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The ideas factory

g The Vaillant Group plant in Belper.
The place where great ideas are born.
And the most modern technology.

This is just the beginning

More sustainable, more efficient, L. -
more intelligent than ever. Meet Coal, Daellany
the new generation of devices:

the Green iQ devices.
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: .
In the warmth of the family

Vaillant gives warmth. Heating technology §#
for SOS Children’s Vill : a heart-warming
story. [T

On the right track
How do new employees evaluate the
Vaillant Group after the settling-in phase
is over? We decided to find out.
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Responsibility as a principle
Five letters. One sound management
system. S.E.E.D.S. — our sustainability
programme.
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Dr Carsten Voigtlander, Dr Dietmar Meister, Dr Norbert Schiedeck

Ladies and Gentleman,

If you want to lead the way, you have to take the first step. If you want to shape the
future of heating technology you have to have a clear goal. Especially if you are
moving towards even greener products that combine efficiency and intelligent
features with ease of use and responsibility. And especially if you are on the path to
becoming a sustainable, future-oriented and yet profitable company that thinks in
terms of generations rather than quarters.

This year we have come a lot closer to this future. With Green iQ (p. 8) Vaillant has
unveiled a new generation of appliances that are consistently eco-friendly, intelligent
and efficient at the same time. The Green iQ products are the result of a far-reaching
requirement for sustainability that applies to all departments of the company. Of
course, this also applies to how we manufacture our products. The Vaillant Group
plant in Belper, for example, does not just consider itself a production site for
modern heating technology, but also a real ideas factory (p. 26) that benefits from
the commitment of every single one of its employees.

This commitment shows that the Vaillant Group is an attractive employer with
meaningful jobs to offer. But what do applicants and new employees really think
about our family-owned company? And what role does sustainability play in their
decision to work for us? Their honest, uncensored views (p. 34) are of great value
as they have given us the impetus to make things even better.

A success story that took root in Battonya, Hungary, in 2011 has now grown into a
global partnership that has a special place in many of our employees’ hearts. Vaillant
is providing heating technology products to SOS Children’s Villages (p. 48). It is a
heart-warming story.

This selection of projects illustrates how our strategic sustainability programme
(p. 62) is really shaping the Vaillant Group. The company’s environmental footprint
is shrinking as our portfolio becomes increasingly future-oriented. We want to keep
making our products more sustainable and to integrate the concept of sustainability
into all of our business processes and decisions. To achieve this we have set our-
selves ambitious targets that we aim to meet with vigour and passion. The Vaillant
Group has a market position as a driver of responsible economic activity. This is
not least thanks to authentic and open communication that does not just celebrate
successes but also identifies challenges. This is made possible by transparent
key figures (p. 68) and real stories written by the family-owned Vaillant Group.

Read on and be a part of it.
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Founded in Remscheid 140 years ago, the Vaillant Group today supplies innovative

hot water, room heating and cooling solutions and services to people in more than
60 countries all over the world. Our company develops highly efficient products
that save energy, conserve resources and enhance people’s quality of life. Over
12,000 employees work to achieve this — with great passion.

THE VAILLANT GROUP

ast year was full of anniversaries: 140 years

of Vaillant, 80 years of Bulex and AWB, and

60 years of DemirDokim. So there were

more than enough reasons to celebrate to-
gether, remember our roots and look to the future.
Last year's motto was “140 years of Vaillant. 140
years of responsibility for the world of today and
tomorrow.” To celebrate the anniversary year, the
Vaillant Group held the Vaillant World Cup with its
employees and went on tour with a roadshow that
visited customers, trade partners and colleagues
across the whole of Europe: a huge sculpture of a
hare travelled the continent together with an exhib-
ition that allowed visitors to experience the past,
present and future of the Vaillant brand, before in-
viting them to design their own vision of the future
in the Vaillant Future Studio.

Innovation as standard

It was 1894 when Johann Vaillant patented his gas-
fired bathroom boiler. Six years before the Eiffel
Tower was built. In doing so, he revolutionised
German bathrooms: instead of people having to
carry out the arduous task of heating the bath water
in a kettle over a coal-heated stove, the bathroom
boiler now heated the water in a closed system.
The history of the company is full of innovations,
such as the first central heating boiler, which
Vaillant unveiled in 1924. And the Group is still
writing history today. For example, in the spirit of
Johann Vaillant, the company has in recent years
developed the world’s first zeolite heat pump,
Europe’s first micro-combined heat and power sys-
tem (micro-CHP system) for detached houses, and
fuel cell heating.

The company is still entirely family-owned — and
therefore not only committed to real ingenuity in

engineering but also to values such as reliability
and responsibility. The family-owned company
now provides highly efficient technologies, prod-
ucts that use renewable energies and individually
combinable systems in over 60 countries. And it
does so via eight different brands, all under the
umbrella of the Vaillant Group.

Our potential is our responsibility

The Vaillant Group's core business is the most
powerful instrument for promoting the success of
the energy revolution, meeting the UN climate tar-
gets and tackling global resource conflicts. More
than 40 per cent of all primary energy within the
European Union is used in and for buildings. And
of this, the lion’s share — around 90 per cent — is
needed to heat homes and provide hot water. This
offers huge potential — to make savings and there-
fore to conserve resources and protect the environ-
ment. And it entails great responsibility, too.

Conserving resources every step of the way
This is the Vaillant Group’s guiding principle and it
is also reflected in the international network of
eleven production and development sites spread
across six European countries and the People’s Re-
public of China. The company'’s sites are structured
on the basis of combined competencies. Expertise
and the production of specific components are
focused at selected sites and centres of expertise
for individual technologies are created — including
in the development departments. Teams of experts
make new product generations more efficient than
ever. Johann Vaillant would have been pleased
about that because he is the one who set his com-
pany on its future-oriented path: “Be innovative,
listen to your customers and always keep learn-
ing,” he said.
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and air-conditioning specialist
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Vaillant takes over the Bri
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marketed separately.
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Our brands and products
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Heating, air conditioning and renewables — the Vaillant Group’s eight brands offer a

full range of heating, ventilation and air-conditioning technologies and thus the perfect

systems to meet almost any requirements. In doing so, we are committed to efficient
products that can be intelligently controlled so as to make the most of the power offered

by renewable energies.

A SMART FUTURE

ith eight brands under one umbrella,

the Vaillant Group guarantees that

it can provide the best solution to

meet almost any needs. The Vaillant
Group's traditional brand Vaillant stands for pre-
mium products, for the highest standards of innov-
ation, ease of use, design, sustainability and effi-
ciency. It offers a wide portfolio of different product
versions.

The Saunier Duval brand group, with its seven
brands —Saunier Duval, AWB, Bulex, DemirDokum,
Glow-worm, Hermann Saunier Duval and Pro-
therm — makes up a significant part of the Vaillant
Group's product range. It specialises in products
for the high-volume mid-range price segment. The
Saunier Duval Group's brands are characterised by
intelligent, simple and reliable heating technology.
And, of course, the same high standards of qual-
ity, safety and efficiency apply to all Vaillant Group
products.

[=}
il Efficiency that meets all needs
The Vaillant Group offers an extremely broad range
of products: from floor-standing or wall-hung
gas-fired condensing boilers, solar panels, photo-
voltaic systems, air or geothermal heat pumps
and combined heat and power systems for de-
tached, semi-detached or multiple-dwelling houses
through to water storage tanks, ventilation systems
and control units.
T
HH i
“wg\ Heat from the sun, the air and the earth
By using energy-saving individual units and sys-
tems that are based on renewable energies, we are
already able to vastly reduce primary energy con-
sumption. For example, heat pumps that use heat
from the air or the earth can be combined with col-
lectors for photovoltaic or solar thermal energy and
supplemented with water storage tanks for peak
periods.

The perfect combination

The products in our range are both well designed

and effective. A heating system must meet the cus-
tomer’s needs optimally in order to use as little
energy and release as little CO, as possible. The
Vaillant Group is therefore committed to providing
a range that is based on efficiency and allows prod-
ucts to be flexibly combined. The more individual
and tailored the heating system, the greater the im-
portance of an intelligent control unit. After all, it is
about making the individual components work to-
gether as efficiently as possible. This also includes
an intuitive control unit that meets the standards of
today's users.

ﬂ“ Safely and intelligently networked

The multiMATIC control unit and the associated
smartphone app provide users with a quick and
simple introduction to smart device management.
For example, they let you switch on the heating
in your bathroom at home while you're still in the
office, or switch off your heating when you have
already set off on holiday. And with profiDIALOG
our service partners can identify and deal with a
problem online before the user has even reported
it. It's that smart.

r.ﬂ. Providing the best support

Our services cater to the entire product life cycle.
These range from commissioning new systems and
maintaining existing systems through to providing
technical support for installers and specialist part-
ners. An extensive network of skilled technicians
and service employees in more than 60 countries
ensures that our products operate economically
and emissions are kept low. That is why we work
closely together with our partner technicians, pro-
viding them with in depth-training and technology
courses.

This is how we are paving the way to a future in
which heating is carbon-neutral. We have also set
ourselves ambitious milestones: by 2020, efficient
and renewable technologies should account for
80 per cent of our product revenue. These are the
standards against which we measure ourselves.

Our brands and products

7
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Development & Products Green iQ

At first glance, these items might not look too different to the others in

our portfolio. They are all white and box-shaped. But these devices with
the little green logo are in a class of their own. No other Vaillant appliance
has ever been this green, and no product has ever been more sustainable,

efficient and intelligent all at once for the entire duration of its life cycle.

Meet the new generation of devices: the Green iQ devices.

he appliance looks pretty

much as you would expect:

white with a simple shape.

Only a small green logo and

a green line on the front sug-
gest that there is something special
about it. “The ecoTEC exclusive might
look unassuming, but it really does have
a lot to offer,” Heinz-Jorg Brecker, group
R&D Manager for Wall-Mounted De-
vices, says with a smile. He is one of the
creators of the newest addition to the
Vaillant product family, which now boasts
a highly efficient range: Green iQ. The
name says it all. Green and intelligent —
these are the main features of the new
product range. “It was determining the
environmental impact of the existing
range of gas-fired condensing boilers
that really set the ball rolling,” says
Brecker. Three years ago, an in-depth
study into the efficiency of the Vaillant
ecoTEC gas-fired condensing boiler was
conducted. The total CO, emissions
caused by the device over the complete
product life cycle were recorded — and an

idea for a new product was born. It was
decided that a green range should be
created. A range that would satisfy strict,
clearly defined environmental criteria as
well as monitor and consistently reduce
CO, emissions over the complete prod-
uct life cycle. It was a unique idea in the
heating technology industry.

A CONCEPT BASED ON

WHAT CUSTOMERS WANT
I

It was decided that the new range should
be based on customer requirements. For
that reason, a project team made up of
people from various departments was
put together. It included employees from
the areas of research and development,
quality assurance, market research, de-
sign, marketing and sustainability — the
idea being that a diverse team would be
able to make the vision of a completely
green heating device a reality. The first
challenge was to make others within
the company aware of the issues at

stake and gain acceptance for the

y,
@

GREEN

1Q

Green iQ is shorthand for a range of extremely
environmentally friendly and efficient products that
must meet the highest sustainability standards over
their entire product life cycle — from the initial stage
of development to being recycled after use. They
also have intelligent communication interfaces.

A

project. This was a very demanding task
for all colleagues involved. A few even
considered giving up because the obs-
tacles seemed insurmountable at times.
It was about much more than a green de-
vice. It was about implanting a “green
gene” in the company’s DNA. “We really
had to work hard at persuading people,”
remembers Brigitte Kruse, Head of Sus-
tainability Management and a driving
force behind the project. But at the very
highest level of the company, the Man-
agement Board, the idea of a green prod-
uct line was given top priority from the
moment that the first project outline was
presented. And the plan was to unveil the
first completely green heating unit at the
ISH fair in 2015.

MARKETING GREEN
SOLUTIONS
|
Sustainability was established as an inte-
gral component of the Vaillant
brand core. This laid the founda-
tions for a real green revolution
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within the company. “We wanted to cre-
ate a label that would immediately make
it clear that we had taken customer
requirements into account,” says Dr
Johannes Rath, who was responsible for
the project’s marketing strategy. Col-
leagues from the market research de-
partment identified these requirements
by conducting extensive studies in sev-
eral countries. Now a small green logo
alerts customers to the fact that they are
looking at the most sustainable, efficient
and intelligent Vaillant product — one that
was designed to meet their require-
ments. And, according to the internation-
al survey, consumers are prepared to pay
more than usual if it is really worth it.
Green is the new premium.

It didn’t take long to convince Vaillant’s
employees that going green is worth-
while. Not only in development and mar-
keting but also in the production of the
new green product line, which had to
meet strict sustainability requirements.
“Saving energy starts at the plant, with
efficient means of production and en-
vironmentally friendly manufacturing
processes,” says Elmar Bossmann, who,
as Head of Industrial Engineering at the
Vaillant Group plant in Remscheid, was
responsible for explaining these sustain-
ability criteria to the employees. “With
the Green iQ label I know straight away
that the product fulfils the highest sus-

All Green iQ products are WLAN-compatible and
feature integrated interfaces. In addition to an
intelligent control unit, this also enables remote
troubleshooting of the appliances by skilled tech-
nicians. What is more, the appliances can be
controlled via smartphone from almost anywhere
in the world. This turns heating systems into social
networks.

tainability standards throughout the en-
tire value chain — from the initial design
phase to its disposal. Development, pro-
duction, distribution and disposal: we
have really done all we can to ensure that
saving resources is uppermost in every-
one’s mind at Vaillant,” he explains.

