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What does a global market leader for heating technology do once it has received the German
Sustainability Award as Germany’s most sustainable large company? What about a company
whose sustainability strategy ranks among the top three in Germany? One that has already
achieved several of its sustainability targets for 2020? The answer is simple: it sets itself
new, even higher targets. It takes a critical look at where it still needs to improve, where the
standards it has set itself have not yet been met. It does not rest on its laurels looking at past
achievements, but strives to further entrench sustainability in the organisation; to make
sustainability a matter of course. For all 12,000 employees. With a clear vision: Taking care
of a better climate. Inside each home and the world around it.

SUSTAINABILITY +++ RED DOT DESIGN AWARD +++ DESIGN PLUS +++ FAIR COMPANY ++ DHL GOGREEN +++ BLUE ANGEL CERTIFICATION +++
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Taking care of a better climate. A corporate vision that packs
a punch and really puts us to the test. And so it should — that's
exactly what it’s there for.

Welcome to the Vaillant Group (p. 6)
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Industrial revolutions are usually only labelled as such after they
have happened. However, we are already certain that we have
completely revolutionised the product development process.
6 Green Rules (p. 8)

54 million euros. This would buy you around 200 swanky flats in
Berlin. Or a state-of-the-art epicentre of sustainable innovation.
A font of green ideas (p. 12)

A new addition to the family is always a joyful occasion. This also goes
for the most sustainable and intelligent range of heating technology
products, Green iQ. We have a flick through the family album.
Green and intelligent — the pick of the bunch (p. 20)

What do you get when you put two visionaries in one room?
An authentic insight into sustainability management in Germany's
most sustainable large company.

Top-level talk (p. 16)

[ =
Our partners’
perspective

Responsibility doesn't stop at the factory gate. That's why we asked
to be evaluated by the very people who, by profession, are well
versed here: our suppliers.

Our partners’ perspective (p. 24)
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Export hit: the highly reputed S.E.E.D.S. sustainability programme Enthusiasm is infectious. Especially when combined with practically
is on tour. It has already been welcomed with open arms in Austria. unparalleled sustainability expertise. As is the case with Professor
Green Austria (p. 28) Stefan Schaltegger.

The most exciting topic in the world (p. 32)

The
Ambassadors
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Time for some honesty: is it exciting to be named Sustainability SOS Children’s Village Berlin opens up opportunities to those who
Ambassador? What drives people to continuously whip themselves struggle to find a break elsewhere. We report on the organisation’s
and their colleagues into shape? We found out. work and on the biggest smile in the world.
The Ambassadors (p. 38) Finding the right path (p. 44)
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Sometime you have to do something a little crazy if you want to raise The plain facts. All about green products, water savings by the
awareness of the dramatic consequences of climate change — like bucket and the mammoth task of increasing responsibility along
run 127 kilometres through the Brazilian jungle. the global supply chain.

Endangered treasures (p. 52) Our sustainability targets (p. 62)



Dear reader,

Lighthouses are measured not only by their size, but also by
how far they shine. We have set up a number of lighthouses
since launching the strategic S.E.E.D.S. sustainability pro-
gramme — systematically and with passion. This led to the
Vaillant Group being named Germany’s most sustainable
large company.

This award not only honours what we’ve already done, it also
spurs us on to achieve even greater things in the future. It
makes us even more determined to fulfil the demands of our
vision “Taking care of a better climate”; to transform a sus-
tainable mindset into a matter of course in our company.
Also, and especially, in areas where this isn’t so straightfor-
ward.

Over the past year, we have therefore made a very conscious
effort to anchor sustainability more firmly in the organisation.
With the 6 Green Rules (p. 8), which ensure that binding
sustainability criteria are integrated into the product develop-
ment stage from here on in, we have taken a huge step to-
wards even greener technology.

The appointment of S.E.E.D.S. Ambassadors is also key to
underpinning sustainability in the company. Their role in-
cludes promoting projects originating from the central Sus-
tainability Management team in their markets and depart-
ments besides identifying locally relevant topics. Their views
(p. 38) offer important impetus.

For us as a family-owned company, responsibility comes in
many different forms. The partnership with “SOS Children’s
Villages worldwide” (p. 44), which sees us supporting the
children’s aid organisation with efficient heating technology,
has become particularly dear to our heart. More and more
colleagues are supporting the organisation from various are-
as of the company, showing a great deal of dedication to the
cause.

We therefore cannot complain of a lack of green lighthouses;
of examples showing what drives every single one of us in
our day-to-day work. What we now have to do is shine their
light into every single part of the company. We look forward
to doing this with you.

Join us as we move forward.
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Dr Carsten Voigtlander Dr Andree Groos
Chief Executive Officer Managing Director
Sales, Marketing
and Service
Dr Dietmar Meister Dr.-Ing. Norbert Schiedeck
Managing Director Managing Director
Finance and Services Technology
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The Vaillant Group is a global market and technology leader in the fields of heati ioning technology.
Sustainability is central to the identity of the family-owned company, which receiv tainability Award as
Germany'’s most sustainable large company. Each and every one of our over 12,000 60 countries around
the world do their bit to keep the company sustainable. Many of them work within an international network of eleven production
and development sites spread across five European countries, Turkey and the People'_s Rep%na.

-

They all strive to achieve the same vision: Taking care of a better climate. Despite being reworded in May 2017, the Vaillant
Group's vision has applied ever since Johann Vaillant established the company in 1874. Vaillant has been converting energy
into warmth for people since day one. We specialise in heating, ventilation and air-conditioning technology — all of which are
critical factors in the energy revolution. In the European Union, more than 40 per cent of primary energy is used in and for
buildings. As a result, the company, which is 100 per cent family-owned, is focussing on the areas in which it can make the
biggest difference: helping meet climate targets through intelligent products and solutions for heating and hot water. “Taking
care of a better climate” is both our ambition and responsibility — for the sake of millions of people’s homes and the global
climate.

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. The long-established Vaillant brand represents innovative and efficient products,
intelligent control systems and optimum service, or in other words the highest standards when it comes to a future-oriented
approach, user friendliness, design, efficiency and sustainability. Hence launching Green iQ, a product range that stands for
even greener technology and intelligent networking — from the first brushstroke to the point of disposal.

The Saunier Duval brand group, with its seven brands (Saunier Duval, AWB, Bulex, DemirDokum, Glow-worm, Hermann Saunier
Duval and Protherm), 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.

One company, eight brands, over 12,000 employees and one vision: Taking care of a better climate.






GREEN PRODUCT DEVELOPMENT

GREEN
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With the 6 Green Rules, the Vaillant Group is ensuring that sustainability

criteria are taken into account during the product development process, from

the first sketch throughout the entire product life cycle. A milestone

Interview with Marion Storch

Marion Storch is the engineer in the Vaillant
Group's Sustainability Management team. She
was heavily involved in drafting the 6 Green Rules
and has thus anchored her vision of sustainability
in the development process.

~#Ms Storch, what exactly are the 6 Green Rules?
#The 6 Green Rules are, quite literally, six rules we've es-
tablished to make sure sustainability criteria are considered
in the development process from the very first brushstroke
onwards. They form a fixed part of the development pro-
cess and apply to each and every product we develop at the
Vaillant Group. The criteria are important: customers are
demanding sustainable products, as are legislators both in
Germany and across Europe. These are demands we also
place on ourselves.

~#How did the 6 Green Rules come about?

#-\We always wanted to integrate reliable, fixed sustainabil-
ity criteria that can easily be applied in the product develop-
ment process. The Green iQ product line played an impor-
tant role in developing the criteria as we were able to jointly
shape a high sustainability standard during the develop-
ment of these products. By restructuring our product devel-
opment process, we were able to incorporate the 6 Green
Rules into the process landscape.

-#Why was it necessary to enshrine the 6 Green
Rules in the development process?

#-Quite simply because doing so encourages us to consider
sustainability from the very start of the development pro-
cess. It makes decisions easier for engineers and techni-
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for more sustainability.

cians, e.g. when choosing materials, as they can now refer
to measurable, reliable criteria, such as recyclability, that
can easily be applied in their work. We have to remember
that the engineers make decisions concerning the magic
triangle “quality — costs —time” in all development projects.
Sustainability is a kind of fourth dimension here, which will
now also be considered thanks to the criteria.

~#How do they work?

4-The beauty of the rules is that they work in exactly the
same way as any other criterion in the development process.
Product Management determines the requirements. The en-
gineers can then find everything they need in one central
document, which prompts them to check that the criteria are
being fulfilled at appropriate stages in the development pro-
cess. They are simply integrated into the existing process
and will therefore become a natural part of product develop-
ment — just like sustainability is a natural part of the Vaillant
Group. However: this doesn’t mean the process is complete.
We will continue to improve the criteria.

~#How can you be sure that the criteria are correctly
understood and applied?

4-\We first presented the rules at the R&D day at the end of
November 2016, which was attended by all our develop-
ment engineers. Our colleagues were able to familiarise
themselves with the rules at our stand and visualize the en-
tire product life cycle. The topic has been met with great
interest, despite it meaning even more work for the devel-
opers during the early stages as they have to consider not
only technical specifications but also sustainability criteria.
Besides this, we have developed not only an e-learning tool,
which sets out the 6 Green Rules for the colleagues con-
cerned, but also an internal standard comprising many de-
tails and calculation models.




6 Green Rules
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1. Energy efficiency

We stand for sustainable and energy-efficient
products, innovation, resource protection and
low-emission technologies.

Rule no. 1 includes, among other things, criteria for
domestic hot water and heating efficiency, CO,
emissions and noise levels.

2

2. Durability

We guarantee durable and robust products thanks to
the use of high-quality materials. Our diligence and
precision reinforce our high quality standards.

Rule no. 2 includes proven lifetime, extended warranty,
high quality standards and a robust design.

Qg
3. Responsibility

We act responsibly when selecting materials and
suppliers and take an environmentally friendly
approach to production and logistics.

Rule no. 3 includes a carbon footprint of materials,
resource-efficient packaging, adherence to the UN
Global Compact in the supply chain and avoiding the
use of hazardous substances.

The 6 Green Rules have been firmly integrated into the new product development
process. They pool internal and external product requirements and are summarised in
a 6 Green Rules Report. They provide a systematic approach to and a guideline for
sustainability in product development. Some of these criteria are new while others
are established practices.

-4

4. Service

We offer an excellent quality of service throughout
the usage phase of our products. We guarantee that
spare parts are widely available and our products are
easily accessible for repairs.

Rule no. 4 includes excellent reparability, easy mainte-
nance, comprehensible documentation and a compre-
hensive waste disposal concept.

A
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5. Handling

We stand for intelligent and user-friendly products that
are simple to install and handle.

Rule no. 5 includes intuitive usability, upgradability,

app control and energy monitoring for end customers

as well as a short installation time and installation
support for skilled technicians.

O,

6. End of life

We campaign for the protection of natural resources

and the eco-friendly disposal of products. We aim to

achieve a high level of recyclability and closed-loop
material cycles.

Rule no. 6 includes recycling-friendly design, proof of
recyclability and appropriate appliance disposal.



The developers’ perspective

Jochen Paulus,
sustainability representative
for Development

As developers, we need tangible, measurable specifica-
tions, Simply put, we can do a lot more with the target
“Increase recyclability to 90 per cent” than with the
request “Be mindful of recyclability”. And that was the
intention behind the 6 Green Rules: to act as a binding
framework that creates a common understanding of
sustainable product development and incorporates
tangible specifications.

The sustainability eriteria increase the requirements placed
on the product and\product development. One material
might be more sustainable than its predecessor; however it
could also"besmore expensive, which would then conflict
with cost targets. In practice, we can now reassess the
overall balance with an eye to the sustainability
requirements.




