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EDITORIAL

A.I.R.—Action. Innovation. Responsibility.

Sustainability Report of BLANC & FISCHER 
Family Holding and its five subgroups:  

BLANC & FISCHER Corporate Services
BLANC & FISCHER Design and Technology-Group (ARPA) 
BLANCO-Group (BLANCO) 
BLANCO Professional-Group (BLANCO Professional)  
E.G.O.-Group (E.G.O.)

You can also find this sustainability report online at sustainability.blanc-fischer.com

May 2021

Dear Reader,

Our founders’ guiding principle was “be responsible for 

your own actions, measured by the well-being of the 

whole.” We have continued following this maxim to this 

day: Social, ecological, and economic concerns must be 

reconciled from an entrepreneurial perspective in order 

to create benefits that serve more than just self-interest. 

Today, we call this approach “sustainable business.” 

Put this way, sustainability has always been at the heart 

of our company. For us, this doesn’t mean that we 

should strive for superlatives at any price, but rather 

operate in such a way that we and future generations 

can live well on our planet—in keeping with the tradition 

of our founders Heinrich Blanc and Karl Fischer, who 

agreed that entrepreneurship also means taking a 

stance and assuming responsibility. And making the 

world a little better.

This attitude still determines our actions as BLANC & 

FISCHER Family Holding with five subgroups at 54 lo-

cations in 23 countries, and with over 8,300 employees. 

Sustainability is an integral part of our corporate goals 

and strategy: PERFORMANCE, PLANET, PEOPLE— 

these are the core areas on the basis of which we  

balance our economic interests with sustainability  

efforts and social responsibility. 

Examples of this include procuring biogas from farmers 

as energy suppliers, the Future Kitchen Lab, apprentices 

experiencing the sustainability of raw materials through 

art, and a mixer tap that can deliver sparkling or boiling 

water ready to drink. Sustainably and in line with our 

Dr. Johannes Haupt, Chairman of the Management Board 
of BLANC & FISCHER Family Holding

philosophy of improving the everyday life of people in 

the kitchen with our technology, products, and applica-

tions. 

Heinrich Blanc and Karl Fischer would have loved it. 

After all, respect for and appreciation of people and 

nature, as well as nature’s resources, was important to 

them. So was the tenacity to be able to overcome resis-

tance and not simply take the most convenient path. As 

a result, they set up social employment contracts early 

on and developed the first electric hotplate suitable for 

everyday use.  

In short: Sustainability since 1925.

Our Sustainability Report “A.I.R.—Action. Innovation. 

Responsibility.” will tell you all about this. Take a deep 

breath, relax, and enjoy the read! I hope you will find 

some exciting insights. Please don't hesitate to share 

your views with us. I look forward to engaging with you.

Yours sincerely,  

Dr. Johannes Haupt

https://sustainability.blanc-fischer.com/
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01 Foreword

Karl Fischer and Heinrich Blanc,  
the two founders of today’s global 
group of companies, would certainly 
be proud to see the sustainable 
development of their Family Holding
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EVERY SINGLE STEP TOWARDS 
CARBON NEUTRALITY BRINGS 
US CLOSER TO OUR GOAL. AND 
WE ARE PROUD THAT ALL OUR 
EMPLOYEES ARE SUPPORTING 
US ON OUR MISSION.

Dr. Johannes Haupt, 
Chairman of the Management Board  
of BLANC & FISCHER Family Holding

WE HAVE TO CREATE 
CONDITIONS THAT 
ALLOW US TO LEAVE 
A LIVABLE WORLD 
BEHIND FOR OUR 
GRANDCHILDREN. 
FOR THIS TO SUC-
CEED, WE ALL HAVE 
TO DO OUR PART.   
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INTERVIEW

>>

DR. JOHANNES HAUPT HAS BEEN AT THE HELM  

OF THE GROUP SINCE 2009. INITIALLY AS BOTH  

CHAIRMAN OF THE MANAGEMENT BOARD OF THE E.G.O.-

GROUP AND THE SUPERORDINATE HOLDING COMPANY, AND 

SINCE 2019 AS CEO OF BLANC & FISCHER FAMILY HOLDING, 

WHICH HAS BECOME THE MANAGEMENT HOLDING COMPANY.

Dr. Johannes Haupt, Chairman of the Management Board 
of BLANC & FISCHER Family Holding

The long-standing Managing 

Director has already witnessed 

many changes in the traditional 

company and even shaped some 

of them himself. It was also his 

idea to firmly anchor sustainability 

in the corporate strategy. No 

sooner said than done. The out-

come was the “Triple P concept” 

and increased awareness of this 

sensitive yet important topic. 

When asked what makes BLANC & 

FISCHER Family Holding so spe-

cial, the Chairman of the Manage-

ment Board pauses for a moment. 

“That’s not easy to answer; it’s 

a much more complex question 

that you’d think because we’re an 

industry group with very differ-

ent companies, different brands, 

different business models, and 

different forms of distribution.  

The Family Holding is the frame-

work that holds everything 

together. But with our vast range 

of products, we’re all about the 

human element, despite all our 

differences,” he says. “People 

want to eat, drink, and enjoy 

themselves—and we help them 

do just that with our products.  

I think that’s a wonderful corpo-

rate purpose, and it’s precisely 

what makes us so special. And 

we can’t forget our many smart 

staff members who naturally also 

make our company special with 

their dedication and passion,”  

he continues. 

DR. HAUPT, HAS THE PASSION OF 
THE FOUNDERS BEEN RETAINED 
AFTER MORE THAN 90 YEARS?
Absolutely! Incidentally, we’re fast 
approaching 100… (laughs). A rather 
above-average age! 

A lot has changed since the company 
was founded and it’s doubtful whether 
the two founders would still recog-
nize their companies. So much has 
changed: The company size, interna-
tionalism, our language, speed, and 
maybe even the pressure we’re under. 
But the most important things can still 
be felt, and that’s our entrepreneurial 
courage, curiosity, and pioneering 
spirit. That’s what makes us who we 
are. And that isn’t changing.  
Our two founders Heinrich Blanc 

and Karl Fischer would therefore be 
amazed—but ultimately very satisfied.

YOU DESCRIBED IN TWO WORDS 
WHAT THE COMPANY IS ALL 
ABOUT: “CREATING VALUE.” WHAT 
DO THESE TWO LITTLE WORDS 
MEAN?
We are a Group that now operates glob-
ally. We do create products, but actually 
it’s all about eating and drinking. No one 
wants to buy a kitchen mixer tap, but 
everyone wants to drink water. People 
don't want to buy heating elements for 
their baking oven; they want to eat cake.  

Our products are therefore tangible and 
immediately useful for our customers on 
a daily basis. This is incredibly impor- 
tant to us and goes all the way back to 

one of our two founders, Karl Fischer, 
who was driven by passion. He wanted 
to use electricity, which was available 
after the war, to let people cook more 
conveniently and safely than with fire. 
This was a great technological advance, 
but in reality he just wanted his product 
to be useful for society. 

And this desire still drives us today. Ul-
timately, this is also entrepreneurial, al-
though things are a little more technical 
at E.G.O. than at BLANCO. BLANCO 
has perhaps a bit more of a “designer” 
approach because it doesn’t produce a 
technical component but an end prod-
uct. At the end of the day though, one 
things is exactly the same: We’re very 
close to what people want and need. And 
that’s why what we do is “create value.” 

TRADITION AND 
SUSTAINABILITY—DO THEY  
GO TOGETHER AT ALL?
Or are they the same thing? Two of 
the companies have been around for 
almost 100 years. As a company, when 
you reach this ripe old age then you 
are sustainable by definition. That’s 
because the company has not only 
managed their operations well, but also  
analyzed the past and looked to the 
future in equal measure. 
Historically, we have also always 
ensured that we use resources sparing-
ly. There have been many sustainable 
projects in the past, which is why this is 
a long-standing tradition for us. These 
two terms therefore cannot be sepa-
rated from one another at BLANC & 
FISCHER Family Holding. 

Sustainability vs. 
eco-friendliness 
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INTERVIEW

>>

Or, put simply: This company is tradi-
tionally sustainable.

WHAT MADE YOU DECIDE TO 
MAKE SUSTAINABILITY A KEY 
INTEGRATED PART OF YOUR  
CORPORATE STRATEGY NOW?
The reason is precisely because we have 
always been sustainable. Except this 
wasn’t integrated into the corporate 
strategy yet and wasn’t approached 
systematically. We are now anchoring 
sustainability in order to make it an 
essential, permanent, and natural part 
of the Group. This will give this issue a 
whole new angle. It will become more 
central and comprehensive, and will be 
communicated even better and be more 
visible to all employees.

SPEAKING OF SUCCESSES: HOW  
IS SUSTAINABILITY MEASURED IN 
COMPANIES? HOW DOES SUSTAIN-
ABILITY BECOME VISIBLE?  
With hard facts and figures, as unro-
mantic as this sounds! We are very fo-
cused on numbers, and we can measure 
all 3P. PERFORMANCE, for example: 
How much have we grown, how is our 
liquidity or resilience, or how are we 
doing in terms of internationalization? 
Numbers are stored using a master 
plan that must be complied with. The 
same rules are in place for PLANET 
and PEOPLE. Whether it’s occupational 
health and safety management or the er-
gonomics program, recycling or energy 
savings—we can depict all of these as-
pects in figures. This lets us see what has 
changed as a result of the implemented 
measures.

WHERE DOES THE BLANC & 
FISCHER FAMILY HOLDING HAVE 
THE MOST CATCHING-UP TO DO, 
AND WHERE ARE THE 3PS DOING 
PARTICULARLY WELL?
We excel at PERFORMANCE and 
PEOPLE. I’m really pleased with what 

has been done so far and what we’re still 
doing in this area.  
We still need to take action in the 
PLANET segment though; we and our 
subgroups have potential to become 
even better here. It’s all about CO2 and 
our carbon footprint. We need to set 
ourselves even higher standards in this 
area.We need to tackle environmental 
issues such as water consumption, air 
pollution, and electricity consumption, 
and work even harder on these issues 
than we currently are. Let’s look at an 
example: If we replace all the lights in a 
factory with energy-saving LED bulbs, 
this will cost money but will save a lot of 
electricity over the coming years and we 
will generate less CO2.  
Although we’re already on the right 
track, we still have a way to go—and 
we’ll certainly be faced with a few  
challenges along the way. 

WHAT MIGHT THESE BE,  
YOU WONDER?
A classic conflict of objectives, for  
example: If you look at the share of peo-
ple who work at BLANC & FISCHER  
Family Holding in Germany compared 
to how many products are sold in  
Germany, this is a poor ratio. We should 
really change our value creation ap-
proach, get closer to the regional mar-
kets and reduce the number of factories 
in Germany so that we can be closer to 

WE STRIVE TO
TAKE A GLOBAL  
APPROACH WHEN 
IT COMES TO  
SUSTAINABILITY 
MEASURES.

our customers from a logistical perspec-
tive. But would we feel better then? This 
is a classic conflict of objectives: Trans-
port versus jobs. That’s why we reduce 
the amount of CO2 in our logistics, we 
transport more goods by rail, and we 
load trucks more efficiently, to name but 
a few examples. 

OTHER COUNTRIES HAVE DIF-
FERENT SPECIFICATIONS WHEN 
IT COMES TO CLIMATE POLICY. 
COULD THE NEWNAN SITE IN THE 
USA, FOR EXAMPLE, SERVE AS A 
ROLE MODEL FOR COMPANIES IN 
NORTH AMERICA?
We strive to take a global approach, 
which means that we do the same thing 
in Mexico, the Czech Republic, Spain, 
and even in Oberderdingen. Although 
customers in some countries are less 
interested in sustainability than in 
others, we still implement it everywhere 
because we don’t differentiate between 
countries. Things like cybersecurity 
and sustainability cannot be done in 
half-measures.

THE ISSUE OF SUSTAINABILITY 
HAS BEEN GIVEN NEW IMPETUS 
IN RECENT YEARS, NOT LEAST 
BECAUSE OF GRETA THUNBERG 
AND THE “FRIDAYS FOR FUTURE” 
MOVEMENTS THAT EMERGED 
AROUND THE GLOBE—HOW DO 
YOU SEE THIS DEVELOPMENT?  
On the one hand I rate it positively, 
but on the other I find it frustrating. 
Greta certainly deserves praise for 
getting people to focus more on sus-
tainability and environmental protec-
tion again. That’s great, of course. But 
what I find frustrating is how some of 
the public spaces look after the Friday 
demonstrations. Countless paper cups 
and paper bags are just discarded and 
rubbish piles up. It doesn’t need to be 
like this, especially given their goal. 
Nevertheless, Greta’s example 
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has put sustainability back in the spot-
light, and it won’t go anywhere any 
time soon—which is fantastic! 

IS IT POSSIBLE THAT THE  
TERM “SUSTAINABILITY” IS  
BEING OVERUSED?  
A little, perhaps, but just because it’s 
used excessively doesn’t mean it doesn't 
matter and should be disregarded. That 
would be wrong. On the contrary: Some 
things need to be laid out again and 
again. You have to annoy people with 
them. That’s what it takes for something 
to change. I had this very discussion 
with the Board of Directors of BLANC & 
FISCHER Family Holding. 
It was a lengthy conversation, and we 
finally came up with a name for the 
concept: 3P or Triple P—we didn’t 
simply want to call it “sustainability.” 
Nowadays, even the large supermarket 
and discounter chains are claiming to be 
sustainable.  
Why are they doing this? Because they 
serve people’s needs, and therefore the 

desire for regional, vegan, or sustainable 
products. Is this a credible approach 
though? Speaking for our Group, I con-
tinue to believe that a label is important, 
and what we’re doing is also important 
and appropriate. I am 100% sure of this. 
However, we must be aware that sustain-
able doesn’t just mean eco-friendly! 
To return to your question: Yes, the 
concept of sustainability is somewhat 
overused. But it is still important—per-
haps even for this very reason.

SUSTAINABILITY ISN’T JUST 
ABOUT THE ENVIRONMENT BUT 
ABOUT THE COMPANY TOO. 
WHAT DOES RESILIENCE MEAN  
TO YOU?
I see resilience in two ways. On the one 
hand, from an economical perspec-
tive. A company is resilient when it is 
economically sound and has a strong 
foundation. Specifically, this means that 
we need reserves, a good equity ratio, 
and high liquidity. For safety reasons, 
BLANC & FISCHER Family Holding 

is very particular about what resilience 
must look like.  

On the other hand, resilience is also 
about the health of the individual or 
of our employees because anyone who 
is healthy is resilient. This applies to 
companies and people in equal measure. 
The COVID-19 pandemic is, above all, a 
health crisis—so it’s clear how important 
resilience is for us in this respect.

HOW HAS THE BLANC & FISCHER- 
GROUP BEEN DEALING WITH THE 
COVID-19 CRISIS?
Our employees’ health is an absolute 
priority. This is followed by our opera-
tions, processes, and ability to deliver to 
the customer. How was this all orga-
nized? Through the crisis management 
committee, communication, and  
clear requirements—from masks to 
tests and hygiene concepts. We created 
liquidity, saved costs, and slowed down 
investments. Anyone who was able to 
work from home did so. We also made 

decisions centrally from Oberderdingen. 
All sites followed our one line of com-
mands, so to speak. The key elements 
that helped us get through these difficult 
times were transparency, vigor, and 
speed.

I am very proud of all our subgroups 
and employees for pulling together and 
trusting us! Bear in mind that the pan-
demic isn’t over yet...

SPEAKING OF OUR EMPLOYEES: 
SUSTAINABILITY IS ALSO ABOUT 
THE HUMAN FACTOR. WITHOUT 
PEOPLE, NOTHING WOULD  
WORK. WHAT DOES THE  
BLANC & FISCHER-GROUP DO  
FOR ITS STAFF?  
How much time do you have? (laughs) 
Health management is very important  
to us. We support a wide variety of 
sports groups, offer skin screening,  
and support tests and vaccinations. 
Put simply, we try to maintain and  
improve our employees’ health.  

Our diverse offering helps to make the 
lives of our colleagues a little easier. A 
good work-life balance also plays a role 
here and this is supported by remote 
work. By now, even I have overcome 
my reservations towards working from 
home and on the go. The employees are 
as productive as ever. There will be less 
working on company premises in future, 
which is good. It will also change the 
way employees are managed, with more 
based on objectives.  

A.I.R.—THREE LITTLE LETTERS
THAT PROMISE SO MUCH.
WHAT DOES THE TITLE OF THE
FIRST BLANC & FISCHER FAMILY
HOLDING SUSTAINABILITY
REPORT MEAN?
We need air to breathe, which fits per-
fectly into the sustainability discussion
we want to stimulate.
I really like the initials:
A for Action: We’re doing something,
we’re tackling it! It’s the opposite of
reaction, and I like that.

I for Innovation: We’re innovative. 
R for Responsibility: We’re responsible 
for the company, environment, and 
people.
The abbreviation “A.I.R.” sums up what 
we’ve been doing for a long time! 

WHERE WILL BLANC & FISCHER 
FAMILY HOLDING STAND IN 
TERMS OF SUSTAINABILITY IN 
FIVE OR TEN YEARS FROM NOW?  
I hope that we’ll be a flagship for other 
companies in our industry. I want to 
be confident about our employees, 
customers, and suppliers, and how we’re 
positioned. 

We’re not only eco-friendly, we’re sus-
tainable in every respect. We’re excellent, 
we perform well, we have the best people 
and we take care of them. We’re also 
very environmentally sustainable.  

A.I.R. – WE NEED AIR
TO BREATHE, WHICH
FITS PERFECTLY INTO
THE SUSTAINABILITY
DISCUSSION WE
WANT TO STIMULATE.
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1925 
FOUNDATION OF 

BLANCO

The company's history 

began when Heinrich 

Blanc founded Blanc & 

Co. Metallwarenfabrik in 

Oberderdingen, Germany. 

The first products to be 

produced were water 

troughs for coal-fired 

ovens, followed later by 

sinks. Today, mixer taps 

and accessories com-

plete the range.

FOUNDATION  

OF E.G.O.

Karl Fischer founded the 

Schwarzwälder Zangen-

kontakt-Werkstätte Ober-

weiler, also in 1925,  

which later changed its 

name to E.G.O. Elektro- 

Gerätebau GmbH.

E.G.O. and BLANCO 

become increasingly 

successful in the market. 

Technical developments 

are progressing. This 

success goes hand in 

hand with expansion. New 

locations are opened.  

1975 
EMERGENCE OF THE  

BLANC & FISCHER- 

GROUP 

Bundling of common 

interests by forming the 

superordinate E.G.O. 

BLANC & FISCHER- 

Group, today’s BLANC & 

FISCHER Family Holding.

2019 
BUNDLING OF 

SHARED FUNCTIONS 

Internal service  

functions used across 

the Group find their 

organizational home 

in a separate service 

company.

2021 
DEFENDI JOINS THE 

E.G.O.-GROUP

E.G.O. had already 

taken over sales a  

year earlier.

BLANC & FISCHER 

CORPORATE SERVICES

The internal service 

providers for IT and 

superordinate functions 

are combined in a  

single subgroup.

1931 
RELOCATION  

OF E.G.O. TO  

OBERDERDINGEN

After being joined by  

Heinrich Blanc, Karl  

Fischer decided to  

relocate production  

to Oberderdingen.  

Karl Fischer developed 

and produced the first  

electric hotplate suitable 

for series production.  

Today, E.G.O. is re- 

garded as one of the 

world’s largest suppliers 

to the household appli-

ance industry.

2014 
PRESENTATION  

OF THE FAMILY 

CHARTER OF 

SHAREHOLDERS 

The contents of the 

Charter of the Blanc & 

Fischer Family Associ-

ation form the basis for 

maintaining harmony 

between our people 

and the company.

2017 
CHANGE OF FAMILY 

HOLDING TO A MAN-

AGEMENT HOLDING 

Acting as strategic 

leaders, assuming 

tasks which are not 

part of the core busi-

ness of the individual 

companies.  

2013 
ACQUISITION  

OF DEFENDI

Positioning in a globally 

important segment:  

DEFENDI, manufacturer 

of gas components,  

becomes part of the  

Family Holding. 

FOUNDATION OF  

BLANC UND FISCHER  

IT SERVICES GMBH

BLANCO and E.G.O. 

merge their IT depart-

ments into a single service 

company. 

2007
FOUNDATION  

OF BLANCO

PROFESSIONAL 

BLANCO Professional is 

formed as a spin-off  

of BLANCO and special-

izes in the Catering and 

Industrial business units.

2011 
ACQUISITION OF ARPA 

BLANC & FISCHER 

Family Holding  

acquires ARPA, a lead-

ing European original 

equipment manufacturer, 

which produces stoves 

and built-in hotplates 

with various heating 

systems.

STORY

MILESTONES
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RIGHT FROM THE START

“ONCE UPON A TIME...”—NO, IT’S NOT A FAIRY 

TALE. IT’S THE START OF ONE OF THE MOST IM-

PRESSIVE SUCCESS STORIES, THAT OF TODAY’S 

BLANC & FISCHER FAMILY HOLDING. A POSTCARD 

PLAYED A SPECIAL ROLE IN THE MERGER.

A SPECIAL 
KIND OF 
ENCOUNTER 

Founders Karl Fischer (left) 
and Heinrich Blanc (right)
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potential of the new technology. 