Presentation is everything. That is why
design played a key role in the develop-
ment of the new Green iQ range. After
all, there is a reason why Vaillant has
won over 50 design awards in the past.
The process of creating the new green
product range aimed to be as sustainable
as possible. “We had to rethink how we
approached the design aspect, too. Our
choice of materials, the way we pro-
cessed them and the longevity of the de-

Green iQ

sign were all scrutinised,” reports Tim
Richter, Head of Group Design. The aim
was to have a streamlined production
process without any unnecessary pro-
cedures — so it could not include galvani-
sation or metal processes. A small Green
iQ logo made of full-colour plastic was
chosen on purpose in order to avoid un-
necessary painting. It is welded on to the
device ultrasonically — it does not get any
more eco-friendly than that. The kinds of
glue, paint, plastic and metal that are
used are important, but sustainable de-
sign is no longer just about swapping
harmful substances and materials for
eco-friendly ones. “Creating a product
that can be used easily and intuitively is a
major challenge in this job,” says Richter.
This means a device with no hidden but-
tons, a self-explanatory design and a
smartphone app that is so simple even a
child could use it. And the Green iQ

11
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140 years of preparation for our greenest heating
system. With hindsight, the Green iQ range is a

logical consequence of a company history character-
ised by innovation and entrepreneurial spirit. From
the “closed system” gas-fired bathroom boiler at the
end of the 19th century to Green iQ, Germany's first
label for high-quality, sustainable products that are
networked in a future-oriented way.
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A GUIDE TO ONE OF THE NEW STANDARDS FOR
MOST SUSTAINABLE THE WHOLE COMPANY
PRODUCTS AVAILABLE

Going green the smart way —
the Green iQ campaign

The campaign should be as sustainable and intelligent as Green iQ
products. The Green iQ communication campaign is slightly humor-
ous and is aimed at quality-conscious and environmentally aware end
customers. It includes slogans such as “We turn your heating system
into a social network” and “140 years preparing for our greenest
heating system”. The most important message is that sustainability is
smart, sustainability is efficient and sustainability is possible without
making sacrifices. Due to the unique nature of the Green iQ concept
it was possible to occasionally depart from the “Vaillant green” colour
that is an integral part of our corporate design.

The campaign motifs are consistent with the Green iQ motto “Going
green the smart way”. The headings and the campaign motifs were
also designed accordingly: a smartphone that looks like a boiler or a
family tree comprised of different Vaillant heating devices.
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Get acquainted

with the

first devices

he first three products from

the new Green iQ range are

the ecoTEC exclusive wall-

hung gas-fired condensing

boiler and the flexoTHERM

and flexoCOMPACT heat
pumps. Just like the other products in
Vaillant’s Green iQ range, ecoTEC exclu-
sive also sets new standards in terms of
efficiency, sustainability and connectiv-
ity. An integrated Internet interface and
an intelligent service concept are both
fixed features. The ecoTEC exclusive can
also be fully powered using bio-natural
gas alone. Green iQ mode ensures that
the appliance will always be running as
efficiently as possible. A new, Web-en-
abled control unit is integrated into the
appliance, enabling the user to control
the heating easily via the free multiMATIC
smartphone app. Skilled technicians can
manage, troubleshoot and complete par-
ameter control for the appliance online.
The ecoTEC exclusive has been given an
A+ system label for efficiency in combin-
ation with the multiMATIC 700 control
unit concept. Its new all-gas system en-
sures the optimal combustion result
while the new all-gas sensor makes auto-
matic adjustments in line with the type of
gas. The carbon monoxide (CO) content
of the flue gas and the combustion qual-
ity are continuously monitored and opti-
mised. As a result, the ecoTEC exclusive
is already equipped to make the transi-
tion from low-caloric gas to high-caloric
gas, which is set to be installed in numer-
ous homes in western Germany from au-
tumn 2015 onwards. The mixture of gas
and air is intelligently managed to ensure
that the system reaches a high modula-

tion range of up to 1:13. The system is
therefore adapted to the current demand
so that it can work as efficiently as
possible.

The new flexo heat pump range consists
of a single heat pump for all energy
sources and modules for the different
types of heat source (air, water and geo-
thermal), making installation far simpler.
“The very quiet exterior unit in the new
air-water heat pumps can even be in-
stalled in terraced housing without any
restrictions. The new multiMATIC 700
system control unit is used in all appli-
ances, enabling heat pumps to be operat-
ed via smartphone. In combination with
the multiMATIC control unit, the flexo-
THERM is even likely to be awarded the
highest energy efficiency class, A+++, in
future.

Just like the other products in
Vaillant's Green iQ range, ecoTEC
exclusive also sets new standards
in terms of efficiency, sustain-
ability and connectivity.
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The first three products from the Dg‘w_G_rEen iQ range _

are the ecoTEC exclusive wall-hung as-ﬁred condensing

boiler and the flexoTHERM and erxoCOMPACT heat pumps.

Additional devices will follow. Going green the smart way.
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The new flexo heat pump range
comprises a uniform heat pump for
all sources of energy, and modules
for air, water and geothermal heat

sources.
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ON THE WAY TO BECOMING
THE GREEN INDUSTRY LEADER

1

Sustainability management has top priority within the Vaillant
Group. Dr Jens Wichtermann (left) is Director of Corporate
Communications, Sustainability and Politics. He reports directly to s
f, the CEOQ, Dr Carsten Voigtlander. We talked to both of them about the
sustainability programme S.E.E.D.S., which is now in its fourth year,
b and its initial successes, current challenges and targets.
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Sustainability is becoming an
ever greater buzzword. Does
speaking about sustainability
become tedious after a while?

Voigtlander: Not at all. Sustainability is
an intrinsic part of our tradition and our
strategy, and it is also reflected in our
products — for us, its significance is set
to keep growing. Due to the high degree
of relevance, Jens Wichtermann, as the
director for the topic of sustainability,
reports directly to me.

Wichtermann: In the last four years we
have managed to anchor sustainability
awareness firmly in the organisation
thanks to the clearly defined targets in
our S.E.E.D.S. sustainability strategy.
With our small, multidisciplinary team
of specialists led by Brigitte Kruse, we
are trying to speak the language of each
individual department. But we have not
reached our goal yet. We have to keep
giving people a nudge in the right direc-
tion, encouraging them to join forces in
a bid to shape processes, and some-
times we even have to pester them.

Doesn't it annoy people if the
topic of sustainability is
mentioned at every opportunity?

Wichtermann: Let's put it this way:
there are definitely fewer sceptics than
there used to be. It's true that our role
occasionally requires us to make a nuis-
ance of ourselves. We have to address
difficult issues. Here is an example: two
years ago the sustainability manage-
ment team initiated a plan to design and
produce devices that meet our strict
sustainability requirements over the
whole product life cycle. This chal-
lenged established processes and ways
of thinking and at first some people
didn't like it. But we didn’t give up and
our multidisciplinary team managed

to implement this flagship

project within two years.
It was a quite a feat of
strength, made pos-

66 We provide
jobs with green added
value — our employees
can make a considerable
difference in the fight

against climate
change. 99
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6Cit's true
that our role
occasionally re-

sible by all of the depart-
ments involved working
closely together.

Voigtlander: The result is

the Green iQ range. It is some-
thing we are very proud of and we in-
tend to build on it. During development,
we integrated sustainability criteria into
our processes. We want to continue
down this path. We want to be the in-
dustry leader in terms of sustainability.

Apart from the Green iQ flagship
project, how far along is the
Vaillant Group in terms of
meeting its S.E.E.D.S. targets?

Voigtlander: We have been very suc-
cessful in some areas. They include
water consumption, which we have re-
duced by 45 per cent since 2010, overall
energy consumption and accident pre-
vention. The number of work-related
accidents was already very low, but we
managed to reduce it even further. And
we are five years ahead of our United
Nations Global Compact targets: 100
per cent of our standard suppliers al-
ready meet the Global Compact criteria.

Wichtermann: In the area of waste we
are at the same level we were in 2010. It
is better than in 2011, but we are not
satisfied yet. The topic has turned out to
be extremely complex. We must con-
tinue to work on it and look for new
solutions and as an international com-
pany we must do so across all countries
and sectors. There is potential in the
area of HR, for example. Here we have
only been able to fill 51 per cent of man-
agement positions internally, but we are
aiming for 75 per cent.

Voigtlander: To meet this particular tar-
get we have focused on the manage-
ment development programme my-
Way. Our efforts will quickly

start to pay off. We pro-
vide jobs with green
added value — our em-

Dr Carsten Voigtldnder

quires us to make
a nuisance of
ourselves. 99

ployees can make a con-
siderable difference in
the fight against climate
change.

Dr Jens Wichtermann

When you think back
over the past twelve months,
which of the company’s
sustainability measures springs
to mind first?

Wichtermann: It might sound strange,
but it's actually a solar module. There
was a team in-house that completely
revamped the solar module — it's abso-
lutely exemplary, especially in terms of
sustainability. And they did it of their
own accord. That shows that people are
really taking notice of our initiative and
acting on it. When the project manager
presented the new design to the sus-
tainability team they were delighted.

Voigtlander: There were a few things,
first and foremost the Green iQ line,
which we used to raise the bar for intel-
ligent and sustainable products in the
sector. I'd also like to mention the
B.A.U.M. environmental prize for the
sustainability team. The team has ini-
tiated huge changes within the com-
pany in just a few years. And there was
the flood relief project organised by our
colleagues in south-eastern Europe. In
Croatia, they joined forces with special-
ist retailers to help almost 200 people
affected by the floods; namely, by help-
ing them on the way to fully functional
heating. Vaillant provided replacement
parts free of charge and the partners
inspected all devices and, if necessary,
cleaned and repaired them for free. This
was a great help to many people as it
meant they could remain in their homes.
This was not part of a special pro-
gramme or based on a certain target — it
was just an example of our company
spirit in the region. That is what we
stand for.

/ SEEDS.
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The product development
department is paving the way for
products that are more and more

environmentally friendly. The
engineers must adhere to strict
sustainability criteria which are

examined every time a new
milestone is reached.

PRODUCT LIFE CYCLE

A new beginning

The Vaillant Group aims to ensure that its products are sustainable: from their

creation, throughout their use and at the end of the product life cycle. Used materials
are not considered waste; they are seen as valuable resources. The Vaillant Group

aims to close the cycle of materials, giving these resources a new begi

This poses a lot of challenges.



trategy must be based on facts. In a market re-

search study in 2014, the Vaillant Group asked

customers for the first time what was important to

them regarding sustainability. After all, resources

are only being used sustainably if the products really meet
customers’ needs.

For that reason, the Vaillant Group takes a holistic
view of the product life cycle. The cycle of materials
covers the development of a product, its use and its
end of life — and then the cycle begins again. In
between the stages there are a lot of details, pro-
cesses, responsibilities and challenges that must
be taken into account. The system must be com-
pleted and optimised and green criteria must be
integrated into the development process. In this
way the Vaillant Group can ensure that its engin-
eers take sustainability aspects into account at
every stage of the life cycle.

For example, the development and sustainability
management teams are currently working to-
gether on a tool to help calculate recyclability,
which will be useful for selecting materials. “This
kind of thing cannot be bought ready-made. We
have to develop it ourselves so that it meets our
own specific needs,” explains Marion Storch, the
sustainability team’s engineer. Choosing the right
materials is crucial. “For us, good materials are ones

@ Production
The production process is

structured in such a way that it
releases the lowest possible amount

of CO,, conserves resources and

avoids waste. Our suppliers must
deliver the highest possible quality

and adhere to environmental
standards.

o Development

The focus on sustainability starts
early on, at the design stage of each

product. As well as ensuring that
the product is as energy efficient as
possible, we also make sure that it
is made from responsible materials
and constructed in a way that makes
it easy to service, repair and recycle.

O End of life
Ideally, devices should be easy to
dismantle and the parts should be easy
to separate. In this way, used materials
can become raw materials for new
products. And the cycle can be closed.
Industry, waste disposal companies
and legislators are still working on a
standardised, sustainable way to
achieve this.

Product life cycle

that can be reused, don’t contain any harmful sub-
stances and can be sourced from suppliers who are
committed to the UN Global Compact, just as we
are, which means that their manufacturing pro-
cesses also fulfil social criteria.”

Making the life cycle of a high-tech product com-
pletely sustainable and thus closing the cycle is a
real challenge. It is particularly difficult when the
Vaillant Group is not the only party involved. And
when the focus is on how to close resource cycles,
there are usually several parties involved. In Ger-
many, for example, stakeholders include many
waste disposal companies as well as manufactur-
ers, specialist partners and policymakers.

And a company that does business internationally
must deal with different framework conditions in
different countries. Although the WEEE Directive
for electrical and electronic equipment is a legal act
of the EU, it is transposed into national law differ-
ently in different countries. “For example, the
question of which devices are covered is answered
differently depending on the country,” says Storch.
There is still no sustainable pan-European solution
for gas-fired boilers, for example. But that does not
prevent the Vaillant Group from taking action. “Of
course, we take back old equipment and make sure
that it is disposed of correctly,” says Storch.

© sales

Our sales department provides
the best guidance so that the
customer gets the optimum
system to meet his or her
requirements. To achieve this,
our specialist partners are given
systematic training.
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Over 90 per cent of CO,
emissions from a gas-fired device
are caused during use. That is

why our systems are energy
efficient, intuitive to use and

can be perfectly adjusted
to individual conditions.

spare parts are available for our
products, even long after a series
has been discontinued. We have one
of the best service networks in the
industry, to ensure that all our
devices are operated efficiently and
that emissions are kept low.
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1 ROUND GAUGES

Rethinking everything

should have just been a routine project. The basic
foduct in the solar module range was going to be
Jesigned. But Project Manager Stefan Bott and his
am questioned everything, resulting in a radical
rethink —and a more sustainable product.