RESEARCH AND DEVELOPMENT CENTRE

The Vaillant Group is building a new research
and development centre where the products of
the future will be created. This brings with it
some major changes for the employees — and

for the environment.




new build that is much
greater than the sum of its
parts. The symbolic founda-
tion stone for the new re-
search  and development
centre, which comprises two office build-
ings and a test centre, was laid in Rem-
scheid in autumn 2016. The Vaillant
Group is investing approximately 54 mil-
lion euros in the construction of the R&D
centre, where some 570 employees from
all departments involved in the product
creation process will be brought together
under one roof. It will be a place for fresh,
green ideas, with innovations primarily
concerning environmentally  friendly
heat pumps, efficient gas-fired condens-
ing technology, technically complex sys-
tem solutions, intelligent control technol-
ogy and digital services. The R&D centre
will directly adjoin the head office and
existing buildings, which have stood on
the site for several decades. A bridge will
connect new and old.

A sophisticated energy concept

The test centre will house all 236 test sta-
tions, which are currently distributed
among the various buildings that make
up the complex. “This will allow us to use
100 per cent of the waste heat from the
test rigs — which is enough to heat the
entire building. The way in which the
company premises had developed thus
far had prevented this from being an op-
tion in the past,” explains Swen Engel-
haupt, Head of Market Quality & Certifi-
cation. The test rigs are recooled in a
closed cooling circuit, which will further
reduce water consumption by a signifi-
cant amount. The R&D centre’s energy
concept therefore meets the highest of
standards and, of course, features build-

ing automation with integrated energy
monitoring. Six electric car charging sta-
tions will also be added in front of the
R&D centre and the infrastructure for a
further 38 is being provided. There will
also be charging stations for e-bikes.

“We can now also reorganise the use of
the test rigs and offer them as a service.
This not only makes the tests (and there-
fore also the development work) quicker
and more efficient but also improves
quality,” says Engelhaupt. It will be pos-
sible to conduct tests using a three-shift
system in future. In addition to simpler
standard tests, engineers will also be
able to commission extensive tests, for
example for certification purposes or
with an eye to specific properties. The
test experts will then send them the data
and their interpretation. Engineers are
also able to lease a test rig and conduct
their own tests and experiments. Areas
for system tests involving photovoltaic
components will be created on the roof of
the office buildings so that each individu-
al heating system can be simulated or
tested. According to Engelhaupt, plan-
ning the test centre was a complex pro-
cess. After all, the building houses a
kilometre-long piping system with 13 dif-
ferent gas pipes that supply all of the gas
types and mixtures used in the Vaillant
Group sales countries for the product
tests. Demanding safety chains form part
of this supply system.

Virtual planning in the cave

The project managers made use of the
technical possibilities available to them to
ensure there were no overlaps between
pipes, static structural components and
openings, i.e. no planning errors. They
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viewed the building in RWTH Aachen
University’s virtual 3D visualisation
chamber known as the cave. “This al-
lowed us to see the building’s interior de-
spite it not yet being finished,” says Robin
Frohn, Director Group Real Estate Man-
agement and overall project manager.

Spaces to encourage creativity

An atrium connects the test centre to the
two office buildings. “We have con-
sciously created areas where people will
come into contact with each another in
order to promote spontaneous communi-
cation. We want to encourage everyone
involved in the product creation process
to talk to one another,” explains Robin
Frohn. This is also reflected in the office
buildings: every floor has numerous so-
cial areas such as coffee lounges for

casual conversation and of course plenty
of meeting rooms in various sizes.

A working group from the Development
department devised the workplace de-
sign in cooperation with the Fraunhofer
Institute for Industrial Engineering (IAO).
It goes without saying that all offices
have good acoustics and plenty of natural
light. The rooms can be used flexibly.
After all, flexibility was a key criterion for
the planners. “The structure of the build-
ing is extremely adaptable; we can
change it as we see fit. Bring it to life!”
emphasises Frohn. As a result, project
teams can work together in one room —
without the atmosphere of an open-plan
office. Once a project is complete, the
employees reorganise themselves in line
with their next tasks. Every workstation
has the same setup. Anyone looking to

focus on their work in peace and quiet or
to hold a meeting with just a small group
of people can head for the breakout
spaces available in different designs:
some inspire creativity while others cre-
ate a sense of tranquillity.

Faster and more efficient
L]

The employees who move into the R&D
centre will experience a new working en-
vironment and new working conditions.
“The employees are in for some huge
changes!” says Frohn. The R&D centre
provides a single home for everyone in-
volved in the product creation process.
This promotes interaction and offers a
pleasant working environment. It is the
perfect setting to spark ideas for new,
green products — more quickly and effi-
ciently than ever before.
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570 employees from all departments involved in the product creation process
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1 test centre spanning 9,300 square metres with 236 test stations including

40 heat pump test rigs, 9 climatic chambers, 1 drop test Iaboratory, -

T wind test laboratory, 1 chamber for testing electromagnetlc compatibility,

1 acoustic chamber and 1 fireplace for testing flue gas systems

2019, spring, is when the R&D centre is set to be complete
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2016 marked our first year as
"Germany’s most sustainable large
company” after being honoured
with the German Sustainability
Award. Where do we go from
here? Dr Carsten Voigtlander,
Chief Executive Officer, and

Dr Jens Wichtermann, Director
Corporate Communications,
Sustainability & Politics, discuss

this all-important question.



Dr Voigtlander: We had and still have a
long way to go in terms of spreading and
strengthening the sustainability mes-
sage. Our 28 S.E.E.D.S. Ambassadors are
essential here; they are passionate about
the topic, they help put initiatives in mo-
tion, and they ensure that sustainability is
always taken into account in their depart-
ments and countries.

Dr Wichtermann: The project has been
ongoing since autumn 2016. We've re-
ceived a huge amount of support from
the departments and markets; most col-
leagues are really enthusiastic about sus-
tainability. The Ambassadors have al-
ready got some ideas together: they've
defined initial projects and identified
weaknesses. It's our job to provide assis-
tance and advice to the S.E.E.D.S. Am-
bassadors.

Dr Wichtermann: The Sustainability
Management team has already achieved
a lot working solely from the head office.
But of course our capacities and, inci-
dentally, our knowledge of processes
and relationships are limited. The Am-
bassadors can draw on their knowledge
of the respective departments and coun-
tries; they can turn sustainability into a
matter of course.
Dr Voigtlander: The Ambassador
model aims to help us achieve a
goal we set ourselves last year.

We have to spread the sustainability
message, to quasi democratise it and to
underpin it even further in our company.

Dr Wichtermann: They will certainly
help. Expanding the sustainability pro-
gramme to include other countries, our
sales companies, is another key project.
Croatia got the ball rolling here in 2015.
A large and significant market followed
in the form of Austria in 2016, which
has come up with a highly ambitious
and strategically designed sustainabil-
ity programme based on S.E.E.D.S. Oth-
er markets are already in the starting
blocks.

Dr Voigtlander: But it isn’t just about
increasing general awareness; we also
want to expand this awareness, add
meaning. Integrating the 6 Green Rules
into the new product development pro-
cess takes us to the next level. These
green criteria ensure that a sustainable
approach is taken from the very first
brushstroke through to the end of the
product life cycle. They make the devel-
oper’s life much easier as they are in-
cluded in the process in a very specific
and comprehensible way, allowing them
to become a natural part of the develop-
ment process.

Dr Wichtermann: Yes! I'm envisaging a
joint meeting between Environmental
Management and the production special-
ists in Nantes. A pilot project has already

been carried out in the British plant in
Belper which aimed at combining ap-
proaches from both these perspectives.
The responsible members of staff took
up direct contact with one another and
arranged to spend a day together in
Nantes. What this actually meant was
that the colleagues from Production be-
came more familiar with the concept of
sustainability and, primarily, environ-
mental matters. And vice versa, they
showed the Environmental Management
team their Value Walk method, which
highlights opportunities for improve-
ments to be made in production process-
es. This already exists at the Turkish
plant in Bozuyuk, where there is a big,
joint Value Walk once a month.

Dr Voigtlander: This is a wonderful ex-
ample of how commitment and commu-
nication can lead to success. Both sides
are focused on different things but they
share common goals, i.e. creating value,
conserving resources and increasing oc-
cupational safety. This helps move us
forward as a company.

Dr Voigtlander: The greatest success
has to be the fact that we were able to
redefine our environmental targets — we
set the bar even higher because some of
the targets had already been met. By
2020, we want to increase energy effi-
ciency not only — as originally planned -
by 20 but by 25 per cent, and reduce wa-
ter consumption not just by 20 but by 50
per cent. We are proud of our
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achievements, but now have to work to-
wards reaching these new goals.

Dr Wichtermann: Beyond the focus are-
as of Environment and Development &
Products, we have also seen progress in
our strategic partnership with “SOS Chil-
dren’s Villages worldwide”. We now sup-
port the organisation not just with effi-
cient heating technology but increasingly
through social initiatives. With the #vail-
lantsmile campaign, for example, we
have collected smiling selfies from
around the world. A lot of sales compa-
nies, employees, customers and trade
fair visitors have shown great commit-
ment to the campaign, enabling us to
support some really important projects at
SOS Children’s Villages.

Dr Voigtlander: Plenty! We have, of
course, already achieved a lot, but not
enough for us to sit back and say we're
done. We have to keep optimising
things. Take responsibility in the supply
chain, for example. On the one hand,

we've managed to assign 100 per cent
of our standard purchase volume to sup-
pliers that acknowledge the principles
laid out in the UN Global Compact.
However, we have to take a closer look
at what this acknowledgement really
means. This is why we're optimising our
supplier selection and audit processes.
We already spoke about this a year ago,
which shows just how complicated and
extensive the topic is. We have to and
will keep at it.

Dr Wichtermann: There is still a lot of
potential in the supply chain, as also
highlighted in the supplier survey. The
results show there’s room for improve-
ment. But we also have to take a good
look at ourselves and ask how fair we
are with our partners. Besides this, |
find the new German guidelines for
company cars interesting. Anyone who
opts for an environmentally friendly car
is rewarded in the lease rate. We now
also offer hybrid and electric cars. This
again shows that whenever something
is particularly painful or especially com-
plex, or if there’s a particularly tedious
task ahead, you simply have to take a
deep breath and tackle it head on.

Dr Wichtermann: | can’t imagine any-
one responsible for sustainability ever
being completely satisfied. (Laughs.) As
a company, we can go even further than
the already remarkable successes seen
in recent years. We're proud of what
we've achieved in such a short space of
time. We now find our-
selves in a phase, howev-
er, where the successes
are on the decline be-
cause we've already ad-
dressed the  obvious
things, the areas with a lot
of potential; we've done

our homework here. At the same time,
the Sustainability Management team is
extremely hard at work making head-
way in other areas. We often have to
battle with colleagues, including those
in top management, when it comes to
things such as the Green iQ products
and their criteria. It's not “only” about
having products that are efficient and
intelligent. They're also particularly sus-
tainable! The topic attracts so many dif-
ferent opinions, even within our own
team.

Dr Voigtlander: These discussions real-
ly shape the division. There are difficult
phases, just as there are in other areas
of management. However, we have
worked together to make some impor-
tant changes in the background. By re-
structuring the product creation pro-
cesses, from strategy to market launch,
everyone involved has managed to in-
corporate the sustainability aspects.
That's a massive step forward. It's just
not all that visible. Not yet.

Dr Voigtlander: We've been seeing a
distinct shift towards electrification for a
considerable amount of time now. De-
carbonisation, as agreed upon at the
2015 UN Climate Change Conference in
Paris, is merely the official confirmation.
Hence us expressing our strategy more
clearly. We will place greater emphasis
on renewable energies and heat
pumps in future. We're already

making visible progress, espe-

cially in the heat pump market.