On February 20, he had a post-

card sent to Oberweiler: “We 

obtained your address from the 

Enzberg-Mühlhausen municipal 

association and would like to inquire 

whether you are producing heat-

ing elements for hot water storage 

tanks. If you produce these, our rep-

resentative Mr. Blanc, who will be in 

the area next week anyway, would 

like to meet with you.”

A QUICK DECISION
The next day, Karl Fischer sent his 

response to Oberderdingen. In a 

nutshell, he wrote: “We would like  

to take over the production of heat-

ing elements for hot water storage 

tanks. We therefore look forward to 

Mr. Blanc’s visit.“

A few days later, the first meeting of 

the two entrepreneurs took place. 

The conversation must have been 

impressive for both gentlemen. In 

the same year, the decision was tak-

en to continue E.G.O. as a joint un-

dertaking. The company relocated in 

September 1931, and eventually the 

“O” in E.G.O. no longer stood for 

Oberweiler but for Oberderdingen.

So a late-night conversation and a 

few words on a postcard laid the 

foundation for a global player. 

<<

RIGHT FROM THE START

Heinrich Blanc from Oberderdin-

gen had completed a commer-

cial apprenticeship at Brettener 

Herdfabrik M.A. Lämmle. There, 

he came into contact with kitchen 

living spaces for the first time. 

Even back then, the young man 

had a vision of establishing his 

own company in Oberderdingen. 

Then came the First World War; 

Blanc was drafted and had to 

discard his plans.

1925—DREAMS 
COME TRUE
Then came the big day: Heinrich 

Blanc and his business partner 

August Treffinger founded Blanc & 

Co Metallwarenfabrik Oberderdingen 

on April 1, 1925. After four years, 

Treffinger retired from the still young 

company. The first product manu-

factured was water troughs for coal-

fired ovens. From 1952, sinks made 

of stainless steel, Silgranit, and 

ceramic were added to the range. 

At the same time as the company 

was founded in Oberderdingen 

in the Baden region, Karl Fischer 

founded his company 200 kilome-

ters further south. His Schwarz-

wälder Zangenkontakt-Werkstätte 

was based in Upper Bavaria and 

manufactured installation material. 

Two years later, the inventive elec-

trical engineer turned to electrical 

heat. He saw great opportunities  

in household electrification and 

therefore changed the company 

name to E.G.O. Elektro-Gerätebau 

GmbH Oberweiler. 

The first appliances he produced 

were single and double cookers, 

as well as complete electric stoves 

and electric ovens for household 

and commercial use, including the 

heating and control components re-

quired for these electric appliances 

(switches and controls).

SNAIL MAIL
In 1931, a small postcard changed 

the life of 29-year-old Karl Fischer. 

The sender was Heinrich Blanc. 

How did this correspondence  

come about?

At the beginning of the year, Karl 

Fischer traveled around to introduce 

his vision of electric cooking to the 

Enzkreis region at the invitation of 

the local mayor. 

Oberderdingen Mayor Paul Burger 

seemed so fond of the industrious 

entrepreneur from southern Bavaria 

that he rang his friend Heinrich 

Blanc in the middle of the night.

We don’t know what the two gentle-

men talked about at this late hour, 

but Heinrich Blanc recognized the 

The center of Derdingen around 1920
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SUSTAINABILITY STRATEGY

PERFORMANCE
PLANET 
PEOPLE 

But this is nothing new for  

BLANC & FISCHER Family  

Holding. Beyond greenwashing 

and fads, sustainability has  

been actively tackled in the  

Oberderdingen Family Holding 

companies for more than  

90 years. 

With its “Triple P” concept, sus-

tainable business now has an 

official place in the family group:  

The focus areas PERFORMANCE, 

PLANET, and PEOPLE make sus-

tainability an increasingly integral 

part of the corporate strategy.

GREEN NEW DEAL 
BLANC & FISCHER Family Holding’s 

sustainability concept is based on 

the conviction that a sustainable 

corporate strategy takes economic, 

ecological, and social aspects into 

account and aligns them with one 

another—a true Green New Deal. 

Derived from the United Nations 

Sustainable Development Goals 

(SDGs), it focuses on what is im-

portant to the Group: Sustainable 

growth, ecological awareness, and 

social responsibility—or, as we 

call it, PERFORMANCE, PLANET, 

PEOPLE. 

AFTER GLOBALIZATION AND DIGITALIZA-

TION, THE CORPORATE WORLD IS FACING 

THE NEXT CHALLENGE: GREEN BUSINESS.

CAREFUL MANAGEMENT  
OF THE ENVIRONMENT, RE-
SPONSIBLE COLLABORATION, 
AND STRENGTHENING OF  
ECONOMIC PERFORMANCE  
ENSURE THAT WE CAN ALL  
LIVE BETTER – BOTH TODAY 
AND IN THE FUTURE.

Dr. Johannes Haupt, 
Chairman of the Management Board
of BLANC & FISCHER Family Holding
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SUSTAINABILITY STRATEGY

Which way  
to sustainability?
PERFORMANCE, PLANET, AND PEOPLE—THREE WORDS,  

KNOWN AS 3P OR TRIPLE P. IN ORDER TO INTEGRATE THESE  

SUSTAINABILITY DIMENSIONS INTO THE CORPORATE STRATEGY 

OF BLANC & FISCHER FAMILY HOLDING AND ITS SUBGROUPS,  

A PROJECT WAS SET UP ACROSS SUBGROUPS.

The aim of the project was to 

further develop the sustainability 

triangle already in place at BLANC & 

FISCHER Family Holding into a 

holistic, proactive, and strategic 

approach. “In doing so, we con-

sider achieving sustainability as 

part of our corporate activity, and 

we combine the economically  

successful development of our 

company with the assumption  

of social and environmental 

responsibility,” explains Mattea 

Auer, who led the Triple P project. 

“Sustainability can only be 

achieved if all three areas are  

considered equally. And each  

area is equally important.” 

“At the beginning of the project, 

we conducted a materiality analy-

sis based on the UN sustainability 

THE 3PS CONSIST OF:
PERFORMANCE: Economic 

growth, sustainable and long-term 

increase in profitability, economic 

viability and liquidity, as well as pro-

motion of resilience. 

PLANET: Energy savings and  

CO2 emissions, resource conser-

vation, sustainable products and 

services, and responsibility in the 

supply chain.  

PEOPLE: Sustainability awareness, 

education and further training,  

diversity and flexible working mod-

els, as well as promotion of occupa-

tional health and safety. 

GENERAL CONDITIONS 
FOR ALL SUBGROUPS
Realignment of the corporate strat-

egy has arisen from the fact that the 

BLANC & FISCHER Family Holding 

companies have increasingly raised 

social and sustainable issues, both 

internally and externally. “Public 

awareness of sustainability is 

constantly increasing due to envi-

ronmental concerns such as climate 

change. Similarly, the demand of 

our customers for sustainable, 

resource-efficient products is also 

increasing. This is why the industry, 

investors, retailers, and consumers

demand verifiable sustainability 

measures from us. Potential appli-

cants also want transparent com-

munication about sustainability, and 

employees demand that we make 

our contribution. With the 3Ps and 

their focus areas, we show what we 

are doing to become sustainable,” 

says Auer.  

The companies of the BLANC &  

FISCHER-Group are already taking 

care to use valuable resources  

responsibly; but everyone in their 

own way and with different focal 

points. “Integrating sustainability 

into the corporate strategy sets out 

the framework conditions for the 

subgroups. The objectives devel-

oped in each of the main topics 

are incorporated into the subgroup 

strategy process, where the step-

by-step implementation is also 

carried out.”

BRINGING EVERYONE 
ON BOARD
For Mattea Auer and the project 

team it was important to involve 

the employees: “The management 

board and the team were keen 

to ascertain the general mood, to 

raise awareness of the issue, and to 

explain the priorities within the 3Ps,“ 

explains Auer. “This is why, in No-

vember 2020, all employees of the 

Family Holding worldwide were able 

to complete a survey and thus share 

their views on the need for action.“

More than 700 employees took part 

in the survey and submitted their 

opinion about the 3P topics. 97% of 

respondents said they were inter-

ested in sustainability, and 97% also 

cited sustainability as a success 

factor for companies.  

“ROOM FOR  
IMPROVEMENT“
The survey also indicates that 

BLANC & FISCHER Family Holding 

still has “room for improvement,”  

according to Mattea Auer. A mere 

3% of participants see the company 

as a “pioneer” and 25% as a “win-

ner“ when it comes to sustainability.  

The ranking of key issues was 

topped by energy and CO2 emis-

sions. 94% of respondents stated 

that saving energy in the company 

was important for achieving the 

objectives, while 93% focused on the 

use of renewable energies. 

EMPLOYEE ENGAGEMENT
Particularly pleasing was the fact 

that 200 of the respondents not only 

completed the survey but also gave 

additional feedback. “The comments 

we received support the selected 

issues, such as energy savings, use 

of environmentally friendly resources, 

and sustainability in the supply 

chain. We also received a lot of 

feedback on social issues. 

What stood out was the emphasis 

on the importance of equality, em-

ployee health, and flexible working 

models,” reports Mattea Auer. 

“Product-related aspects, such as 

the issue of water, were also pointed 

out by BLANCO employees. We 

also received general comments on 

our fleet and electromobility.” 

We plan to conduct surveys such as 

these regularly in the future. “In the 

subgroups, measures are being de-

veloped to implement the strategic 

objectives, and new key figures are 

being introduced in order to achieve 

long-term target values. These must 

be regularly reviewed and readjust-

ed if necessary. Our commitment to 

sustainability is not a one-off event; 

there’s always something to do. 

Whether economically, ecologi- 

cally, or socially, we must position 

ourselves appropriately to remain 

competitive, continue to be a good 

employer going forward, and make 

our contribution to environmental 

protection,” Auer continues.

The 3P project group

targets and assessed the SDGs  

(Sustainable Development Goals) 

with regard to their relevance for 

the business and to what extent 

they can be influenced by  

BLANC & FISCHER Family Holding 

and its subgroups. We thus iden-

tified key areas of action, embed-

ded these aspects in the 3Ps, and 

developed objectives in the further 

process,” says Auer.    
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DELIVER SUPERLATIVES 

BUT AT THE SAME TIME 

STAY PURPOSEFUL AND 

HUMAN. DOES THAT FIT 

TOGETHER? 

The demands placed on compa-

nies continued to grow in 2021. 

However, sustainable manage-

ment is not just a “do-good” 

business model. It means taking a 

serious look at environmental and 

social concerns then integrating 

them into both corporate activ-

ities and stakeholder relations. 

That’s not an easy job. 

How do you run a company sus-

tainably? For BLANC & FISCHER 

Family Holding, this means 

staying profitable, growing, being 

resilient, and at the same time 

staying true to the Group values. 

In order to increase the tangible 

value of the company in the long 

term, the Family Holding relies on 

a strong equity base and profit-

ability. It’s not about growth at 

any price but instead an organic 

upward trend—thanks to our core 

competence, which is offering 

innovative products and services 

for kitchen living spaces that 

always focus on the customer’s 

needs. Remaining competitive  

in the future requires a high  

degree of adaptability and re- 

silience, in particular. The aim  

is to respond independently  

and flexibly to changes as well  

as exploit new potential. What  

about digitalization? 

The companies in the BLANC & 

FISCHER Family Holding bring 

it into the kitchen in the form of 

smart solutions. Climate change? 

We manufacture products that 

save resources and are as cycle- 

driven and carbon-neutral as  

possible in doing so. Skilled  

worker shortage? The Group-wide 

BLANC & FISCHER training  

academy offers an attractive range 

of training opportunities. All this 

means that we’re well equipped for 

the challenges of the future! With 

its PERFORMANCE strategic field, 

BLANC & FISCHER Family Holding 

is ideally positioned.

https://wvs.de/
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CONSTANTLY WORKING AGAINST THE WIND IS HARD 

WORK. ONLY THOSE WHO CAN BUILD ON RESERVES 

AND JUDICIOUSLY SET THEIR SAILS WILL SUCCEED. 

RESILIENCE MAKES SAILING THROUGH ROUGH (ECO-

NOMIC) WATERS A MORE RELAXED UNDERTAKING.

BREAKWATERS
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Whether pandemic, Brexit, or  

trade tariffs—now more than ever, 

the BLANC & FISCHER Family 

Holding needs to act resiliently 

and persistently in economic mat-

ters. Working against the wind all 

the time requires a steady hand 

and a solid structure to steer the 

ship into peaceful waters. Act-

ing confidently and calmly while 

drawing on reserves in crisis 

situations has become an indis-

pensable capability.

There is no doubt that integrating 

sustainability into the corporate 

strategy will help. 3P is the ambi-

tious and sustainable concept of 

BLANC & FISCHER Family Holding: 

PERFORMANCE, PLANET, PEOPLE. 

These three equal disciplines only 

work in a holistic context. In other 

words: When everyone pulls to-

gether, all available social skills and 

effective growth will pave the way to 

becoming an ecologically-focused 

flagship company.

ORGANIZATIONAL RE- 
SILIENCE AS A STRATEGY?
Of course! But how can we strength-

en the resilience of BLANC &  

FISCHER Family Holding and its 

subgroups to ensure long-term suc-

cess in turbulent waters? Strategic 

management is one of the keys to 

preparing for turbulent times.  

This is an area where we can make 

many adjustments, such as putting 

our ability to innovate to the test,  

expanding our strengths, ques-

tioning processes and routines, 

increasing or bundling competen-

cies, recognizing external or internal 

changes, and, on top of that, getting 

the workforce on board to be able 

to manage things more easily.

RESILIENCE STRATEGY 
101—THE ROOTS
The two spirited entrepreneurs Hein-

rich Blanc and Karl Fischer wrote 

industrial history with their visionary 

ideas and ethical principles as far 

back as 1925, and then working to-

gether in the Kraichgau region since 

1931. The two companies BLANCO 

and E.G.O. have always maintained 

close contact with their employees 

and their local community through 

their managing directors.

Heinrich Blanc and Karl Fischer were 

not only made honorary citizens of 

Oberderdingen for their outstand-

ing business performance, but also 

for their close connection with the 

community and their particular focus 

on social responsibility. The pair has 

received many awards for their social 

commitment. Oberderdingen may 

not be the center of the world, but 

this didn’t impede the steady growth 

and achievements of the BLANC & 

FISCHER Family Holding, which is 

still 100% family-owned today.

COMPANY VALUES
The secret weapon of BLANC &  

FISCHER Family Holding is the joint 

approach of all members of the 

founding families, who always keep 

an eye on the company’s defined 

value framework. Over the years, 

this framework of values has been 

the glue holding the entire Group 

together with a clearly defined cor-

porate purpose. As owners, the two 

STANDARDIZED  

RESILIENCE

THE ISO 22316 STANDARD 

HELPS ORGANIZATIONS 

TO BETTER PREPARE FOR 

UPCOMING CHALLENGES 

BY DESCRIBING THE  

KEY PRINCIPLES AND 

ACTIVITIES OF RESILIENCE 

FACTORS: ISO 22316:2017 

SECURITY AND RESILIENCE 

—ORGANIZATIONAL RE- 

SILIENCE—PRINCIPLES 

AND ATTRIBUTES—“ORGA-

NIZATIONAL RESILIENCE IS 

AN ORGANIZATION’S ABIL-

ITY TO RESIST, ABSORB, 

RECOVER, AND ADAPT TO 

BUSINESS DISRUPTION IN 

AN EVER-CHANGING AND 

INCREASINGLY COMPLEX 

ENVIRONMENT, TO ENABLE 

IT TO DELIVER ITS OB-

JECTIVES, REBOUND AND 

PROSPER.”  

www.ISO.org

founding families Blanc and Fischer 

have significant influence on the  

entire Group and are committed to 

firm standards such as fairness, loy-

alty, and a culture of appreciation. 

They provide support and jointly 

set the course for decisions at the 

annual shareholders’ meetings.  

The BLANC & FISCHER-Group has 

greatly contributed, both econom-

ically and emotionally, to the fact 

that we have for generations had 

open communication channels and 

kept people informed about the 

latest developments at all times. 

OUR VISION 
A sound overview of the develop-

ment and positioning of all brands 

on the market helps to make the 

right decisions to facilitate the emer-

gence of future innovations and the 

further development of core compe-

tencies of each subgroup. 

At the top of the agenda there 

is also an explicit approach to 

consciously dispense with some 

processes and to focus on selected 

core areas in order to pool, consol-

idate, and expand resilience and 

new strengths with future pros-

pects for the entire company. Of 

course, this also includes making 

the footprint as green as possible by 

consistently reducing harmful CO2 

emissions. Setting up the company 

in a sustainable, climate-friendly 

manner, for example by using re-

newable energies, is one of several 

ways to strive for climate neutrality.  

“VALUES” AND “VALUE” 
BELONG TOGETHER 
The be-all and end-all of a resilient 

company is a sustainable liquidity 

and capital strategy. In addition to 

reserves, the financial resources 

ensuring future existence of the 

company should be appropriately 

secured. Investments in markets, 

innovations, and modern produc-

tion facilities require funding and at 

the same time create a future for 

the company. With an equity ratio 

of over 60%, the challenges of the 

future can be calmly tackled from 

within—regardless of unpredictable 

share prices.  

A HEALTHY 
CORPORATE CULTURE
Managers who trust and empower 

their employees, show appreciation 

for their work, and promote their 

development, offer precisely the safe 

space the staff need for their jobs. 

Employees also need the right mind-

set to stay on track; this is a crucial 

component of the effective resilience 

within the BLANC & FISCHER Family 

Holding. But what does resilience 

really mean? Put simply, it means 

handling setbacks well. 

If you can remain resilient in difficult 

situations and crises, you’ll feel more 

balanced and able to withstand 

stress in your everyday life. It’s no se-

cret that prudent behavior on the part 

of managers has a positive effect on 

the self-esteem of employees.

Being respectful of each other is one 

of the foundations for the success of 

our family business. An open ear for 

the concerns of employees and an 

open-minded corporate culture make 

it easier for the managing directors 

to guide the Group into calm waters, 

even when the weather is stormy.

RESILIENCE AS A STRATEGY

RESILIENCE IS NOT ONLY FIRMLY ANCHORED IN THE HISTORY  

AND CORPORATE CULTURE OF BLANC & FISCHER FAMILY  

HOLDING, IT IS ALSO A FOCAL POINT IN THE PERFORMANCE  

STRATEGIC FIELD AND SHOWS HOW IMPORTANT CORPORATE 

RESILIENCE IS FOR THE FAMILY HOLDING. THE ORGANIZATION 

IS AWARE THAT COMPANIES, IN PARTICULAR, ARE EXPOSED TO 

TRENDS AND EXTERNAL ENVIRONMENTAL INFLUENCES, AND 

THEREFORE INCLUDES THE PROMOTION OF RESILIENCE IN ITS 

SUSTAINABILITY STRATEGY. THE AIM IS TO BE ABLE TO REACT 

MORE QUICKLY TO CHANGES IN ORDER TO MINIMIZE RISKS AND 

EXPLOIT POTENTIAL OPPORTUNITIES.
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The kitchen of the future assists 

us with shopping planning, reg-

ulates the cooking process, and 

prevents minor everyday mishaps 

such as overboiling pots or burnt 

food. It knows how to cook pasta, 

makes our daily kitchen chores 

easier with the help of innovative 

technology, and whets our ap-

petite for preparing new dishes. 

The smart kitchen with networked 

home appliances is becoming in-

creasingly popular and is enticing 

us to step up to the hob.

HEADING TOWARDS THE  
KITCHEN OF THE FUTURE 

Connectivity is one of many mega-

trends. The principle of networking 

applications, in conjunction with 

sustainability, is one of the deci-

sive criteria of the digital econo-

my and the business innovations 

that emerge from it. An increasing 

number of products and services 

from a wide range of industries are 

becoming “smart.” So is the kitchen: 

Connectivity solutions are hitting the 

household appliance market under 

the terms “guided” or “connected” 

cooking. They are designed to make 

the kitchen space more comfort-

able and cooking significantly more 

efficient. 

With its innovative products and 

solutions, E.G.O. is preparing the 

hob for a networked future. The 

goal of E.G.O. is to create the 

greatest possible customer benefit 

by using technology to make every-

day meal preparation easier and to 

take over as many tasks as possi-

ble. So why not simply tell the con-

trol panel what you want to do? For 

example, “Boil water,” “Steam,” or 

“Roast.” Such functions are referred 

to as “guided” or “connected” 

cooking. Networking not only opti-

mizes our everyday tasks but also 

offers completely new approaches 

for the development of sustainable 

products and solutions. 

COOKING AS 
IF BY MAGIC

A little magic never goes astray. 

E.G.O. thought so, too, and de-

veloped their “magic” features for 

the next generation of stoves. The 

smart hob detects the pot size and 

position with the help of sensors 

and, thanks to a patented measure- 

ment process, ensures precise heat 

control. The advantage is that it 

can be used with any induction- 

capable cooking pot from your  

kitchen cabinet. Heat settings can 

be flexibly adjusted to different hob 

positions. Different heat

COOKING HAS NEVER BEEN SO SMART—INNOVATIVE 

PRODUCTS AND APPLICATIONS FROM E.G.O.  

NETWORK IN MODERN KITCHEN LIVING SPACES.