Elegant and expressive: they show
the most important information

— flow and return temperatures
and system pressure.

2 SHUT-OFF BALL VALVES

Just turn once: the shut-off ball
valves close the solar circuit. Now
parts can be exchanged securely.

3 INSPECTION GLASS

Designed with the customer in
mind: the inspection glass has

a coloured marker that shows at
a glance whether the system is
working properly.

4 AIR EXHAUSTER

Permanent and efficient: it ensures that
unwanted air is removed from the solar
circuit. The expander technology makes

it particularly efficient.

5 GRAVITY BRAKE

A

Clever and versatile: it protects against
overload and damage from pressure surges
and prevents energy loss in the return flow.

7 SAFETY VALVE

Protects and discharges: the valve
reacts to problems, whether they
involve system e treme
temperatures or e

6 SOLAR PUMP

Less is more: the new pump delivers
twice as much power using half as
much energy.

e pressure.



ven before its market launch in July 2015

the new solar module auroFLOW VMS 70

had already won a few awards. They in-

clude design prizes such as the Red Dot

Design Award and the iF DESIGN AWARD.
But the really fascinating thing about the solar mod-
ule — which connects the heart of every solar energy
system, the solar cylinder, collectors and heating
circuit - is not easy to see.

It is the device’s inner qualities that are the most
impressive — and the fact that it does without certain
things. For example, it does not come with a 26-
page user manual in 25 languages. Devices of this
kind tend to have multilingual instruction booklets.
But Bott and his team asked themselves whether it
was really necessary to use so much paper and
whether there was a better alternative. They found
that there was indeed a better option. “We decided
on a set of image-based instructions. Together with
the department responsible for user manuals, we
developed a universally understandable language
based on pictures and colours.” This system works
in all countries. It is simple, clear and environmen-
tally friendly. Only about four-and-a-half pages are
required for the necessary safety explanations. If all
25 language options are taken into account, this
works out as a saving of 555 pages — per device.

And that is just one example. “We really looked at
every aspect and questioned everything,” says Bott.
Not every idea was an immediate success, however.
In some cases, potential new solutions were met
with resistance. Take, for example, the type plates
that are attached to every device and must adhere to
the national standards of the respective country. At-
taching the locally correct type plate involves a great
deal of effort, which costs time, money and energy.
For auroFLOW VMS 70 a uniform solution has been
introduced for the first time. It consists of a booklet
that must only be attached to the device once and
consists of pages bearing the type plates for all the

\S

reddot design award

Bl
pp e

DEUTSCHER
DESIGNER CLUB

DESIGN

AWARD
2015

In 2015 the solar
station auroFLOW was
awarded the Red Dot
Design Award and the
iF DESIGN AWARD
for excellent product
design.

I

The system’s casing is
revolutionary and very
stylish. It is made of
expanded polypropyl-
ene, does not contain
any materials that

are damaging to the
environment and is
completely recyclable.

Product development

different countries. It can simply be opened at the
relevant page.

“It took a lot of work to convince people,” says Bott.
“But it’s been worth it in the long run.” The 31-year-
old has worked for the Vaillant Group for six years.
He even carried out his dissertation project for his
mechatronics degree at the Remscheid plant. “I love
developing new things,” he explains, smiling. “I'm
not the kind of person who can just sit back and tol-
erate things if I think they can be improved.”

The auroFLOW VMS 70 solar module was complete-
ly redesigned and has a lot of new features. The
pump, for example, is twice as powerful as that of
the previous model and uses half the energy. Just
one type of screw was used on purpose, so that the
installer only needs one screwdriver. This makes in-
stallation and maintenance much easier.

The system’s casing is revolutionary and very styl-
ish. It is made of expanded polypropylene, also
known as EPP. It does not contain any elements that
are harmful to the environment, protects the compo-
nents inside, is insulated, is cheap to make and is
completely recyclable. And since the front panel is
not stuck down or screwed on but simply has a
clasp, the EPP and the metal of the panel can easily
be reused when the time comes.

Bott’s project list includes the names of more than
50 colleagues. They all helped him to come up with
the best possible ideas. “We examined every com-
ponent, right down to the smallest part, and our col-
leagues from the purchasing department collected
RoHS (Restriction of Hazardous Substances) certifi-
cates from all suppliers. If a supplier was unable to
produce one, then we looked for another supplier,”
explains the Project Manager. The RoHS guarantee
that the parts — and thus the device — are free from
dangerous substances such as lead, mercury,
cadmium and flame retardants in plastics.

This means that the devices are well
conceived on the inside, but they also
need to be delivered in one piece.
This is where the packaging comes
in. The entire solar module fits into a
small box that does not need an extra
layer of shock-absorbent packaging,
since the EPP casing already forms a
protective shell. “Our colleagues
from the packaging department spent
a long time fiddling about with mater-
ials and conducting tests. They simu-
lated dozens of falls,” reports Bott.
“It was very time-consuming work.”
They could have just used an existing
packaging system. But it was worth
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In March 2015 the multiMATIC and eRELAX apps were showcased
at the sector’s largest trade fair in Germany. They are allowing Vaillant

“

to consistently pursue its digital strategy and offer its customers an
easier and more efficient way to use their devices.




t is now possible to turn the heating

up or down with the tap of a finger,

no matter where you are. This is all

thanks to the new free multiMATIC

and eRELAX apps. They will be avail-
able for Android and Apple devices from
summer and autumn 2015, respectively,
and will make life much simpler for
users. With their clear interfaces and
intuitive handling, these apps could not
be easier to operate.

“We looked at other apps and start-ups
to get some ideas. We decided that the
apps should be very user-friendly. Any-
one who is comfortable using a smart-
phone will find the apps really easy to
use,” explains Christian Broos, Product
Manager for Apps and Controls.

They store three basic profiles: at home,
night and away. Users can programme
their weekly rhythm with these modules
with minimal fuss. They can ensure that
there is enough hot water for a shower in
the morning and that energy is saved
while they are not at home. The house
can then be made nice and warm again
in time for when they get home in the
evening and the heating is then turned
down at night.

The settings can be adjusted
intuitively at the touch of a
button and modified to
deal with specific situ-
ations — even if the
user is out and about.
“The classic situation is
when someone has

But the heating
controls are not just
in the house any
more. Users can now
take them out:
heating to go.

gone away for the weekend and after
they've set off they realise they've forgot-
ten to adjust the heating at home. So
they grab their mobile, open the app,
change the settings and that's it,” ex-
plains Broos. “To be honest, | was always
too lazy to go down into the cellar and
reprogramme my heating system if | was
going to be away for a couple of days.”
But the heating controls are not just in
the house any more. Users can now take
them out: heating to go.

The multiMATIC app for Vaillant devices
works with the new multiMATIC 700
control unit and can also be used to con-
trol more complex heating systems with
several elements, such as heat pumps or
solar thermal systems with gas-fired con-
densing boilers. It can also be used for
different systems, e.g. those at home and
those in a holiday property. The app can
also be used by several members of the
family. Secure Internet access is provid-
ed by the Internet communication mod-
ule VR 900, which comes pre-installed in
the Green iQ devices. For many Vaillant
systems manufactured after 2013 it can
be retrofitted.

The eRELAX app for Vaillant products,
which is also available for the
Saunier Duval brand group

under the name Migo,
controls simpler heating
systems, such as a sin-
gle gas-fired condens-
ing boiler in a flat. It
works in a similar way
and also has an energy

Development & Products Connectivity
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The multiMATIC app

communicates wirelessly

with the new multiMATIC
700 control unit and can also
control more complex heating
systems with several elements.

meter. A simple eBUS module that works
as a gateway to the Internet and commu-
nicates via|a secure server can be retro-
fitted for most devices.

“The aim of| these apps is to make it as
easy as possible for users to optimally
adjust their heating to their lifestyle and
thus save energy,” explains Broos. The
project team carried out systematic re-
search into requirements and habits in
different countries so that they could
take this information into account when
designing the apps.

In the case of one installer in Great Brit-
ain, for example, the intuitive controls
were of particular importance when it
came to end users. Both benefit when
small tweaks, such as an increase in the
temperature of water for domestic use,
can easily be carried out by the user
themselves as this avoids incurring add-
itional call-out fees or the need to ar-
range a new appointment. One end cus-
tomer from Germany suggested a feature
that was then incorporated into the app
without delay. As an employee who
works shifts, it would be a huge relief for
him to be able to create and save his own
programs for early, late and nights shifts
and activate them before the week com-
mences with a simple tap.

“These products allow us to pursue our
digital strategy consistently. We are now
expanding the platform systematically.
There will soon be additional exciting
new applications.” Intelligent, conveni-
ent solutions that make saving energy
easier than ever.

I
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EXPERT PARTNERS
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A partnership requires give and take. The idea is that both parties
pool their strengths so that together they can achieve more. Rolf
Edeling GmbH, based in Burgdorf (near Hanover) is a Vaillant expert
partner. Company boss Olaf Edeling and his wife, Tina, are involved
in the sustainability workshop programme.

t first there was some scep-
ticism. The Vaillant Field
Service Manager had sug-
gested that Olaf Edeling
take a look at the new pre-
mium partner programme, not least be-
cause both parties had a shared interest
in efficient products and renewable en-
ergies. Olaf Edeling had a look, gave it
some thought and made a decision:
“Yes, we’ll do it! It's something new, a
new way of looking at my trade and a
fresh perspective for my company and
for me personally.” The partner pro-
gramme, which was launched in 2008,
was designed as a way of strengthening

ties between Vaillant and selected spe-
cialist partners. The scheme requires
the specialist partners to communicate
their needs and experiences directly
and commit themselves exclusively to
Vaillant. In return they are invited to
attend workshops and given support in
the areas of business and personal de-
velopment.

“It’'s a real partnership involving give
and take,” stresses Olaf Edeling. He and
his wife believed that the programme
could offer them a lot of opportunities
for development. “Above all I could see
possibilities in areas that are outside my

specialist field of supply engineering —
in marketing and HR, for example.”

Tina and Olaf Edeling decided to get in-
volved in the sustainability workshop
programme. “It took a while for us to
really grasp the concept of sustainability.
But we quickly caught up. And we soon
realised that sustainability is a key con-
cern for the future,” says Tina Edeling.
“Energy costs, for example, are going to
become more and more of a burden for
customers.” For that reason, the Ede-
lings have used the knowledge they have

We want to develop along-
side our employees. We place
great importance on training
and continuing professional
development.




It took a while for us to
really grasp the concept of
sustainability. But we quickly
caught up.

gained from their partnership with Vail-
lant to pursue a strategy that involves
highly efficient technologies and renew-
able energies.

The participants of the sustainability
workshop meet several times per year.
Brigitte Kruse, Head of Sustainability
Management, always comes along too.
Her aim is to communicate the idea of
sustainability to the specialist partners
and get them interested in the issue.
After all, they represent the brand in their
dealings with end customers. In addition,
she also tries to make it clear that com-
pany responsibility for mankind and the
environment does not end at the factory
gates — it also plays a role in the relation-
ship between Vaillant and its partners.
For that reason, Kruse uses the sustain-
ability workshops to pass on news from
Vaillant. She also follows and adds to the

discussions on sustainability and makes
a note of the expert partners’ sugges-
tions, so that they can be communicated
to other people within the company or in
other workshops. In addition, she helps
to implement efforts to increase sustain-
ability in the partner companies, e.g. by
providing tips and instructions so that
they can work out their carbon footprint.

“The workshops provide us with very
valuable input,” says Olaf Edeling. The
interaction between participants is hon-
est and very useful. “There isn’t any com-
petitiveness.” Vaillant expert partners
have to meet strict requirements. In
order to be accepted into this group, the
specialist partners must undergo a certi-
fication process. The process was devel-
oped in cooperation with the Fraunhofer
Institute. It is structured as follows: there
is an initial candidacy year, followed by a

Expert partners

development year and then certification,
which is valid for two years. After the two
years are up the partners have to be
re-certified. The certification process
uses a points-based system that takes
into account marketing and sales
activities, qualification and development,
and company organisation.

Rolf Edeling GmbH has certainly devel-
oped as a result of the expert partner
programme. “We realised that we had to
work on the company as well as in the
company,” says Olaf Edeling. A lot of pro-
gress was made, especially in 2014. The
Edelings and their 32 employees worked
together for a long time to develop a mis-
sion statement.

Olaf Edeling learned to delegate respon-
sibility and trust and support his employ-
ees more. The company was restructured
— team leaders, project managers and a
customer service agent were appointed.
“Even I need to be replaceable so that I
can go on holiday, or in case I fall ill,” he
says. This is not always easy to accept,
nor is the fact that he sometimes has to
take a break from his busy work schedule
to go to a workshop. The couple usually
attend workshops together. “Whenever I
find it hard to switch off from everyday
work issues, my wife reminds me why
we're doing this,” he says with a grin.
Tina Edeling joined the company in 2010
and is responsible for marketing and HR.
“We want to develop alongside our em-
ployees. We place great importance on
training and continuing professional de-
velopment,” she points out. In 2015 they
took a further step forward and intro-
duced structured appraisals in order to
achieve a sustainable level of employee
retention.