Turnover in this segment has
risen by as much as 30 per cent in the
first half of 2017 compared with the pre-
vious year.
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Dr Wichtermann: In terms of organisa-
tion, another pivotal step was setting up
the in-house business unit “Heat Pumps
and Renewable Energies”. Skills will be
pooled here; everyone involved will work
together across departments, thus creat-
ing synergies, shortening lines of com-
munication, improving coordination and
focusing expertise.

Dr Voigtlander: It is, of course, quite a
transformation. For me, there’s no get-
ting around this focus. It's our future. But
we're not talking about a revolution here,
rather more a development that we've

 AND. TAGKLET-+

been working on for many years that is
now becoming more noticeable in many
areas — including externally.

Dr Wichtermann: This is reflected not
least in the new corporate vision, which
has sustainability at its core. “Taking
care of a better climate” makes it very
clear what path the company has
taken.

Dr Voigtlander: And this path is

the right one. Now we have to
continue along it with purpose

and conviction. With the

planned research and develop-

ment centre, we are creating a

place for our new green ideas

to grow. We are investing enor-

mously in our future here. This

will, in turn, generally make our
product development faster and
more effective. We're always taking
the next step.

V OTA E ADE

AD ON.
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GREEN iQ PRODUCT RANGE

Especially efficient, particularly sustainable and intelligent — this is
what makes the Green iQ products so special. With the uniSTOR exclusive
and auroSTOR exclusive hot-water storages, the Green iQ family has

welcomed two new arrivals, with more to come in future.

taly placed a lot of trust in the Green
iQ products in 2016. “We invested
the largest proportion of our commu-
nications budget here,” reports Com-
munications Manager Marco Basla
from the ltalian sales company — an in-
vestment that has paid off. “We've been
able to strengthen the Vaillant brand’s
position in Italy thanks to Green iQ: as
first-class and efficient, user and envi-
ronmentally friendly.” Almost a year after
introducing Green iQ, he is extremely
satisfied with the market launch.

Benoit Garrigues, Vaillant Brand Director
L France, shares a similar view of the
Green iQ product roll-out in France:
L | Green iQ bolsters Vaillant's brand image.
Vaillant introduced the Green iQ label to
the general public as part of a roadshow
that made its way through 20 towns and
cities. “The core messages are easy to
put across and we managed not only to
- reach many partners with the roadshow
but also to attract the attention of many
installation technicians that were not yet
aillant partners.” This last point is espe-
ially significant as Vaillant is ultimately
ing to expand and consolidate its
k of partners in France. “All in all,
ponse was really positive.”

a is looking forward to the lat-

o the Green iQ family; the

sive and auroSTOR exclu-

torages complement the
ide th

PACT heat pumps. “The hot-water stor-
ages are perfect additions to the system
segment. Once again, we can tell our
customers that we have the best in the
product category. The arguments in fa-
vour of the Green iQ products are solid,”
says Basla.

Thanks to their insulation, the hot-water
storages lose up to 50 per cent less heat.
Furthermore, the products can be recy-
cled to up to 82 per cent. They are ex-
tremely reliable and long-lasting, and
even maintenance-free thanks to an inte-
grated component which prevents corro-
sion. The auroSTOR exclusive generates
heat using solar energy; the uniSTOR
exclusive can be combined with up to
two heat sources of any kind — gas-fired
condensing boilers, heat pumps or solar
systems.

Another argument seen to strike a chord
in the ltalian market is the user-friendli-
ness and intelligence of the products: all
the important information — e.g. charge
status or water temperature — is easy to
read from the clearly structured display
or even from the user’s mobile phone via
the app. Basla: “This fits perfectly with
our message in ltaly: ‘Comfort without
compromise’.” The total of eleven mod-
els, with a capacity of between 300 and
500 litres, expand the Green iQ product
line considerably.

Wvaillant
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Green iQ products as part of the Strategy-to-Road-
map planning process. This will enable us to develop
the Green iQ products systematically,” explains
Claudia Altenrath, Head of Sustainability Manage-
ment.

Responsible members of staff from Marketing, Prod-
uct Management and Sustainability Management are
already working on the Green iQ products of the fu-
ture. “We are thinking about setting up additional
business areas, a Green iQ service for example,” re-
veals Claudia Altenrath. Marco Basla is also hoping
to welcome more additions to the Green iQ product
family: he hopes to be able to offer his market more
from the Green iQ range in the future. “It would be
fantastic if we had a Green iQ product in every prod-
uct segment three or four years from now.” The stra-
tegic planning undertaken as part of the product
roadmap is an initial step, and a huge one for Claudia
Altenrath: “It is, however, vital that the criteria are
met. Green iQ represents the most efficient, most
sustainable and most intelligent products available.”

Being able to describe and promote the Green iQ
products continues to be an important task. In a
study on recyclability, the independent testing insti-
tute Oko-Institut in Freiburg demonstrated that
Green iQ products are highly recyclable. The recy-
clable proportion of the Green iQ ecoTEC exclusive
was shown to be 84 per cent, while the Green iQ
flexoTHERM exclusive achieved an impressive 93
per cent. By way of comparison, the Oko-Institut also
analysed a fridge-freezer and a flat-screen TV
according to the same standards, resulting in much
lower recyclability at 76 and 61 per cent respective-
ly. The study upholds the credibility of Green iQ.
This is something that we absolutely have to main-
tain, as the Green iQ products are not sure-fire suc-
cesses or devices for the mass market. “This is why
we have to come together to promote Green iQ again
and again, also internally, and explain what the label
represents and why the criteria are so important —
this means being prepared to fight for Green iQ and
what it stands for,” says Altenrath.

per cent of
an LCD TV can
be recycled
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RECYCLING

Eighty-four per cent of a Green iQ
ecoTEC exclusive is recyclable;

resources that have already been
used can therefore be fed back
into the value cycle.

S.E.E.D.S,,
CONDENSED
INTO A SINGLE
DEVICE

Six years of the S.E.E.D.S. sustainability programme has
changed the Vaillant Group and made it far more sustain-
able. But what does that really mean? How has it affected
specific devices? We took the ecoTEC gas-fired condens-
ing boiler as an example and analysed the reductions

in electricity, gas, water and waste achieved since
S.E.E.D.S. was launched. The ecoTEC has also become
more sustainable in areas not covered by the figures.

SERVICE

First-class operation can only be achie
first-class service. The serviceDIALOG a
skilled technicians to analyse, diagnose a
systems on site. This reduces the time need
service activities and means faults can often be
with just one visit. This is great for customers.
profiDIALOG application even enables the system to
be monitored and set remotely, reducing the number
of site visits. A win for customers and the environment
alike.




SUPPLY CHAIN

Sustainability begins in the supply chain.

The Vaillant Group procures 100 per cent of

its standard purchase volume from suppliers

who acknowledge the Global Compact and
] its Ten Principles.

1 Calculated for a wall-hung ecoTEC plus VC 196 gas-fired condensing
boiler (2011), production minutes recorded in 2011, consumption data
for the surveyed years 2011 vs. 2016

2 ecoTEC plus VC 196 gas-fired condensing boiler, operated in Germany

—26%

WASTE

=17%

ELECTRICITY

-309%0
=549/

WATER

PRODUCTION

Lower resource consumption and less waste:
ecoTEC production changed for the better
between 2011 and 2016

97 %

2

USAGE PHASE

Ninety-seven per cent of the device's CO, emissions
are created during use.? It is important that the
device can be configured easily and intuitively so
that it can be optimally operated, i.e. as efficiently
and with as few CO, emissions as possible. We help
our customers do this, for example, through the
multiMATIC and eRELAX apps, which allow them to
conveniently control their heating from the comfort
of their sofa.

23
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SUPPLIER SURVEY

Our partners’
perspective

The Vaillant Group has conducted a survey of its key suppliers
to discover just how sustainable they believe the company is.

It wants to incorporate the results into its future strategies and

join forces with the suppliers to become more sustainable.

hy conduct a supplier sur-

vey? For Claudia Altenrath,

Head of Sustainability

Management, the answer
is both simple and obvious: “Our suppli-
ers play an important role in what we do.
We have identified room for improve-
ment in our supply chain and want to find
out more about the suppliers. We can
and want to improve in this area. ldeally,
by working together.” Professor Chris-
tian Baumgarth from the Berlin School of
Economics and Law designed and con-
ducted the study in cooperation with
Marketing Consult Dr. Wecker. In No-
vember 2016, 142 suppliers were invited
to complete the online survey, with more
than half (56 per cent) accepting the invi-
tation.

Some of the companies that completed
the survey are extremely large and boast
a high turnover: about a quarter have
over 5,000 employees and 13 per cent
have at least 1,000. Around 20 per cent
have a turnover of between 100 and 500
million euros and about a quarter have a
turnover of over 500 million euros. Most
of them are from the heating or automo-
tive industry.

The survey covers three areas: the sup-
pliers” own sustainability, the suppliers’
view of sustainability at the Vaillant
Group and topics that look at improving
sustainability aspects by way of collabo-
ration. Responses in the first area quick-

ly made it clear that sustainability is ex-
tremely important to the suppliers who
took part in the survey, with 98.9 per
cent responding that their company was
committed to sustainability and 92.2 per
cent stating that sustainability forms
part of their strategic orientation.

This is an important finding and com-
monality. Furthermore, over 80 per cent
of the companies stated that they would
be willing to work with the Vaillant Group
on sustainability matters and develop
sustainable products or purchasing poli-
cies. “What we want to do first of all is
discuss the topic of recyclability with se-
lect partners. We believe there is great
potential for improvement here,” says
Purchasing Director Martin Jungbluth.

Another factor highlighted in the survey
is the importance of social sustainability
among our partners. More than a third
of those surveyed are aware of the Vail-
lant Group’s partnership with “SOS
Children’s Villages worldwide” and re-
gard it as highly credible. At the same
time, however, they believe that social
commitment is one of the three areas
that the Vaillant Group should be in-
vesting more time in. Besides this, the
companies surveyed would like to see
sustainable supplier management pro-
cesses and the fair treatment of busi-
ness partners. All in all, we have re-
ceived the mandate and means to make
improvements.

19.4%

16.1%

35.5%

37.1%
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Sectors

in which the surveyed suppliers are active
(multiple answers possible)

": ] 1 L1.I,:| Metal/
Ll steel industry

Electronics

Heating
industry

White and
brown goods

Automotive

L4

Others*

*Consultancy/advertising agencies, telecommunications/IT, etc.

Suppliers are primarily looking for stable,
transparent and fair relationships in

the supply chain.
-

Annual turnover

of the surveyed suppliers of the suppliers would be open to a

cooperation with the Vaillant Group
to develop sustainable products.

< 10 million euros

10-100 million euros
101-500 million euros
® > 500 million euros

of the suppliers feature sustainability m
as part of their company strategy.
Number of staff

employed by the

surveyed suppliers
<50 of the suppliers are
51-500 99% concerned with the topic
501-1,000 of sustainability.

© 1,001-5,000

®> 5,000
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How sustainable is
the Vaillant Group?

The surveyed suppliers view the
company as being very sustainable.

The Vaillant Group's performance in
the area of sustainability is excellent.

9

On a scale of 1 to 5, the highest
score being 1.

Compared with other customers, the
Vaillant Group has a leading role when
it comes to sustainability.

m SOS CHILDREN’S
s2ad VILLAGES



Which areas do we need
to strengthen further?

The suppliers see the greatest
potential in the following fields.

Fair treatment of
business partners

Energy efficiency
(e.g. reduction of CO, @
emissions)

Social commitment

Value-oriented
corporate culture

_ . Credibility rated on a
How well-known and credible scale of 1 o 5, the highest

are our activities? score being 1.

