability and responsibility.

3.3 CERTIFIED TEXTILE SUPPLY CHAIN

This is the reason why one of our 
goals for 2022 is to obtain a 
third-party certification to ensure 
that all our supply chain partners 
share our values, are committed to 
sustainability and have ethical labor 
practices  in order to further 
guarantee transparency, traceability 
and trust to our final customers. 
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Pursuing our goal of being a real alternative to fast 
fashion, we also contribute to the achievements of 
sustainable development goals proposed by ONU.

We promote gender equality by having a 
balanced team, well represented by women. 
Moreover, many of our supply chain partners 
are women-led artisan businesses.

We create employment opportunities fairly 
paid in the area where we operate.

We innovate by recovering a tradition that 
was fall into disuse. Production processes 
for textile recycling were invented more than 
100 years ago. Today they are a concrete 
proof of sustainability.

3.4 SUSTAINABLE DEVELOPMENT GOALS 

Our goals for 2030
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We promote and support the development of 
an urban industry that is more sustainable 
and green.

Through our production, that is made 
within 30 km from our offices, we reduce 
CO2 emissions.
Moreover, recycling processes allow to save 
resources like water as well as dyes and 
chemicals.



With this Sustainability Report we want to confirm 
our commitment to be transparent and honest with 
the community that supports our activity and follows 
us on our communication channels. 

We really have to thank you everyone that spent even 
5 minutes of its time reading one of our content, de-
epening a specific sustainable fashion issue, or just 
looking at the products details on our shops. We really 
think that a more conscious way to act and exercise 
our consumer power is to take the time to understand 
and be aware of what is going on around us.

As we grow as a brand we are understanding more 
and more that being able to find a balance between 
what the market offers and our values is the biggest 
challenge, and at the same time the thing we we like 
the most about our work.

See you next year with Sustainability Report 2022!





w w w . r i f o - l a b . c o m

@ r i f o l a b

JOIN THE
#RIFOLUTION