Olaf Edeling’s aim is to turn the tradition-
al company, which he took over from his
father, Rolf, into a modern supply and
system technology business. He has al-
ready had some success, for example, in
the area of recruitment, which has be-
come increasingly difficult for companies
specialised in plumbing, heating and
air-conditioning technology. “We have
had a better response recently. Word
seems to have spread that we deal with
more than just gas, (waste) water and
heating,” he says. Thanks to the expert
partner programme, both companies,
Edeling and Vaillant, are well on their
way to preparing themselves as best they
can for the future - together.

25



26

Environment Sustainability award

STAINABILITY AWARD

The ideas factory

duced by 64 per cent, energy consump-
tion by 16.6 per cent, CO, emissions by
16.3 per cent and waste generation by
28.7 per cent.

The Vaillant Group’s UK plant in Belper was recently presented
with a Sustainable Manufacturing Award by the leading trade
magazine The Manufacturer. The Belper employees are delighted
but do not intend to rest on their laurels. They plan to continue
down this successful path and meet new objectives.

he Vaillant Group plant in

Belper, England, has enjoyed

a series of successes in re-

cent years, achieving zero

landfill waste in 2011 and
winning the National EEF/ENER-G Sus-
tainable Manufacturing Award in 2013
and the Manufacturer Award for Sustain-
able Manufacturing in 2014. As a result,
the plant has been named the most sus-
tainable production facility in the UK.
“There was a lot of competition for this
award,” explains Plant Director Dr Jan
Borkowski. Other contenders for the
prize, which was awarded by the leading
trade magazine The Manufacturer, in-
cluded large international high-tech
companies.

“We are delighted that we won, and the
entire team is proud. But more than any-
thing, it has motivated us to continue

down this path and work consistently,”
stresses Borkowski. Health, Safety and
Environment Manager Allan Harley
adds, “Receiving our second sustainabil-
ity prize a year after having won the first
demonstrates one thing above all: sus-
tainability. It has become part of the cul-
ture in Belper.”

The plant is investing a great deal in the
2020 S.E.E.D.S. targets. “There

is still a lot of work to be
done. Lots of individual
measures still have to be
put into place, and we
still need to ensure that
everyone gets involved
and contributes their
ideas,” says Harley. The
statistics are impressive.

We areé delighted
that we won, and the
entire team is proud. But
more than anything, it has
motivated us to continue
down this path and work
consistently.

In 2014, for example, the procedure for
powder coating was redesigned and a
heat recovery system was introduced.
The team implemented the plans, which
were based on extensive data analysis,
within four months. The results speak for
themselves: the statistics and the work-
ing conditions have been improved.

“It's an environmental measure, of
course, because it lets us save a great
deal of energy. And that has an impact on
business, in turn, since it saves us money.
But it can also be considered an
occupational safety-related

move, because it has
really improved the
working conditions for
our employees.” The
waste heat is now
used for heating or
cooling according to
requirements. This en-

Compared to 2010, water
consumption has been re-

Dr Jan Borkowski,
Plant Director Belper

sures that the room tem-
perature is kept at a com-







We have im-
proved safety year
on year and the plant
has become a better
place to work.

Allan Harley,
Manager Health, Safety
and Environment

fortable level for the employees, who
used to have to put up with high temper-
atures in the summer. “It’'s superb. It
really has transformed our working
environment,” says Team Leader Mark
Kinsey.

The Belper team is also proud of the
achievement of having zero work-related
accidents at the plant, a target that was
met in 2014. And the good news doesn’t
end there: in October 2014 an objective
occupational safety inspection was car-
ried out at Belper. Since then, the plant
has been OHSAS 18001 certified, just
like the Vaillant Group plants in Skalica
and Remscheid.

“We have improved safety year on year
and the plant has become a better place
to work,” says Harley. Risks have been
eliminated systematically. Some areas of
the plant harbour more risks than others,
explains the occupational safety expert.
They include pressing and powder-coat-
ing, where employees work with metal or
chemical substances, and areas in which
vehicles such as forklift trucks are used.
The employees were given training in
line with requirements. “We specifically
adapted the training and ensured that the
rules and descriptions, which were often
complicated, were made easier to under-
stand,” comments Harley.

He adds that it is important to enable em-
ployees to recognise risks and actively
take steps to avoid them, rather than sim-
ply reacting to them. The aim is for every
employee to feel responsible and able to
flag up and describe problems. In add-
ition, there is now a health and safety
team, which comprises ten employees.



They are from different departments
within the plant, including four from
manufacturing.

The company has invested a lot into
training this team. In 2014, the ten team
members received health and safety
training over a twelve-week period for
two hours at a time. “These people are
extremely important, as they are our dis-
seminators,” stresses Harley. Because no
matter how successful the plant is, there
is one thing that should always be taken
into account. “We must talk about safety
at work and keep drawing attention to it.
Communicate, communicate, communi-
cate.” This does not just apply to the topic
of safety in the workplace. The jury from
The Manufacturer praised the “commit-
ment throughout the plant and the level
of communication”.

However, communication is not a one-
way street. “We place great value on en-
couraging all our employees to share
their ideas,” points out Borkowski. He
considers the plant an ideas factory as
well as a boiler factory. This idea is vis-
ible to everyone in the newly designed
entrance area, where a sign reads: “Wel-
come to where great ideas are born.
From the hearts and minds of our
people.”

The Plant Director and his
team are working to-
wards this vision. VPS -
the Vaillant Group Pro-
duction System — plays

Environment Sustainability award

Collective intelligence

The Vaillant Group Production System — VPS for short — has been setting
standards in production since 2012. It helps to continually improve

production and is based on seven principles. They provide a simple, clear,
easy-to-understand framework. It has been in place at all sites since 2014.

“VPS is about more than just saving time and resources. It is also about
every single employee taking responsibility,” says VPS Coordinator Daniel
Kramberger. “VPS does not just aim to meet economic targets and achieve
environmental objectives by conserving resources. As is the case with
S.E.E.D.S., an essential aspect of VPS is valuing our employees.”

The success of VPS depends on the employees; their knowledge and ideas
are invaluable to the company. They know their jobs and workflows best.
They are the experts here. A good example of this is an initiative that was
run at the Skalica plant: in April 2014, the team started to actively gather
ideas. By the end of the year, 104 ideas had been collected. “We are delight-
ed about this, because it is really useful,” says Kramberger. “It's important
to get the employees on board, take their suggestions seriously, give them

We place great
value on encouraging
all our employees to
share their ideas.

direct feedback and celebrate our successes together.”

principles that function as guidelines for
everyone working in  production.
“There’s the principle ‘Be motivated —
enjoy your work’: all of our employees
know that they are making a difference.”
Harley, who is also VPS plant coach, is
convinced that VPS, the Spirit corporate
values and S.E.E.D.S. all work together
in harmony - very much in keeping with
the corporate strategy. “Of course, it took
a while for it to become embedded in the
culture. But it’s paying off.” The health
and safety team training was also aligned
with VPS and Spirit.

Harley has found that walking around
the plant now takes him a lot longer than
before. “I'm always being stopped. It’s
because the employees want to speak to
me and share their ideas.” Mick Burman,
for example, suggested that the pallets
on which the metal sheets are delivered
for pressing be returned to the steel
trader so that the pallet wood can be
reused. And Ian Measures
suggested that a protective
film be applied to the
barcode-scanner lenses.
This saves on resources.

The Belper team is now
looking for protective

an important role here. It
is based on seven simple,
clear, easy-to-understand

Dr Jan Borkowski,
Plant Director Belper

film for the large touch-
screens used in produc-
tion.

The team intends to continue down this
path and has its sights firmly set on the
next milestones. “We intend to meet and
exceed the S.E.E.D.S. targets as soon as
possible,” says Plant Director Borkowski.
“In addition, we want to further reduce
our energy consumption and, ideally,
generate our own energy to cover our
consumption.” The first two steps in this
direction have already been taken. The
Belper plant is participating in an en-
ergy-monitoring scheme. “And in sum-
mer 2015, the first photovoltaic panels
will be installed on the plant’s roof.”
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Serial winner: after having won several awards
since 2011, the Belper plant was also named the UK's
most sustainable production facility in 2014.
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ENERGY MONITORING

All in the name of
green manutfacturing

The Vaillant Group plant in Gelsenkirchen kicked off a new project in 2012
installing an online energy-monitoring system. It records electricity,
water consumption in real time, issues incident warnings and makes it possible
to analyse all of these consumption patterns accurately. The aim is to use as
few resources as possible. The Gelsenkirchen project was such a success that the
system is gradually being introduced at other locations — always customised to
meet the requirements of the respective plant. It was recently rolled out at the

Remscheid and Belper plants.

Every month, one employee at the plant
has to carry out a task that usually takes more than a

day: he reads 172 electricity, gas and water meters and
adds the readings to a list. The figures are then trans-
ferred to an Excel table. Environment Manager Arnold
Steckel uses the data to analyse energy consumption
patterns, come up with ideas for improvements and im-
plement these ideas. Energy monitoring has been con-
ducted at the Remscheid plant for around 20 years.
However, “the procedure is time-consuming, prone to
errors and static,” explains Steckel.

But this is about to change. In 2014, 152
million crates meters for the new online energy-moni-

toring system were installed. A fur-
(.:OUId be ﬁ”ed ther 26 will be added in 2015. This
with water saved particular Vaillant Group plant is
at the Remscheid
plant since

2010.
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metres of the pile of
waste, if it were spread
across the area of a
tennis court, which we
have avoided at the
Remscheid plant
since 2010.

is the height in \\ l //

complex as it has been extended several times. The sys-
tem is not yet fully operational, but as soon as the over-
haul of the IT systems in the production department has
been completed, it will be possible to transfer all the
data safely.

Steckel is very much looking forward to using the new
energy-monitoring system. “The system itself will
not save us a single kilowatt hour of electricity. Itis
a tool and we have to actually use it.” It makes years of enecrgy

data available that can be analysed for different consum ption for a

areas and time periods — and in much more / "
detail than was previously the case. In add- family of four — that's

ition, it makes it possible to monitor con- hOW much energy we

sumption in real time. Steckel’s main priority
is to determine standby power consumption have Saved at the

and scrutinise the data for the air compres- RemSCheid plant
N since 2010.

Remscheid

In Remscheid, 152 electricity, gas and water meters
were installed in the plant and offices in 2014. In 2015,
a further 26 will be added. From the end of 2015, the
online energy-monitoring system will be fully operative.
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million crates
could be filled
with water saved at
the Belper plant
since 2010.

Belper
In late 2014 the energy-monitoring system at the Belper

plant went live. In late 2015 and early 2016 it will be extended.
The team is currently working to define initial projects and
objectives, on the basis of the results that have already been
collected.

is'the height in
metres of the pile
of waste, if it were
spread across the area
of a tennis court, which
we have avoided at
the Belper plant
since 2010.

The energy-monitoring system has been in operation in
since late 2014. It provides data on electricity
and gas consumption from the production department,
the spare parts warehouse and the main building. The
system is not used to monitor water consumption, since
this is already very low at the Belper plant. At the mo-
ment, 28 meters are being used. Since the system is
modular, it can be extended as required — for example,
when the plant gets new production lines.

"We are collecting data first,” says Health, Safety and
Environment Manager Allan Harley. “Previously, we
had to wait for monthly bills to arrive, but now we can
determine the exact levels of consumption in different
areas.” The first large-scale projects are planned for
2016. They will be defined for the individual depart-
ments and implemented there. One of the first projects
will be to calculate the additional energy costs incurred
by extra shifts. “They represent hidden production
costs. It is important to know what they are so that we
can make decisions.”

The system has already yielded some initial results.
“One example: we now know that when nobody is work-
ing in pressing, no energy is consumed in

that area. The standby effect is virtually
non-existent. In the past, someone
could have thrown a party and we
wouldn't have noticed.”

M

years of energy
consumption for a
family of four — that's
how much energy we
have saved at the
Belper plant
since 2010.
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thousand crates
/ v could be filled
is the height in /
metresof the pile of with water saved at

waste, if it were spread the Gelsenkirchen
across the area of a tennis

court, which we have plant since
avoided at the Gelsen- 2010.
kirchen plant
“We quickly managed to cut con- since 2010.
sumption significantly,” explains
Chris Scheibe, Industrial Engineering
Manager at the [T Rl facility. The first meas-
ures involved tackling areas of high consumption: light-
ing, compressed air and heating. In addition, water con-
sumption was halved in the first year of energy
monitoring — from 19,000 cubic metres to 9,500 cubic
metres. In 2014 the plant cut electricity consumption by
2.37 GWh to 7.92 GWh - a saving of well over 20 per
cent. The plant was rewarded for its achievements dur-
ing the first few years with a “Best Practice Energy Effi-
ciency” label from dena, the German Energy Agency.

“Now it is time to carry out the more detailed work, l
which can be more difficult.” In 2014 the office lighting
system was renewed and LED work lamps with move-
ment sensors were installed in the manufacturing de-
partment. They switch themselves off automatically years of energy

when the workstation is not in use. “We are currently consumption for a

putting more effort into raising awareness among em- family of four ~ that's
ployees,” explains Scheibe. The plant’s success now how much energy we
depends on them and their behaviour. For this have saved at the

reason, an environmental awareness event is Gelsenkirchen plant

held every summer. At the 2014 event, the since 2010.
main topic was energy efficiency. “The main-
tenance department set up an energy-saving
table for us. The employees can connect de-
vices such as kettles to it. The table shows
where energy is being wasted.” It might be a
laborious task, but it is worthwhile — even at
plant level.

Gelsenkirchen

It was the Gelsenkirchen plant that pioneered the
energy-monitoring system. It has been in operation
there since 2012 and has since been extended. It was so
successful that it was later introduced in the Remscheid
and Belper plants.