WHEN YOU’RE IN A  
HURRY... JUST LET THE  
KITCHEN OF TOMORROW 
COOK INDEPENDENTLY.
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functions, resource-saving and 

efficient energy consumption, and 

of course the time savings make the 

smart hobs particularly sustainable 

and attractive for the user.

NETWORKED, ALWAYS AND  
EVERYWHERE 

The “magic” functions are planned 

to be available in three different 

induction platforms this year. E.G.O. 

offers solutions for the digital kitchen 

world even in the entry-level seg-

ment. In order to be able to sup-

port the user during the entire food 

preparation process and to reinvent 

itself continuously and sustainably, 

E.G.O. is constantly improving and 

expanding its range of features. The 

entire development process spans 

countries and even continents.  

Development teams from Germany, 

China, and the USA ensure top 

quality and maximum safety. These 

innovations are a first step on the 

path to guided cooking. 

More convenience in today’s kitchen 

world doesn’t start with the cooking 

itself, but instead begins with the 

purchase of food and ends with the 

storage, recycling or disposal of food 

scraps. A real game changer on the 

way to the home of the future.

TRY FOR YOURSELF! 

According to our corporate philos-

ophy, “the focus is always on the 

user of our products.” User tests are 

therefore always carried out in our 

test kitchen in Oberderdingen before 

any series production commences. 

The subgroup’s employees get to 

put the applications through their 

paces and prepare a lunch with 

“magical” assistance. 

One thing is clear: Products are 

changing increasingly faster as a 

result of advancing digitalization.  

If we use innovations and technolo-

gies responsibly, we can sustainably 

improve our quality of life and live 

healthier in the long term.

SIMPLE WORKFLOWS, SHORT  
PATHS, AND TIME SAVINGS MAKE 
THE INTELLIGENT INTEGRATION  
OF HOUSEHOLD APPLIANCES  
ESPECIALLY SUSTAINABLE.  

ALL INNOVATIONS  

AT A GLANCE: 

THE E.G.O.-GROUP OF-

FERS KITCHEN ASSIS-

TANTS FOR THE DIGITAL 

KITCHEN OF TOMOR-

ROW. STARTING IN THE 

ENTRY-LEVEL SEGMENT 

WITH A REDUCED 

RANGE OF FEATURES, 

THROUGH TO THE PRE-

MIUM SEGMENT WITH 

MORE FLEXIBILITY AND  

IMPROVED PRECISION.
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AN OPEN WORKING ATMOSPHERE HELPS EMPLOYEES FEEL 

MOTIVATED WANTING TO DO CERTAIN THINGS EVEN BETTER. 

BY PUTTING IN PLACE AN IDEA MANAGEMENT PROCESS AND 

STRUCTURED INTERACTIONS, INGENIOUS INVENTIONS 

EMERGE ALMOST AUTOMATICALLY.

A great time 
for ideas

With 3.4 suggestions per  

BLANCO subgroup employee, the 

continuous improvement process 

is hard to beat. Such a wealth 

of ideas naturally needs to be 

rewarded: Attractive bonuses for 

original ideas are an additional 

incentive for employees of the 

BLANC & FISCHER-Group. A win-

win for the company and, more 

importantly, for the environment. 

The subgroups make an import-

ant contribution to environmental 

protection and take a further step 

toward greater climate neutrality. 

In Oberderdingen, an idea submitted 

by an employee was successfully 

implemented last September and is 

now bringing significant savings to 

several E.G.O. locations. By increas-

ing the amount of insulation rings on 

a pallet, transportation costs from 

Austria to China, USA, Turkey, and 

Germany were reduced.

STACKS UP WELL
Other bright minds have taken 

this idea and developed it further. 

Optimizing the packaging required 

two other steps besides increasing 

the ring stacks on a pallet: E.G.O. 

Austria Elektrogeräte Ges.m.b.H. 

employees (E.G.O. Austria) nested 

the differently sized insulation  

rings for transport and added one 

layer to the container load.  

“This allowed us to make optimum 

use of the containers and truck 

loads,” explains Mario Dominovic, 

Managing Director E.G.O. Austria. 

“In addition, we converted regular 

packaging into returnable packag-

ing with a deposit. To do this, we in-

volved the packaging management 

team, who gave us valuable input 

on the reusability of packaging. 

These measures save us contain-

ers for sending return packaging 

to Austria,” Dominovic continues. 

In figures: 16 container and truck 

journeys are saved every year by 

eliminating return packaging, and 

106 containers and truck journeys 

are saved by optimizing shipping 

during loading.

CONTAINER LOADS  
THROUGH SHIPPING  

OPTIMIZATION

TRUCK JOURNEYS ARE  
SAVED BY ELIMINATING  

RETURN PACKAGING AND

ANNUALLY

106

16

https://wvs.de/
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future
kitchen 

labRETHINKING THE KITCHEN  

OF TOMORROW HOLISTICALLY  

FROM THE CUSTOMER’S  

PERSPECTIVE.

IN THE PAST, THE KITCHEN WAS SIMPLY A WORKING SPACE. 

OVER TIME, IT HAS BECOME A LIVING SPACE AND THE HEART OF 

MANY HOUSES AND APARTMENTS. IT BRINGS PEOPLE TOGETHER. 

WE ARE NOW TASKED WITH BRINGING THIS LIVING SPACE INTO 

THE FUTURE, DEVELOPING IDEAS AND SOLUTIONS AND DESIGNING 

THE BEST POSSIBLE KITCHEN EXPERIENCE FOR PEOPLE. TO 

PROMOTE THIS CHANGE OF PERSPECTIVE, THE FUTURE KITCHEN 

LAB HAS BEEN SET UP AT NEXUS, THE HEADQUARTERS OF 

BLANC & FISCHER FAMILY HOLDING. 
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the world can tune in online via 

a livestream. 

Project Manager Daniel Czemmel 

hopes that the redesigned Future 

Kitchen Lab will lead to a stronger 

exchange across all divisions and 

subgroups of BLANC & FISCHER 

Family Holding. “With our cus-

tomers, suppliers, and partners 

also helping to give us holistic view 

of our products and the world of 

cuisine. This enables us to take the 

lead in projects dedicated to design-

ing the kitchen as a living space,”  

he says. 

The BLANC & FISCHER Family 

Holding Future Kitchen Lab aims to 

supercharge even more innovations 

with the customer in mind. We paid 

a visit shortly before it opened its 

doors. Part of the kitchen is currently 

being assembled; the pictures are 

already up on the walls—the Future 

Kitchen Lab is taking shape. The 

space looks stylish and boasts an 

open, bright, and spacious layout. 

As soon as you set foot in the Future 

Kitchen Lab, you get a sense that 

it offers ample space for creativity 

and out-of-the-box thinking. This 

is where the future of the kitchen is 

being shaped. 

With the Lab, BLANC & FISCHER 

Family Holding aims to create 

an innovative, creative, and agile 

working environment to accelerate 

innovation. “BLANC & FISCHER is 

kitchens!” To live up to this claim, we 

want to think much more strongly in 

terms of networks and solutions in 

the future, rather than in terms of in-

dividual products and components. 

We must demand and allow knowl-

edge transfer between the sub-

groups. Our products and services 

are designed to improve kitchen 

living spaces as a whole,” explains 

Dr. Johannes Haupt, Chairman of 

the Management Board of BLANC & 

FISCHER Family Holding. 

Daniel Czemmel, Director/Head of

Business Development at Blanc

und Fischer Corporate Services

GmbH & Co. KG and Project Man-

ager of the Future Kitchen Lab, ex-

plains: “Here, we offer the freedom 

necessary to inspire creative thinking 

through design, methods, and tools. 

We do this together with colleagues 

across functions and subgroups,  

as well as with our customers,  

suppliers, and external partners.” 

FOR EMPLOYEES, CUS-
TOMERS, AND PARTNERS—
FOR EVERYONE!

To achieve this, the Future Kitchen 

Lab takes a two-fold approach, 

looking both inward and outward. 

Inward, the target group comprises 

employees of the BLANC & FISCHER 

Family Holding companies, who can 

work creatively on specific themes. 

“At the end of the day, they don’t 

need to be 100% perfect. The aim 

is to use new methods and tools 

to promote innovative strength and 

capability, to become faster, and to 

think more strongly in terms of solu-

tions. It is a space where inspiration, 

concepts, and thought-provoking 

ideas for further work in specialist 

areas are meant to be generated. 

We want to have a culture of experi-

mentation in which it is okay to make 

mistakes, learn from them, and to 

be encouraged by them,” Czemmel 

continues.

The external effect is another use 

case. The Future Kitchen Lab serves 

as a tool to foster customer loyalty 

and open innovation, and is intended 

to create a living culture of openness 

and trust. Innovations can emerge 

from discussions and workshops 

with customers and partners. It is 

also intended to be a platform for 

startups and innovators. “It’s also an 

important tool for employer brand-

ing. As an alternative or in addition 

to the classic production facility tour, 

visitors can experience new ways 

of working here. For example, a 

group of students can get creative 

and chat in a relaxed atmosphere 

here, and perhaps we can gain new 

colleagues along the way.” 

Above all, Daniel Czemmel hopes 

that focusing on the customer’s 

perspective, combined with the 

right methodology, will lead to more 

beneficial innovation. “The teams 

develop a product that addresses a 

problem at the customer’s end and 

adds value—that’s the classic value 

proposition design. We want to  

analyze more trends, understand 

customers and their problems, de- 

velop ideas, build prototypes, per-

form testing, and in the end place 

new, successful products on the 

market.”

NOVEL METHODS  
FOR BETTER IDEAS

To come up with the prototypes in 

the first place, the teams in the  

Future Kitchen Lab don’t just sit in 

front of (still) blank whiteboards but 

can use a variety of methods to de-

velop ideas. “Many people are very 

visual beings. The creative output is 

much greater when they can actually 

see what they can build or design. 

So there are always digital tools, 

cardboard boxes, building blocks, 

and other materials at the ready— 

after all, this isn’t a game but mod-

ern methodical work,” laughs Project 

Manager Czemmel. 

“We also like to use the building 

blocks during creative warm-up 

exercises, to break the ice and 

loosen people up. What’s more, this 

method awakens creativity in people 

and makes their ideas tangible.” 

Sometimes an innovation that’s still a 

rough concept made of Lego blocks 

today turns into a real product in just 

a few months’ time.

The Future Kitchen Lab also relies 

heavily on digital tools, for example 

virtual whiteboards, online meetings, 

and opportunities for livestreams. 

This is important so that colleagues 

from other locations, such as the 

USA or China, can also participate in 

workshops and share their inter-

national perspective. “More heads 

means more input and therefore 

more and better ideas. Thanks to 

the digital capabilities in the Lab,  

we can innovate across companies 

and countries.”

THE FOUR AREAS

To further boost outcomes,  

the layout of the redesigned Future 

Kitchen Lab follows a well thought-

out design. It is based on four 

cornerstones: IMAGINE, PREPARE, 

COOK, TASTE. In other words: be 

inspired, understand and define a 

problem, come up with ideas, build 

and test prototypes. When you enter 

the Future Kitchen Lab, you’ll see 

that the four areas are coordinated 

but separate entities. The IMAGINE 

section is not only about observa-

tion but also about understanding 

and analyzing kitchen trends and 

innovations. This is where things get 

creative in the minds of developers.

In the PREPARE section, partici-

pants can build and prepare things 

to their heart’s content. Here, the 

various subgroups come together 

and benefit from short communica-

tion and decision-making paths as 

well as from the findings and mea-

sures already taken in each case. 

This section is all about playing with 

cardboard, pen and paper,  

digital whiteboards, and analog 

building blocks.

The COOK section is all about the 

cooking process itself. It provides 

the necessary framework for using, 

trying out, and testing applications 

with consumers in the kitchen en-

vironment. So there’s a lot of actual 

cooking going on here. 

In the fourth and final area, the 

TASTE section, workshop results, 

prototypes, and cooking processes 

can be presented, pitches and talks 

can be presented, and small events 

can be held. A grandstand seats 

the audience present on site, while 

customers and colleagues around 

A glimpse into the Future Kitchen Lab
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Close up,  
curious, and 
innovative

ARPA WANTS TO WATCH AND LISTEN 

TO COOKING ENTHUSIASTS WITH ITS 

“COOKIN’SIGHTS” CONSUMER RESEARCH 

PROGRAM. NOT JUST BEING A SUPPLIER, 

BUT ALSO ACTIVELY DRIVING THE DEVELOP-

MENT OF INNOVATIVE SOLUTIONS IS WHAT 

MOTIVATES THE UNLOCKING OF NEW INNO-

VATIONS IN THE KITCHEN OF THE FUTURE. 

WHAT IS “COOKIN’SIGHTS“? 

What matters to customers is that  

the hob works. However, that 

alone does not make the stove 

of tomorrow the appliance of 

people’s dreams. With its ambi-

tious consumer research program 

“Cookin’Sights,” ARPA wants to  

join forces with brand manufacturers 

over a period of nine months to find 

out what really matters to kitchen 

enthusiasts in Germany.  

The most interesting solutions, 

which have a good chance of as-

serting themselves on the market, 

are then filtered out with the aim of 

further developing electrical house-

hold appliances.   

GETTING CONSUMERS 
ON BOARD 

Gathering information means asking 

a lot of questions. A total of 4,500 

participants will be interviewed 

about their experiences with house-

hold appliances they purchased. 

Different survey methods, such as 

observing people’s behavior in every- 

day life or consumer surveys, are 

deployed and will surely provide a 

whole host of valuable insights that 

can have an impact on innovation 

processes in the kitchen segment. 

After six cycles of the 

"Cookin’Sights” concept, 

manufacturers of house-hold 

appliances can look forward  to  

finding out what insights canbe 

gleaned from the following criteria: 

▪ studying consumer habits

▪ documenting and understanding

consumer perceptions of prod-

ucts and brands

▪ determining the most important

purchasing channels and pur-

chase criteria

▪ representing actual brand

insights to which appliance

manufacturers can respond

▪ taking up every suggestion, no

matter how small, and clarifying

expectations in advance

“Cookin’Sights” was launched with a 

social media intelligence
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Schneller und effizienter ist die  
Produktion im französischen Werk

ABOUT ARPA

IN 2011, THE BLANC & 

FISCHER FAMILY HOLDING 

ACQUIRED THE FRENCH 

ORIGINAL EQUIPMENT 

MANUFACTURER ARPA. 

ARPA IS HEADQUARTERED 

IN NIEDERMODERN, ALSACE, 

FRANCE AND CUSTOM MAN-

UFACTURES RANGES AND 

BUILT-IN COOKTOPS WITH A 

VARIETY OF HEATING SYS-

TEMS WITH CUSTOMERS’ 

OWN-BRANDED OR PRIVATE 

LABELS. WHAT’S MORE, 

BAKING OVEN AND EXHAUST 

HOOD SOLUTIONS COMPLE-

MENT THE PRODUCT PORT-

FOLIO. THE KEY AREA OF 

EXPERTISE AND EXPERIENCE 

ARPA headquarters in  
Niedermodern (France) 

campaign in February 2021.  

Valuable data from the past year have 

been compiled from more than 1,500 

comments and ratings from users 

on popular social media channels, 

consumer portals, forums, and blogs. 

This makes it possible to analyze 

how consumers use their household 

appliances and where they still see 

potential for improvement. 

In addition, co-creation workshops 

are held in collaboration with selected 

consumers. Suggestions and inno-

vative ideas are needed to develop 

unusual product concepts that can 

establish themselves on the market.

OF THE ARPA-GROUP LIES 

IN COMPLETELY MEETING 

INDIVIDUAL CUSTOMER 

REQUIREMENTS, EVEN FOR 

RELATIVELY SMALL QUAN-

TITIES. THE SUBGROUP, 

WHICH HAS OVER 80 EM-

PLOYEES, HAS A FURTHER 

SUBSIDIARY IN THE USA.

FIND A PARTNER

TO BECOME A 

PREFERRED PARTNER  

OF “COOKIN’SIGHTS” 

AND RECEIVE THE RE-

SULTS OF THE CONSUMER 

RESEARCH PROGRAM, 

PLEASE CONTACT  

COOKINSIGHTS@ 

ARPA-COOKING.COM.

WE FOCUS ON BEING A PARTNER 
WHO IS 100% TRUSTWORTHY. 
THE MOST IMPORTANT THING 
FOR US IS TO ACTIVELY SUPPORT 
MANUFACTURERS OF HOUSE-
HOLD APPLIANCES. THE DIVERSE 
“COOKIN’SIGHTS” PROGRAM WILL 
HELP US TO RESPOND EVEN BET-
TER TO OUR CUSTOMERS’ NEEDS. 
Stéphane Jédele, 
CEO of ARPA 
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AWARD-WINNING  

PARTNERS

BLANCO PROFESSIONAL 

WAS AWARDED TWO FIRST 

PLACES AS “BEST PARTNER 

2020/2021” IN GERMANY. IN 

THE CATEGORIES “SERVING 

AND KITCHEN FURNITURE” AS 

WELL AS “FRONT COOKING,” 

THE BEST PARTNERS OF THE 

WHOLESALE KITCHEN TRADE 

NATIONWIDE WERE RECOG-

NIZED, AND INCLUDED  

BLANCO PROFESSIONAL. 

CONGRATULATIONS! 

In Korea—unlike other Asian countries—the kitchen is 

the heart of the home and offers plenty of space. Korea’s 

preferred sink design differs significantly from European 

and other Asian products. BLANCO is responding to this 

with customer-specific stainless steel bowls “Made in 

Sulzfeld“ from the premium segment.

In Asia, street food has a long tradition. Resembling a food court, 

the exciting “picnic” concept has been launched in Singapore 

with ten international food themes. Burgers, ramen, pizza, pasta, 

bibimbap, a hot dog, or a good old Swiss “rösti”? Customers and 

partners of BLANCO Professional can enjoy these culinary deli-

cacies during the testing stage. The cherry on top of the icing on 

the cake? The delicious food creations are prepared live in front of 

guests at one of ten BLANCO COOK classics cooking stations.

STRONG  
TOGETHER
The management board of  

BLANC & FISCHER Family Holding 

has decided to establish a uniform 

lean management structure for its 

subgroups. The aim is not only to 

draw on synergies for process  

optimization but also to create an 

overarching production system that 

can be used in a resource-saving 

manner. This lean approach stands 

for an efficient design of all company  

processes and promotes the  

fundamentally sustainable approach 

of the company divisions.

WHAT WOULD YOU 
LIKE TO EAT?  

NEWS FROM THE WORLD OF  

BLANC & FISCHER FAMILY HOLDING

It’s all about  
the customer

Im
ag

e 
P

ex
el

s,
 P

on
yo

 S
ak

an
a

PERFORMANCE 

ON A.I.R.
We’re ready for superlatives and  

well prepared for the next chal-

lenges! Developing innovative 

products and services in kitchen  

living spaces, diversifying in 

regions, customer groups, and 

channels, as well as leveraging 

synergies, and working profitably 

—these are the PERFORMANCE 

goals shared by the BLANC & 

FISCHER Family Holding and its 

employees at 54 sites in 23  

countries, giving them plenty  

of reasons to look confidently into 

the future.

FLEXIBLE AND FOCUSED
ARPA HAS CLEARLY DIVIDED ITS PRODUCTION 

INTO TWO INDEPENDENT SUB-DIVISIONS: 

A “HIGH-RUNNER” PLANT FOR PRODUCTION 

PROCESSES WITH HIGH VOLUMES AND 

FEW VARIANTS. IN THIS CASE PERFORMANCE, 

EFFICIENCY, AND THE POSSIBILITY OF OFFER-

ING PRODUCTS AT ATTRACTIVE PRICES AT THE 

END OF THE DAY ARE THE OBJECTIVES. ON THE 

OTHER HAND, SMALLER QUANTITIES AND MANY 

VARIANTS ARE PRODUCED IN THE “HIGH-MIX” 

PLANT. WITH THIS LINE, ARPA IS PARTICULARLY 

FLEXIBLE AND FOCUSES ON CUSTOMER SER-

VICE, QUALITY, AND REACTIVITY.
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The German Center in Singapore is THE address for many prestigious  

international companies. BLANCO Professional opened a mini showroom 

in January 2020 with a BLANCO COOK I-flex 2 to go and a serving trolley. 

Employees on site use external caterers to advertise the cooking unit and 

accessories. Successfully! The showroom is accessible to everyone in the 

building and has been very well received. In addition to the German Cen-

ter, BLANCO Professional products are also used in the Marina Bay Sands 

Resort. The hotel complex is considered the new landmark of the city state 

and now also houses 62 banqueting trolleys from BLANCO Professional. 

The aim is to become a long-term partner of the luxury hotel and to place 

the products in future projects such as the planned fourth tower of the 

hotel complex. 

A RENOWNED ADDRESS

COMMUNICA-
TION IS KEY
A project team consisting of 

employees of DEFENDI do 

Brasil Ltda. (DEFENDI Brazil) 

and the E.G.O.-Group jointly 

implemented an optimization 

project at the Itatiba site—

an example of successful 

knowledge transfer within 

the BLANC & FISCHER 

Family Holding. DEFENDI 

Brazil reported a productivity 

increase of more than 20% 

as a result. Did you know...? 

DEFENDI has been part 

of the E.G.O.-Group since 

January 1, 2021.