Our suppliers” perspective on selected projects.

Awareness Credibility

Green iQ

The most sustainable and
intelligent range of heating
technology products

Awareness Credibility
SOS Children’s Villages

Our worldwide cooperation with
the children’s aid organisation

38"

Awareness Credibility
S.E.E.D.S.
The Vaillant Group’s strategic 40 %
sustainability programme
Awareness Credibility

Sustainability report

Inspirational stories and transparent
facts on the topic of sustainability
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S.E.E.D.S. AROUND THE WORLD

Green

Austria

In summer 2016, the Austrian sales
company decided to roll out S.E.E.D.S. across

t was the Green IQ study

published by the Vaillant

Group in 2016 that spurred

us on,” explains Marketing

Director Bernhard Leiding-
er, who is also overseeing the
S.E.E.D.S. project in Austria. “The study highlighted, once
again, the fact that Austrians have developed a fairly eco-con-
scious lifestyle in recent years.” The market is ready for more
sustainability. Bernhard Leidinger would argue that it is even
demanding it. “We’re seeing other technology companies
achieving success with a sustainable setup. Nowadays, Austri-
ans take a more conscious approach to buying products and
services that support an environmentally friendly lifestyle than
they did in the past.”

Austria is also very much focused on renewable energies and
voted to phase out nuclear power in a referendum as early as
1978. At the same time, Leidinger believes there’s scope for
improvement. A number of problems remain, e.g. regarding
CO, emissions: if we draw comparisons with 1990, Austria had

the company: an ambitious project with

breadth and depth in an important

not yet seen any noticeable re-
duction by 2015 — meaning it’s a
long way from achieving the
2020 climate target of —20 per
cent. “There’s a huge discrepan-
cy between what people want to
achieve through their lifestyle changes and what has been
achieved on the part of industry. It was therefore of utmost im-
portance to us that we deliver on our promises and visibly do
our bit towards reaching the climate targets.” This is what led
the management to opt for a strong strategic approach.

Tailor-made and perfectly fitting

Everything kicked off with a comprehensive evaluation carried
out together with the Vaillant Group Sustainability Manage-
ment team, which summarised what sustainable projects, pro-
cesses and infrastructures were already in place. “The results
were surprisingly positive,” remarks Leidinger. The Sustainabil-
ity Management team is helping the sales companies introduce
their own S.E.E.D.S.-based sustainability strategy and is work-



ing on a modular system that will assist here. This can

be used by the sales companies to put together their
own local strategies that meet their needs and fit their
market. Other countries are already in the starting blocks.

An ambitious vision
L]
The Sustainability Management team and the Austrian Man-
agement team have been fine-tuning their own strategy in a
joint workshop together with an agency. Leidinger: “First and
foremost, we wanted to know whether the broad S.E.E.D.S. sus-
tainability approach would work for us. Of course, the Group’s
S.E.E.D.S. programme focuses on product development and
production — areas that don’t affect us as a sales company.”

Vaillant Austria has expressed the outcome in its vision: “By
2022, Vaillant Austria will be recognised as an industry leader
in the field of economic, ecological and social responsibility. In

particular, we will make a verifiable contribution to
the heating revolution in Austria. We will focus on four
strategic projects within the context of the Vaillant Group’s
S.E.E.D.S. sustainability strategy: increasing the share of sales
linked to high efficiency products, reducing our own CO, emis-
sions and those that can be attributed to us, qualifying and de-
ploying Vaillant employees as energy advisers and earning the
title of most attractive employer in the industry.”

Responsible members of staff have already been designated for
the four strategic projects and the management style has also
been established — a deliberate top-down approach. “We are
convinced that these projects will only be successful with and
through the dedication of the management. At the same time,
it's important to get the employees on board and involved. This
is why we conducted an anonymous staff survey on the topic of
sustainability at the start of 2017,” explains Bernhard Leidinger.
The results were extremely positive. A clear majority of em-
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ployees is prepared to
take a personal stand for
more sustainability at
Vaillant - out of convic-
tion. A strong start. Especially considering the fact that
all of the S.E.E.D.S. focus areas — Development & Prod-
ucts, Environment, Employees and Society — depend on
the ideas and dedication of the employees. Specific tar-
gets have been assigned to the S.E.E.D.S. focus areas
and integrated into the annual target agreements for
top management and all senior staff.

With regard to Products, the employee and partner
training courses on high-efficiency technologies and
products based on renewable energies are to be further
expanded. Everything we're doing is geared towards
achieving one overriding goal: to increase the sales
share of high-efficiency technologies and products
based on renewable energies within our portfolio to
86.5 per cent by the end of the year.

In addition to this, Vaillant Austria wants its customer
service employees to also qualify as energy and domes-
tic heating advisers, making them points of contact for
any queries on the topic. “However, we have to take a
systematic approach here by introducing a training
course. This is what we’re currently working on; we're
developing an advisory spectrum and putting together
a training concept,” says Bernhard Leidinger.

CO, emissions are set to be reduced in the Environ-
ment focus area — through less paper consumption,
consistent waste separation and recycling as well as
eco-friendly logistics. Initial successes have already
been seen here. In 2016, paper consumption was down
by 350,000 sheets compared with the previous year.
How? “We reduced the number of printers — by over
half,” explains Thomas Hanke from Marketing. Em-
ployees now have to physically go to the printer in-
stead of having their printouts immediately to hand.
Hanke said the colleagues weren’t sure about the idea
at first, but they’'ve been impressed with the results
and are proud of their achievement. Payslips are now
provided electronically, internal forms are available as
electronic copies and more and more invoices are be-
ing sent to partners digitally: as many as 25 per cent of
invoices were switched to digital format in 2016, a fig-
ure that is expected to rise to 35 per cent in 2017. Vail-
lant Austria also received a certificate from the Austri-
an postal service for its climate-friendly deliveries in
2016. We are currently working on optimising the re-
turns process.

The measures will impact on many areas, e.g. on pro-
curing work equipment for customer service techni-
cians. “When it comes to purchasing, we make sure
that tools have digital interfaces so that work stages
and results can automatically be transferred to the em-
ployee’s laptop. Data transfer saves an awful lot of pa-
per,” explains Alexander Kaufmann, Head of Customer

life is also changing:

Service. Everyday office

electronic instead of pa-

per notepads, digital pre-
sentation areas instead of flip charts, ceramic
rather than paper cups and cooled still or sparkling
drinking water from the tap rather than a flood of plas-
tic bottles.

A new healthcare management programme, fresh fruit
every week, following up on specific findings of the
Great Place to Work survey and a summer camp for
managers are all steps on the way to the company be-
coming the most attractive employer in the industry.
“The management has discussed whether or not the
S.E.E.D.S. focus area Employees really should be
adopted as part of the Austrian sustainability pro-
gramme,” says Leidinger. “Earning the title of most
attractive employer is an extremely complex matter;
why this would be needed for a sustainability pro-
gramme is not clear to begin with.” In the end, howev-
er, a decision was made in its favour. Why? “Our sus-
tainable setup is to play a central role in making us
more attractive as an employer.”

Finally, in terms of Society, Vaillant Austria is focusing
on the partnership with “SOS Children’s Villages
worldwide”. This stands to reason — the idea behind
SOS Children’s Villages came from Hermann Gmeiner
in Austria in 1949. This partnership naturally includes
equipping the organisation with highly efficient heat-
ing technology and renewable energies alongside so-
cial initiatives such as the #vaillantsmile campaign.
Vaillant Austria was also involved in the poster cam-
paign “You be the sponsor and I'll be the technician”.
With this statement, SOS Children’s Villages and Vail-
lant wanted to get more people involved as sponsors
and help finance children’s education. The Vaillant
Austria training team also supports the SOS Children’s
Villages “Energy detectives” training programme,
which teaches teenagers how to use resources spar-

ingly.

All this is just the beginning
I

Vaillant Austria has plenty of ideas up its sleeve and has
already got several of them off the ground. However,
the sustainability programme is still in the early stages.
“We’re going to hold internal workshops to increase
awareness among all our employees and also to help us
further reflect and take a critical look at ourselves.
Where can we make improvements? Where are we not
meeting our own sustainability expectations? Where
are we not credible and transparent?” explains Leiding-
er. The sales company is not yet ready to broadcast
these changes externally, to partners, clients or the
general public. First we need to do our homework. At
the end of the day, Vaillant Austria wants to do its bit
towards achieving the climate targets. To make a signif-
icant contribution to a green Austria.
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Professor Stefan Schaltegger is all about sustainability. He
has held the title of Professor for Sustainability Management
at Leuphana Universit L(jneburg since 1999. We interviewed
the expert on the challenges a company faces following its

initial successes.
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tefan Schaltegger has a
unique take on things — on
the buildings he passes as
he strolls across the cam-
pus of the Leuphana Uni-
versity Luneburg, for in-
stance, characterised by
the red brick architecture
typical of northern Germany. The strict ar-
rangement of neatly lined rows reflects the
military character of the former barracks
from the Nazi era. Between them is a bio-
tope, on the edge of which a new main build-
ing stands: bold and innovative, unmistak-
able and future-oriented — like the university
itself. “A fabulous contrast!” says Schalteg-
ger enthusiastically. Designed by renowned
architect Daniel Libeskind, the building not
only provides great visual appeal in contrast
to the uniformity of the former barracks; it
also has plenty going on inside — something
which is particularly important to Schalteg-
ger. “The main building is an energy-plus
house: it generates more energy than it con-
sumes.” It is sustainable — and Schaltegger
loves sustainability. He has been Professor
for Sustainability Management in Liineburg
for 18 years and also heads up the Centre for
Sustainability Management (CSM).

Professor Schaltegger, last year the
Vaillant Group Director for Sustainability
said that the “low-hanging fruits” had
been harvested. Is that a well-known
phenomenon in the field of corporate
sustainability management?
Yes, most definitely. It's a perfectly
standard management process — and
not just within the scope of sustainabil-
ity management. You start by making
the investments that bring about a high
return and implementing measures
that offer visible results quickly. The
obvious things will tend to come up in
discussions. You can tackle them and
see success almost immediately. This
motivates the workforce. Many compa-
nies start with their housekeeping:
they look at their waste, water and en-
ergy management as well as simple
social topics such as setting up a
créche. They then start to introduce in-
dividual sustainable products to their
range and turn their attention to the
supply chain. This is when things get a
little trickier.

What should companies do during this
phase?

This is when things have to start being
consolidated. These are difficult times
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because the major successes have been and gone, but it’s still impor-
tant that we anchor achievements. There's a risk at this stage of people
thinking there’s no point in pursuing sustainability further. They might
give up completely. The consolidation phase, however, should be used
to underpin and institutionalise what has already been achieved and to
prepare for what's to come. Simply put: how long do we still need con-
ventional heating systems? A great deal of progress has already been
made in the construction industry. Even existing buildings can be con-
verted into nigh-on passive houses. To anticipate and be fully on board
with radical change, or even to help shape it, you have to be familiar
with all the ins and outs of sustainability issues.

Even the smallest step can be difficult...
The frustration of things not working out is quite simply part of man-
agement —and is especially felt in sustainability management. It is per-
fectly normal for things not to work immediately. Sustainability is such
a complex topic; solutions are not simply laid out in front of us. They
cannot just be picked up and used. Solutions don't usually work right
from the outset, or at least not perfectly. You have to optimise them,
test other versions and be ready
to take action. It might be the
case that heat pumps aren’t sell-
ing so well in Eastern Europe
right now, however the situation
might be completely different in
five years’ time. What matters is
that you have the heat pumps in
your portfolio, you have estab-
lished pilot projects, and you
can show people how it's done.