EMPLOYEES' VIEWS

The Vaillant Group has set its sights on becoming the employer of

choice. What do applicants think about the company? What role does

in their decision to work here? And how

do new employees rate the Vaillant Group after the settling-in phase

is over? We decided to find out.

Melanie Kathke, 29, Service
Operations Consultant, with the

Vaillant Group since September

2014

grew up near the Vaillant Group's

headquarters in Bergisch Gladbach.

For that reason | feel a connection

with the region and | wanted to come

back and find a job here after | fin-
ished my studies. | had a look around to
see which employers in the area | might
be interested in working for. It was im-
portant to find a company that shares my
values.

Having worked for various joint-stock
companies as an intern, | hoped that a
job with a family-owned company would
be different. | hoped that the company
would have a less short-term focus and
that employees would be treated more
like valued individuals. And it really is
like that: the atmosphere here is much
friendlier and more open. What's more, |
was instantly given the chance to support
the Green iQ project, which is one of the
most exciting initiatives in our industry. |
believe that digitalisation and the possi-
bilities offered by connectivity in the area
of services are fascinating topics. There
is huge potential there. Every kilometre

that the customer service agents don't
have to travel — thanks to remote ser-
vicing — saves on resources and protects
the environment.

Of course, nobody’s perfect, and some
improvements could still be made. A
family-owned company should make it
easier for its employees to plan their lives
together with their employer and achieve
the best possible work-life balance dur-
ing the various phases of their lives. Take
the concept of lifelong flexitime ac-
counts, for example. There are always
phases where people work a lot. That
could be balanced out if they took a break
at other times in order to recharge their
batteries. The day-care centre in Remsc-
heid is a good initiative but | think more
could be done here as well —for example,
there could be family rooms so that in an
emergency employees could take their
child to work with them. Or telecommut-
ing could become an even more accept-
able option. | think it would also be good
if the canteen sourced some products lo-
cally and tried to use more organic ingre-
dients.

And responsibility is an important point
for me: a company must take on respon-
sibility for its activities — from production

Employees’ views

to operations to waste disposal. And for
its employees and people who live near-

by.

| see that often here, both on a large
scale and on a smaller scale. For ex-
ample, our department decided to get so-
cially involved and do something similar
to the SOS Children’s Villages partner-
ship, but with a local focus. In the end |
found a children’s home in Solingen that
takes in children and teenagers who can-
not stay with their families. After speak-
ing with the manager, we decided to or-
ganise a trip to the Odysseum adventure
museum in Cologne and we collected
money to pay for it. Since the museum
has science-related exhibitions, we man-
aged to create a few fun links between
the initiative and our company. It was a
great day. The three of us from Vaillant
who attended saw how pleased the 15
children and teenagers were that some-
one had shown an interest in them. We
were really moved by this and it gave us
food for thought. We are trying to set up
a long-term partnership with the chil-
dren’s home — very cautiously, taking
into account the children’s needs.
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Tim Richter, 41, Head of Group
Design, with the Vaillant Group
since June 2014

fter | had worked in China
for eleven years | wanted to
return to Germany, prefer-
ably to work for a fam-
ily-owned company. | was

looking for an employer who could offer
me what | wanted for the next stage of
my career and | searched for quite a
while. The Vaillant Group job ticked all
the right boxes. | wanted to design
long-lasting products and work for a
company that thinks in the long-term -
one that thinks sustainably. In this re-
spect, sustainability played a role in sev-
eral different senses. Heating and climate
systems are an ideal field, of course. The
company'’s technologies are exciting and
future-oriented. The systems have a long
product life span, so the design must be
just as sustainable and long-lasting.

After | had been here a while | really
began to appreciate the company’s em-
ployee policy. | met a lot of colleagues
who had been working here a long time,
were very content and identified with the
company. But, on the other hand, the in-
frastructure at the Remscheid plant isn't
as good as it could be. Some parts of the
building are really old and there are lots
of long corridors, especially in the pro-
duction area.

| would like to see a bit more willingness
to take risks with premium products and
innovation. From my point of view, as a
designer, | think we need to take things a
bit further, be braver and take a more fu-
ture-oriented approach.

Take our fuel cell system, for example.
It's a really advanced product, but from a
design perspective it isn't clear that this

is a flagship technology. We could em-
phasise this; we could highlight how in-
novative it is. That would mean improv-
ing the product’s appearance, but also
how the user interacts with it. We are
working on this. Because design is like
an ambassador for a brand. We commu-
nicate the brand’s values through design.
We designers aren’t just here to make
things look pretty. We bring specialist
technical expertise to the table and our
ideas combine the requirements of the
development department and those of
the manufacturing department.

Of course, we industrial designers al-
ways have environmental topics on our
agenda as well. Even during our studies
we are encouraged to design products
that are environmentally friendly and so-
cially responsible. Design must be
long-lasting and sustainable. The user
must enjoy having the product around
for a long period of time. But there are
many more additional aspects that are
important for our work. They include ma-
terials and their composition: we don't
want valuable resources to be lost in the
end; we want them to be reusable. We
also research materials that could poten-
tially be interesting for us in the future.
When I'm given a design order, | also
think it is very important to talk to the
customer about how the product should
be constructed and how it will be operat-
ed.

In my view, the Vaillant Group is well on
its way to becoming a green company.
The cornerstones are there, in terms of
strategy, projects, products, staff man-
agement and communication. We're al-
most there. We just need to be a little
braver, a bit more radical in a couple of
areas in order to redefine and anchor our
position as a really green company. I'm
sure the design department can make a
contribution to this goal.




In terms of being*a really green
company, the Vaillant Group is almost
there. We just need to be a little braver,
a bit more radical in a couple of areas.

Employees Employees’ views
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Anna Augustyniak, 34, Marketing
Specialist, with the Vaillant Group
Poland since February 2014

did a lot of research into the Vaillant

Group before | applied: | learnt about

its vision, values, attitudes towards

customers and employees, products,

customer feedback and | even read
Polish- and English-language press cover-
age of the Group. | have twelve years’
work experience and was previously
employed by a large Japanese company
in the heating and air-conditioning tech-
nology sector. | like technical products,
especially in the areas of heating and
ventilation. They are things we really
need and they define our everyday lives.
People tend to hold on to these products
for a long time; they're not passing fads
that are here today and gone tomorrow.

My tasks as a Marketing Specialist are
quite varied. There are twelve of us in
the team. | am responsible for product
communication, print and online adver-
tising, search engine marketing, market
research and events. I'm always in close
contact with our product managers. |
immediately felt at home here and | like
the atmosphere in our team. I'm happy
with what I'm doing. The employees in
the Polish sales company are valued.
You can see that this is reflected in the
budgets for things such as workplace

v
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safety, health services and team activ-
ities.

When | decided to take the job with the
Vaillant Group, the idea of sustainability
didn’t feature as a criterion. It's not a
very popular term in Poland. Sustain-
ability isnt really a big thing there. Only
a few companies are interested in it and
they are mostly in the food sector. But |
live in Warsaw, a buzzing capital that
has changed a lot in recent years.
There's a young, urban generation here
that is searching for a healthy lifestyle
that makes a healthy work-life balance
possible. These people do think about
the products they consume. They con-
sider a product’s energy efficiency and
other advantages, as well as the com-
pany’s reputation. | see that reflected in
my friends’ behaviour; they research
very thoroughly. | think that environ-
mental aspects, above all, are growing
in importance and a trend is developing
here.

But in spite of all this, there is not much
of a focus on sustainability within our
industry in Poland. More attention is
being given to the green aspects of
products, though, in terms of energy ef-
ficiency or the use of renewables. | have
learnt a lot about sustainability from the
Vaillant Group — what it means and what
it involves — by reading publications,
intranet articles and project e-mails.

out oury \
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Sustainability is becoming increasingly
important for my work in marketing.
The Vaillant Group is well positioned in
this respect. Our products are efficient,
low in emissions and innovative. The
Vaillant Group is very good at communi-
cating its sustainability efforts — particu-
larly within the company itself. In Po-
land, 1'd like to see the company make
more of an effort to spread the word to
the general public, particularly regard-
ing environment and society. We could
use this topic to differentiate ourselves
from the competition even more in the
Polish market — by advertising our sus-
tainability messages via different chan-
nels, for example.

I think it's very important to have an em-
ployer that is involved in social projects
and thus demonstrates an interest in so-
cial responsibility as well as business —
it shows that the company has a heart. |
am responsible for the partnership with
SOS Children’s Villages in Poland and |
keep in contact with the organisation.
Our partnership involves exchanging
out-of-date heating equipment for new,
efficient systems and it helps the vil-
lages to reduce their heating and energy
bills. My parents brought me up to help
other people. It feels good to know that
the company | work for has the same ap-
proach.



Michael Zeddies, 44, Head of
Group Production Engineering, with

the Vaillant Group since June 2014

efore | took this job | worked

for a US shareholder-owned

company and before that | was

employed by two family-owned

companies. There is a notice-
able difference between the two owner-
ship structures. That's why, this time
around, | consciously looked for a com-
pany that was backed by its owners. My
experience has shown that this kind of
company model is more sustainable —
this kind of firm takes a different and
more sustainable approach to defining
its strategy for the future. This applies to
topics such as corporate culture, in par-
ticular the way in which employees are
treated and products.

To be honest, the sustainability pro-
gramme didn't really play a major role in
my decision to work here. S.E.E.D.S.
wasn't really on my radar. After my inter-
view | came back for an induction visit
and was given a quick tour of the Remsc-
heid plant. That was when | noticed that
the company places great importance on
ergonomic workstations. And the pro-
duction department seemed modern and
lean. The idea of lean structures isn't
necessarily something you’d associate
with sustainability straight away, but, of

66

course, lean production is about conserv-
ing resources as well as saving money.

As time went on, it became increasingly
clear to me that the sustainability pro-
gramme S.E.E.D.S. constantly provides
inspiration, especially for measures that
save resources. Off the top of my head,
there's the energy-monitoring system,
the photovoltaic installations and the
lighting management scheme. A very
positive thing about sustainability initia-
tives is that if something is done to make
manufacturing more sustainable, it can
have a knock-on effect on other return on
investment targets too. | had never seen
that at any other company before. You
can see it with energy recovery systems,
for example. In the Vaillant Group we are
always being encouraged to consider
“green” aspects like this.

However, in my area — production organ-
isation — | must say there is a focus on
lean production because it can optimise
costs and efficiency. Sustainability-re-
lated aspects do also play a role —a minor
one. But it's something we plan to give
more attention to. We need to take the
next step here and link “lean” and
“green”. The challenge is to make sus-
tainability a major aspect alongside lean
production.

The Vaillant Group is managed sustain-
ably, particularly in the area of human re-

Employees Employees’ views

sources, and my first impression was
correct. The focus on workplace ergo-
nomics in the production department is
exemplary — and money has also been
spent in this area. In the area of employ-
ee development and training opportun-
ities — particularly for high-potential em-
ployees —the Vaillant Group is already far
ahead. | feel that employees are valued
here.

In order to really be a green company,
sustainability must be integrated into all
aspects of our work; we need a green
corporate culture. This involves setting
standards that are followed and respect-
ed by everyone, although management
has the special task of acting as a role
model for this culture. Culture is more
than just one initiative or a series of indi-
vidual attempts. It means taking into ac-
count green aspects for every decision —
it's not just something that is nice to
have. The Vaillant Group is moving in the
right direction in this respect. But there
is still plenty left to do to achieve an over-
all green culture. One example is the
fleet of company cars. | have the impres-
sion that Vaillant has too few environ-
mentally friendly cars on the road. If we
want a really green, responsible com-
pany, this must change.
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Dr Frank Steineke, 45, Head of
Human Resources for Central

Europe, with the Vaillant Group

since July 2013

was initially contacted by a headhunt-

er. As is the case with all queries of

this kind, | researched Vaillant online

to find out about the company and the

position. | didn't find anything nega-
tive. The reports were positive. | quickly
found out about the S.E.E.D.S. pro-
gramme, since it was mentioned quite
prominently and authentically. It was ob-
viously one of Vaillant's areas of focus.
| was impressed that a traditional com-
pany — a family-owned company — was
paying so much attention to the topic of
sustainability.

When | came to make a decision this was
definitely an important criterion, because
sustainability is relevant to the employ-
ees and to society. Since | was consider-
ing a leading HR role with Vaillant, it was
very important that the company demon-
strate an interest in these topics. | hoped
that it would be possible to really make a
difference here in the area of HR. | had
worked in companies that focused on
other issues. And it showed - for ex-
ample, the budgets for HR work were not
always available. | expected things to be
different at Vaillant. And they were. The
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employee policy topics that we deal with
in my department can only really be ad-
dressed because they are part of the
strategy and are considered an important
investment in our sustainability as a
high-tech company.

When | started, the Hoppelhasen day-
care centre had just been built, the health
centre had been opened and a talent
management process had been launched.
These are all things that | believe are
necessary for sustainable HR: ensuring
that our employees stay healthy and that
they have opportunities for development
— if they want them. And | was quickly
asked to develop an HR strategy based
on the company strategy. This showed
me that the topic of HR is considered es-
sential and the company recognises that
it can only be successful if it invests in its
employees.

There is still quite a bit to do before we
can say that the company is completely
sustainable. In the HR department we
are currently working on a new car policy
that rewards employees when they
choose a particularly energy-efficient
model. In addition, we still produce a
considerable amount of waste in the of-
fices; I'd like to see a completely paper-
less office. Perhaps we've reached
around 60 per cent. They do say the last
part is always the most painful.
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Sustainable HR: what does that
mean for you, Mr Steineke?