EMPLOYEES TEST INDUSTRIAL DATA GLASSES FOR LIVE VIDEO 

TRANSMISSION AT VIRTUAL MEETINGS ACROSS SUBGROUPS. 

IN NOVEMBER 2020, A TEAM FROM BLANC UND FISCHER IT 

SERVICES GMBH INVITED INTERESTED EMPLOYEES OF BLANC & 

FISCHER CORPORATE SERVICES AND BLANCO, BLANCO PRO-

FESSIONAL, AND E.G.O. TO A LIVE TEST WITH INDUSTRIAL DATA 

GLASSES IN NEXUS. THEY WERE ABLE TO TRY OUT AND FAMIL-

IARIZE THEMSELVES WITH THE GLASSES FOR VIDEO TRANSMIS-

SION ON SITE. THE OBJECTIVE OF THE TEST WAS TO DETER-

MINE WHETHER, AND HOW, THE GLASSES COULD BE USED IN 

THE COMPANY. 

UP CLOSE AND PERSONAL

BLANC & FISCHER FAMILY HOLDING

COMPACT MEANS FACTS AND FIGURES.  

A REFERENCE WORK DEPICTING  

THE BLANC & FISCHER FAMILY HOLDING 

AS A WHOLE. 

COMPACT 

Companies in the BLANC & FISCHER Family Holding are 
represented on almost all continents.
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GENERAL INFORMATION

GENERAL  
INFORMATION

ORGANIZATIONAL 
PROFILE 

NAME
BLANC & FISCHER Family Holding

PRODUCTS & SERVICES
The strength of BLANC & FISCHER 

Family Holding is based on the suc-

cess of its five subgroups. ARPA, 

BLANCO, BLANCO Professional, 

E.G.O., and BLANC & FISCHER 

Corporate Services each have 

unique product and service portfoli-

os geared towards their wide range 

of customers worldwide.

The companies generate the major-

ity of their sales in the kitchen and 

laundry segment, for which they 

develop innovations and design cus-

tomer solutions. Here, the specific 

expertise of each company comple-

ments that of another. As a result, 

the BLANC & FISCHER Family 

Holding as a whole shapes kitchen 

living spaces worldwide. 

LOCATION OF  
HEADQUARTERS
Oberderdingen 

MARKETS SERVED
By region, by far the largest sales 

share (2020), at 75%, can be at-

tributed to EMEA (Europe, Middle 

East, and Africa). 

In North, Central, and South Ameri-

ca, the share of sales is 16%, while 

the Pacific region currently accounts 

for 9% of sales. The Family Holding 

expects growth in all areas going 

forward, although Europe will remain 

the core market in the long term.

SCALE OF THE  
ORGANIZATION
BLANC & FISCHER Family Holding 

is a growing corporate family that 

shapes kitchen living spaces with in-

novative ideas and solutions. With its 

five subgroups, BLANC & FISCHER 

Family Holding operates as a global 

player in 23 countries with 54 loca-

tions. Employees (2020) 8,310.  

Of these, 89 were employed by 

ARPA, 1,460 by BLANCO, 709 by  

BLANCO Professional, 279 by 

BLANC & FISCHER Corporate  

Services and GmbH, and 5,773  

by E.G.O.

SUPPLY CHAIN
The compliance requirements of the 

Code of Conduct for Suppliers apply 

to all suppliers of the affiliated  

companies of BLANC & FISCHER 

Family Holding. Suppliers comply 

with the respective national environ-

mental regulations and ensure that 

resources are used appropriately 

and economically. In addition,  

suppliers ensure that the require-

ments are also met within their  

own supply chain. 

PRECAUTIONARY AP-
PROACH AND PRINCIPLES 
Social sustainability also includes 

a satisfied workforce. That’s why 

individual recognition is important to 

BLANC & FISCHER Family Holding. 

Innovation and constant internationa-

lization ensure economic success in 

the long term. Ecological sustainabi-

lity is a product of the conscious use 

of resources.

STRATEGY

MANAGEMENT 
STATEMENTS
>> FOREWORD P. 1, SUSTAINABIL-

ITY VS. ECO-FRIENDLINESS P. 6

LEADERSHIP

LEADERSHIP STRUCTURE
The management is tasked with 

sustainably pursuing the objectives 

of BLANC & FISCHER Family  

Holding. BLANC & FISCHER  

Family Holding is managed by  

Dr. Johannes Haupt (CEO), 

Dr. Karlheinz Hörsting (COO),  

and Benno Rudolf (CFO). The 

management team is responsible to 

the shareholders for the fate of the 

entire company. Despite its size, 

BLANC & FISCHER Family Holding 

is not an abstract Group but instead 

a medium-sized family business. 

The experienced managing directors 

coordinate and control the other 

subgroups via the established man-

agement and supervisory boards, 

in the interests of the company as 

a whole, and thus ultimately in the 

interests of the shareholders.

ETHICS AND INTEGRITY

MISSION
The BLANC & FISCHER Family 

Holding shapes kitchen living  

spaces worldwide.

VISION
In addition to future-proof tech-

nologies that offer unique benefits 

and features, the focus is primarily 

on the consumer. The BLANC & 

FISCHER Family Holding strives  

to be a leader in all business areas, 

operate worldwide, and at the  

same time stay connected to its 

home region.

VALUES 
(see graphics on the right)

Sustainability, pioneering spirit, and 

the desire to be and remain a gen-

uine family business form the value 

framework of the Family Holding 

alongside its high social standards, 

corporate responsibility, and the 

goal of being a permanent leader in 

all strategic business areas.

TRAINING AND 
STUDIES

BLANC & FISCHER 
TRAINING ACADEMY
Good, sound training is one of the 

most important cornerstones that 

sets young people up for life.  

BLANCO, BLANCO Professional, 

E.G.O., and BLANC & FISCHER 

Corporate Services have therefore 

joined forces at the Oberderdingen 

site to ensure even higher quality 

training for young people. Since the 

summer of 2018, all apprentices and 

students have attended the BLANC & 

FISCHER Training Academy. 

>> FUTURE? BRING IT ON! P. 106,

HELLO, WORLD! P. 114

BLANC & FISCHER FAMILY HOLDING

First and foremost a 
family business

Strengthening em- 
ployees’ sense of  
identification with  
the company

Promoting employees, 
strengthening their own 
initiative, assigning 
responsibility

Inventive spirit: 
Innovations 
that improve 
people’s lives

Think long-term and 
act sustainably

Fairness and 
loyalty
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CO2 EMISSIONS IN 
COMPARISON WITH 
PREVIOUS YEAR

CO2 EMISSIONS 

TOTAL ELECTRICITY  
CONSUMPTION COMPARED 
TO THE PREVIOUS YEAR

TOTAL ELECTRICITY 
CONSUMPTION BY  
SUBGROUP*

RENEWABLE ENERGIES 
COMPARED TO THE  
PREVIOUS YEAR

TOTAL ENERGY 
CONSUMPTION

GERMANY | 335.2

OTHER EU CONTRIES | 454.4

REST OF EUROPE | 88.9

ASIA & PACIFIC | 100.6

NORTH, CENTRAL & SOUTH AMERICA | 191.9

ARAB COUNTRIES & AFRICA | 9.7

TOTAL INVESTMENTSINVESTMENTS IN PROPERTY, 
PLANTS, AND EQUIPMENT

60%
€32.7 MILLION 

RESEARCH AND  
DEVELOPMENT COSTS

TURNOVER

-7% 25%
2020

+1%

BLANCO
PROFESSIONAL

7%

BLANCO
11%

E.G.O.
82%

GENERAL INFORMATION NUMBERS

NUMBERS— 
ECONOMIC  
KEY FIGURES

KEY

BLANC & FISCHER  

FAMILY HOLDING’S SUCCESS 

STORY IN FIGURES: TAKE A 

LOOK AT THESE STATISTICAL 

INSIGHTS INTO DIFFERENT 

KEY FIGURES. UNLESS  

OTHERWISE NOTED, THEY 

RELATE TO 2020. 

strongly growing

growing

constant

declining

strongly declining

REVENUE IN MILLION 
EUROS BY REGION 

SHARE OF RENEWABLE 
ENERGIES

COMPARED TO THE 

PREVIOUS YEAR

* The largest share is held by the E.G.O.-
Group due to the very high added value.

115,726  MWh -8,576  Mwh

-2,474  t

€ 1,181  MILLION € 53.5  MILLION

+7.2%

€ 54.2  MILLION

65,011 t
2019

62,537 t
2020
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PERSONNEL 
EXPENSES

AVERAGE NUMBER 
OF EMPLOYEES

-4.0%-4,0%

8,310

AVERAGE LENGTH OF  
SERVICE BY SUBGROUP 
(IN YEARS)

In the fiscal year 2020, personnel expenses 
decreased to kEUR 363,986 (previous year kEUR 
379,118). This includes expenses for pensions 
and support in the amount of kEUR 7,983 (previ-
ous year: kEUR 11,681) as well as social security 
contributions in the amount of kEUR 54,095  
(previous year: kEUR 56,838).

GENERAL INFORMATION NUMBERS

9.03
GROUP-WIDE

13.83
GERMANY

PERCENTAGE OF EMPLOYEES 
BY SUBGROUP

TRAINING ACADEMY

8
 DUAL STUDY PROGRAMS

15
APPRENTICESHIPS

117
APPRENTICES  

AND STUDENTS  

AS AT DECEMBER 31, 2020
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BLANCO
Professional 8,7% | 792

BLANC & FISCHER
3,7% | 341

DEFENDI
3,3% | 291

ARPA
0,9% | 89

BLANCO
17,9% | 1.621

E.G.O.
65,5% | 5.946

ARPA 1%

BLANCO Professional
8,5%

BLANCO 17,6%

E.G.O. 69,5%

BLANC & FISCHER
Corporate Services

3,4%

ARPA 1%

BLANCO Professional
8.5%

BLANCO 17.6%

E.G.O. 69.5%

BLANC & FISCHER
Corporate Services

3.4%

ARPA (FTE 88.92) 

BLANC & FISCHER 
CORPORATE SERVICES (FTE 294.69)

BLANCO (FTE 1,548.30)

BLANCO PROFESSIONAL (FTE 751.45)

E.G.O. (FTE 5,889.7)

1.04%

3.44%

18.06%

8.77%

68.69%

SHARE OF THE SUBGROUPS IN 
TOTAL FULL-TIME EQUIVALENT 
(FTE) 

8,573
FTE TOTAL
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TURNOVER

€ 43
MILLION 

€ 408
MILLION 

NAME
BLANC & FISCHER Design and 

Technology-Group (ARPA)

HEAD OFFICE 
Niedermodern (France)

FOUNDATION
2004 (acquisition 2011)

LOCATIONS
2 locations

PRODUCTS & 
SERVICES
At ARPA, everything revolves around 

the development and production  

of hobs, baking ovens, and smart 

solutions for extractor hoods,  

adapted to individual customer 

requirements and manufactured 

in small or large quantities.The 

smallest subgroup of the BLANC & 

FISCHER Family Holding supplies 

well-known brand manufacturers 

and retail chains worldwide as an 

original equipment manufacturer.

89
EMPLOYEES

2020

278
NEW PRODUCTS PER YEAR

NAME
BLANCO-Group (BLANCO)

HEAD OFFICE
Oberderdingen

FOUNDATION
1925

LOCATIONS
17 production and 

sales companies

PRODUCTS & 
SERVICES
BLANCO stands for a superbly  

designed water hub in household 

kitchens. Holistic, seamlessly  

integrated systems noticeably  

enhance water use for drinking,  

preparing, and cleaning in the  

kitchen. These systems provide  

the user with convenience in their 

everyday lives. Founded more  

than 90 years ago, the company  

is today one of the leading manu- 

facturers of sinks and kitchen taps.

1,460 
EMPLOYEES

63%
TURNOVER SHARE 

OUTSIDE

GERMANY 

2020

GENERAL INFORMATION SUBGROUPS

TURNOVER
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NAME
BLANCO Professional-Group 

(BLANCO Professional)

HEAD OFFICE
Oberderdingen

FOUNDATION
2007: Spinn-off from 

BLANCO GmbH & Co. KG

LOCATIONS
12 production and 

sales companies

PRODUCTS & 
SERVICES
The BLANCO Professional-Group is 

a global company known for premi-

um solutions in the B2B sector. The 

subgroup produces and distributes 

capital goods within three different 

business units. The product areas 

in the Catering business unit each 

include high-quality solutions for 

food distribution and food logistics 

for professional commercial kitchen 

applications. In the Industrial and 

Railway business units, the subgroup 

acts as a supplier to the industry.

35%
TURNOVER SHARE 

OUTSIDE

GERMANY

NAME
BLANC & FISCHER Corporate 

Services

HEAD OFFICE
Oberderdingen

FOUNDATION 
2013: Foundation of Blanc und 

Fischer IT Services GmbH

2019: Foundation of Blanc und 

Fischer Corporate Services  

GmbH & Co. KG

2021: Merger under the new  

BLANC & FISCHER Corporate  

Services brand

PRODUCTS & 
SERVICES
BLANC & FISCHER Corporate 

Services bundles all internal service 

areas of the BLANC & FISCHER 

Family Holding subgroups used 

group-wide. This allows the manu-

facturing companies of the Family 

Holding to focus entirely on their 

primary responsibilities. BLANC & 

FISCHER Corporate Services spe-

cialists cover twelve different depart-

ments, from Human Resources, 

Finance and Controlling to Facility 

Management, Purchasing, and IT.   

2020

709
EMPLOYEES

2020

279 
EMPLOYEES

12 
DEPARTMENTS

GENERAL INFORMATION SUBGROUPS

€ 104
MILLION 

TURNOVER

BLANC &
FISCHER
C O R P O R A T E 
S E R V I C E S
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> 100
PATENT APPLICATIONS  

ANNUALLY

After a patent application has been 

filed with the German Patent and 

Trademark Office (DPMA), a patent 

does not automatically come into 

existence. It first goes through the 

statutory review process before it is 

legally issued.

NAME
E.G.O.-Group (E.G.O.)

HEADQUARTERS
Oberderdingen

FOUNDATION
1925

LOCATIONS
23 production and 

sales companies

INTEGRATION OF 
DEFENDI
DEFENDI has been part of the 

E.G.O.-Group since January 1, 

2021. The expansion of the E.G.O.-

Group portfolio with gas fuel and 

technology has created synergies. 

Manufacturers who produce house-

hold appliances with electrical and 

gas applications now receive both 

technologies from a single source. 

5,773 
EMPLOYEES

€ 656
MILLION 

TURNOVER

1,070
PATENTS

PRODUCTS & 
SERVICES
The E.G.O.-Group is regarded as 

one of the world’s leading suppliers 

for manufacturers of household ap-

pliances. Of all people today cook-

ing with electricity or gas around 

the world, considerably more than 

half of them will do so with tech-

nology and products from E.G.O. It 

all began over 90 years ago, when 

company founder Karl Fischer 

developed the first electric hotplate 

suitable for series production. The 

core values summed up in the 

words “made by E.G.O.” are found 

not only in your stove, but also in 

washing machines, dryers, refrigera-

tors, and many other household ap-

pliances and commercial machines. 

The supplier covers four different 

business areas with its technologies 

and products: Heating, controlling, 

converting, and connecting.

SUSTAINABLE  
DEVELOPMENT 
GOALS (SDGS)

SUSTAINABLE DEVELOP-
MENT GOALS
In September 2015, 17 Sustainable 

Development Goals were adopted at 

the United Nations (UN) Summit in 

New York. The Sustainable Devel-

opment Goals (SDGs) replace the 

UN Millennium Development Goals 

(MDGs), which were instrumental 

in global development policy from 

2000 to 2015. 

The 2030 Agenda, which emerged 

from the SDGs, represents a kind 

of “global future contract” for all 

member states and for the first 

time gives equal weight to all three 

pillars of sustainability. The goal is to 

unite global economic development 

in terms of social justice and the 

earth’s ecological limits. The  

SDGs, with their 169 subgoals, 

point the way toward securing 

peace and prosperity for humanity 

and our planet. 

Five key messages are critical  

to achieving these goals: putting 

human dignity first, protecting the 

planet, promoting prosperity for  

all, fostering peace, and building 

global partnerships.

The issue of sustainability is a matter 

of the heart, with a long tradition for 

BLANC & FISCHER Family Holding. 

Agenda 2030 and implementation  

of the Sustainable Development 

Goals are broken down into topics 

that are important for the Group 

and implemented in the subgroups. 

BLANC & FISCHER Family Holding 

thus actively assumes its responsi-

bility towards future generations and  

contributes to an inclusive and sus-

tainable global economy.

BLANC & FISCHER Family Holding 

has identified eleven areas where 

it needs to take action. These are 

derived from the 17 Sustainable 

Development Goals.

SDGs. Selected Sustainable 
Development Goals that are  
relevant for BLANC & FISCHER 
Family Holding

2020

Ic
o
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g

GENERAL INFORMATION AGENDA 2030
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CONSUMER ANALYSIS
Sustainable action is not only as-

suming a central role at BLANC & 

FISCHER Family Holding—consum-

ers are also becoming increasingly 

aware of the issue of sustainability. 

The following results were derived 

from studies by German market 

research institutes, initially for the 

German market:

▪ 25% of respondents list sus-

tainability as the most important

quality feature of a product.

▪ 33% are even considering buying

water-saving appliances.

▪ For almost 40% of respondents,

energy-saving cooking is becom-

ing increasingly important.

▪ The market and the willingness

to pay for sustainable products

are growing every year.

ENVIRONMENTALLY 
FRIENDLY PRODUCTS

 

How likely is it that you will buy a 

water-saving product in the next 

two years?

Energy-saving cooking— 

yes or no? 

QUALITY FEATURES
What quality features are important 

to you when buying products?

Source: Germany, Innofact, 2017,  
Page: 18 to 69, n = 1,010, ID 780970

WILLINGNESS TO PAY

 

How much more can a sustainable 

product cost? 

Sustainability can be costly. Would 

you pay more than before? 

Source: Germany, IfD Allensbach, 2019, 
ID 264571

Source: Germany, IfH Cologne, 2020, 
n = 500

Source: Germany, Statista, 2017, 
n = 1,286, ID 717666

SOCIAL AND ENVIRONMEN-
TAL RESPONSIBILITY
When buying products, is it impor- 

tant to you that the company acts 

in a socially and environmentally 

responsible manner?

Source: Germany, Market Media Study 
VuMA, 2019, ID 182042

MATERIALITY ANALYSIS
In 2019, BLANC & FISCHER Family 

Holding conducted a comprehen-

sive, strategic analysis in its sub-

groups. The aim was to look at the 

existing sustainability commitment 

and the impact of global challenges 

and legislative initiatives on the core 

business. The Group used a ma-

teriality analysis to identify relevant 

sustainability issues. 

In order to systematically limit the 

wide range of topics, this analysis 

was conducted analogously to the 

UN Sustainable Development Goals 

(SDGs). The Family Holding as-

sessed which SDGs are important 

to its business model and to what 

extent it can influence them. 

CONSUMER ANALYSIS MATERIALITY ANALYSIS

30%

33.9

2016 2017 2018 2019

36.7

34.9

37.9
40%

DURABILITY
60%

47%
SAFETY

PRICE-PERFORMANCE
RATIO
40%

GUARANTEE
29%

RELIABILITY
28%

SUSTAINABILITY
25%
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12%

RESEARCH
9%

DESIGN
7%

24%

25%

30%

14%

7%
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UP TO 10% MORE
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NEUTRAL

NO MORE

19%

19.9

2016 2017 2018 2019

22.2

23.2
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24%

36.1%
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10%

16.2%

32.9%
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13.5%

DON’T AGREE

NEUTRAL

AGREE

FULLY AGREE

DON’T AGREE AT ALL



3P—PERFORMANCE, PLANET, PEOPLE

ENERGY &  
CO2 EMISSIONS

SUSTAINABILITY 
AWARENESS,  
EDUCATION &  
FURTHER TRAINING

SUPPLY 
CHAIN

PRODUCTS
AND SERVICES

RESOURCES

OCCUPATIONAL HEALTH & 
SAFETY PROMOTION

RESILIENCE

PROFITABILITY,
ECONOMIC  
VIABILITY &

LIQUIDITY

GROWTH

DIVERSITY AND 
FLEXIBILITY

PERFORMANCE 
PLANET
PEOPLE

The Triple P concept:  
The strategic fields PERFORMANCE, 
PLANET, and PEOPLE with their  
respective focus areas

THE 3P CONCEPT

SUSTAINABILITY AS PART 
OF THE CORPORATE 
STRATEGY
BLANC & FISCHER Family Holding al-

ready strives to make responsible use 

of limited resources. Thanks to the 

Triple P project, the topic of sustain-

ability has been firmly integrated into 

the corporate strategy of BLANC & 

FISCHER Family Holding and its 

subgroups. The subgroups demon-

strate situation-dependent individual 

activities such as certification in ac-

cordance with ISO 14001 and energy 

management in accordance with 

ISO 50001. With the Triple P con-

cept, sustainability will be anchored 

even more firmly in the future and 

implemented on a subgroup-specific 

basis. 3P stands for PERFORMANCE, 

PLANET, and PEOPLE. Derived from 

the Sustainable Development Goals 

relevant to the Family Holding, they 

are in turn subdivided into ten differ-

ent key topics.