Stefan Schaltegger looks out from the sixth floor of the campus’ main build-
ing and points out the solar panels on the roofs of the university buildings.
He explains how a comprehensive plan was drawn up to use solar power
but declined by the responsible ministry as the resources were to be used
for research and teaching purposes only. “We weren’t allowed to build the
systems. Conflicting goals!” he tells us. “We asked the university’s sustain-
ability officer to readdress the solar project every six months.” The new
main building brought with it the awaited opportunity as the university
needed a new energy concept for the entire campus. “A window of oppor-
tunity opened up. Despite the plan previously being rejected, the frame-
work conditions had now changed and we were able to appoint an energy
contractor to install the solar panels.” Schaltegger is serious about what he
teaches.

For Schaltegger, the goal is to bring together corporate activity and sus-
tainability and prove that they are not mutually exclusive. When he first
started to focus on sustainability management in the late 1980s, he was an
economics student and competitive athlete; he even made it into the Swiss
national team as a middle and long-distance runner. “You spend a lot of
time outdoors and have plenty of time to reflect. In the Basel region where
| lived at the time, there was heavy summer smog. When you start cough-
ing up blood after a hard training session because the ozone levels are so
high that they attack your respiratory system, you start to think about
things.” This was further compounded by environmental scandals and dis-
asters caused by companies’ irresponsible behaviour. Schaltegger soon
became captivated by the question of how companies can incorporate sus-
tainability matters into their policies in an economically viable manner that
creates jobs but neither damages the environment nor causes social prob-
lems. “At the time, | told myself that people needed a different, more intel-
ligent approach.” Instead of finding a job in an environment agency, he
remained true to science.

R




Schaltegger knows the Vaillant Group from
the Sustainability Leadership Forum (SLF),
which was initiated by the German Associa-
tion of Environmental = Management
(B.A.U.M.) and the Centre for Sustainability
Management. Vaillant is one of the compa-
nies involved in the working and discussion
group for pioneers of sustainable corporate
development. Schaltegger attended the kick-
off event for the S.E.E.D.S. Ambassadors in
November 2016. The 28 Sustainability Am-
bassadors spent a day together gaining a bet-
ter understanding of S.E.E.D.S., getting to
know one another and familiarising them-
selves with their mission as Ambassadors.
Professor Schaltegger discussed sustainabili-
ty at the time with Dr Carsten Voigtlander,
Chief Executive Officer, and Dr Jens Wichter-
mann, Director Corporate Communications,
Sustainability & Politics.

You were a guest at the kick-off event for

the S.E.E.D.S. Ambassadors. What do you

think of this approach?
It's a great idea and | got the impres-
sion that everyone was excited about
it. You can't make a company more
sustainable on the merits of the sus-
tainability department alone. The en-
tire organisation has to get involved.
You need to have allies in every organ-
isational unit who are passionate about
and committed to sustainability. The
management has to motivate and sup-
port these Ambassadors and supply
them with information so they know
they are playing an important part in
the bigger picture and are not alone.
This is important for the company as a
whole too — communication is essential.

The Vaillant Group Sustainability Manage-
ment team talks about the “democratisa-
tion of sustainability”. What are the
challenges in this regard?
Ultimately it's about empowering peo-
ple; giving them the necessary knowl-
edge but also making them feel they
are trusted and able to represent the
topic and drive it forward. Employees
often show a commitment to sustaina-
bility in their personal lives but don't
replicate this in the workplace as they
believe it conflicts with their work and
the company targets. After all, work is
all about generating profit. This situa-
tion can be countered by making it
clear that dealing with sustainability
and being forward-thinking and pro-
gressive in this regard are what the
company wants to see and also con-
tribute to its success.




But conflicts still arise between profit maximisation and sustainability...
Yes, of course. You have to be aware
of these conflicts, or trade-offs as we
call them. However, it's not about con-
stantly emphasising them and then
failing because of them. You can deal
with trade-offs by proceeding sequen-
tially, for example. This means that
you tackle one aspect right away but
leave others aside for the time being,
e.g. because the costs would be too
high otherwise. However, there will
come a time when everything simply slots into place. You have to identify po-
tential topics and find solutions, even if they cannot yet be realised. They could
be put into practice at a later stage with different framework conditions, wheth-
er as a result of regulatory changes, new technologies, shifts in the market or
fresh ideas.

The Vaillant Group’s national sales companies have been called upon to

adapt the S.E.E.D.S. sustainability programme. How much flexibility is

actually possible in implementing the sustainability strategy?
The concept of sustainability is interpreted in many different ways in
Europe alone. In continental Europe, for example, strong emphasis is
placed on making the core business sustainable. In Northern Europe, on
the other hand, people are heavily focused on ecological aspects. A com-
pany is embedded in society and has to cater to all sorts of different
groups. However, the fact that child labour has been classed as normal
in Bangladesh for thousands of years does not mean that it should just be
accepted as part of the culture there. Sustainability does not just mean
adapting to existing cultures.

Of course, “democratisation” also refers to as many people as possible

showing a commitment to sustainability. How can this be achieved?
This is a key challenge. It's important to show that sustainability man-
agement is also a form of material management. Energy management
and intelligent heating are very factual matters, for example with regard
to intelligent technology, intelligent organisation and intelligent design.
These are intrinsically exciting challenges. How can you bring together
and inspire as many people as possible? | think, on the one hand, you
have to repeatedly bring about and celebrate successes. On the other
hand, it is also important to link sustainability with a person’s skills, in-
terests and work.

Is recruitment a tool for disseminating this mindset throughout the

company?
Recruitment can of course be used as a tool here if you are purposeful-
ly seeking out individuals to become key high-potential employees in
relation to focal points. Such people look for employers that have an
excellent reputation and treat their staff fairly. Sustainability is also re-
lated to fairness; fairness is part of sustainability. It is motivating to
work for a company that helps society and has a clear sense of respon-
sibility.

As Stefan Schaltegger explains, the Faculty of Sustainability, the only one of its
kind in Europe, trains sustainability experts either through full-time courses or
in the form of the extra-occupational MBA in Sustainability Management. 40
to 50 graduates successfully achieve their goals each year. These differ from
the goals set by graduates of conventional management courses, who are es-
pecially focused on their careers and salaries. Sustainability management stu-
dents are far more concerned about doing meaningful work. This is a matter of
course for Stefan Schaltegger. After all: “You have to agree that sustainability
is the most exciting topic in the world, right?”
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EMPLOYEES' VIEWS

The

Ambassadors

The idea is simple: S.E.E.D.S. Ambassadors promote

sustainability in their area. They have the know-how, are

on top of all the latest developments and always work

The S.E.E.D.S. Ambassadors help inte-
grate the notion of sustainability in their
areas and countries, calling for sustaina-
bility aspects to be considered whenever
important decisions are made. The Sus-
tainability Management department sup-
ports the Ambassadors in their work,
helping them implement their ideas be-
sides driving discussions and knowl-
edge-sharing. 28 S.E.E.D.S. Ambassa-
dors have stepped up to the role since
November 2016.

Marjon
Sanders

HR Manager
Amsterdam /517 years old

-+Ms Sanders, why did you decide

to become a S.E.E.D.S. Ambassador
- alongside your regular role? Why
is sustainability so important to

you?

#-For me, Human Resources goes hand
in hand with sustainability. The retire-
ment age starts at 68 in the Netherlands
and is set to rise even further. This means
that sustainability in the focal area of Em-
ployees is already a key topic for me as
HR manager, also in terms of recruit-
ment.

~+Speaking as S.E.E.D.S. Ambassa-
dor, where do you see the major
challenges?

4| represent a region comprising the
Netherlands, Belgium, Russia, the Scan-

with sustainability in mind.

dinavian countries and our Export re-
gion. The major challenge we face here
is pooling the individual measures and
defining joint goals for the long and short
term. Everyone | work with in the men-
tioned countries is truly committed to
this project. Communicating and gener-
ating awareness of the topic is key. The
S.E.E.D.S. programme is a great aid here
as it makes the buzzword “sustainability”
tangible, allowing us to fill it with con-
tent.

~+*What do you specifically intend to
tackle?

#-We first held video conferences where
we discussed what is already in place in
the individual countries and areas — and
we were surprised by the amount al-
ready being done: LED lights, solar pan-
els, recycling. These are things we al-
ready have, although not everywhere
and not to the same degree. We discov-
ered that we as employees weren't
aware that these things fall under the
category of sustainability. It helps to talk
about “what is sustainability”; exchang-
ing opinions on best-practice examples
is inspiring for all those involved. The
Scandinavian countries have an espe-
cially sustainable lifestyle, for instance.
But there are also suggestions coming
from Russia, for example concerning
the commitment to SOS Children’s Vil-
lages. We have already implemented
simple things such as turning off the
coffee machines overnight. This might
sound trivial, but it saves energy. We've
also defined a number of other goals.
For example, we'd like to introduce half
a day of voluntary work for our col-

leagues, organise charity sports tourna-
ments and do more for SOS Children’s
Villages. Social engagement is high up
on our list of priorities. First of all, how-
ever, we want to concentrate on getting
easy and intelligent projects under way
as this will help us spark our colleagues’
interest and motivate them.

~+What changes can you bring about
based on your role?

4|t goes without saying that | have a
good handle on sustainability topics as
well as the support of my boss, the re-
gional director, and the country manag-
ers. | am, however, absolutely convinced
that the role of S.E.E.D.S. Ambassador
doesn’t necessarily depend on a person’s
normal position. It's mainly about com-
munication — speaking about sustainabil-
ity issues and raising awareness. This is
something everyone can do in his or her
remit. Everyone who aspires towards a
more sustainable approach is a Sustaina-
bility Ambassador by nature.

Group in terms of sustainability?

4| think the Vaillant Group has a pretty
good setup in this regard, especially
when it comes to our products, but |
would like to see us make an even great-
er contribution towards social initiatives.
We're on the right path in the area of Em-
ployees. But there is always more that
can be done, we're not short on ideas.
The Ambassadors are a good way of get-
ting the Group strategy out into the dif-
ferent countries. Then we can be even
better. And it goes without saying that
S.E.E.D.S. is a great initiative.
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Gokhan
Felek

Group Advanced Purchasing Engineer
Remscheid / 35 years old

~=Mr Felek, why did you decide to
become a S.E.E.D.S. Ambassador -
alongside your regular role? Why is
sustainability so important to you?

4| think it’s a good topic —and an impor-
tant one. | believe we have to be much
more sustainable as a society if we're go-
ing to leave the future generations with a
world worth living in. At the moment
things are still working well for us in Eu-
rope. In China’s megacities, however, air
pollution has quite literally clouded the
view. This spurs me on to do my bit; |
think | can really make a difference as a
S.E.E.D.S. Ambassador.

~+Speaking as S.E.E.D.S. Ambassa-
dor, where do you see the major
challenges?
#-The main challenge is getting people,
colleagues, on board and making them
aware of sustainability issues —and doing
this alongside the regular work. The
question of cost will certainly also prove
challenging.

~+*What do you specifically intend to
tackle?

#-There are of course aspects of Pur-
chasing we can improve on: for instance
by optimising packaging concepts to
save resources and costs. The same ap-
plies to the logistics chains. Sustainabili-
ty is a topic which affects Purchasing, but
also other departments such as Supply
Chain  Management. Sustainability in
Purchasing is a tricky topic.

~#What changes can you bring about
based on your role?

“-When you're dealing with such large
projects, you do of course need all the
departments involved to be on the same
side, alongside the necessary resources
in terms of staff and budget. | can pro-
vide motivation here. In fact, | view my
role quite literally as that of an Ambassa-
dor — of a messenger and multiplier. | can

refer back to S.E.E.D.S. time and again,
raise awareness of sustainability and pro-
vide encouragement.