Above all it is about ensuring that our
employees like working here. That

is described in one of the S.E.E.D.S.
objectives: to be an employer of choice.
A huge challenge for us in this area is
demographic change, which is much
more far-reaching than the threat of a
shortage of skilled workers you often
hear about.

To what extent does demographic
change pose a challenge?

We want solutions so that employees
want to continue to work for our com-
pany until they are 67 or older — and
are actually able to do so. Our industrial
jobs can be so physically demanding
that it really is not possible for people
to keep doing them until they are 67 or
older. But in our manufacturing plan-
ning we are looking at a new system that
takes into account ergonomic aspects
when planning production lines.

Are there any further aspects?
Yes, quite a few. There's the topic of em-
ployee development. A lot has happened
in this area, thanks to the training pro-
grammes myWay, myAcademy and my-
Choice. We are working on establishing
staff management programmes that are
geared to the different phases of the em-
ployees’ lives in order to better support
them. It would involve working-time
models, including a model geared to dif-
ferent life stages for employee benefits.
guld cover various areas, such as
ily, continuing professional
g.pension schemes. But
to provide
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Dr Andree Groos began his career at the Vaillant Group in 2002 as an Assistant
to the Management Board. He was 28 and had just completed his PhD. His

career path is both unique and exemplary. And thanks to targeted support from
Vaillant Group managers he is now Managing Director of Vaillant Germany.
In October 2015 he will become Vaillant Group Managing Director for
Marketing, Sales and Service.




hings moved quickly after

Andree Groos applied to

Vaillant: “l was handed my

employment contract straight

after the second interview.
This mentality of getting things done
and making clear and quick decisions is
typical of the Vaillant Group,” he ex-
plains. At the Vaillant Group's headquar-
ters in Remscheid he had the opportun-
ity to prove himself right from the very
beginning.

Since he joined the company in 2002, the
Vaillant Group has experienced huge
growth. Yet despite its current size, the
hands-on company culture has still been
retained, says Groos. When he joined the
company, there was a great sense of a
new beginning among those who worked
there: the takeover of the Saunier Duval
brand group had only just been complet-
ed and there was a strong push for inter-
nationalisation. “I find it fascinating that,
even today, the new corporate direction
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has not affected the company’s strong
local roots.” Groos quickly worked his
way up the ladder in the Vaillant Group.
“Right from the outset, | was given the
opportunity to take on responsibility — for
example, through special tasks or within

the scope of demanding projects. As the
company is centrally managed here in
Remscheid, you can quickly make a
name for yourself.” Without having to
worry about making mistakes. The com-
pany places great importance on the idea

e
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that people learn from their mistakes, re-
ports Groos, and he has experience of
this himself. “Of course, you should try to
only make each mistake once,” he laughs.

Although Groos' career progression is a
particularly spectacular example, sup-
porting and promoting young talent is
something the company does systemat-
ically. There is a range of individual train-
ing measures available for junior col-
leagues. As a young assistant to the
management, Groos also benefited from
these.
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he Vaillant Group also pro-
vides support to employees
in more senior positions: “I
still make regular use of the
coaching sessions for man-
agers. | always benefit from that.” Groos'
personal development has taken him
from a job as assistant to the manage-
ment, via various management positions,
to his position as Managing Director of
Vaillant Germany. He has held this pos-
ition since 2009. In 2010 he increased his
scope of responsibility once more. He
took on the additional role of Regional
Director of Sales, Marketing and Service
for Central Europe and in October 2015
the next step will follow: he will become
Vaillant Group Managing Director for
Marketing, Sales and Service. His suc-
cessor — the new Managing Director of
Vaillant Germany — will be Dr Tillmann
von Schroeter, who has been with the
Vaillant Group since 2006.

Dr Groos has now been with the com-
pany for well over a decade, thus com-
plying with the rule of thumb: those who
come to the Vaillant Group stay here.
Work anniversaries, including 25th and
even 40th ones, are almost an everyday
event.

After more than 140 years as a fam-
ily company, continuity is part of the
Vaillant Group’s DNA. It is a family-
owned business with employees from
successive generations and practised
values such as entrepreneurship, trust,
integrity and passion. It is traits like
these that make the Vaillant Group a
community.

Groos has long settled into his new home
town, even though it was not easy at first.
“I have a passion for skiing and in Inns-
bruck, where | did my doctorate, | could
be on the slopes in virtually no time at all.
It's not as easy here in the Bergisches
Land region as it was in the Alps,” he
says. But he has found a new passion:
“Here in Bergisches Land I've discovered

mountain biking. With its low, forest-
covered mountain ranges, the region is
almost made for this sport.”

The father of three values his daily rou-
tine. After he has taken his children to
school, his working day begins at 8.30
a.m. with a management team meeting.
His first appointments are usually at 9
a.m. He regularly travels to Austria, Switz-
erland and Scandinavia. His role also re-
quires him to represent the company by
giving lectures at universities and
taking part in discussions and debates.
The main topics are climate protection
and sustainability.

“Sustainability is a core objective of the
Vaillant Group. It is a theme that can be
seen in all of our activities and it defines
our products — by which | mean the en-
tire life cycle of every product. As | feel
very strongly about this topic, | am even
more committed to it. Our products not
only fulfil the basic need for heat and hot
water, they do far more — for example, by
helping to protect the environment with
their high efficiency and sustainable pro-
duction.”

Of course, sustainability is about far
more than just environmental protection;
it also means taking responsibility for so-
ciety and for employees. One example of
this is the company’'s family-friendly
stance: young parents can reduce their
working hours in a flexible way, take time
off or leave their children in the Hoppel-
hasen day-care centre, just a short walk
from their place of work.

As a father, Groos appreciates the struc-
tures and programmes that are in place,
but also the small details: “The company
does little things for families that are
great. It hires a theatre in Remscheid
every year and throws a Christmas party
for employees with children. And every
baby born to a Vaillant employee re-
ceives a cuddly toy hare.” The Vaillant
Group is a family company in every sense
of the word.
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DAY-CARE CENTRE

In October 2013 the Hoppelhasen day-care centre
opened its doors for the first time. The Vaillant Group
spent around half a million euros on completel
modernising a former kindergarten, transforming it
into a wonderful place for children to learn and play.

HOPPING

HARES

AND BERGISCH

LIONS




Feeding time at the
day-care centre

he Hoppelhasen centre (German for “hopping hares”) is now staffed by

seven educators. They are responsible for two groups, each comprising 15

children aged from six months to six years. There is a lot of demand for

places, since the centre has several advantages in addition to being close

to Vaillant’s Remscheid headquarters: long, flexible opening hours, child-
care during the holidays and a comprehensive programme of activities all year round.
But what do the children who attend the centre think of it? Is there anything they like
about it in particular? We asked two experts: Paul Schulz, aged five, Facility and
Exterior Area Manager at the centre, and Mina-Lieselotte Thomas, aged two, Head of
Music and Motion.

It is 7.40 a.m. Paul Schulz watches from his car seat as his mother

manoeuvres the car into a parking space in front of the day-care centre.

"Yes, this is a good spot. I'll be able to see our car from the play area.”
Paul’s mother usually leaves her car in front of the centre in the mornings,
since she works very close by. “With the hares,” as the five-year-old tends
to say.

When his mother says goodbye, Paul calls after her: “Come a bit later
today. | want to play football afterwards and go on the tricycle!” As
Petra Schulz, who works in the Vaillant Group's strategy department,

sets off on the five-minute walk to her office, Paul gets ready for an excit-

ing day. Because he is one of the oldest children, he is allowed to start the
morning by helping to set the table for breakfast. Half an hour later the 15 children
from the “Hasenhitte” group (German for “rabbit hutch”) are sitting together and
talking about their plans for the rest of the day. At the subsequent management meet-
ing outside there is a lot to get through. As is the case every day, the swings, climbing
frame and slide all need to be checked for proper functionality. In the middle of the
play area there is a statue of a Bergisch lion that needs to be climbed on and fed. The
mud facilities also need to be tested. And then there's the kitchen garden that was
recently planted behind the centre: it needs to be tended to by the responsible project
managers. In addition, of course, the group needs to make time to exchange ideas
with the 15 children in the other group, which invariably leads to a stimulating discus-
sion. At 11.15 the staff take all the children back inside and many activities have to be
put on hold until the follow-up meeting that afternoon.

Employees Day-care centre
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Paul is looking forward to lunch. “There are often
things I've never had before. | like trying them and |
usually like the taste,” says the five-year-old. “And we
mainly eat fruit and vegetables from here. They’'re grow-
ing outside right now.” At 12.30 the lunch break is over
and the younger Hoppelhasen members’ scheduled power
nap begins. For Paul and the older children it's time for some
creative work. “We usually do something quiet like painting or
crafts —1I'm good at that. Or we try out a new game.” When the young-

est children have woken up again, they all go outside, even if the weather is bad.

“1 think it's good that we have really little ones in our group who we can help, because
there are lots of things they can’t do as well as the big ones,” says the young manager.
The operating company, KitalConcept, follows a “family structure” which focuses
specifically on mixed-age groups. It lets the older children take on responsibility and
gain self-confidence, while the younger children can watch and learn.

Like two-year-old Mina-Liselotte, for example. She has attended the centre since she
was eleven months old. When it's time to go outside, she insists on putting on her coat

Putting work
equipment to
the test
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and shoes herself, just like the big children. She is already quite good at it, but process
optimisation is occasionally necessary, for example, when her left shoe ends up on her
right foot. She is also part of the team of auditors responsible for checking that the
mud facilities are up to standard. Most days she throws herself into this work — quite
literally — much to the delight of her mother, Katja Uffing-Thomas, who works in the
products and services department at Vaillant Germany's sales company and often has
to wash three sets of Hoppelhasen workwear in the evenings.

Mina loves going on the swings and her favourite activity is playing football with the
bigger boys. As a left-footed player, she always ensures that the games are full of
surprises. But Mina gives highest priority to her music garden workshop, which takes
place every two weeks. The children are encouraged to develop their awareness of
music and use instruments. “It's really fun because | like the sound of the music
and | love moving,” says Mina (or words to that effect). After so much hard work,
the two-year-old likes to take advantage of the opportunity to take a daily
power nap after lunch — but only if she doesn’t have a high-level technical
discussion scheduled with a colleague.
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SOS CHILDREN'S VILLAGES
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At the SOS ChiIdren’s_\/ill_agej_s5 children and teenagers are given a new
| home —and the feelin of security that they need. As a heating technology
partner, the Vaillant G roup ensures that the V|Ilages are well heated
This year the company was malnly actlve |n |ts home country, equipping
three Children’s Villages in Germany W|th heatlng system_s_‘_ e
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¥ Growing up full of fun: sister
and brother Tamara and Luca
live in the SOS Children’s
Village in Worpswede.

- 1In the last 50 years, 400
children have grown up inthe
village.

SOS Children’s Villages

uca and Tamara are making

pots. Deep in concentration, the

three-year-old and his five-year-

old sister squeeze the damp clay

into shape. Finished. Now it’s
time for them to wash their hands. Na-
dine Polenz turns on the tap. “Warm!”
Luca exclaims happily as he tries to
scrub his hands clean.

Warmth is important, but it is not some-
thing all children can take for granted.
Luca and Tamara live in the SOS Chil-
dren’s Village in Worpswede. Like the
other 65 children and teenagers who cur-
rently live here, they cannot be brought
up by their families for various reasons.
Trained educator Polenz has taken on the
role of their mother at the village. The vil-
lage is divided into household groups:
small family-like units in which the young
residents receive the warmth and secur-
ity they need. 400 children have already
grown up in the village, which is near
Bremen.

As old as the village

In 2015 the village is celebrating its 50-
year anniversary. That is how old the
buildings and facilities are; the boiler
that was in use until recently was in-
stalled in 1987. The village’s heating sys-
tem desperately needed to be updated -
and that is where the Vaillant Group
came in. The company replaced the old
heating system and its two completely
outdated oil boilers with a modern, high-
ly efficient gas-fired condensing boiler
cascade. This work was all performed
within the scope of Vaillant’s partnership
with SOS Children’s Villages Worldwide,
which has been in place since 2013.
Worpswede is the third SOS Children’s
Village in Germany that Vaillant has
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SOS Children’s Villages

equipped with new heating

technology. But the Vaillant (=

Group has also delivered on its V
promise in other countries, pro-
viding new, urgently needed sys-
tems in France, Belgium, Croatia, Po-
land, Romania, Russia, Hungary,
Ukraine and China as an exclusive heat-
ing technology partner.

Taking on social responsibility

For the Vaillant Group this is a matter
close to the company’s heart: “In the
areas where we do business we would
also like to take on social responsibility,”
explains Dr Andree Groos, Managing Di-
rector of Vaillant Germany. In Germany,
the existing systems are to be replaced by
energy-efficient heating technology by
2018.

“We aim to use our technology and our
expertise to make a difference. We want
to make a contribution — and do more
than just hand over a cheque. Here, in the
SOS Children’s Villages, we can help,”
stresses Groos, who travelled to Worp-
swede in person to learn more about the
village and meet its young residents.

No money for a new heating
system — until now

The manager of the village, Joachim
Schuch, was delighted with the new heat-
ing systems. “The heating systems could
be regarded as a symbol of what the SOS
Children’s Villages do: we radiate
warmth.” The systems urgently needed
to be replaced but money was too tight
because the organisation is funded by do-
nations. “We simply didn’t have any
spare money for the equipment we so
desperately needed.”

The new heating systems were installed
by the specialist partner company Hen-
ning Meyer, which is based nearby in
Lilienthal. In the deep of winter the fam-
ily-owned company installed the state-of-
the-art system at the Children’s Village
without the residents even noticing what
was going on. The Henning Meyer team
were happy to do without a profit margin
on this occasion. As a regional company,
they wanted to make their own contribu-
tion to the children’s charity.