PERFORMANCE
The basis for a long-term existence 

and successful development of the 

BLANC & FISCHER Family Holding 

and its subgroups is growth, profit-

ability, economic viability, liquidity, 

and resilience in the strategic field of 

PERFORMANCE.

>> SUSTAINABILITY VS.

ECO-FRIENDLINESS P. 6, TRIPLE P

PERFORMANCE PLANET PEOPLE

P. 18, WHICH WAY TO SUSTAIN-

ABILITY? P. 20

PLANET
With the strategic field PLANET, 

the BLANC & FISCHER Family  

Holding and its subgroups have 

always responded to the challenges 

posed by climate change and re-

source consumption, as well as to 

the increasing demands of business 

partners in the supply chain, legis- 

lators, retailers, and consumers.  

It aims for growth with innovative 

and sustainable products and ser-

vices. With this field, the BLANC &  

FISCHER Family Holding and its 

companies are taking on their eco- 

logical responsibility. The major 
topics of energy and CO2 emissions, 

resources, products, and services, 

as well as transparency and respon-

sibility in the supply chain are the 

result.

PEOPLE
With PEOPLE, the BLANC &  

FISCHER Family Holding and its 

subgroups put the focus on social 

responsibility to its employees and 

other stakeholder groups world-

wide. The key topics are sustainabil-

ity awareness, training and continu-

ing education, diversity, flexibility, 

and occupational safety and health 

promotion. They are derived from 

employees' and applicants' expec-

tations for a responsible, attractive 

employer.
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PERFORMANCE
In the PERFORMANCE strate-

gic field, the BLANC & FISCHER 

Family Holding and its subgroups 

are pursuing profitable, global, and 

organic growth through increas-

ing penetration of core markets, 

internationalization, and innovation. 

This increases the profitability and 

value of the company sustainably in 

the long term. The Family Holding is 

aware that companies, in particular, 

are exposed to trends and external 

environmental influences, and there-

fore promotes resilience in this re-

spect. The aim is to be able to react 

more quickly to changes in order to 

minimize risks and take advantage 

of potential opportunities. Eco-

nomic stability is achieved through 

a strong equity base, increasing 

profits, and high liquidity. Growth is 

characterized by innovations that 

also involve utilizing the potential of 

digitalization.

All specific figures refer to the fiscal 

year 2020.

The following objectives  

are derived from the strategic field 

PERFORMANCE:

PROFITABILITY,  
ECONOMIC VIABILITY, 
AND LIQUIDITY
(1) Sustainable increase in

profitability and company value.

The basis for the long-term exis-

tence and successful development 

of the BLANC & FISCHER Family 

Holding is financial and economic 

stability through a strong equity 

base, increasing profits, and high 

liquidity.

CREATING A STRONG 
CAPITAL BASE

>60%
EQUITY RATIO

INCREASING  
PROFITABILITY AND 
COMPANY VALUE
TARGET COCKPIT:

▪ Earnings before Interest and

Taxes (EBIT) > 7%

▪ Return on Capital Employed

(ROCE) > 10%

▪ Return on Equity (ROE) > 8%

GROWTH
(2) Pursuing profitable global growth

through increasing penetration of

core markets, internationalization, and

innovation.

The focus is on organic growth 

through increasing penetration of 

the core markets, supplemented by 

targeted acquisitions and partner-

ships. Innovations enable growth 

and at the same time drive interna-

tionalization. 

>> GUIDED COOKING P. 28,

A GREAT TIME FOR IDEAS P. 32,

FUTURE KITCHEN LAB P. 34,

CLOSE-UP, CURIOUS, AND

INNOVATIVE P. 38

TURNOVER

€1,181
MILLION

PENETRATION OF CORE 
MARKETS AND INTERNA-
TIONALIZATION
By region, by far the largest sales 

share of 75% is in the EMEA region 

(Europe, Middle East, and Africa). In 

North, Central, and South America 

(AMERICAS), the share of revenue is 

16%, while the Pacific region (APAC) 

currently accounts for 9% of sales. 

The Holding company expects 

growth in all areas going forward, 

although Europe will remain the core 

market in the long term.  

TARGET COCKPIT:

▪ Regional distribution

EMEA 60%

APAC 20%

AMERICAS 20%

▪ Compound Annual Growth Rate

(CAGR) > 5%

▪ 2025: Turnover €1.5 billion

RESILIENCE
(3) Promoting resilience in order to

respond independently and flexibly

to change and to exploit

new potential.

Particular attention is paid to a high 

level of adaptability and resistance, 

which goes hand in hand with  

flexibility. The aim is to create re- 

silient structures by allocating re-

sources, managing and integrating 

employees, and implementing  

strategies and values. This requires 

us to assess the corporate environ-

ment and to identify potential risks.

>> BREAKWATERS P. 24

TARGET COCKPIT:

▪ Free Cash Flow (FCF) > 10%

of balance sheet total

▪ Equity Ratio (ER) > 55%

▪ Family Share (B&F) 100%

PERFORMANCE3P—PERFORMANCE, PLANET, PEOPLE



C
O

M
P

A
C

T

65

64

PLANET
With the strategic field PLANET, the 

BLANC & FISCHER Family Holding 

and its subgroups not only meet the 

challenges of climate change and 

resource consumption, along with 

the increasing demands of its busi-

ness partners in the supply chain, 

legislators, retailers, and consumers, 

but are also aiming for growth with 

innovative and sustainable solutions. 

As a provider of solutions for  

kitchen living spaces it’s essential 

for us to reduce the energy and 

resource consumption of both the 

products and of the production pro-

cess. Consumers want transparency 

about how they can reduce their 

own environmental footprint (CO2 

emissions and water) by using the 

products. Industry and trade part-

ners encourage participation in the 

Carbon Disclosure Project as well as 

the preparation of product life cycle 

assessments. The objectives also 

take into account EU regulations or 

legislation, such as the Eco-Design 

Directive 2021, WEEE 2020 Direc-

tive, RoHS Directive, or the potential 

adoption of the Supply Chain Act.

The following focal points emerge 

from the assumption of ecological  

responsibility of the BLANC &  

FISCHER Family Holding companies: 

PLANET

ENERGY  
AND CO2 EMISSIONS 
(1) Consistent reduction

of carbon footprint and striving

for climate neutrality.

All subgroups of BLANC & FISCHER 

Family Holding are consistently 

reducing their carbon footprint and 

striving for climate neutrality. This 

includes an absolute, proactive 

reduction in terms of climate-neutral 

growth. In the knowledge that  

climate neutrality is an ambitious 

goal, the strategic goal of “Energy & 

CO2 emissions” is pursued accord-

ing to the principle of “avoidance 

before reduction before compen-

sation.” Unavoidable emissions 

are compensated for by selected 

savings projects based on (certified) 

quality standards. 

>> SPOTLIGHT ON REGROWTH

P. 76, A HOT FAVORITE P. 80

PLANNED INITIATIVES
▪ Examining and installing

further photovoltaic systems

and using the generated

electricity in-house.

▪ Checking refrigeration systems

and refrigeration units for leaks.

Planning to switch over to

LOW-GWP refrigerants.

▪ Pilot project: By using recycled

aluminum in production in the

ARPA and E.G.O. subgroups,

raw material emissions can be

reduced.

PREPARATION OF AN AN-
NUAL CO2 BALANCE SHEET
As part of the Triple P concept, the 

corporate carbon footprint, or CO2 

footprint, was calculated for 2019. 

The scope of accounting includes 25 

production and operational logistics 

sites as well as an extension of the 

Scope 3 calculation. Sales units  

are not considered since they have 

comparatively few emissions.  

Accounting is based on the standards 

of the Greenhouse Gas Protocol 

(GHG), specifically the Corporate 

Accounting and Reporting Standard 

(2004) for Scope 1 and 2, as well  

as the Corporate Value Chain  

Accounting and Reporting Standard 

(2011) for Scope 3. 

The corporate GHG standard dis-

tinguishes between three emission 

categories: 

▪ Scope 1 covers all direct CO2

emissions from the combustion

of fossil fuels such as heating oil,

natural gas, diesel, gasoline, lique-

fied petroleum gas, or refrigerant

leakage.

▪ Scope 2 refers to indirect CO2

emissions from procured energies

such as purchased electricity, (dis-

trict) heating, and cooling energy.

▪ Scope 3 includes all indirect CO2

emissions from upstream and

downstream processes in the

value creation chain. These emis-

sions are quantified in 15 different

categories.

The emission categories of  

purchased products, limited to 

purchased raw materials, and  

internal transports between  

BLANC & FISCHER Family  

Holding sites are accounted  

for in the BLANC & FISCHER  

subgroups.

TESTING AND  
OBTAINING CERTIFIED 
GREEN ELECTRICITY
From 2021, all German sites of the 

BLANC & FISCHER Family Holding 

will use 100% green electricity. 

>> A WELL-ROUNDED IDEA P. 86

HEATING ENERGY  
CONSUMPTION (MWh)

TOTAL  
CONSUMPTION (MWh)

CO2 EMISSIONS (TONS)

ENERGY CONSUMPTION 
AND CO2 EMISSIONS 
AT THE THREE LARGEST 
SUBGROUPS WORLD- 
WIDE ARE DOWN  
ALMOST ACROSS THE 
BOARD

2019 2020

RENEWABLE  
ENERGY (MWh)

3P—PERFORMANCE, PLANET, PEOPLE

BLANCO

BLANCO PROFESSIONAL

6,365

50,388

E.G.O.
52,831

7,215

22,639

17,819

36.025

BLANCO

BLANCO PROFESSIONAL

E.G.O.

8,000

7,576

3,782

5,088

36,531

36,025

BLANCO

BLANCO PROFESSIONAL

E.G.O.

7,858

6,020

48,659

6,641

6,802

51,568

BLANCO

BLANCO PROFESSIONAL

E.G.O.
101,550

95,575

7,886

9,884

12,266

12,869
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RESOURCES
(2) Use for clean, resource-efficient,

and circular operation.

Employees, especially in purchasing, 

facility management, and  

production and logistics, take a 

resource-conserving approach, 

for example with regard to water, 

waste, and packaging. The starting 

point here is the 3R principle, i.e. 

reduce, reuse, and recycle. Cleaner 

production by preferring or using 

recycled and renewable raw mate-

rials and supplies and relating this 

to production help to fulfill the goals 

of the “Resources” focus area. In 

addition, special emphasis is placed 

on closing the water cycle.

>> A GREAT TIME FOR IDEAS P.

32, A WELL-ROUNDED IDEA P. 86

SUSTAINABLE  
PACKAGING MANAGEMENT 
The BLANC & FISCHER Family 

Holding companies are already 

actively analyzing packaging weight 

and type then replacing or reducing 

packaging. The goal is to identify 

sustainable solutions for the entire 

supply chain.

PRODUCTS & SERVICES
(3) Development of innovative

and sustainable products and

services.

(4) Proactive reduction of the

use of environmentally harmful

materials.

Specialist units of the subgroups, in 

particular Innovation, R&D or Prod-

uct Development, Product Design, 

Business Development, and Product 

Management all develop innovative 

and sustainable product and service 

solutions. To this end, the subgroups 

are also driving the development 

and marketing of innovations that 

promote a sustainable lifestyle. By 

offering energy and resource-saving 

solutions, strengthening its customer 

focus (user experience), and con-

sidering new business models, the 

BLANC & FISCHER-Group compa-

nies focus on sustainable product 

and service solutions.

The Purchasing and Quality de-

partments are proactively reducing 

the use of environmentally harm-

ful materials in preparation for EU 

regulations. The focus is on the 

zero-pollutant target of the European 

Green Deal and avoiding the use of 

refrigerants in products with a GWP 

(global warming potential) of  

> 1,000. Resource- and energy- 

efficient innovations, new business

models, and circular economies help

us make a sustainable contribution.

What’s more, in addition to perform-

ing product life cycle assessments,

we also plan to reduce environmen-

tally harmful materials.

>> WATER, THE LIQUID GOLD!

P. 90

PLANNED INITIATIVES
▪ Carrying out product life cycle

assessments in accordance with

ISO 14040.

▪ Testing or business case for

newbusiness models such as

sustainable ownership models

(sharing, pay per use).

▪ Substitution REACH SVHCs.

▪ Substitution RoHS exceptions.

▪ Refrigerant management: Use of

refrigerants in low-GWP products

(global warming potential).

SUPPLY CHAIN
(5) Creating a transparent,

collaborative, and sustainable

global supply chain.

Together with suppliers and part-

ners, the BLANC & FISCHER Family 

Holding companies are creating a 

transparent and sustainable supply 

chain. This is done by consciously 

selecting suppliers as well as mate-

rials and raw materials. In addition, 

ecological and social conditions are 

reviewed in line with the require-

ments of the NAP (National Action 

Plan for Business and Human 

PLANET

136t CO2

129t CO2

2,163t CO2

320t CO2

477t CO2

5,062  t

CO2 TOTAL EMISSIONS  

ALL INTERNAL TRANSPORTS
The most emission-intensive internal transports 
of the BLANCO and E.G.O. subgroups.

430t CO2

195t CO2

194t CO2

136t CO2

PART OF THE CO2 BAL-
ANCE SHEET: INTERNAL 
TRANSPORTS IN 2019

Rights). Making active inquiries is 

important here, for example in the 

case of “critical raw materials” with 

regard to availability, as well examin-

ing the substitution or procurement 

of recycled materials.

PLANNED INITIATIVES
▪ Conducting supplier audits: In-

tegration of sustainable aspects

into existing (environmental)

audits. Review and compliance

with the Code of Conduct.

▪ Active participation in the

National Action Plan for Business

and Human Rights.

3P—PERFORMANCE, PLANET, PEOPLE
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PEOPLE 
With the strategic field PEOPLE,  

the BLANC & FISCHER Family  

Holding and its subgroups put the 

focus on social responsibility to  

all its employees and other stake-

holder groups worldwide. By con-

sidering employee expectations for 

a responsible, attractive employer,  

and fulfilling the expectations of 

applicants or Generation Z in  

terms of environmental friendliness, 

meaningfulness, appreciation,  

further development, and flexibility, 

we have derived the following  

objectives: 

SUSTAINABILITY 
AWARENESS, EDUCATION,  
AND TRAINING 
(1) Purposeful sustainable

thinking and acting.

(2) Targeted professional

and personal development

of employees worldwide.

We strive to strengthen the under-

standing and empowerment of our 

workforce by developing needs-

based skills and promoting aware-

ness of sustainability.  

>> TELL ME MORE P. 100,

FUTURE? BRING IT ON! P. 106,

TURNING WASTE INTO ART P. 110,

HELLO, WORLD! P. 114

PLANNED INITIATIVES
▪ Targeted and function- 

based integration of the

3Ps in objective agreements

and job descriptions.

▪ Annual publication of a (digital)

Sustainability Report.

▪ Introduction of a certain

number of mandatory hours

of continuing education for

every employee.

EXISTING PROGRAMS 
TO IMPROVE SKILLS  
TRAINING AND COACHING

▪ Individual and standardized

training, especially at

the technical level.

▪ Group and one-on-one

language courses.

▪ Individual coaching available

on request.

CONTINUING EDUCATION  

AGREEMENTS 

The promotion of in-service training 

supports the company on a financial 

and/or organizational level.

SKILLS MODEL

Nine skills form the common foun-

dation of targeted, strategic staff 

development within the Group. This 

skills model is linked specifically to 

existing or future staff development 

tools of the subgroups in the Family 

Holding. The skills model is there-

fore the foundation for many staff 

development programs and tools, 

such as the PDI (Personnel Develop-

ment Interview) or the guidelines for 

standardized job interviews.

PERSONNEL DEVELOPMENT  

INTERVIEW (PDI)

The skills model serves as a guide 

to employee requirements for indi-

vidual development. The staff devel-

opment goals are derived from the 

divisional or departmental corporate 

development strategies. In order to 

actively promote employee skills, 

an employee development interview 

is held once per year with each 

member of staff.

MOVE

MOVE is an exclusive staff develop-

ment program that supports  

planning for the next generation of 

experts. The trainee program must 

be carefully planned in order to 

recruit highly qualified junior staff for 

in-house training at an early stage 

and thus retain skilled employees in 

the company as much as possible. 

The MOVE trainee program is aimed 

at so-called “high potentials” (i.e. 

highly qualified master’s graduates).

NEW MANAGERS 

Accompanying new managers in 

their leadership role through custom 

measures. If desired, new managers 

have the option of participating in 

our standardized leadership devel-

opment program (LDP).

GUIDE TO STANDARDIZED  

JOB INTERVIEWS

This guide provides local HR depart-

ments with a template for conduct-

ing standardized job interviews. 

The advantage is that a structured 

questionnaire always asks the same 

questions, thus ensuring a high 

degree of comparability between 

candidates. The guide's structure is 

based on the aforementioned skills 

model. This makes it possible to test 

specific skills and competencies of 

the candidate in certain situations.

It also allows the interviewer to learn 

how the applicant has carried out 

activities and solved complex prob-

lems. Furthermore, the interviewer 

can determine to what extent the 

candidate meets the skills defined 

by the company and thus fits the 

company's requirements profile  

for a particular role. 

360° FEEDBACK

Comparison of the views on leader-

ship behavior of employees, col-

leagues, supervisors, and interfaces.

THE BLANC & FISCHER 
TRAINING ACADEMY 
NEW STARTERS AT  

THE TRAINING ACADEMY 

EACH YEAR

2018

13

20

2019

12

34

STUDENTEN

AUSZUBILDENDE

8

31

2020

STUDENTS

APPRENTICES

PEOPLE3P—PERFORMANCE, PLANET, PEOPLE
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DIVERSITY AND 
FLEXIBILITY
(3) Promoting diversity in all areas.

(4) Enabling flexible working.

The Family Holding practices 

diversity by valuing and promoting 

equal opportunities. At the same 

time, different working time models 

enable flexible working in terms of 

hours and location, thereby contrib-

uting to a positive work-life balance 

for employees.

DIVERSITY
BLANC & FISCHER Family Holding 

and its subgroups see diversity as 

an opportunity for the business 

world. The diversity of employees, 

with their variety of skills and talents, 

has a positive impact on innovative 

and creative solutions in the organi-

zation, for example, and on society 

in general.

PLANNED INITIATIVES
▪ Signing of the

“Diversity Charter.”

▪ Demonstrating diversity by

showcasing employees and

their experiences on a blog.

“WE LIVE DIVERSITY”

This was the result of a cross-site and 

cross-subgroup employee survey on 

sustainability conducted in December 

2020. 80% of survey respondents 

agreed with this statement.

STUDENTS AND APPRENTICES 

IN GERMANY AND AUSTRIA

4.66%
AVERAGE VOCATIONAL 

EDUCATION RATIO

131
STUDENTS AND 

APPRENTICES

DIVERSITY IN REGULATORY 

BODIES AND AMONG  

EMPLOYEES AT BLANC &  

FISCHER FAMILY HOLDING 

FLEXIBLE WORKING 
Flexible working is very well received 

by our employees. Local regulations 

and corporate guidelines are being 

drawn up to meet employees’ desire 

for remote working. At the German 

sites, more than 60% of employees 

in the administrative areas have 

been working remotely since the 

start of the COVID-19 pandemic.

advice on addiction and risk of  

addiction, violence, nursing and 

care consulting, and legal advice  

on selected topics. 

CHILDCARE

Childcare is offered in cooperation 

with local daycare centers.

CHILDREN’S VACATION  

PROGRAM  

A two-week vacation program  

for children of employees aged  

6 to 12 at the Oberderdingen site. 

This varied program, with qualified 

supervisors, takes place during  

the first two weeks of the local 

summer holidays. 

MEDICAL SERVICE

Our medical service provides all 

employees with access to an on-

site company physician, occupa-

tional health consultations, general 

examinations, and preventive care, 

as well as our corporate integration 

management service. 

EXECUTIVE CHECK-UP

Our executive staff in Germany  

are entitled to a health check-up in 

Karlsruhe or at our in-house medi-

cal service office every two years. 

PREVENTIVE EXAMINATIONS

Various preventiv medical check-

ups are offered to all employees  

at the Oberderdingen site every  

two years.

FLU VACCINATION

Our in-house medical service has 

been offering free annual flu shots at 

all sites worldwide since 2020.

INDUSTRIAL SAFETY AND 
HEALTH PROMOTION
(5) Role model in occupational

safety and health promotion.

(6) Increasing satisfaction among

our employees.

Strict compliance with occupational 

safety measures and strengthening 

health-promoting factors are among 

our top priorities when it comes to 

occupational safety. 

PROMOTING HEALTH
INDUSTRIAL/OCCUPATIONAL  

PSYCHOLOGY CONSULTATION 

HOURS

Free anonymous counseling on all 

topics related to employee satisfac-

tion, well-being, and mental health 

in the workplace. At our German 

sites, these consultations take  

place in one-on-one sessions with  

a trained psychologist.