~*How would you rate the Vaillant
Group in terms of sustainability?

4| think the Vaillant Group is really sus-
tainable. This is clear from the products,
their efficiency and their durability. As is
the case with many family companies,
our company is also run in a sustainable
manner. That's really important to me
as an employee, for example. With
S.E.E.D.S., the company has created an
extremely extensive sustainability pro-
gramme. But of course not everything is
green, just look at the canteen in Rem-
scheid, where plastic packaging is used
for take-out food. The paper coffee cups
are not the best example of sustainability
either.



Xiaocui
“Camille” Huang

Marketing Specialist
Beijing / 29 years old

~#Ms Huang, why did you decide to
become a S.E.E.D.S. Ambassador

- alongside your regular role? Why
is sustainability so important to

you? —

#-| see it as a fantastic challenge that al-
lows me to gain a great deal of valuable
experience. It also overlaps somewhat
with areas | already work in: organising
numerous events, supporting social en-
gagement with the SOS Children’s Vil-
lages, and most recently working on the
#vaillantsmile campaign. In the Market-
ing department it's also important that
we can describe the eco-friendliness of
our products — this all links in to sustain-
ability. So why not become a S.E.E.D.S.
Ambassador and do even more?

~+Speaking as S.E.E.D.S. Ambassa-
dor, where do you see the major
challenges?

#-The market and the general legal situ-
ation in China are worlds apart from
those in Europe. Here in China, a lot of
emphasis continues to be placed on costs
and not yet so much on efficiency. My
role is therefore, first and foremost, to
raise awareness of sustainability as an
overall concept and in all its facets — also
internally among colleagues.

~#What do you specifically intend to
tackle?

#-The first project was #vaillantsmile,
which saw us collecting smiles from col-
leagues, customers and trade fair visit-
ors. Anyone who took part was given a
very special reward — the company made
a donation on their behalf to specific pro-
jects linked to SOS Children’s Villages,
an initiative we support as partner the
world over. Another thing I'd like to pick

up on is the idea behind the S.E.E.D.S.
week, which | learned about during the
Ambassadors’ kick-off meeting: a differ-
ent campaign every day for a week, such
as cycling to work or making a conscious
effort to reduce paper consumption. My
personal priority is to raise awareness of
sustainability and S.E.E.D.S. among col-
leagues and to emphasise the fact that
there’s a lot more to it than clean, ener-
gy-efficient products.

~#What changes can you bring about
based on your role?

4| think there are a few things | can do.
| have two huge advantages from the out-
set: on the one hand, my regular role al-
ready touches on the topic of sustainabil-
ity, such as energy-efficient appliances
and the company’s social commitment.
On the other hand, | grew up in Hong

Kong, where the culture is quite differ-
ent. Environmental protection was al-
ready a topic in kindergarten and at
school. This has stayed with me. That's
why | firmly believe that | can bring about
change in my role as Sustainability Am-
bassador.

~#How would you rate the Vaillant
Group in terms of sustainability?

4| would say that the Vaillant Group is
fairly sustainable. This is largely due to
the products — we are currently working
on introducing Green iQ products in Chi-
na. We are also working hard to create a
good, sustainable corporate culture in
China in terms of employee interaction.
However, there is still a lot we can im-
prove in our everyday lives besides keep-
ing processes green and simple.
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Katharina
Hunds

Replacement Parts Engineering Storage
and Ventilation
Remscheid / 32 years old

-+Ms Hunds, why did you decide to
become a S.E.E.D.S. Ambassador

- alongside your regular role? Why
is sustainability so important to
you?

4| have to hold my hands up here and
admit that | wasn't exactly proactive, but
| was more than happy to take on the role
when | was asked. The reason is simple: |
think it's an important topic. If we're real-
ly going to get the sustainability message
across within our organisation, we first
have to create a broad basis that extends
into each individual department. Only
then can it really be effective. Sustainabil-
ity is important to me not only because
we want to leave our children with a
world worth living in, but also because of
the S.E.E.D.S. focus areas Society and

Employees. As an employer, Vaillant has
to make itself more appealing to the
younger generation.

~+Speaking as S.E.E.D.S. Ambassa-
dor, where do you see the major
challenges?

#-The greatest challenge is rousing col-
leagues’ interest in the topic. This might
sound banal, but it really is the first step:
explaining what it is we're doing, impart-
ing knowledge, increasing awareness.
With its focus areas and clearly defined
goals, the S.E.E.D.S. programme is really
useful here. As are the cups that the Am-
bassadors received at the kick-off: strik-
ing green cups made from bamboo that
read “S.E.E.D.S. Ambassador”. A lot of
people have already commented on my
one when I've gone to get coffee. It pro-
vides the perfect springboard for talking
about S.E.E.D.S. and my role, and it tells
my colleagues that I'm their go-to person
on the topic.

~+*What do you specifically intend to
tackle?

#-\We — two colleagues from Service and

SEEDS

bassators

| — already had an initial brainstorming
session before getting together with the
Sustainability Management team to go
over our ideas. 14 themes were identi-
fied in total, such as the field service's
vehicle fleet and safety training for field
staff. We evaluated the ideas together
with the Sustainability Management
team based on various criteria such as
effectiveness and cost and came up with
a list of priorities which we will present
to the Divisional Manager. He will hope-
fully add some of the measures to his
agenda.

~#What changes can you bring
about based on your role?

4] can give prompts and encourage-
ment but at the end of the day we can
only assess the situation once the meas-
ures have been implemented. And, of
course, | can’t make any budgeting de-
cisions or free up capacities. Another
thing to consider is the structure of the
division, which is of course made up of
Spare Parts and Service. I'm certainly
no expert in service matters, which is
why it was so valuable to sit and work
with the colleagues from the Service de-
partment. After speaking to the Divi-
sional Manager and the S.E.E.D.S. team,
an additional Ambassador has actually
now been appointed from Service.
~*How would you rate the Vaillant
Group in terms of sustainability?
“-Vaillant is treating the topic as a top
priority and has set clearly defined tar-
gets. | would therefore say that we're
definitely up there, but we could be
even better. There's certainly still room
for improvement in the areas Society
and Employees. A few changes have
been made in recent years in the focus
area Employees, for example the child-
care centre here in Remscheid. This was
under discussion for what seemed like
forever, and for a long time nothing hap-
pened — until S.E.E.D.S. was rolled out.
However: this is just a drop in the ocean.
Right now, supply is not meeting de-
mand. And what about the other sites?



Bernhard
Leidinger

Marketing Director Vaillant Austria
Vienna / 48 years old

-=Mr Leidinger, why did you decide
to become a S.E.E.D.S. Ambassador
- alongside your regular role? Why

is sustainability so important to you?
#-\When it comes to the topic of sustaina-
bility we have to do more than just talk
about it; we have to create precedents.
Before | came to Vaillant at the start of
2016, | saw the video of Vaillant Group
CEO Dr Voigtlander receiving the Ger-
man Sustainability Award, where he's en-
thusiastically brandishing the Vaillant
hare on stage. | remember thinking to
myself: “He's genuinely thrilled. They
mean business. They really want to make
a difference.” It was impressive and cer-
tainly helped me in my decision to move
to Vaillant. | believe that such a large
company has to assume responsibility
within society. Having said that, we were
extremely sceptical of how the multifunc-
tional role of Marketing Director, person
responsible for S.E.E.D.S. and also
S.E.E.D.S. Ambassador for Austria would
pan out when | first started. There is a
danger of initiatives and efforts being dis-
missed as one big marketing campaign.

~+Speaking as S.E.E.D.S. Ambassa-
dor, where do you see the major
challenges?

#-0ne of the greatest challenges is hav-
ing to repeatedly and believably convey
the fact that this isn’t just a marketing
gag; we genuinely do want to embed a
sustainable mindset within the company.
On top of this, we have to convince every-
one else to join us in donning their sus-
tainability caps alongside, or even as part
of, their everyday work. We have to en-
courage them to find the time to do this;

show them what a difference it can make.
We have to prove that sustainability,
S.E.E.D.S., isn’t just a random project
that's going to land in some drawer fur-
ther down the line but that it’s a strategic
plan that will make us fit for the future.
Moreover, S.E.E.D.S. is extremely com-
prehensive, as seen in its four focus areas.

tackle?

#-\We conducted a staff survey to find out
what the term “sustainability” means to
our colleagues — a term that gets bandied
around so much it has become rather
commonplace and meaningless. Our aim
here is to create a common understand-
ing of the concept. The results were very
positive. Overall, employees really want
to do their bit and get involved. We've
drawn up a programme comprising four
projects and put together teams made up
of employees from across the entire com-
pany. Good communication is of the es-
sence. | also see this as one of the main
tasks of the Ambassadors, who have to
clearly explain the reasons behind their
actions. | communicate in many different
directions here, not only with our em-
ployees but also with the management of
the sales company and of the Group - to
make sure everybody’s on board with the
projects.

based on your role?
#-\Where to start! | hope to effect a lot of
changes; my role as Marketing Director is
certainly beneficial here. We've made the
conscious decision to strategically coor-
dinate the project from management
level and there’s a lot going on
there. S.E.E.D.S. is one of our top
six priorities this year. The fact
that the project has been given
the official seal of approval
from the entire management/ﬂ
team does of course make

it easier to effect change.

' .

~*How would you rate the Vaillant
Group in terms of sustainability?
4| think we're pioneers in the industry as
we're approaching the topic very impar-
tially and with great transparency. It's not
just about adding a splash of green here
and there. Our strength lies in energy-ef-
ficient products and their development,
and also the environment; we're on the
right track in terms of the S.E.E.D.S. field
Society, even if there's still a lot more we
could do here. The same goes for Em-
ployees —an extremely broad area. Itisn’t
always fully clear from the off how some
of the measures relate to a sustainability
programme. We have to make precise
distinctions here. Overall, we still have
our work cut out with S.E.E.D.S.; the sus-
tainability message is not yet ingrained in
our day-to-day corporate culture. But
we're definitely on the right track.
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Paulina, Laura and Gassan are all trainees at the SOS Children’s Village Berlin.
) For them and 45 other young people, this is a chance to learn a profession and
)" stand on their own two feet; a chance they would have likely not had otherwise.
~ 7 Itis for this very reason that SOS Children’s Villages Germany is committed
—J-ﬁ to providing training and qualifications. N
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pile of heavy stones
sits in wait. 22-
year-old  Paulina
from Berlin knows
exactly what to do
with them: lay edg-
ings and pave pati-
os and paths, for example. She is training
to be a gardener in the fields of garden-
ing, landscaping and creating sports fa-
cilities. There are also a number of three-
metre-high trees. Their root balls are not
yet surrounded by much soil, hence the
transport bag. “They’re for the exam,” ex-
plains Paulina. “At the end of the practical
exam, we have to plant each of them with
two stakes and then secure them with
raffia.”

The final practical exam Paulina is refer-
ring to will take place in September. She
will have four hours to show what she has
learned during her training at the SOS
Children’s Village Berlin. She’s already
passed the theory exam, but the practical
one had to wait. Not because Paulina was
not ready for the planting, patio building,
plant identification, presentation and all
the other tasks that await her, but for a
reason beyond her control. Cancer. The
chemotherapy and radiation treatment
forced her to take a year out. Her body is
still weak after overcoming the illness and
going through the tough therapy, but you
wouldn’t know it to look at her: she brims
with energy and a zest for life.

More than just expertise

Her mind and will are strong. She wants
to complete the qualification even if she is
unlikely to have a career in this area.
“Paulina is very strong-willed and deter-
mined. Her stubbornness, which would
often make life difficult for her in the past,
has now become a strength, making her
more resolute and persevering,” says Pa-
tricia Schmihing. The social worker coor-
dinates the gardening and landscaping
site run by the SOS Children’s Village
Berlin and has been supporting Paulina
for over four years now. Paulina looks
somewhat sceptical as she thinks about

the comment. “Yes, I guess you could see
it that way.”