A partnership that radiates warmth
“Of course, all the employees were en-
thusiastic about the project. Our compa-

ny has even had a trainee who
grew up in the Worpswede
%, Children’s Village. Our sup-
pliers are also committed to
helping SOS Children’s Villages

and some of our industrial customers
have already partnered with the organi-
sation.

Andree Groos is delighted at how the
project has turned out: “The great thing
about this partnership is that it’s not just
with the Group: our partners, including
both specialist companies and whole-
salers, are also involved.” The company
Henning Meyer provided an enormous
amount of support. Their job involved
connecting five ecoTEC exclusiv boilers
in a cascade to a local heating system
for all 16 houses. In order to save on re-
sources, only as many devices as are
needed are switched on, and they are
selected at random.

Every child should grow up as
part of a family

The first SOS Children’s Village was
founded in Imst, Austria, in 1949. Her-
mann Gmeiner, a medical student, came
up with the very simple but significant
idea that “Every child should grow up as
part of a family — loved, respected, sup-
ported and protected.” First of all many
thousands of children orphaned during
the war were given a new home and
a new family in the SOS Children’s
Villages. Nowadays the villages take in
children from broken homes or from
families that need help, as well as
people with disabilities who want to live
independently.

Over the past 50 years, the work in the
SOS Children’s Village in Worpswede
has changed a great deal, as have the
requirements for space and equipment.
“Our work has been transformed just as
much as the image of the family in soci-
ety has. There used to be twelve trad-
itional families in the village, but today
there are just nine. But now we also
have other structures, such as assisted
living and household communities, in
which we provide specific therapies as
well as love and security,” explains
Schuch.

N Bringkthe water: Luca
helps cl up and is grateful

for the warm water.

L




SOS Children’s Village S|l

N Sweet gift: at the celebration to mark the official handover of the new
heating system, Dr Andree Groos (fourth from left) presented the children
with a Vaillant hare and a boiler-shaped cake.

The Vaillant Group actively
supports SOS Children’s Villages
around the world

The Vaillant Group's partnership with SOS Children’s Villages Worldwide is in
place in all the countries where the Vaillant Group operates. Last year, too, our
national sales units provided support, swapping outdated heating equipment
for modern, highly efficient systems. In Romania and Poland, for example.

And our first project in China has now been completed. In November — just
before winter set in — the 17 houses in the SOS Children’s Village in Chengdu
were fitted with heating systems. In addition, as part of the roadshow to cele-
brate the 140th anniversary of the Vaillant brand, the employees collected
books for SOS Children's Villages. These were handed over personally
by Country Director Weidong Wang in Lhasa, Tibet, the day before the
new branch office was opened.
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Excitement in House 9

Tamara and Luca have found a new home
in the Children’s Village family in House
9, where they live with Ann-Kathrin and
Jaqueline, their village “mother”, Nadine
Polenz, and her own daughter, Nalia. This
week has been quite exciting. Two days
before the new heating system was offi-
cially switched on, it was Mothers’ Day.
The children made a present for Polenz,
took her breakfast in bed and put on a
show for her. It was natural that they
would want to celebrate with her. After
all, “Nadine is here for us every day,” says
Jaqueline. Polenz has worked as an SOS
Children’s Village mother for a year.
Mothers’ Day is very gratifying for her.
“On days like this I get a lot back from the
children,” she says. Her work is challen-
ging, tiring and has its ups and downs.
“The children that live here have often
had very difficult experiences. Conflict,
sadness, anger, aggravation —it’s all mag-
nified for these children,” explains the
30-year-old.

She would like to remain village mother
until the youngest child — Luca - has
grown up and moved out, so that the chil-
dren do not have to cope with another
broken family. Polenz also believes that it
is important to teach the children that
they can make something of their lives. “I
was adopted myself. I went to a
Hauptschule [a school which takes pupils
up to lower secondary education and
gives them a school leaving certificatel
then I had a baby at 17, but I still man-
aged to make something of my life,” she
says proudly.

Support that has a lasting effect
Transitioning to adulthood is not easy for
the teenagers from the SOS Children’s
Village. The Vaillant Group would also
like to help in this area, since the partner-
ship is about much more than just heat-
ing technology. Groos: “We would like to
help the teenagers by giving them the
opportunity to do internships or trainee-
ships. The employees have had a lot of
ideas, such as providing help with job
applications. We have noticed increas-
ingly that employees are keen to get in-
volved and even give up their free time to
do so. A movement has really developed
within the company and lots of people
have joined in.” As long-term partners.

I

—> Serial efficiency: the specialist
partner Henning Meyer carried out
the professional installation of a
cascade of five ecoTEC exclusiv
gas-fired condensing boilers.

Y The heating system now serves all
16 buildings at the SOS Children‘s
Village in Worpswede.




Frederik Lippert, Senior Manager Corporate Communications, is
responsible for the Group-wide partnership with SOS Children’s

Villages Worldwide.

->Mr Lippert, how did the part-
nership between the Vaillant
Group and SOS Children’s Villages
Worldwide come about?

<We were looking for a flagship project
in the area of social commitment that
was in line with our CSR strategy when
we received a report from Hungary. Our
colleagues there had provided help to
the SOS Children’s Village in Battonya
when its heating system broke down just
before the weather got cold in autumn
2011. Our colleagues responded quickly
and organised everything. The project
was a great success — so much so that
we had the idea of turning this one-off
event into a larger project. We then held
talks with the organisation, sounded out
joint targets and, finally, signed a five-
year contract.

—->What exactly does the
partnership entail?

<The partnership is based on two
pillars. The first of these is a Group-
wide agreement that makes us the
number-one partner for the provision of

heating technology. The national sales
companies implement the agreement in
their own countries in the form of local
projects. The focus is always on heating
technology. However, we can offer other
forms of support as a second pillar, too.
We do not want to work on a one-off
project that is just a flash in the pan;
instead we want to use well-established
technological support to lay the founda-
tions for a long-term partnership.

~>How does the partnership fit

in with the Vaillant Group’s CSR
strategy?

&It fits in perfectly. In our core busi-
ness, we can provide support with our
products and expertise so as to specific-
ally promote climate and environmental
protection. Our CSR strategy defines
target groups, fields of action and tools
for social engagement. As a family
business, the Vaillant Group consciously
focuses on families as well as education-
al and social institutions. SOS Children’s
Villages Worldwide meets our manda-
tory eligibility criteria perfectly.
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—->What are the next steps for the
project?

<The next large-scale projects will be
in Italy, Poland, Russia, France, Hun-
gary, Macedonia and Spain. People in
the different countries come up with a
lot of their own ideas, too. For example,
they include job-application training for
teenagers living in the SOS Children's
Villages or sponsored runs and other
leisure activities.

—>Where exactly do these ideas
come from?

<The great thing is, they come from

all over the place. We're realising more
and more that this strategic decision to
support the SOS Children’s Villages has
really hit the mark. That applies to our
employees, but also our specialist trade
partners — in all countries. The Vaillant
Group is a traditional family-owned
company, just like most of our specialist
trade partners. That is why we are so
willing to help children and contribute
to giving them a good future. For us,
that is key.
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You have to do crazy things to stand out — with thi§ in mind
the Vaillant Group sent the German ultrarunner Friedhelm
Weidemann to Antarctica as part of the Vaillant initiative
“Places'worth protecting”. Amid temperatures of =20 °C
the ﬁ;perienced marathon runner battled icy fall winds and
/ 'frgz'en sweat in his shoes. His mission? To draw attention
one of the most beautiful and at-risk parts of the world.
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e feels as though the roar of

the plane’s engine is still

ringing in his ears. The con-

trast between his noisy jour-

ney and his current sur-
roundings could hardly be greater.
There is absolute silence here — no cars,
no birdsong, no children’s voices. Just
nature and endless space. Weidemann
is completely overwhelmed when the
plane drops him off at the 79th parallel
south. He is immediately captivated by
the uniqueness of the landscape. He
says he feels like an “ant on a lonely
planet.” The loneliness and vastness of
the Antarctic’s icy wilderness are diffi-
cult to grasp for someone from central
Europe.

Biting wind and icy temperatures
Nine kilometres further, at the foot of
the Union Glacier, is where the Antarctic
Ice Marathon will start, in the coldest,
windiest and also sunniest place in the

world. It is almost 1,000 kilometres from
here to the South Pole. It is not the place
for people who like to sit at home play-
ing FarmVille on Facebook or only run
indoors on a treadmill. For several days
the run is postponed due to bad weather
and wind speeds of up to 80 kilometres
per hour. But at least Weidemann has
some time to get used to the special
conditions in which he will be compet-
ing. They are certainly unusual: at the
end of the race the participants must
bring every scrap of paper, every morsel
of leftover food and even the waste
water from the showers and toilets and
any dirty snow back with them. It must
not be left in Antarctica. And, unlike at
most marathons, the participants will
not be leaving piles of paper cups,
banana skins and energy bar wrappers
in their wake. “Everything — and | mean
everything — will be transported back to
the mainland afterwards,” explains Wei-
demann. He is running to prevent cli-

mate change and his environmental
footprint also has to be as small as pos-
sible.

Frozen toes and eternal happiness
After five days of waiting it is finally time
to get started. At 2 p.m. local time the
starting shot is fired for the world’s
coldest marathon. The sun is shining
and the camp is fairly quiet. But there is
a freezing wind blowing outside. Weide-
mann has to deal with a headache, fro-
zen toes and the fact that there are no
cups to drink from at an unmanned re-
freshment stand. After he has run half of
the course he has to change his clothes
— otherwise the frozen sweat from his
own body will inevitably lead to a dan-
gerous case of frostbite. Even if it is not
easy to drink in this weather, he is
obliged to take in fluids every seven
kilometres in order to prevent dehydra-
tion. That is because he is still sweating
— even at —20 °C. After almost six and a

As a heating technology specialist, Vaillant considers
itself part of the solution to global climate problems.



half hours, Weidemann is the 18th run-
ner to cross the finish line. He doesn’t
care that he will now have to thaw his
frozen toes in a warm bath. Hours later
he still cannot quite believe what he has
achieved. He keeps repeating one
phrase: “Amazing!” Even for a hardened
runner like Weidemann the feeling after
a race is incredible. “That was definitely
the slowest, but also the most beautiful
marathon that I've ever run,” he says.
“It's difficult to think of many other
places where it is more obvious what a
great responsibility we have for this
planet.”

Running around the world

Weidemann has clocked up an impres-
sive number of miles on foot: to date he
has completed 279 marathons and ultra-
marathons. He is a father and has run
6,000 kilometres with a jogging buggy
alone. Bad weather, steep inclines and
dark tunnels do not faze him at all. In

the past he has run 82 kilometres
through the Moroccan desert, run
a course with over 8,000 meters of ele-
vation gain at the Grand Raid de la
Réunion and crossed Death Valley in
California when the outside temperature
was 53 °C. He completed the Elbtunnel
Marathon, the world’s only under-
ground marathon, took part in the Em-
pire State Building Run-Up and won a
place in the Guinness World Records
thanks to the marathon he ran on the
QE2 ocean liner. His ultimate goal is
to join the Seven Continents Club. Its
members have run marathons on all
of earth’s seven continents. Since
last November he has had the sixth
continent on his list.

Saving Antarctica from the
basement

As a heating technology specialist, Vail-
lant considers itself part of the solution
to global climate problems. After all, ef-

Climate campaign

ficient heating technology is one of the
biggest levers in the fight against cli-
mate change and the effort to reduce
CO, emissions. In Germany alone over
70 per cent of the 17 million heating ap-
pliances are outdated. This means that
almost three out of four boiler rooms
have the potential for highly efficient cli-
mate protection measures to be carried
out. That is why Vaillant launched the
“Places worth protecting” initiative last
year. The aim is to make people realise
how much we risk losing through cli-
mate change, thus raising awareness of
the great importance of highly efficient
technologies for the future of our planet.
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More than 2.33 billion euros in turnover in 2014; active in over 60 countries
worldwide. An industry leader in innovation and technology. That is the
Vaillant Group. But it is also much more than that. It is a company that
benefits from the expertise and passion of more than 12,000 employees.

For that reason, our staff play a major role when it comes to communicating

our sustainability activitié§
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t is like a family. Everybody makes

their own contribution and is allowed

to bring their own strengths to the

table. People do not always agree with
each other and sometimes they argue
vehemently about what the best course
of action is. This is how the new corpo-
rate film portrays the Vaillant Group and
its members. As a family company. The
idea behind the film is to describe what
the Vaillant Group, which has been fam-
ily-owned since it was founded, is really
like.

Over the centuries it has grown and be-
come a modern, international high-tech
company. The corporate structure is so-
phisticated, comprising eight brands,
and the products are made using state-
of-the-art technology. The company can

—
That's the way itisin a
family. Our impression
of what it's like to be a
family-owned company in
400 moving and inspiring
seconds.

The new Vaillan
website. Real st

incorporate multimedia and 4
get people interested in the

company, our values and

the issues that matter to

us. Optimised for all end

devices.

27575
-~ ’/t;lllu

be described using facts and figures, but
itis the people and their stories that truly
bring the company to life — both for our
members and the outside world.

These people’s motivation and enthusi-
asm also shine through on the new Vail-
lant Group website, which was complete-
ly revamped in 2014. The website is a
source of sound technical information
about the company structure and brands,
but the primary function of this central
digital platform is to be a tool for awaken-
ing people’s interest in the company, its
values and its topics. To do this we use
authentic stories that incorporate multi-
media: from the team of developers that
see the world through a green lens to the
British production employee who shows
a great deal of sensitivity in his work. We

t Group
ories that
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Communication

do this so that sustainability is not just a
buzzword, but something that can really
be experienced and understood.