PME FAMILY SERVICE

The BLANC & FISCHER Family 

Holding offers a 24/7 counseling 

service. This free service for em-

ployees at the German sites is 

designed to provide support in the 

event of predominantly personal 

psychological difficulties, stress, 

and acute crises. The pme Family 

Service covers the following areas: 

Relationships, family, children,  

educational issues and school  

difficulties, financial bottlenecks, 

VOCATIONAL EDUCATION RATIO 

PER SUBGROUP AT OUR SITES 

IN GERMANY AND AUSTRIA 

PEOPLE3P—PERFORMANCE, PLANET, PEOPLE

18.39%

1.1%

<30 years

30–50 years

>50 years

TOTAL FEMALE 

MANAGERS

57.9%

41%

MANAGERS 

BY AGE

BLANCO 
2.13%

5.37%

8.22%

BLANCO
PROFESSIONAL

E.G.O.
BLANC & FISCHER
CORPORATE SERVICES

3,99%

BLANC & FISCHER
CORPORATE SERVICES

3.99%
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PREVENTIVE TRAINING

To promote and maintain their health, 

employees have the opportunity 

to take part in training courses on 

stress management, ergonomics, 

addiction, and nutrition, to name but 

a few.

OCCUPATIONAL SAFETY EVENTS

On “Safety Day,” which is held in co-

operation with the various sites and 

the Occupational Safety department, 

we provide information about health 

and safety-related issues.

HEALTHY EATING

At the Oberderdingen site, employees 

have access to water dispensers 

providing free drinking water.  

The “GenießBar,” for example, is a 

pilot project in Oberderdingen that 

offers healthy snacks in vending 

machines.

ERGONOMICS 

Individual consulting and exercise 

opportunities for departments or  

individual employees through an 

internal partnership.

ACTIVE BREAKS

In order to provide the opportunity 

for exercise at the workplace, orga-

nized walks take place during lunch 

breaks. There is also the option of 

taking active breaks with ergonomic 

exercises at the workstation. 

SPORTAKTIV GROUPS

The company also support various 

sports, training programs, and com-

petitions. At the Oberderdingen site, 

for example, there are currently 13 

different sports groups for running,  

archery, table tennis, darts, mini-

golf, cycling, motorcycling, skiing, 

tennis, shooting, walking, hiking, 

and soccer.

FITNESS AND RELAXATION

▪ Meditation

▪ Progressive muscle relaxation

▪ Back exercises

▪ Yoga

COMPANY BIKES

The BLANC & FISCHER Family

Holding and its subgroups let

employees at their German sites

lease company bicycles. The bikes

can either be returned after the

lease period or purchased by the

employee after payment of the

remaining amount.

EMPLOYEE SATISFACTION
We’re planning on devising a con-

cept to introduce an indicator for 

recording employee satisfaction and 

well-being, e.g. an ENPS (Employee 

Net Promoter Score). 

>> IT’S ALL ABOUT THE PEOPLE

P. 120

Dr. Johannes Haupt,  
Chairman of the Management Board  
of BLANC & FISCHER Family Holding

SUSTAINABILITY ISN’T A  
ONE-OFF EVENT, IT’S A WAY OF 
LIFE. THAT’S WHY WE’RE AWARE 
OF THE FACT THAT WE’LL NEVER  
REACH A PARTICULAR GOAL HERE. 
AFTER ALL: IT’S A NEVER-ENDING 
JOURNEY.

3P—PERFORMANCE, PLANET, PEOPLE
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THERE’S ONLY ONE PLANET EARTH, SO 

IT’S IMPORTANT THAT WE PROTECT IT. 

BLANC & FISCHER FAMILY HOLDING IS  

DOING ITS PART BY PROVIDING INNO- 

VATIVE AND SUSTAINABLE SOLUTIONS.  

IN FOCUS: ENERGY AND RESOURCE  

CONSUMPTION OF THE PRODUCTS AND 

THEIR PRODUCTION PROCESSES.

In view of climate change, eco-

logical considerations have long 

since become a decisive factor 

in the production of goods. They 

not only play a role in end users’ 

purchasing decisions, business 

partners in the supply chain, 

distributors, and legislators at the 

national and international level 

are also placing increasingly high 

demands on companies. 

With the strategic field PLANET, 

the BLANC & FISCHER Family 

Holding takes this responsibility 

into account. The focus is on 

saving energy and reducing CO2 

emissions, conserving resources, 

and optimizing products,  

services, and supply chains 

through innovative, holistic, and 

transparent solutions.  

In order to implement one of our 

most ambitious goals, climate 

neutrality. To achieve this, the 

BLANC & FISCHER Family Hold-

ing companies are guided, for 

example, by the principles of the 

circular economy.

In addition, even greater empha-

sis is being placed on renewable 

energies, with suppliers, mate-

rials, and raw materials being 

selected not only according to 

economic but also ecological and 

social criteria.  

https://wvs.de/
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SPOTLIGHT  
ON REGROWTH
5,600 TREES TO PROTECT THE CLIMATE.  

THE E.G.O.-GROUP IS PLANTING A SEEDLING 

FOR EACH OF ITS EMPLOYEES, THUS COM-

BINING SUSTAINABILITY AND CORPORATE 

STRATEGY.

But a tree can do much more. It 

provides shade, is a source of food, 

and provides raw materials—but 

unfortunately the latter is its undoing. 

Tropical forests, in particular,  

are threatened by overexploitation.  

According to the WWF, in Brazil 

alone, an area the size of two soccer 

fields is deforested every minute—

with serious consequences for the 

environment. 

NEW FOREST INHABITANTS
E.G.O. is putting the spotlight on re-

growth and setting an example with 

a unique tree planting campaign. Its 

declared goal is to plant one seedling 

for each individual employee at the 

total of 20 production sites and sales 

locations. 

This will result in 5,600 new trees 

being planted worldwide. The proj-

ect started with 1,500 Douglas fir 

and 100 black walnut seedlings in 

the Oberderdinger Forest. “I am very 

pleased that we are taking action 

and can symbolically give the starting 

signal,” says Dirk Schallock, Chair-

man of the Management Board of 

the E.G.O.-Group. “The tree is the 

symbol of the new E.G.O. company 

strategy. The campaign also demon-

strates the connection between 

strategy and sustainability with each 

employee," adds the leader of E.G.O.

A FOREST FOR 
THE CLIMATE
The original plan was for all E.G.O. 

employees and their families to pick 

up a spade and gradually expand the 

forest themselves. “Unfortunately, the 

COVID-19 pandemic put a damper 

on our plans,” Schallock says >>

Trees are true marvels of  

nature with a very special gift: 

they produce oxygen and thus 

enable humans and animals 

to live. A single tree produces 

around 10,000 liters of oxygen 

per day, enough for five to ten 

people. 

Dirk Schallock,  
Chairman of the Management Board 
of the E.G.O.-Group

PRESERVING AND IMPROVING 
THE ENVIRONMENT FOR  
FUTURE GENERATIONS IS AN  
IMPORTANT PART OF OUR  
CORPORATE STRATEGY.
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is an important part of our corporate 

strategy,” Schallock continues. 

Trees improve the climate and help 

to minimize the carbon footprint 

of the E.G.O.-Group. Locally on-

site and around the world. It will 

take around 30 years for the small 

seedlings to become fully grown 

trees and for them to finally develop 

their full strength—for generations 

to come.

<<

E.G.O.-GROUP 
STAFF ARE 
GETTING THEIR 
HANDS DIRTY. 
LOCALLY ON-SITE 
AND AROUND  
THE WORLD.

with regret and thanked the munici- 

pality and the forestry workers who 

stood in for them. “But postponed 

is not canceled,” he adds. The 

“E.G.O. Forest” in Oberderdingen 

will continue to grow on behalf of all 

employees who are not able to carry 

out the campaign at their sites.

A THICK TRUNK WITH A 
SMALL FOOTPRINT
“Preserving and improving the  

environment for future generations 

Images top and middle
Tree planting campaign in the Oberderdinger Forest 
Image right
Employees of E.G.O. Elektrikli Aletler  Sanayi A.S. in 
Ergene (E.G.O. Turkey)

5,600
20

SEEDLINGS

LOCATIONS After Oberderdingen, seedlings can 

now also grow and flourish at the 

E.G.O. site in Turkey. Employees and 

their family members planted a total of 

730 trees on the company premises 

in Çorlu. The tree planting campaign 

symbolically rooted the issue of sus-

tainability at the site. Another positive 

SHOVELS AT 
THE READY!
E.G.O. TURKEY IS SHOWING 

ITS GREEN THUMBS

side effect is that the seedlings are set 

to make the premises greener and, in 

a few years, will be a welcome source 

of shade during lunch breaks. 

The E.G.O. tree family continues to 

grow, across national borders and 

with added value for people and  

the environment.
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THE BUILDINGS OF THE E.G.O.-GROUP AT THE  

OBERDERDINGEN SITE USE WASTE HEAT FROM 

THE NEIGHBORING BIOMASS POWER PLANT OF 

MEERWARTH GBR, AN AGRICULTURAL COMPANY, 

FOR CLIMATE-NEUTRAL HEATING.  

THIS PARTNERSHIP HAS MANY ADVANTAGES—

FOR THE COMPANIES INVOLVED AS WELL AS FOR 

THE WHOLE REGION AND THE ENVIRONMENT. 

A hot  
favorite

https://wvs.de/
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energy, which protects the environ-

ment and saves fossil fuels. 

Operating the plant contributes to 

the expansion of renewable en-

ergies. This is also an important 

aspect with respect to Germany’s 

energy independence. Despite all its 

advantages, biogas still plays a sub-

ordinate role as an energy source 

here. The collaboration between 

E.G.O. and Meerwarth shows how 

holistic concepts can be used for 

economically sensible and ecologi-

cally exemplary initiatives.  

STRIVING TO BECOME A  
CARBON-NEUTRAL GROUP

Careful use of resources and energy 

remains the key factor in achieving 

global climate targets. The collabo- 

ration with Meerwarth GbR is an 

example of a dynamic, holistic  

approach with measures and proj-

ects that benefit everyone involved, 

on both a small and large scale. >>
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BIOGAS, THE  
MULTI-TALENT

According to the German Biogas 

Association, 31.9 billion kilowatt 

hours of electricity were generated 

from biogas in Germany in 2019. 

This may sound like a lot at first, but 

according to the German Renewable 

Energies Agency (AEE), it corre-

sponds to less than 5% of Germa-

ny’s total energy demand. And that’s 

despite the fact that biogas is a true 

all-rounder. It is produced during 

the fermentation of organic material, 

such as plant parts and manure, 

and is thus classified as a renewable 

energy. This is because the raw 

materials needed for its production 

grow back. The main component 

of the colorless and odorless gas 

mixture is methane, as is the case 

with natural gas. Unlike its fossil 

counterpart, however, biogas is 

100% carbon-neutral. Regardless 

of whether the plants end up in the 

fermentation tank directly or first 

pass through the digestive tract 

of cattle and pigs, when biogas is 

burned, only the amount of carbon 

dioxide that was previously bound in 

the biomass used is released. 

It is produced in large plants, often 

operated directly by the farmers 

themselves. This has advantages 

for farmers: Plant residues, manure, 

and slurry can be processed very ef-

ficiently. What remains is high-qual-

ity fertilizer for the fields. If the prin-

ciples of the circular economy are 

followed, biogas plants are therefore 

an almost indispensable step in the 

agricultural production cycle.

REGIONAL COLLABORA-
TION, GLOBAL IMPACT

By operating their biogas plant in 

Oberderdingen, the Meerwarth fam-

ily was able to establish a second 

line of business. The idea was to 

use the biological waste that farms 

produce anyway to generate energy. 

The partnership with E.G.O. at the 

Oberderdingen site began in 2010. 

The subgroup initially used the local 

heat from the neighboring biomass 

power plant to heat its development 

and technology center, now called 

Vertex. The existing biogas plant of  

Meerwarth GbR was expanded in 

2019/2020 so that all E.G.O.  buildings in Plant II at the  

Oberderdingen site now use 

its waste heat. 

A PARTNERSHIP THAT 
BENEFITS EVERYONE

The heat is generated no mat-

ter what, but this means that it is 

harnessed. At the same time, it 

is sourced from a company in the 

region so there are no long trans-

port routes. The fuels are produced 

locally in the region. As a result, the 

E.G.O. companies at the Ober-

derdingen site were able to reduce 

their CO2 emissions by a total of 

776 metric tons. The plant’s fer-

menters process about 30% corn, 

30% green waste, and 40% manure 

and slurry from the farm’s dairy 

cows. That means, to a large extent, 

these are agricultural by-products 

that would be generated anyway. 

Instead of needing to dispose of 

them, they are used to generate 
Biogas plants and the  
partnerships resulting  

from them bring benefits  
for farms, companies,  
and the environment

Corn can also be  
used as a substrate for  

biogas production
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ELECTRIC POWER GENERATED

GENERATED HEAT OUTPUT 

2,984
SAVED HEATING OIL

kW

MWht

SAVED CO2

298,449

776

955

How a biogas 
plant works

A DECADE OF HEAT—

THE MEERWARTH GBR 

BIOGAS PLANT

BACK IN MARCH 2011, 

THE FIRST E.G.O. BUILD-

ING WAS ALREADY ABLE 

TO BE HEATED WITH 

WASTE HEAT FROM THE 

NEIGHBORING BIOMASS 

POWER PLANT OF THE 

AGRICULTURAL BUSI-

NESS DIETER AND KURT 

MEERWARTH GBR. 

INITIALLY, ONLY VERTEX, 

THE DEVELOPMENT AND 

TECHNOLOGY CENTER 

IN OBERDERDINGEN, 

WAS CONNECTED, BUT 

THE NUMBER OF USERS 

KEPT GROWING. THE 

SECOND PLANT, WHICH 

OPENED IN OCTOBER 

2020, IS ABLE TO MEET 

THE HEATING NEEDS OF 

COMPANIES AT THE SITE 

TO AN EVEN GREATER 

EXTENT. TOGETHER, 

THE TWO SYSTEMS 

HELPED THE COMPANY 

SAVE NEARLY 300,000 

LITERS OF HEATING OIL 

IN 2020. 

BUT THE E.G.O.  

COMPANIES IN  

OBERDERDINGEN  

AREN’T THE ONLY  

BENEFICIARIES. THE 

MEERWARTH FARM IS 

ALSO PLEASED TO  

HAVE FOUND A RELI-

ABLE BUYER. 

THE PROJECT AT  

A GLANCE:

BIOGAS IS THE  

RENEWABLE AND  

CARBON-NEUTRAL 

ALTERNATIVE TO  

NATURAL GAS.

ITS PRODUCTION IS 

PART OF AN AGRICUL-

TURAL CYCLE SYSTEM.

IT REMAINS IN THE  

NEIGHBORHOOD: 

MINIMAL TRANSPORT 

ROUTES

FUEL “MADE IN  

GERMANY” PROMOTES 

GERMANY’S ENERGY 

INDEPENDENCE 

WASTE HEAT UTILI- 

ZATION REDUCES  

CONSUMPTION OF  

FOSSIL FUELS AND  

CO2 EMISSIONS

AN IMPORTANT STEP 

FOR THE BLANC & 

FISCHER FAMILY  

HOLDING COMPANIES 

ON THE WAY TO  

CARBON NEUTRALITY 

“Climate change really does af-

fect everyone. It is fundamentally 

changing the economies of individ-

ual countries, affecting our lives, 

and can cost people, society, and 

countries dearly both today and in 

the future. Counteracting this global 

problem is both an obligation and an 

opportunity for companies,” explains 

Dr. Johannes Haupt, Chairman of 

the Management Board of BLANC & 

FISCHER Family Holding. All com-

panies in the Group are working on 

their own projects to implement the 

ambitious sustainability targets. 

One of these goals is to become 

carbon-neutral, which means re-

cording, reducing, and avoiding CO2 

emissions. When it comes to energy 

management at the Family Holding, 

there is a central department that 

takes care of any energy-related 

issues: Energy and Environment in 

Corporate Global Processes on the 

BLANC & FISCHER level. We work 

together across the subgroups and 

sites to find ways of using energy 

even more efficiently. For example, 

the entire Group has switched to en-

ergy-saving LED lighting technology. 

CARBON-NEUTRAL 
OPERATIONS

However, emissions cannot be 

avoided entirely. Being a carbon- 

neutral business therefore also 

means offsetting unavoidable CO2 

emissions with climate protection 

projects. The E.G.O. global tree 

planting campaign is an example 

of such a project. 5,600 trees are  

being planted—one for each  

employee. 1,600 are already stand-

ing tall in the Oberderdinger Forest, 

and 730 at the E.G.O. site in Turkey. 

More will follow in 2021.

But two of the most important 
factors when it comes to the CO2 

balance are the use of heating and 

electricity. This is precisely why the 

biogas project in partnership with 

Meerwarth GbR is especially im-

portant, because it shows that any 

regional action makes an important 

impact. Since the plant was com-

missioned, over two million liters of 

heating oil have already been saved 

at the Oberderdingen site. A modern 

cruise ship could cross the Atlantic 

almost four times with this amount! 
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FERMENTER WITH GAS STORAGE SECONDARY 
FERMENTER

FERTILIZER FOR AGRICULTUREENERGY CROPSSLURRY TANK

POWER NETWORK

BLOCK 
HEATING PLANT

GAS
TREATMENT

NATURAL GAS 
NETWORK

https://wvs.de/
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Its goal is to conserve resources 

and the environment, save energy,  

and minimize waste. The sub-

groups of BLANC & FISCHER 

Family Holding are already  

actively implementing these 

principles today.

A WELL-ROUNDED IDEA—
HOW THE CIRCULAR  
ECONOMY WORKS

Minimal non-renewable resources 

go in, and ideally no waste comes 

out. The idea is simple—because our 

planet’s resources are not endless, 

our process chains need to be 

closed as much as possible. Material 

and product cycles should be more 

closely interlinked and form a sort 

of an endless loop. In practice, this 

would mean that the raw materials 

used would not just be discarded as 

is usually the case, but be returned 

to the cycle. 

The E.G.O.-Group is leading the way 

at the site in Spain. It implemented 

various measures to conserve  

resources and save energy at its  

site. The numbers clearly show the 

company’s commitment to environ-

mental and climate protection.  

By converting the fluorescent lights 

in the building, closing air leaks,  

and raising awareness among em- 

ployees, over 137,569 kWh of  

energy was saved in 2020 com-

pared to 2019. This is a 7%  

reduction in energy consumption.  

Since July 2020, E.G.O. Appliance 

Controls S.L.U. (E.G.O. Spain) has 

been powered by electricity

A WELL- 
ROUNDED 
IDEA

DID SOMEONE SAY THROWAWAY ECONOMY? NOT HERE!  

THE CIRCULAR ECONOMY COUNTERACTS THE LINEAR  

ECONOMIC SYSTEM WITH DURABLE PRODUCTS, REUSABILITY, 

AND RECYCLING. 

SINCE OUR PLANET’S RESOURCES  
ARE NOT ENDLESS, WE RELY ON  
ECONOMICALLY VIABLE PROCESSES  
THAT CONSERVE BOTH ENERGY AND  
NATURAL RESOURCES, WHILE AT THE 
SAME TIME MINIMIZING NEGATIVE  
EFFECTS ON THE ENVIRONMENT.

Dr. Karlheinz Hörsting, 
Managing Director of Technology and Production 
of BLANC & FISCHER Family Holding

https://wvs.de/
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from 100% renewable energy  

(2019: 16.1%). The Spanish site has 

recorded much less plastic and other 

waste than in 2019; the amount of 

non-recyclable waste, in particular, 

has been reduced by 13.7%,  

which is equivalent to over six tons  

of material. 

LONGER PRODUCT 
LIFECYCLES

ARPA is also aware of its responsi-

bility and helps not only the com-

pany but also consumers to be 

more sustainable. The subgroup is 

a member of the French club “HOP 

Halte à Obsolescence Programmée,” 

an organization dedicated to fighting 

against throwaway products. They 

help companies make their products 

more durable.

THE IMPORTANCE OF  
RENEWABLE ENERGIES

However, a large proportion of the 

resources used worldwide are not 

used in production at all, but in 

energy generation.  

THE POWER OF GREEN  

ELECTRICITY

THE MANTRA OF  

BLANCO’S ENERGY 

OPTIMIZATION PRO-

GRAM IS “THE CHEAP-

EST ENERGY IS ENERGY 

THAT IS NOT CONSUMED 

IN THE FIRST PLACE!” 

BUT BECAUSE IT ISN’T 

POSSIBLE TO COM-

PLETELY GO WITHOUT 

ENERGY CONSUMPTION, 

THE BLANC & FISCHER 

FAMILY HOLDING AND 

ITS SUBGROUPS HAVE 

DECIDED TO SWITCH TO 

GREEN ELECTRICITY.   

CURRENTLY, E.G.O. 

ALREADY OBTAINS 

APPROXIMATELY 25% 

OF ITS GLOBAL ELEC-

TRICITY REQUIREMENTS 

FROM RENEWABLE 

ENERGIES, WITH THE 

SHARE AT BLANCO  

23%, AND BLANCO  

PROFESSIONAL 27%.  

BY 2022, THIS FIGURE 

WILL BE 100% AT ALL  

OF THE GROUP’S  

GERMAN SITES. WITH 

A TOTAL DEMAND OF 

ABOUT 44.7 MILLION 

KILOWATT HOURS PER 

YEAR, THIS CAN SAVE 

ABOUT 12 TONS OF 

CARBON DIOXIDE ANNU-

ALLY. THIS IS ROUGHLY 

EQUIVALENT TO THE CO2 

EMISSIONS OF A MID-

RANGE CAR DRIVING 

AROUND THE WORLD 

ONE AND A HALF TIMES. 

In 2019, around 80% of the world’s 

energy consumption still came from 

non-renewable sources. 