The training at the SOS Children’s Village
provides more than just expertise. The
young people are supported not only by
the trainers but also social workers and
teachers. “We assist them wherever they
need help,” says Schmihing. “For ex-
ample with individual tutoring and, often,
by simply talking things over.” The three
professionals responsible for the trainees
— teacher, trainer and social worker —
work closely together. Communication
channels are short. The young people of-
ten instigate conversations themselves —
individually and also in group sessions.

In addition to gardeners and landscapers,
the organisation’s Gatow site, which
spans five hectares in the west of Berlin
by the River Havel, also trains garden

§
il AN
“Young people need to be
able to depend on others.
This is made difficult if
teachers, social workers

and trainers are
constantly changing.”

Patricia Schmihing
Coordinates the gardening and landscaping

site run by the SOS Children’s Village Berlin

construction workers in the fields of gar-
dening and landscaping. “It's a kind of
rehabilitation training. The amount of
theory work is consciously minimised,
making it ideal for adolescents and young
adults who are more practically-minded
or have learning disabilities or concentra-
tion problems.”

Long-term, reliable prospects
L]

Patricia Schmihing knows all 25 of the
trainees on the gardening and landscap-
ing course and is familiar with their diffi-
culties. She has been a social worker for
the organisation since 2002. The condi-
tions change depending on the labour
market policies applicable at the time.
“There is only a small pot of public fund-
ing available at the moment to train
young people; the situation was different
ten years ago. I'm pleased that SOS Chil-
dren’s Villages has continued its commit-
ment to provide training and qualifica-
tions despite this —and that it is able to do
so thanks to its good name and support-
ers. This enables us to employ our staff
on a long-term basis. Young people need
to be able to depend on others. This is
made difficult if teachers, social workers
and trainers are constantly changing.”

She knows there are many young people
who fail to make the transition to the
world of work, who need help. There are
various reasons for this: learning difficul-
ties, concentration problems, family
problems, illness. “Most of the young
people come to us through the employ-
ment agencies and youth welfare offices
in Berlin,” says Schmihing. Our coopera-
tion often begins by preparing for a ca-
reer. Paulina initially completed an in-
ternship in gardening and landscaping
before trying her hand at several other
things. In the end, she decided to com-
plete her training at the SOS Children’s
Village. “I like working outdoors in the
fresh air. You have a physical workout,
burn off energy and even get a tan,” says
Paulina, laughing. “It’s also great to see
what you've achieved at the end of each
day,” explains the 22-year-old.

47



The training has changed her. “I treat
people with much more respect now. I've
grown up a lot and I'm more punctual.” It
took a lot of effort to reach this stage. “I
had bad phases too,” admits Paulina.
“Most people do, especially in the second
year of training,” says Schmihing with a
smile. “We then talk a lot and work to-
gether to resolve the problems.” Paulina
has almost succeeded in doing this. Oth-
ers are still battling their way through.
Punctuality is something that many peo-
ple find particularly difficult; having a dai-
ly routine where they get up early, eat
breakfast and are ready to start work on
time. As pointed out by the social worker,
this is something they often don’t see at
home. Not all young people can muster
up the discipline and then stick at things
even when the going gets tough. “We
also lose some people along the way,”
says Schmihing. “We certainly don’t give
up on them easily, but sometimes there’s
no choice but to go our separate ways
whether we want to or not.”

For Paulina, the decision to do her train-
ing at the SOS Children’s Village Berlin
was the right one. “It opens up an oppor-

tunity for people who've had a tough
start, who didn’t pay proper attention at
school, fell behind or aren’t academically
gifted.” She does not yet know what lies
ahead after she qualifies. “We’re discuss-
ing this at the moment.” Her illness is
preventing her from currently following
her dream of joining the police.

Gardening and landscaping is just one
area in which the SOS Children’s Village
Berlin is committed to providing training
and qualifications. It also offers training
in office management and catering roles.
This has formed part of the work of the
SOS Children’s Village in the capital since
1996. SOS Children’s Villages Germany
opened its first urban Children’s Village
in Berlin’s Moabit district in 2005. The
range of services on offer is as diverse as
life in the city: educational guidance and
family counselling, family education, a
family meeting area, a nursery and a mul-
ti-generation house. The SOS Children’s
Village Berlin also offers school-related
services, youth advisors, parental pro-
jects and, of course, career guidance and
preparation as well as vocational training.
In 2015, the organisations SOS Children’s

Village Berlin-Moabit and SOS Vocational
Training Centre Berlin came together un-
der a single name: SOS Children’s Village
Berlin.

An embassy in the heart of the
capital

In May 2017, the SOS Children’s Village
Berlin moved into its newly built home at
Lehrter Strae 66, the Embassy for Chil-
dren. It's a short walk from the central
railway station and is around the corner
from the powerhouse that is the chancel-
lery, the parliament buildings and the
Reichstag. But the new building is still in
the Moabit district, an area that has its
fair share of problems. “We are remain-
ing true to this district as it is in particu-
larly urgent need of the services offered
by the SOS Children’s Village,” explains
Nicole Bethke, who is responsible for
public relations work and projects. “We
also felt that the area offers good pros-
pects for our new Hotel Rossi, a socially
inclusive enterprise. As a 100 per cent
subsidiary of SOS Children’s Villages
Germany, Hotel Rossi gives people with
disabilities work and recognition. And, of



“We want to be seen
and heard in the Embassy
for Children; we want to

speak up for children’s
rights.”

Nicole Bethke
Responsible for public relations work and
projects at the SOS Children’s Village Berlin

course, we want to be seen and heard; we
want to speak up for children’s rights.”
However, the Embassy for Children also
provides young people with training and
education, focussing on five vocational
professions from the catering industry
and well as recognised office manage-
ment qualifications.

The administration team and the office
management trainees were the first peo-
ple to make the move in May 2017. The
catering trainees followed a month later.
Laura and Gassan helped with the reloca-
tion. They are both in their first year of
training as office management profes-
sionals. Gassan is currently considering
how the children and young people can
attach their wishes to the symbolic SOS
Children’s Village tree at the official
opening ceremony. An unusual task. “It’s
a lot of fun,” he tells us enthusiastically.
He feels valued here.

The 20-year-old has a long orientation
phase behind him; he has completed in-
ternships in the retail trade, a hospital
and a museum. “I wanted a cross be-
tween office and social work,” he says.

—

“I'm becoming
more self-assured.
I feel good here.”

Gassan
Training to be an office management
professional at the SOS Children’s
Village Berlin

The careers advice service at the employ-
ment agency eventually advised him to
apply for the office traineeship at the SOS
Children’s Village Berlin. And this time it
was exactly what he was looking for. “I'm
not exactly the best of students. The sup-
port I get in the extra tutorials is extreme-
ly useful,” Gassan reports. He has now
had some positive experiences and
achieved initial successes, giving him
new-found confidence. “I'm becoming
more self-assured. In the past I tended to
be a bit lazy. I feel good here.”

Open to all questions

18-year-old Laura laughs, thinking back
to something that happened during train-
ing, and says: “Making coffee!” Laura ex-
plains: “You really can ask anything you
want here. For example, how to make
coffee. Outside, you'd feel silly asking
that kind of question. However, we asked
how to make coffee during the group ses-
sion — and then practised together the
very next session.” In the group sessions
with the social worker, the trainees talk
about their hopes and concerns; they
learn how to deal with their issues and
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“You really can ask
anything you want here.
For example, how to
make coffee...”

Laura
Training to be an office management
professional at the SOS Children’s
Village Berlin
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work on their weaknesses — even if this is
simply learning how to use the many dif-
ferent coffee machines. There’s a lot
more to this trainee cliché than meets the
eye: if they are unsure about something,
they lose all their self-confidence. They
do not dare ask technical questions, feel
trapped and do not show what they have
already learned.

Helping people stand on their own
two feet

I

For Laura, the support she receives as
part of the SOS training is extremely im-
portant. She is often ill, sometimes for
long periods. “A company in the free
economy would not have the patience to
deal with all the time she has to take off,”
explains her trainer Jochen Plagens. “Not
only are we patient, we can also help her
catch up on what she’s missed at the vo-
cational school. She’s clever; she attend-
ed grammar school. She’ll complete her
training, but she needs patience and sup-
port. That’s where we come in.” Plagens
is a passionate trainer who has been sup-
porting trainees at the SOS Children’s Vil-
lage Berlin for 18 years.

After qualifying as an assistant tax ac-
countant, Plagens continued his educa-
tion to become a trainer. “I wanted to
work in a role that promoted vocational
training. Trainees in the free economy are
usually so well prepared that they don’t
need additional help. I wanted to really
work with the trainees and support them.
That’s what we’re here for.” During his
time in the role, he has supported some
130 young people. At SOS Children’s Vil-
lages, the young people’s work really
pays off: everything the trainees do is ac-
tually used in the accounting and HR
management departments as well as in
correspondence. Plagens is well aware
that this is not the case with many other
trainers. They often only work in training
firms.

Gassan has grown as a person during the
first three-quarters of a year of his train-
ing. He believes in himself. “I'll admit that
I feel a bit proud when I tell people I'm
training to be an office management pro-
fessional at SOS Children’s Villages.
We're prepared well for the professional

world here.” His aim is clear: to stand on
his own two feet. The training provides
him with the right foundations here.

Vaillant also helps to build these founda-
tions. The Vaillant Group and “SOS Chil-
dren’s Villages worldwide” have worked
in a strategic partnership since 2013. As a
result, the family-owned company sup-
plies Children’s Villages all around the
globe with highly efficient heating tech-
nology. Over time, however, Vaillant is
supporting more and more social initia-
tives involving children and young peo-
ple. The international #vaillantsmile cam-
paign was launched last year with the aim
of collecting the biggest smile in the
world. Vaillant makes a donation to se-
lected aid projects for every smiling sel-
fie. For example, a 15,000 euro donation
was raised to go towards training and
qualifications at the SOS Children’s Vil-
lage Berlin - to offer opportunities to peo-
ple who might otherwise never get them.

“Laura will complete
her training, but she
needs patience and
support. That’s where
we come in.”

Jochen Plagens
Trainer at the SOS Children’s
Village Berlin
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127 kilometres, 40 degrees, 99 per cent
humidity. Set in the Brazilian Amazon
rainforest, the Jungle Marathon is viewed
as one of the toughest races on the plan-
et. Running through water, below a prac-
tically impenetrable forest canopy, sur-
rounded by an unfamiliar world of flora
and fauna: Friedhelm Weidemann took
up the challenge on behalf of Vaillant and
crossed the “green hell” of Santarém.
Before the race began, the runners were
briefed on its dangers by a specialist
from the Brazilian military. “He told us
what we could and couldn’t touch, and
which animals we should be cautious of.
Pretty much everything is poisonous,”
says Weidemann, laughing.

Friedhelm Weidemann already had a
great deal of respect for his surroundings
before the race. “You have to ignore any
potential danger that the animals might
pose. Once, | had to run through really
deep water for an hour: you can't see
anything, you just have to battle on.”
Added to this is the fact that the runners
are carrying all of their gear on their
backs. Friedhelm Weidemann had cho-
sen the second of three race options: 127
kilometres over four days. As always, he
was well prepared with the best equip-
ment — which he had already put through
its paces in the Vaillant Group's climatic
chamber in Remscheid, paying special
attention to ensuring it was waterproof.
He could also draw on his experience of
around 300 marathons and ultras on six
continents — through Death Valley with
temperatures of over 50 degrees and
across the Antarctic at —20 degrees,
where he ran for Vaillant for the first time
to raise awareness of climate protection.