The Vaillant expo, the brand experience
centre for Europe’s most well-known
heating technology brand, is another
way of capturing people’s imagination
and explaining the brand’s development,
its values and its technologies. Employ-
ees provide a personal introduction to
the brand. Visitors are invited to join in at
numerous points, thus casting aside their
role as mere onlookers to become a part
of the Vaillant expo. We also invite you to
learn about Vaillant's history and catch a
glimpse of the heating technology of the
future. Because the expo, which opened
in April 2015, is not a museum. It is part
of the family.
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Sustainability strategy

The Vaillant Group has combined all its sustainability activities into one strategic
programme. Under the name S.E.E.D.S., we set binding, verifiable targets in the
following fields of focus: Environment, Employees, Development & Products, and
Society. We develop specific measures based on these targets and continuously

monitor the results. Transparently and Group-wide.

RESPONSIBILITY AS A PRINCIPLE

or a high-tech company that develops envir-
onmentally friendly, highly efficient heating
technologies, addressing the complex sub-
ject of sustainability seems a logical step. Our
customers, in particular, have clear-cut expectations
regarding the energy and resource efficiency of our
devices. However, the guiding principle of sustain-
ability means more than just marketing particularly
energy-efficient products. It dictates that the stra-
tegic and operational decisions taken by a company
must always consider factors related
to sustainability. As such, the

Energy efficiency

CO, emissions

Administration

Production

Realised social
projects

Social criteria
in supply chain

Acceptance rate
of social criteria

Social
commitment

Logistics

Vision
and

basic question must always be asked as to what
direct and indirect effects a decision will have on
people and the environment—now and in the future.

Sustainability programme
S.E.E.D.S., which stands for Sustainability in Envir-
onment, Employees, Development & Products and
Society, identifies the strategic areas of focus that
the family-owned company is focusing on to make
its vision of sustainability a reality. These fields are
defined on the basis of a broad under-
standing of sustainability that

Water consumption

Waste accumulation

Vehicle fleet

Total

Travelling incident rate

Employees
satisfaction

Health Turnover rate

and safety

Sickness rate

Internal
succession

Employer of rate

choice

Average age

by suppliers ValES
Stakeholder
dialogues Development
& Products
Realised

stakeholder
dialogues and
interviews

SUSTAINABILITY COMPASS

Average
seniority



Strategic decisions

Sustainability strategy, initiation and management of activities, success measurement

Exchanges on best practices
and standards professional stimuli

S.E.E.D.S.-PROGRAMME

SEEDS

Strategic sustainability programme
ustainability in
nvironment
mployees
evelopment & Products
ociety

addresses the main challenges in our core
business. In this regard, the Vaillant
Group’s sustainability management de-
partment makes an important contribution
to ensuring the company’s success in the
long term. The department is part of Corporate
Communications, Sustainability Management & Pol-
itics and reports directly to the CEO of the Vaillant
Group. The team sets sustainability targets in close
consultation with the Management Board and the
individual operational units, systematically monitors
their progress and provides impetus for improving
company-wide sustainability performance. In addi-
tion, the Group-wide environmental management
system is also controlled centrally from here.

Sustainability bodies

Several sustainability bodies are involved with im-
plementing and developing the Vaillant Group sus-
tainability strategy. As the most important body, the
Vaillant Group Sustainability Board meets once a
year. This is made up of the Management Board
members, the sustainability management team and
key senior management representatives. This Board
discusses and makes all strategic decisions in the
field of sustainability. The sustainability manage-

WE SUPPORT

Operational implementation and

SUSTAINABILITY BODIES

ment team forwards these to the specialist
departments and initiates and manages
the sustainability activities. The depart-
ment provides support for the regular
Vaillant Group Sustainability Forums — the
environment forum, occupational safety forum
and regional forums. They discuss issues concern-
ing resource-optimised production processes, occu-
pational safety measures and programmes in the
different markets. In addition, sustainability-related
topics are also presented and discussed within other
specialised committees.

Global Compact

“As a family-owned company, we understand how
important it is to commit to sustainable business
practices. For this reason, we would like to take this
opportunity to once again declare our commitment
to the Ten Principles of the United Nations Global
Compact. Every year, we use this sustainability re-
port and detailed documentation that we publish
online to report on the progress that has been made
in implementing these principles into everyday
practices along the entire value chain.”

The Vaillant Group Management Board

Sustainability strategy
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Sustainability strategy

Review

Making an international high-tech company like the Vaillant Group more sustainable
is an ambitious task. That is why we drew up challenging sustainability targets that we
aim to achieve by 2020 - targets that require us to make a real effort. \We have put in
place a targeted process based on key figures in order to manage our performance.

METHOD IN OUR SUCCESS

anagement approach

We manage our sustainability perform-

ance using an established approach:

the classic control circle applied to cor-
porate management systems. On the basis of the
sustainability strategy ﬂ binding and verifiable tar-
gets @ are set for all four fields of focus in the
S.E.E.D.S. programme. For example, reducing CO,
emissions by 25 per cent in the field of environment.
In order to meet these targets we then implement
operational measures @ in all relevant areas of the
company. In order to test how effective these meas-
ures are, key performance indicators (KPIs) and a
target figure Q are established for all targets. Every
quarter, we survey all relevant data on a Group-wide
basis to calculate the individual KPIs. These are
brought together in a central control tool, the
Vaillant Group Sustainability Scorecard. When inter-

Sustainability
strategy

Xbe @
K

preting the figures, we take into account specific
factors such as changes to production capacities
and current production volumes. By comparing fig-
ures from the same period in the previous year
against the long-term targets during the annual re-
view Q we are able to gain an accurate picture of
the current state of our sustainability performance.

Materiality matrix

There are few business-related topics that affect
more areas than sustainability does. This means that
we do not only need a clear strategy whose success
is measured against binding targets. We must also
be clear about which areas of activity are particular-
ly important — from the point of view of both the
company and its stakeholders. As part of a material-
ity analysis we carried out a systematic survey of
customers, partners, suppliers, employees, owners
and other relevant stakeholders and thus defined
precisely the sustainability-related topics that are
most important for our business activities. These
topics are aggregated into fields of focus in the Vail-
lant Group materiality matrix.

Sustainability

targets

Measurement of
performance

S.E.EE.D.S.
CONTROL CIRCLE

Sustainability
activities

)2



MATERIALITY MATRIX

extremely high

@ Public education
on environmental and
climate protection

Business relevance from stakeholders’ point of view

high

@ Diversity management

@ Value-oriented corporate culture

@ Sustainable supplier
management

social standards

@ Occupational health and
safety management systems

@ Integrity and compliance

@ Attractive employer

o Regional social commitment

Sustainability strategy

extremely high

Business relevance from the company’s point of view

Systems and processes

Driving these topics forward in an international
company requires a common language in the form
of processes. This is because Group-wide processes
are needed to lay down standards that ensure sus-
tainability aspects are taken into account throughout
the value chain. There are four major processes
within the Vaillant Group. The first is the Group De-
velopment Process (GDP), which starts at the prod-
uct development stage and covers the entire product
life cycle. The Group Production Process (GPP) de-
scribes production steps in a standardised manner.
The Group Market Process (GMP) addresses cus-
tomer requirements and retention. Last but not
least, the Group Service Process (GSP) describes the
activities of our service technicians and specialist
partners.

SYSTEMS AND PROCESSES

EN ISO

14001

To manage company performance in terms of envir-
onmental protection, workplace health and safety
and quality, the Vaillant Group uses differentiated
management systems that are determined by stand-
ards valid throughout Europe. The Vaillant Group
regularly commissions independent institutes to
audit the application of these standards as part of a
“multi-site certification process”. All of our produc-
tion and development sites have been certified as
compliant with quality standard EN ISO 9001 and
environmental standard EN ISO 14001. And we are
just as ambitious when it comes to workplace health
and safety. Steps are currently being taken to certify
our workplace health and safety measures Group-
wide as compliant with the international standard
OHSAS 18001. Our plants in Remscheid, Belper and
Skalica are already certified.

OHSAS

18001
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Sustainability strategy

In the spring of 2011, the Vaillant Group set itself the first binding, verifiable targets in
all fields of focus within the S.E.E.D.S. programme. These goals are an indication of the
direction we shall be taking until 2020. Until then we are resolved to be transparent — not
only about where we are on track, but also about where we need to become even better.
More detailed key figures relating to sustainability can be found on the pages that
follow.

OUR SUSTAINABILITY
TARGETS

TARGETS

Development & Products
Our goal is to offer our customers energy-efficient and environmentally
Vision friendly products throughout the entire product life cycle — from development

and

e to purchasing, production and use, and all the way to service and recycling.

Development
& Products

% Turnover of high-efficiency products

—15 % Greenhouse gas emission of the
product portfolio

]
+15 % Material efficiency
|
| |
Go-ahead 50% of target value achieved Target achieved
Environment
Protecting the environment and resources is an important part of the
vision Vaillant Group's sustainability strategy. We aim to use resources responsibly,
el to consistently lower CO, emissions, prevent negative influences on the

environment and actively use opportunities for improvement.

% CO,

[ +20 % Energy efficiency

-209% Water

-20% Waste
[ |

| | I
Go-ahead 50% of target value achieved Target achieved



Sustainability

Sustainability is an integral part of our corporate culture and strategy.
Our goal is to take a leading position in key sustainability areas and to
serve as a role model.

ot

&0

Employees

Our employees form the foundation and the soul of the Vaillant Group.

We pursue the goal of being the employer of choice for job applicants vision
and current employees.

values

Incidents
|
Employer of choice
|
I I I
Go-ahead 50% of target value achieved Target achieved
Society
The Vaillant Group acknowledges its social responsibility. The company
makes an active contribution where it operates, for social progress and the vision

and
values

welfare of people.

Global Compact principles as
a living standard*

Strategic orientation of our
CSR commitment

Systematic stakeholder dialogue

| I
Go-ahead 50% of target value achieved Target achjgved

*Our target to assign 80 per cent of our total purchase volume
to suppliers that recognise the Ten Principles of the UN Global
Compact was already reached in 2012. We have already managed
to meet the next target — 100 per cent — which was originally set
for 2020.

Sustainability strategy

All percentages refer to
the 2010 reference year
and are dependent on
volume.
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About this report

This sustainability report provides comprehensive
and transparent information about the alignment
of the company with the guiding principle of
sustainable, responsible business practices

ABOUT
THIS REPORT

SCOPE OF THE REPORT

This report contains information about the strategic direc-
tion of the Vaillant Group's sustainability management.
The report discusses Group-wide developments in the
S.E.E.D.S. programme’s four fields of focus. The target
readers of this publication include customers, partners,
suppliers, employees, owners, media representatives and
other interested stakeholders.

MATERIALITY AND INCLUSION OF STAKEHOLDERS
When we were planning the report’s contents, we took
into account feedback from different groups of stake-
holders gathered from various forums for dialogue. In
addition, we used a materiality analysis of internal and
external reference groups to identify and evaluate sustain-
ability topics that are important for our business activities.

REPORTING PERIOD AND DATA COLLECTION

The last sustainability report was published in 2014. The
reporting period for all of the key performance indicators
in the current report covers the 2014 calendar year from
1 January 2014 to 31 December 2014. The editorial dead-
line for reports on matters related to sustainability was

31 May 2015.

All production-relevant figures relate to the Vaillant Group
production plants in six European countries and China.
Figures were collected via a written survey filled in at our
main sites and managed centrally. It should be noted in
regard to the key indicators presented that they concern
both absolute and relative figures. This allowed us to
account for all factors feeding into them, e.g. expansion
of our production capacity.

GLOBAL REPORTING INITIATIVE (GRI)

Our reporting on the Group’s sustainability performance
has been adapted to the internationally recognised stand-
ards of the Global Reporting Initiative (GRI). An external
audit of the Vaillant Group's adherence to the GRI in its
reporting has neither been conducted, nor is it planned.

GLOBAL COMPACT

The Vaillant Group is a member of the UN Global Com-
pact. This report includes accounts of the progress we
have made in our efforts to implement the pact’s Ten
Principles (Communication on Progress). You can find a
systematic overview of our initiatives in this area, updated
annually, at www.vaillant-group.com.

PRINT AND ONLINE

The sustainability report has been published in German
and English. Further to the hard copy, a PDF version

is also available at www.vaillant-group.com. In case of
doubt, solely the German version published in printed
form is binding.
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Headcount per 100 employees filled internally share of renewable

% energies in sales
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* Compared to 2011
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74 Sustainable printing

A SUSTAINABILITY REPORT
WORTHY OF ITS NAME

As well as dealing with the topic of sustainability, this report has also been produced
sustainably in terms of printing. The paper is made 100 per cent from recycled material
and has been given the EU Ecolabel, Blue Angel certification and FSC approval. The inks
and all other consumables such as printing plates are either based on renewable raw
materials or are recyclable. Our printing contractors use green electricity and reuse
the heat from the printing machines for heating purposes. In addition, we are
increasingly using the Internet to distribute this report. And we save further
resources by also publishing a condensed sustainability brochure which

is specifically intended for our customers. Finally, the CO, emissions that

inevitably do result from the production of this sustainability report are

offset via certified schemes.
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With Green iQ, your heating
becomes a social network.

Enjoy the new standard in sustainability, connectivity
and convenience. With Green iQ by Vaillant.

The good feeling of doing the right thing.

secause I Vaillant thinks ahead.