Once burned, only their emissions 

remain. Fossil fuels such as petro-

leum and the like are not considered 

renewable energy and can thus not be 

recyclable. To get the numbers down, 

we need to change our thinking. 

Today and in the future. A basic 

prerequisite for the success of the 

circular economy is the switch to 

renewable energies.  
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Water, 
the  
liquid 
gold!

WHAT IF WE ONLY USED AS MUCH 

WATER AS WE NEED? WATER JUST 

COMES OUT OF THE TAP EVERY 

DAY AS A MATTER OF COURSE 

AND WE DON’T EVEN THINK 

ABOUT IT. THAT’S PROBABLY ALSO 

THE REASON WHY WE OFTEN 

CONSUME THE PRECIOUS COM-

MODITY VERY THOUGHTLESSLY.

Once we pause to con-

sider how much unused 

water flows down the 

drain every day, we 

quickly become aware 

of our excessive con-

sumption. By turning 

the tap off while we are 

brushing our teeth we 

can regularly save more 

than 20 liters of fresh 

tap water. Let’s move 

on to the kitchen. Why 

do we boil a full kettle 

of water just to make 

one cup of tea? We can 

easily make many small 

adjustments in everyday 

life that sometimes have 

huge effects. 



PLANET

93

92S
U

S
TA

IN
A

B
IL

IT
Y

 R
E

P
O

R
T

resource conservation. One thing 

is already clear—in the future, we’ll 

be able to safely leave our kettle 

packed away or even dispose of it 

completely in an environmentally 

friendly manner. 

Tailored to our individual drink-

ing preferences, the four different 

BLANCO systems supply us with 

boiling hot, chilled, still, or carbon-

ated water. Directly and pre-filtered 

from the tap. It’s never been so easy 

to meet our daily water needs and 

to do so in such a resource-saving 

and energy-conscious way. Another 

plus is that lugging crates of water 

bottles is a thing of the past!

AS MUCH WATER 
AS NEEDED
A tap not only provides pasta 

water that boils instantly, tea that 

is brewed immediately, and spar-

kling lemonade that can be poured 

ready to drink, but it measures 

exact amounts of water too. With 

the help of the integrated measuring 

cup function, all of this happens 

completely automatically. A simple 

twist of the control lever selects the 

desired amount from a preset scale, 

while the water flow is activated by 

lightly tapping the sensor. 

This turns the tap into a smart 

everyday assistant that also saves 

time, money, and space when using 

water. On top of that, the solution is 

particularly sustainable. It helps to 

save the amount of water that would 

otherwise have disappeared down 

the drain unused; and this amount 

typically far exceeds our daily drink-

ing water requirements.

HOT BUT SAFE
In addition to the ability to provide 

boiling water directly from the tap, 

the hot water systems also boast a 

built-in safety feature. The special 

twist cap prevents scalding and thus 

protects younger users, in particular, 

from injuries. 

MORE THAN  
JUST BEAUTIFUL
The coordinated components—fau-

cet, water system, sink, and waste 

system—form a premium complete 

solution that fits seamlessly into 

your own kitchen without taking up 

much space. The durable granite 

sinks made from the 

ALL WATER SYSTEMS  

AT A GLANCE

A TOTAL OF FOUR NEWLY 

DESIGNED BLANCO UNITS 

ARE NOW AVAILABLE AND 

CAN COMPLETE KITCHENS 

INTELLIGENTLY WHILE SAV-

ING RESOURCES. 

DRINK.SODA UNIT 

EVOL-S PRO SODA & FILTER 

FAUCET + ETAGON SINK + II 

SODA WASTE SYSTEM

DRINK.SODA &  

DRINK.HOT UNIT  

EVOL-S PRO SODA & FILTER 

FAUCET + EVOL MONO 

FAUCET + ETAGON SINK + II 

SODA WASTE SYSTEM

DRINK.FILTER UNIT 

EVOL-S PRO FILTER FAU-

CET + ETAGON SINK   

+ II 60/2 COMPACT WASTE

SYSTEM

DRINK.HOT UNIT 

EVOL-S PRO HOT & FILTER 

FAUCET + ETAGON SINK + 

II 60/2 COMPACT WASTE 

SYSTEM

It’s our obligation to think of to-

morrow’s environment and to not 

senselessly waste our most impor- 

tant staple. In order to be able to 

secure the demand for water on a 

large scale, we must rethink how 

we treat and use water. Smart water 

systems are a great opportunity to 

make a long-term contribution to 

climate protection and sustainable 

development.  

A WATER REVOLUTION 
IN THE KITCHEN 
Drinking, preparing, and cleaning.  

Water is the central element of any 

kitchen. How often do we turn the 

tap on and off every day? It’s high 

time to optimize the kitchen’s water 

hub for the long term.

BECAUSE EVERY 
DROP COUNTS 
BLANCO has done just that with its 

units, bringing advanced complete 

kitchen solutions to the market. With 

its perfectly matched components 

and innovative water systems, the 

family-owned company from Ober-

derdingen not only increases every-

day convenience in the kitchen but 

also makes a serious contribution to 

The BLANCO hot water 
systems supply boiling hot 
water, directly and pre-filtered 
from the tap

Our body consists of two-thirds water and 
requires a daily fluid intake of up to two to  
three liters on average
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GROWING ENVIRONMENTAL 
AWARENESS AND IMPROVED 
TECHNOLOGIES HAVE HAD A  
POSITIVE IMPACT ON DRINKING 
WATER CONSUMPTION IN  
GERMANY OVER THE PAST  
FEW YEARS.

First, the desired water system is 
chosen in combination with a suitable 

waste system. Then the customer 
decides on the sink in their preferred 

design—and voilà, their  
BLANCO dream unit is ready!

High-quality and perfect-
ly matched components: 
faucet, water system, sink, 
and waste system form a 
premium complete solution 
that fits seamlessly into your 
own kitchen without taking up 
much space

Depending on the model, the four 
different BLANCO systems supply 
not only boiling hot water but also 
cold, still, and carbonated water 
directly and pre-filtered from the tap; 
this is of course in addition to their 
classic functionality

SILGRANIT composite material de-

veloped by BLANCO are particularly 

resilient, durable, and yet elegant.

LESS LIMESCALE. 
MORE TASTE
That’s sustainability that offers more 

than just a great look! The BLANCO  

water systems not only look great 

but also make the water taste amaz-

ing, which makes tea all the more 

enjoyable and has a positive effect 

on the production of home-made 

mineral water. 

SPOILT FOR CHOICE 
The customer initially chooses their 

desired water system in combination 

with a matching waste system. Then 

the sink is selected in their preferred 

design, and just like that the BLANCO 

system solution is ready! 

LOOKING AHEAD TO 
A GREAT FUTURE 
Something has changed in people’s 

heads and they have started to think 

differently. Growing environmental 

awareness and improved technol-

ogies have had a positive effect 

on drinking water consumption in 

Germany over the last few years. 

Let’s think back to the example 

with the kettle. BLANCO’s solutions 

play their part in resolutely coun-

tering water waste. Innovative and 

economical water technology is 

therefore an important step towards 

a sustainable future. In the end, it 

not only saves valuable resources, 

energy, and costs, but incidentally 

also a lot of our precious time.
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IT’S RAINING? 
NICE! 
FOR E.G.O. ITALY SRL (E.G.O. ITALY), RAINY 

DAYS ARE A VALUABLE SOURCE OF WA-

TER. THE COMPANY COLLECTS THE FIRST 

FIVE MM OF RAINWATER ON SITE, NEAR 

ITS DIE CASTING AND STORAGE WASTE 

AREA. WHAT WAS PREVIOUSLY UNUSABLE 

WATER IS NOW USED AS AN ENVIRON-

MENTALLY FRIENDLY WATER DISPENSER 

THANKS TO A SPECIAL RECOVERY SYS-

TEM, WHICH PURIFIES THE RECOVERED 

RAINWATER BEFORE RETURNING IT TO 

THE CYCLE. E.G.O. ITALY THUS SAVES 

200,000 LITERS OF RAINWATER FROM GO-

ING DOWN THE DRAIN EACH YEAR.  

PLEASE  
SEPARATE
BLANCO Professional CZ 

spol. s.r.o. in Frýdek-Místek

has joined the “Responsible 

Company” program of the 

Czech initiative. Its aim is to 

improve the waste situation 

in the company and increase 

awareness of waste separa-

tion. In addition to installing 

separate containers and 

distributing brochures on the 

correct separation of waste, 

the subgroup also offers its 

Czech employees training on 

the subject of waste. But with LED, please! The E.G.O.-Group is reducing 

electricity consumption by switching to LED lights. At 

the Croatian E.G.O. site in Zagreb, for example, over 

300,000 kWh were saved in 2020. A brilliant effort! 

... for the gas turbines at the BLANCO production site in  

Sinsheim. Keyword: Highly efficient energy supply. The combined 

heat and power plant can cover about one third of the electrical 

energy required at the site and more than half of the total amount 

of heat. Instead of the market-standard system with gas engines, 

the gas turbines are used for higher temperature levels. So what’s 

their output? The use of waste heat achieves an efficiency of 

around 80%. This is twice as much as the amount of electricity 

generated in large power plants, where more than half of the 

energy input remains unused and is released into the environ-

ment. So the turbines’ effectiveness has two advantages: both 

the primary energy demand at the Sinsheim site and also CO2 

emissions overall are noticeably reduced. The combined heat and 

power plant in Sinsheim is part of the BLANCO energy manage-

ment system and boasts an overall reduction in CO2 emissions of 

around 1,600 tons per year. 

Clean, resource-conserving, and 

cycle-driven—the subgroups of 

BLANC & FISCHER Family Holding 

manufacture products that are as 

climate-friendly as possible, sav-

ing not only water but also energy. 

This is a main area of focus not only 

in the final products, but already 

during planning, manufacturing, and 

production. From generating ener-

gy with a large-scale photovoltaic 

system on the roof of BLANCO’s 

logistics center in Bruchsal or fully 

converting the lighting systems at 

all E.G.O. locations to LED: With its 

PLANET theme, the BLANC &  

FISCHER-Group focuses on this 

responsibility and helps protect our 

planet with innovative and sustain-

able solutions.

Full speed ahead… 

Let there be light!

FACING THE SUN
BLANCO relies on solar energy, using a large-scale photovol-

taic system on the roof of its logistics center in Bruchsal. This 

system, with a peak power of 900 kilowatts, saves more than 

600 tons of CO2 emissions each year. In other words—the plant 

generates enough energy to supply about 250 four-person 

households with environmentally friendly and resource-saving 

electricity. With a total output of approximately 8 million kWh (as 

of 2019) since commissioning in 2012, the BLANCO-Group’s 

flagship project “Photovoltaic Plant Bruchsal” makes an impor- 

tant contribution to environmental protection. 
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CO2 SAVED PER YEAR  
BY THE BRUCHSAL  

PHOTOVOLTAIC PLANT

t600NEWS FROM THE WORLD OF  

BLANC & FISCHER FAMILY HOLDING

PLANET 

ON A.I.R.
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The managing directors of the 

BLANC & FISCHER Family Holding 

are proud that sustainability aware-

ness is already so pronounced 

within the Group. Further promot-

ing and strengthening this aware-

ness is one aspect of the PEOPLE 

strategic field, which also focuses 

on the Group’s social responsibility 

toward employees and other stake-

holders. It goes without saying 

that the BLANC & FISCHER Family 

Holding respects human rights at 

all its sites worldwide and through-

out the entire supply chain. That’s  

one aspect. But it’s not all. 

Above all, the BLANC & FISCHER 

Family Holding and its subgroups 

want to be and remain fair and  

attractive employers. That’s why 

they support their employees  

individually, facilitate flexible 

working, and are guided by the 

highest standards when it comes 

to occupational safety and health 

promotion. In addition, all compa-

nies in the Family Holding focus on 

diversity because they know that 

different views, approaches, and 

ideas can only be beneficial.

STRATEGIC REALIGNMENTS TAKE TIME. A LOT OF TIME.  

IT CERTAINLY HELPS IF THE WORKFORCE PULLS TOGETHER.  

97% OF RESPONDENTS IN AN EMPLOYEE SURVEY AGREED  

THAT SUSTAINABILITY IS IMPORTANT FOR BUSINESS SUCCESS. 

THE BEST PREREQUISITES FOR THE TRIPLE P PROJECT. 

https://wvs.de/
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Tell me
more...
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SUSTAINABILITY HAS MANY ASPECTS AND EVERYONE 

HAS THEIR OWN DEFINITION OF WHAT MATTERS  

MOST TO THEM. WHAT PRIORITIES HAVE THE JUNIOR  

EXECUTIVES AND “YOUNG & WILD ONES“ SET, WHY 

DOES THE BLANC & FISCHER FAMILY HOLDING NEEDS 

TO BECOME MORE SUSTAINABLE, AND WHAT IS  

ALREADY BEING DONE TO ACHIEVE THIS?  

PEOPLE

WHAT MOTIVATES YOU TO WORK 
FOR THE BLANC & FISCHER- 
GROUP?  
The Group has a great and promising 
future—being part of this story moti-
vates me!  

WHY IS SUSTAINABILITY SO IM-
PORTANT FOR THE COMPANY?   
That’s simple: Because these days you 
just can’t do without it!  

HOW DO THE TRIPLE P FOCUS 
AREAS AFFECT YOUR DAY-TO-
DAY WORK? 
They are becoming more important 
every day. Colleagues and managers are  
increasingly taking the issues into  
account when evaluating  

new product potential. This auto-
matically leads to a stronger focus on 
sustainability aspects.

THE FAMILY HOLDING IS  
TAKING ON MORE AND MORE 
SOCIAL RESPONSIBILITY. WHAT 
DOES THIS MEAN FOR YOU AND 
THE COMPANY? 

It’s becoming increasingly important.  
This is also reflected in public activi-
ties such as the tree planting campaign 
in Oberderdingen or the option of 
leasing company bicycles. 

COVID-19 IS STILL KEEPING  
US ON OUR TOES. WHAT DID 
YOUR EMPLOYER DO DURING 
THE CRISIS? 
Prompt and appropriate measures 
were taken by the management of all 
Holding companies, which greatly 
contributed to safeguarding the health 
of all our colleagues as well as our 
production results.

JAN ELSKAMP 

Manager | Head of Product 

Management Accessories, 

BLANCO GmbH & Co. KG, 

Oberderdingen

WHAT MAKES BEING PART  
OF THE BLANC & FISCHER-  
GROUP SO SPECIAL?  
The sense of being part of a strong 
community.

WHY IS SUSTAINABILITY SO IM-
PORTANT FOR THE COMPANY? 
First of all, sustainability is gaining 
importance in the global economy and 
is thus becoming essential for a compa-
ny that operates internationally. And, 
secondly, I want my children to have a 
sustainable future.  

HOW WOULD YOU DESCRIBE  
THE 3PS? 
PERFORMANCE—ideal use of  
existing resources. 
PLANET—conscious perception of 
change. We have only one planet earth. 
PEOPLE—change is impossible without 
the human element. Sustainability  
requires us all to understand what  
we’re doing. 

HOW CAN YOU CONTRIBUTE TO 
MORE SUSTAINABILITY? 
E.G.O. Austria enjoys the privilege of 
being located in an exceptional  
natural environment. We would like 
to move forward in harmony with this 
environment and support the corporate 
goals that have been set on the path to 
becoming carbon-neutral. 

FOR ME, A HEALTHY WORKING 
ENVIRONMENT MEANS...
... having the opportunity to make 
changes and to allow change to happen. 

HOW CAN YOU CONTRIBUTE TO 
A MORE DIVERSE AND INCLUSIVE 
WORK ENVIRONMENT? 
By giving people the opportunity to  
actively contribute their ideas and  
making sure they are heard. 

COVID-19 IS STILL KEEPING US ON 
OUR TOES. WHAT DID YOUR EM-
PLOYER DO DURING THE CRISIS? 
The problem was taken seriously from 
the outset and a plan was set up to pro-
tect the workforce.

MARIO DOMINOVIC

General Manager,  

E.G.O. Austria Elektrogeräte 

Ges.m.b.H., Heinfels

THE SENSE OF 
BEING PART 
OF A STRONG 
COMMUNITY.
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COULD YOU BRIEFLY DESCRIBE 
YOUR TYPICAL WORKING DAY?  
We create and maintain shopfloor 
IT solutions for our production site. 
We also take care of the definition 
and integration of our central pro-
cesses and master data in our PLM 
and SAP systems.

WHAT MOTIVATES YOU TO  
WORK FOR BLANC & FISCHER?  
A great team and being able to inde-
pendently complete challenging work on 
the digital future of our production site.

STEN BARTHELMES

Senior Manager | Head of  

Manufacturing Informatics, 

E.G.O. Produktion GmbH  

& Co. KG, Oberderdingen

WHAT MAKES BEING PART OF 
BLANC & FISCHER SO SPECIAL?  
It makes me proud to be part of a  
family that has tremendous knowledge 
and expertise in a wide range of manu-
factured goods. 

WHY IS SUSTAINABILITY SO  
IMPORTANT FOR THE COMPANY? 
Sustainability gives us a competitive 
edge. 

COVID-19 IS STILL KEEPING US 
ON OUR TOES. WHAT DID  
YOUR EMPLOYER DO DURING 
THE CRISIS? 
We started working from home via 
VPN due to the pandemic. This  
helped prevent infections and keep  
systems running while keeping  
employees healthy.  

WHAT MOTIVATES YOU TO  
WORK FOR THE BLANC &  
FISCHER FAMILY HOLDING?  
Employees are seen as an important 
asset here. Our company culture always 
puts the customer first, and we are an 
organization where even young people 
have every opportunity to advance  
their careers.  

WHY IS SUSTAINABILITY SO  
IMPORTANT FOR THE COMPANY?    
In order to remain successful in the 
future, we need to get involved in certain 
hot topics. Sustainability, in an environ-
mental context, has certainly been on 
everyone’s lips in recent years. If we want 
to continue to be able to hire the best 
employees, we need to not only focus 
on our customers but also work on our 
employer branding. 

SUSTAINABILITY IS VERY MULTI-
FACETED—WHAT DO YOU ASSO-
CIATE WITH THE TERM IN YOUR 
EVERYDAY WORK? 
In my day-to-day work, the main focus 
is on establishing sustainable relation-
ships with customers, and of course  

CHRISTIAN FRANK

Managing Director Switzerland, 

BLANCO GmbH & Co. KG, 

Steinhausen

MARY CATE ROBISH

Quality Manager, E.G.O.  

North America Inc., Newnan

also with our service providers and  
employees. Only then will we have real 
partnerships and true harmony, and 
only then will we be able to successfully 
achieve sustainable growth for our 
organization. 

HOW ARE YOU HELPING THE 
BLANC & FISCHER FAMILY  
HOLDING TO BECOME MORE  
SUSTAINABLE? 
I think even just examining any  
decisions in terms of the 3Ps and only 
pushing those that are 100% compatible 
with them makes a difference. 

FOR ME, A HEALTHY WORKING 
ENVIRONMENT MEANS...
... an atmosphere that lets all employees 
grow, communicate, and work together 
freely. 

THIS PAST YEAR WAS STRONGLY 
INFLUENCED BY THE COVID-19 
CRISIS. HOW DID THIS AFFECT 
YOUR WORK?
You learn a lot. Communication and 
closeness in the workplace are extremely  
important, yet surprisingly everything 

also works perfectly well when every-
one is in their own home. You learn to 
appreciate your work and your company 
more again, especially the sustainable 
company management that’s necessary 
to master such crises. 

But you also become familiar with the 
company's weak spots—I think that’s al-
most the most important thing, because 
you realize that no matter how success-
ful you are, you just can’t sit back and 
take it too easy!

WHAT MOTIVATES YOU TO  
WORK FOR THE BLANC & FISCHER 
FAMILY HOLDING?  
Its regional roots, coupled with the 
Group’s international orientation, and 
the fact that it still cares about the values 
typical of a family business. 

SUSTAINABILITY IS VERY MULTI-
FACETED—WHAT DO YOU ASSO-
CIATE WITH THE TERM IN YOUR 
EVERYDAY WORK?
In my day-to-day working life, I always 
look for things that advance E.G.O. as 

WHY IS SUSTAINABILITY SO IM-
PORTANT FOR THE COMPANY? 
The reality is that resources are finite, 
and we must do our part to conserve 

PATRICK PFEIL

Senior Manager | Head of 

Tools | Processes |  

Controlling Support, 

E.G.O. Elektro-Gerätebau 

GmbH, Oberderdingen

a whole. These can be many different 
things, from improving a process or 
saving energy to avoiding waste or even 
the targeted promotion of employees. 

HOW WOULD YOU DESCRIBE 
THE 3PS? 
PERFORMANCE—consistent pursuit 
of a growth strategy, which also means 
investing in the future of the company.
PLANET—conscious use of resources, 
often by being more mindful of the little 
things in everyday life. 
PEOPLE—giving individuals the chance 
to develop and grow. Promoting and  
recognizing employees.

HOW ARE YOU HELPING  
THE BLANC & FISCHER  
FAMILY HOLDING TO BECOME 
MORE SUSTAINABLE? 
By raising awareness and leading  
by example. 

THIS PAST YEAR WAS STRONGLY 
INFLUENCED BY THE COVID-19 
CRISIS. HOW DID THIS AFFECT 
YOUR WORK?