“But it was the jungle that really pushed
me to my limits,” he says. On the second
day, the 57-year-old lost consciousness
and lay helpless in the rainforest. When
he came round, he managed to drag him-
self back to the last checkpoint, where he
received medical care and was forced to
take a day’s rest. “It was the humidity
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that did it; it was almost 100 per cent.
The conditions are extreme. | had to ad-
mit to myself: man, the jungle is not
your forte!” After his compulsory time
out, Weidemann ran on, topping the
marathon leader board despite the
break. He noticed that his body had ac-
tually adjusted to the extreme condi-
tions.

Friedhelm Weidemann has run across
many extraordinary, breathtaking land-
scapes in the past: deserts and polar de-
serts, mountains and savannahs. “l ad-
mire nature; its diversity, its uniqueness
and also its vulnerability.” When he ran
across the Antarctic for Vaillant back in
2014, he was extremely aware of just
how endangered this landscape is. “If
we fail to achieve the two-degree target,
one day the Antarctic will simply be
gone,” he remarks. He found the jungle
in the Brazilian Amazon basin particu-
larly impressive. The biodiversity and
extreme conditions there are one of a
kind. “At the same time, the threat faced
by nature is already clear on the long
journey to get to the start line, where
clearings have been made for settle-
ments and cities, for agriculture and in-
dustry. And where there are people,
there is waste, piles and piles of plastic
waste. There’s an extreme lack of aware-
ness, on both a large and small scale.”
Raising awareness: this is also what
Friedhelm Weidemann wants to achieve
with his races for Vaillant.

Running and travelling are his passions.
Originally from Lower Saxony, Weide-
mann travelled a lot with his job after
completing his training with the Federal
Border Police: to Paris, Istanbul, Lisbon,
Damascus, Amman, Naples and Tripoli.
He didn’t start running until he was 26
years old, when he was put up to the
challenge by a doctor. He hasn't stopped
running since. The Amazon Jungle run
was Friedhelm Weidemann'’s pass into
the Seven Continents Club. He has now
successfully completed a race of at least
marathon length on all seven continents
— Africa, Antarctica, Asia, Europe, Oce-
ania, North and last but not least South
America. An exclusive club currently
boasting 418 men and 189 women. The

next runs have long since been in the
pipeline. Also for Vaillant.

Friedhelm Weidemann and Vaillant want
to work together to raise awareness of
climate protection; of places worth pro-
tecting because they are particularly af-
fected by climate change. At the end of
the day, creating an energy revolution is
not just a matter of politics. As a leading
heating technology manufacturer, Vail-
lant sees itself as part of the solution to
global climate issues, which is why it
launched the Vaillant Green Team cam-
paign. This features Vaillant employees
and campaigners who raise awareness
of places threatened by climate change.
Last year, three Vaillant employees from
France — Awena Béliard, Grace Séguret
and Soizic Deveaux — took part in the
Raid Amazones on behalf of the Vaillant
Green Team: a unique, women-only
sports event that pushes participants to
their physical and emotional limits. In
2016, the event was held in the US -
more specifically, in parts of southern
California where the consequences of
climate change are particularly preva-
lent. With this campaign, the Vaillant
Group hopes to convince potential em-
ployees of its vision and encourage them
to apply to the company.

The Green Team brings the Vaillant
Group principles to life: green, friendly
and committed. As a manufacturer of re-
source-efficient technology, Vaillant
feels a special sense of commitment
towards climate protection and envi-
ronmental preservation: “Through our
work, we are all advocating for the suc-
cess of the heating revolution, for re-
sources to be saved and the environment
to be preserved,” explains Corinna
Whnuck, who oversees the campaign in
her role as communications manager.
“Several colleagues also do this in their
spare time. We want to support these
colleagues through the Green Team
campaign and work with them to raise
awareness of places that are under threat
from climate change.” At the end of the
day, there's one thing that spurs us all
on: “Taking care of a better climate.”
And Friedhelm Weidemann is already a
whole world ahead.
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RESPONSIBILITY
AS A PRINCIPLE

The Vaillant Group has combined all its sustainability activities into one strategic pro-
gramme. Under the name S.E.E.D.S., binding, quantifiable targets have been set 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.

or an industrial company that develops envi-

ronmentally 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 sustaina-
bility means more than just marketing particularly
energy-efficient products. It dictates that the strate-
gic and operational decisions taken by a company
must always consider factors related to sustainabili-
ty. As such, the 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 Envi-
ronment, Employees, Development & Products and
Society, identifies the strategic areas of focus that
the family-owned company is pursuing to make its
vision of sustainability a reality. These fields are de-
fined based on a broad understanding of sustainabil-
ity that addresses the main challenges in our core
business. In this regard, the Vaillant Group’s Sus-
tainability Management department makes an im-
portant contribution to ensuring the company’s suc-
cess in the long term. The department forms part of
Corporate Communications, Sustainability Manage-
ment & Politics 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 perfor-
mance. In addition, the Group-wide environmental
management system is also controlled centrally
from here.

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

WE SUPPORT
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SUSTAINABILITY
COMPASS

Total
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\ .
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SUSTAINABILITY BOARD
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Strategic decisions
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METHOD IN OUR SUCCESS

Making an international high-tech company like the Vaillant Group more and more sustain-
able 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.

anagement approach

We manage our sustainability perfor-

mance using an established approach:

the classic control circle applied to cor-
porate management systems. On the basis of the
sustainability strategy o 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 (KPls) and a
target figure e 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 Vail-
lant Group Sustainability Scorecard. When inter-
preting the figures, we take into account specific
factors such as changes to production capacities,
current production volumes and production min-
utes. By comparing figures from the same period in
the previous year against the long-term targets dur-
ing the annual review 9 we are able to gain an
accurate picture of the current state of our sustaina-
bility performance. During last year's review, it be-
came clear that we have almost reached one of our
environmental targets and have already exceeded
another. As a result, we are now setting ourselves
even more ambitious targets with regard to energy
and water consumption.

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 particularly
important — from the point of view of both the com-
pany and its stakeholders. As part of a materiality
analysis we carried out a systematic survey of cus-
tomers, partners, suppliers, employees, owners and

other relevant stakeholders and thus precisely de-
fined the sustainability-related topics that are most
important for our business activities. These topics
are aggregated into fields of focus in the Vaillant
Group Materiality Matrix.

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 sustainability aspects are taken into account
throughout the value chain. There are three process-
es that affect product development and consider the
phase from product strategy to market launch. The
Group Production Process describes production
steps, the Group Market Process addresses customer
requirements and retention, and the Group Service
Process describes the activities of our service techni-
cians and specialist partners.

To manage company performance in terms of envi-
ronmental protection, occupational 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 au-
dit 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 DIN EN ISO 9001
and environmental standard DIN EN ISO 14001. And
we are just as ambitious when it comes to workplace
health and safety. All of our production and develop-
ment sites have already been certified to international
standard OHSAS 18001. We are currently preparing
to implement the occupational health and safety
standard DIN EN ISO 45001, which is planned to be
published at the end of 2017 and will supersede
OHSAS 18001.
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OUR SUSTAINABILITY
TARGETS

In'spring 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. As a result of the annual review, we have now
heightened two of our environmental targets as we are already close to meeting our aim of reducing
energy consumption and we have already exceeded our water reduction goal. We are now aiming to
increase our energy efficiency from 20 to 25 per cent and reduce our water consumption by 50 per
cent. More detailed key figures relating to sustainability can be found on the pages that follow.

Development & Products
Our goal is to offer our customers energy-efficient and environmentally

Vision friendly products throughout the entire product life cycle — from development
to purchasing, production and use, and all the way to service and fecycling.

values

Development
& Products

% Turnover of high-efficiency yproducts

15% Gregnhouse gas emission of the
product portfolio
The 6 Green Rules on sustainable product

development will become a binding part

of our product creation processes.

aterial efficiency

Environment
Protecting the environment and resources is an important part of the

Vision Vaillant Group's sustainability strategy. We aim to use resources responsibly,
to consistently lower CO, emissions, prevent negative influences on the
environment and actively use opportunities for improvement.

_2

and
values

( +20% Energy efficiencya

We have been using 100 per cent certi-
fied green electricity at all our German
sites since the start of 2017. We there-

fore expect total CO, emissions to drop
by a further 10 per cent.

The reduction in water consumption is

a success story in itself. We have now in- We have seen an extremely positive development
creased our reduction target to 50 per cent. here: we have increased our energy efficiency

In 2016, we were able to reduce our water target to 25 per cent. Consumption in the test
consumption in the test centres to less than centres fell last year and we have further in-

half of the amount used the previous year. creased efficiency in the production areas. The

energy requirement for heating rooms has
increased.



In 2016, the Vaillant Group was able to‘in-
crease its turnover ascribed to technologies
based on renewable energies by 14 per cent.
By placing a strategic focus on efficient tech-

nologies and renewable energies, we expect  The Vaillant Group has a very firm footing with
this figure to increase further in the future. regard to occupational safety. The huge amount of
work that has gone into this-area and the systematic

OHSAS certification are paying off.

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.

L O

o/

Vision
and
values

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 &pplicants
and current employees.

Incidents

Employer of choice
|

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

Society
The Vaillant Group acknowledges its social responsibilify. The company
makes an active contribution where it operates, for sogial progress and the
welfare of people.

Global Compact principles as
a living standard

trategic orientation of our
CSR commitment

Systematic stakeholder dialogue
|

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

Vision
ELG
values

Our CSR commitment is closely linked to our core business.
The partnership with “SOS Children’s Villages worldwide” is
an authentic fit for our corporate and brand values. Our partners
regard this cooperation as highly credible, as evidenced by a
supplier survey: on a scale of 1 to 5 (1 = high, 5 = low), those
surveyed rated the credibility of this commitment as 1.75.
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Recognising the principles of the UN Global
Compact forms an integral part of our purchas-
ing terms, which apply to.all standard suppli-
ers. We are in the process of strengthening
our commitment to check compliance with the
principles during supplier selection and audits.

All percentages refer to
the 2010 reference year
and are dependent on
volume.
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This sustainability report provides comprehensive and transparent
information about the alignment of the company with the guiding
principle of sustainable, responsible business practices.

SCOPE OF THE REPORT

This report contains information about the strategic direction of the Vaillant Group
in terms of sustainability management. The report discusses Group-wide devel-
opments 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 planning the report’s contents, we took into account feedback from different
groups of stakeholders gathered from various dialogue formats. In addition, we
used a materiality analysis of internal and external reference groups to identify and
evaluate sustainability topics that are important for our business activities.

REPORTING PERIOD AND DATA COLLECTION

The last sustainability report was published in 2016. The reporting period for all of
the key performance indicators in the current report covers the 2016 calendar year
from 1 January 2016 to 31 December 2016. The editorial deadline for reports on
matters related to sustainability was 31 May 2017.

All production-relevant figures relate to the Vaillant Group production plants in
five European countries, Turkey and the People’s Republic of 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 standards 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 Compact. 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 is 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.

IMPRINT
Published by Design
Vaillant GmbH gerlach & partner, Cologne

Berghauser StraBe 40
42859 Remscheid
Germany
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SUSTAINABILITY KEY FIGURES

449,
IN BLACK ikl

AND-WHITE

The Vaillant Group lists all key figures reIating_to sustainability on an internal
scorecard so we can manage our activities in this field. As we are constantly working
to improve the quality of data and make our figures more meaningful b
expanding their scope, changes may have been made to the previous year's figures

since the publication of last year’s report. The percentage development specified
relates to the reference year 2010.
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UN Global Compact
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