Thanks to the digital tools we have 
available, it was surprisingly manageable 
despite the situation. However, my team 
and I have learned that we need to make 
more time for each other to compensate 
for the physical separation.

them. This helps to ensure that we 
leave behind a healthy planet for future 
generations. 

SUSTAINABILITY IS VERY MULTI-
FACETED—WHAT DO YOU ASSO-
CIATE WITH THE TERM IN YOUR 
EVERYDAY WORK? 
The best way I can directly influence 
our overarching sustainability strategy 
is through quality-based waste  

THE REALITY IS 
THAT RESOURCES 
ARE FINITE, AND 
WE MUST DO OUR 
PART TO CONSERVE 
THEM.

BEING MORE MIND-
FUL OF THE LITTLE 
THINGS IN EVERY-
DAY LIFE.

reduction. Our team must stay focused 
on manufacturing a high-quality prod-
uct; not only for financial reasons but 
also to reduce the amount of compo-
nents that end up in our landfills and 
recycling yards. 

FOR ME, A HEALTHY WORKING 
ENVIRONMENT MEANS...
... that people work safely and ethi-
cally, even if it’s not always the easiest 
way to get things done. I believe that 
all employees should feel that they 
have a direct impact every single day 
when they come to work.



PEOPLE

105

104

RUBRIK
S

U
S

TA
IN

A
B

IL
IT

Y
 R

E
P

O
R

T

Next  
Gene- 
ration

Ill
us

tr
at

io
n 

w
vs

.d
e

SOME THINGS NEED TO BE 
LAID OUT AGAIN AND AGAIN. 
YOU HAVE TO ANNOY PEOPLE 
WITH THEM. THAT’S WHAT  
IT TAKES FOR SOMETHING 
TO CHANGE.
Dr. Johannes Haupt,  
Chairman of the Management Board  
of BLANC & FISCHER Family Holding

https://wvs.de/
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Future?
Bring it 
on! ANYONE WHO WANTS TO GET THEIR 

CAREER OFF TO A FLYING START IS IN 

GOOD HANDS AT THE BLANC & FISCHER 

TRAINING ACADEMY. SINCE 2018, ALL 

TRAINING ACTIVITIES FOR JUNIOR STAFF 

IN GERMANY HAVE BEEN PROVIDED 

UNDER ONE ROOF. 

Dual studies or an apprenticeship 

in the technical or commercial 

field—there are plenty of options 

for an exciting profession with 

great future prospects. 

The BLANC & FISCHER Family 

Holding has long set the course  

for its future employees with the 

company’s own Training Academy. 

We welcomed the class of 2020 

on September 1. Despite the  

global COVID-19 pandemic and  

the ever-present threat of lock-

downs, since everything started 

in the fall, 43 young talents have 

commenced their training at  

Blanc und Fischer IT Services GmbH, 

BLANCO, BLANCO Professional, 

and E.G.O. subgroups.

https://wvs.de/
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BACK TO THE FUTURE 

Keep your distance, observe hy-

giene rules. The COVID-19 pandem-

ic is still calling the shots. This isn’t 

always easy when our young pro-

fessionals are meant to get to know 

our companies in Oberderdingen, 

their products, services, and in-

structors. New contacts can always 

be made, despite all the restrictions. 

Social distancing at work? 

No problem. Today, networks can be 

maintained digitally at any time. This 

is important because they’ll learn to 

be capable networkers, which will 

be a benefit later in their careers. 

During a multi-day communication 

and team workshop, the apprentic-

es grew both individually and as a 

group. “Let’s play”: For the first time, 

the Training Academy is also offering 

a theater workshop. Here, the young 

participants learn to assume differ-

ent roles and to deal constructively 

with a wide variety of situations. It 

is well received, puts everyone in a 

good mood, and strengthens social 

behaviors in all workshop participants. 

The concept of jointly training more 

than 30 apprentices from surrounding 

companies in the region each year is 

also impressive.

RESOURCE UTILIZATION 
THROUGHOUT TIME  

Traditionally, training has always 

had a high priority in the BLANC & 

FISCHER Family Holding compa-

nies, and their training programs 

have already received several 

awards in the past. However, we 

don’t just want to rest on our 

laurels, especially when there is a 

shortage of skilled labor, and want 

15

8

117

APPRENTICESHIPS 

DUAL STUDY PROGRAMS

APPRENTICES AND  
STUDENTS  

AS AT DECEMBER 31, 2020

to make the training program even 

more attractive.

This also strongly promotes an 

understanding of the sustainability 

strategy of the BLANC & FISCHER 

Family Holding and its subgroups. 

Role models, such as instructors in 

the Academy and the divisions, play a 

particularly important role here. They 

exemplify sustainable everyday pro-

fessional life, while drawing attention 

to things that could be done better  

to integrate sustainable behavior 

into everyday work. This ranges 

from waste separation to the use of 

plastic-free tableware in the company 

cafeteria. The conclusion is obvious:  

The company becomes more com-

petitive and its reputation among  

the public is boosted. Companies  

that achieve this will have an easy 

time recruiting employees who fit  

the company.

Apprentices and students 
at the BLANC & FISCHER 
Training Academy are largely  
responsible for improving the 
corporate culture

THE BLANC & FISCHER  

TRAINING ACADEMY

LEARNING, WORKING, AND 

ACHIEVING MORE TOGETH-

ER. THE BLANC & FISCHER 

FAMILY HOLDING HAS 

BUNDLED ITS STRENGTHS 

AT THE OBERDERDINGEN 

SITE TO ENSURE EVEN 

HIGHER QUALITY TRAINING 

FOR YOUNG PEOPLE. SINCE 

THE SUMMER OF 2018, ALL 

APPRENTICES AND STU-

DENTS OF THE SUBGROUPS 

AT THE SITE HAVE BEEN 

LOOKED AFTER AT ONE 

SPOT, AND THAT INCLUDES 

LOOKING BEYOND THEIR 

OWN HORIZONS. THEY 

WORK ON VARIOUS PROJ-

ECTS ACROSS SUBGROUPS 

AND TRAINING PROGRAMS. 

IT'S ALWAYS IMPORTANT FOR US TO 
EDUCATE YOUNG TALENT. IF WE FAIL TO 
DO THIS TODAY, WE’LL LACK SKILLED 
WORKERS TOMORROW.

Gabriele Lintner,  
Director/Head of Corporate HR Management Germany 
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“Does BLANCO Professional 

make lamps now?” a trade fair 

visitor wants to know. And he’s 

asked exactly the right person— 

a young man in jeans and a 

sweater, who enthusiastically 

explains the “Art and industry” 

project in just a few words. 

“We apprentices spent 14 days 

using all kinds of leftover pieces 

from production to make lamps. 

We designed everything ourselves. 

We collected the materials from all 

over the plant and then welded and 

shaped them into new objects. Up 

there is my lamp!” 

ART AND INDUSTRY 

Art and industry, how do they go 

together? It’s quite simple, really. 

Together with the Stuttgart-based 

artist Benjamin Bronni, the ap-

prentices first went on a voyage of 

discovery through the plant,  

where the group was interested in 

the stainless steel scraps they found 

in the waste containers. The focus is 

on special shapes because the cur-

riculum is all about creativity. Once 

in the workshop, participants were 

surprised to be tasked with making 

lamps from the scraps. But it’s just 

waste! The pilot project is called “Art 

and Industry.” It teaches our appren-

tices what else can be made from 

the raw material stainless steel apart 

from sinks and kitchen taps. 

UPCYCLING AT ITS BEST 

Turning 
waste  
into art 

Dominik Hirche,  
apprentice toolmaker

WORKING ON CREATIVE  
PROJECTS WITH BENJAMIN 
BRONNI FOR A WEEK AND A 
HALF WAS VERY INSPIRING.
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A SUCCESSFUL PILOT 
PROJECT! 

And an unforgettable time for the 

apprentices. “This was a great 

event—the grand finale to a won-

derful project. We are very proud of 

our apprentices and what they have 

created,” says a delighted Markus 

Brieskorn, Exhibition and Event 

Manager at BLANCO Professional. 

And what do the apprentices them-

selves think? Dominik Hirche, ap-

prentice toolmaker, speaks for all of 

them: “Working on creative projects 

with Benjamin Bronni was very in-

spiring and a lot of fun. But our trip 

to Hamburg and the exhibition were 

of course the absolute highlights.”

<<

Environmental protection is a rather 

awkward term for many young peo-

ple. By converting waste into valued 

material, apprentices are made  

more aware of how to use resources 

sustainably. In addition to the 

classic training content, the unusual 

project also promotes “discovery 

learning,” which is something that  

is neglected in many corporate 

training programs. 

The apprentices have the opportunity 

to implement what they have already 

learned. This not only helps develop 

their professional skills and knowledge 

but also has a positive impact on 

their self-esteem and independence. 

BLANCO Professional is setting new 

standards for modern training.

BRILLIANT ONE-OF- 
A-KIND PIECES 

“I couldn’t make amazing objects 

like these because I’m more analyti-

cal, but they [the lamps] are awe-

some because the young folks are 

given so much freedom, and that’s 

the most important thing about art,” 

is Benjamin Bronni’s proud conclu-

sion. The created lamps are true 

works of art!

COURAGE IS REWARDED 

BLANCO Professional is presenting 

this highly unusual project at the 

renowned Internorga catering trade 

fair in Hamburg. Where visitors 

Take a look: BLANCO  
Professional’s exhibition  
stand promotes the “Art 
and industry” project

usually crowd around food trans-

port containers and front cooking 

stations, in March 2019 they got 

to admire... lamps! Visitors to the 

exhibition stand were somewhat 

surprised, but visibly impressed.  

Not just by the interesting art 

objects but also because of the in-

novative idea of introducing appren-

tices to the handling of materials in 

creative ways. The apprentices then 

hopped on a coach to Hamburg 

to attend the opening event at the 

exhibition stand. They were able to 

show visitors their works and also 

present them to the 300 guests at 

the event in the presence of share-

holder Frank Straub and the Man-

agement Board.

Images top right
Well documented: The catalog 
of the “Art and industry” project 
documents the creation of  
the artworks
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THE BLANC & FISCHER TRAINING ACADEMY PROGRAM INCLUDES  

AN INTERNATIONAL STAY, THUS OFFERING APPRENTICES TWO  

ADVANTAGES AT ONCE: THEY GAIN PROFESSIONAL EXPERIENCE IN 

ANOTHER COUNTRY, AND EXPERIENCE PERSONAL DEVELOPMENT. 

For those keen to work in an 

international company after their 

apprenticeship, an internship 

abroad is the perfect opportunity. 

They learn foreign languages and 

acquire social skills—just two of 

many advantages for their future 

life and career. 

LEARNING FOREIGN LAN-
GUAGES IS PART OF THE 
PARCEL 
With 54 locations in 23 countries, the 

BLANC & FISCHER Family Holding is 

one of the global players. It’s not just 

a matter of learning specialist terms 

that are common in the industry. 

Those who want to move into the in-

tercultural fast lane can already gain 

some initial experience during their 

training and will be highly sought 

after by employers thanks to  

their professional-level foreign 

language skills. 

LEARNING FOR LIFE 
Back home everyone knows the drill, 

right? An internship abroad gives 

young talents the opportunity to think 

outside the box, i.e. to compare their 

own experiences with the way people 

work abroad. How do things work 

at home, and what do colleagues 

in other countries do differently? 

Getting to know the differences in 

another market can be fun and also 

promote your own creativity. 

NETWORKING 
A real plus for the young talent at 

the BLANC & FISCHER Training 

Academy is the opportunity to make 

new international contacts and 

thus develop a worldwide network. 

International exchanges offer learning 

potential, create synergies within the 

Group, and can give apprentices the 

opportunity to tackle issues inde-

pendently at an early stage. 

AHEAD OF THE GAME  
Gabriele Lintner, Director/Head of  

Corporate HR Management Germa-

ny, is pleased that the apprentices 

and dual students are increasingly 

seizing the opportunity to explore 

the professional world outside their 

usual environment and better under-

stand global contexts. The BLANC & 

FISCHER Training Academy can be 

more than proud of its training con-

cept. The outstanding quality of the 

training is reflected in the excellent 

results many participants achieve in 

their certifications.
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WHICH SITE DID YOU 
BOTH WORK AT?  
Baumgärtner: We both worked at the 
E.G.O. site in Newnan, near Atlanta, 
Georgia, in the USA, and stayed with 
a host family in the area. They were 
incredibly nice to us and made us  
feel truly welcome. I was part of the 
Corporate Sales NAFTA team; they 
distribute E.G.O. products in the  
North American market.
Schmidt: I was assigned to a department 
that deals with the continuous improve-
ment of processes. 

WHY DID YOU CHOOSE  
THE USA FOR YOUR STAY? 
Baumgärtner: I wanted to improve my  
English skills and gain experience with 
working life in other cultures. I chose 
the USA because I’m fascinated by the 
dimensions of this country. 

WHAT DIFFERENCES ARE THERE 
BETWEEN OBERDERDINGEN AND 
NEWNAN? 
Baumgärtner: In principle, the two  
sites hardly differ, as the processes  

and procedures within the Group are 
standardized. But there is definitely a 
difference in size: Newnan is a lot  
smaller; Oberderdingen has about ten 
times as many employees (laughs). 

WERE YOU ABLE TO GET  
INVOLVED RIGHT FROM YOUR  
FIRST DAY ON THE JOB?  
Schmidt: Yes! After the welcome, I was 
immediately assigned a task, and I liked 
that. That way, I was able to get to know 
my colleagues right away, which made it 
easier for me to settle in. 

WHAT CHALLENGES DID 
YOU EXPERIENCE? 
Baumgärtner: Well, in the beginning the 
southern accent was very difficult to un-
derstand, but we quickly got used to it.  

WHAT DID YOU LEARN IN THE 
USA THAT YOU CAN ALSO APPLY 
IN OBERDERDINGEN? 
Baumgärtner: Above all, my new  
language skills and the courage to  
use them.  
Schmidt: And the experience of  

communicating with people from 
other cultures. 

DID YOU TAKE ANY WEEKEND 
TRIPS? WHAT DID YOU DO  
OUTSIDE WORK?  
Baumgärtner: After work, we went 
bowling or to the movies with our  
host families. 
Schmidt: And we went on trips every 
weekend. We visited Atlanta or went 
hiking. We also got to take short trips to 
the coast and even fitted in a four-day 
trip to New York!

On tour together. 
The weekends 

were dedicated 
to short trips

Atlanta’s 
 skylineWelcome to 

America! 
LEONIE BAUMGÄRTNER AND 

ALINA SCHMIDT 
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Ni hao  
from China
ALEXANDER MATTHIAS

WHICH SITE DID YOU WORK AT, 
AND WHY?  
I was in China, at E.G.O. in Taicang, 
around 50 km from Shanghai. I chose 
the location because I wanted to get to 
know a country that was completely  
new to me and experience its culture.   
In the Chinese office, I was assigned  
to the Innovation, Research, and  
Development department.  

WERE YOU ABLE TO GET STUCK IN 
RIGHT FROM THE FIRST DAY?  
Yes, that was no problem. I already knew 
the project in advance and so was able 
to get started right away after a brief 
training period.  

WHAT CHALLENGES DID YOU 
EXPERIENCE? 
Oh, there were plenty right from the 
start. I could get by with English in the 
office, but outside the company it was an 
issue. I could no longer read anything  
or communicate with anyone. I only 
managed with the help of a translator 
app on my phone. When I ordered food,  

there was often a surprise in store for 
me (laughs). 

WHAT IMPRESSED YOU THE MOST 
DURING THESE FOUR WEEKS? 
I was particularly impressed by the level 
of digitization in everyday life. While I 
was still trying to sort out my change, 
the Chinese had already paid for every-
thing with their smartphones in a matter 
of seconds.  

WHAT DID YOU EXPERIENCE  
AFTER WORK AND ON THE  
WEEKENDS? 
I often explored the area around my 
hotel. Sometimes my colleagues invited 
me to dinner or we played soccer  
together. Unfortunately, I didn’t make it 
to Shanghai.  

WHAT DO YOU MISS MOST  
ABOUT YOUR STAY IN CHINA? 
The sense of constantly experiencing 
and discovering something completely 
new. And of course the delicious stuffed 
Chinese dumplings (laughs). 

There’s nothing like a good surprise:  
Alexander Matthias misses the Chinese cuisine
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WHICH SITE DID YOU WORK AT, 
AND WHY?  
I was in the Technical Department at  
the BLANCO production plant for  
SILGRANIT sinks in Toronto, Canada.  
I wanted to gain intercultural experiences 
here and improve my language skills. 

I chose Canada because I’m very  
familiar with the products that are 
produced here.  

How are you 
in Canada?
VERENA SCHULZ 

Trip to Niagara Falls: 
A breathtaking sight

Big-city feeling in Toronto

WERE YOU ABLE TO GET  
INVOLVED AND CONTRIBUTE  
RIGHT AWAY ON YOUR FIRST  
DAY OF WORK? 
Yes, that was no issue at all. In fact, I  
was assigned my own subprojects within 
the department. 

WHAT WERE THE CHALLENGES 
FOR YOU ABROAD? 
That’s an easy question! Familiarizing 

myself with Canadian health and  
safety regulations for working on a  
project because the rulebook is more 
than 1,000 pages long! (laughs) 

WHAT IMPRESSED YOU  
THE MOST? 
I was particularly impressed by the  
cultural diversity in the city, and by 
how open-minded and friendly the 
locals are!  
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It’s all about
the people

>>

THE BLANC & FISCHER FAMILY HOLDING IS ALL TOO AWARE  

THAT A COMPANY IS ONLY AS STRONG AS ITS EMPLOYEES. 

THANKS TO THE EXTENSIVE BENEFITS OFFERED BY THE  

COMPANY, THE EMPLOYEES HAVE ALWAYS ENJOYED SPECIAL 

APPRECIATION AND SUPPORT AT ALL LEVELS.

What challenges does the corpo-

rate world face today? Well, there 

are certainly quite a few, and you 

should be up to the task if you 

want to meet them successfully. 

For many industries and busi-

nesses, the question is increas-

ingly the role they play in people’s 

lives, and how they can enrich or 

improve people’s lives with their 

products and services. Off the 

top of my head, terms like conve-

nience, simpler paths, innovation, 

sustainability, and special added 

value come to mind.  

From the customer’s point of view, 

that’s ideal. And for us in-house?

IT’S THE INNER VALUES 
THAT MATTER   

A company needs to focus on  

people, and not just the customers. 

Every single employee in the compa-

ny. Starting with the apprentices, all 

the way up to the executive  

floor. People engage with people, 

every day.  

The BLANC & FISCHER Family  

Holding has set out its values  

and corporate philosophy in its 

value framework:  

1) Be and remain a family business

first and foremost

2) Think long-term and act sustainably

3) Celebrate inventive spirit:

With innovations that improve

people’s lives

4) Strengthen the employees’ sense

of identification with the company

5) Support employees,

strengthen their own initiative,

assign responsibility

6) Promote fairness and loyalty

No matter whether they are a young 

initiator, experienced doer, creative 

solution finder, or efficient goal 

achiever. They all work in the widest 

variety of departments and divisions 

in the Group with one common  

mission—creating the kitchen of  

the future. 

“Our goal is to encourage employees, 

strengthen their initiative, trust them, 

and give them responsibility. This  

is how we hope to maintain a 

harmonious relationship between 

people and the company,” says  

Dr. Johannes Haupt, Chairman of 

the Management Board of BLANC & 

FISCHER Family Holding.  

FOCUSING ON PEOPLE

What companies mustn’t forget 

these days is the fact that an or-

ganization is only as strong as its 

employees. Businesses succeed 

and fail with them. Behind every 

company are people. Companies 

want dedicated employees, and 

employees want a reliable employer 

who encourages and challenges 

them so they can feel comfortable 

and continue to grow. 

Whether remote working from home, 

flexible working time models such as 

flextime or trust-based working hours, 

concepts for job-sharing and work-

ing time models based on employee 

life stages—the BLANC & FISCHER 

Family Holding and its subgroups 

offer their employees a wide range of 

working models in order to be able to 

respond to their very individual life cir-

cumstances. After all, advancing the 

company doesn’t just require
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bottoms on seats, it’s the  

individual personalities that make 

all the difference. 

HEALTH & BALANCE 
MANAGEMENT

The Family Holding companies prac-

tice diversity by valuing employees 

and promoting equal opportunities. 

The individually tailored offers and 

benefits make a major contribution 

to employee satisfaction and thus 

also to a positive work-life balance. 

The BLANC & FISCHER Family 

Holding offers its employees a  

variety of options for regular medical 

care and preventive checkups. 

Thanks to partnerships with local 

medical professionals, there are 

company physicians at all sites. 

They take care of issues such as 

preventive checkups, flu shots, and 

treatment of acute illnesses.    

OCCUPATIONAL SAFETY 
DURING THE PANDEMIC 

In particular during the COVID-19 

pandemic, employees can see com-

pany physicians with their concerns. 

Vaccination teams are also on 

standby once company physicians 

are allowed to vaccinate people in 

the workplace. 

In addition to medical care related 

to COVID-19, the Family Holding 

has set up a core team dedicated  

to keeping its employees safe. 

This team operates across the  

subgroups for the German sites, 

keeps an eye on the figures, and 

analyzes the latest requirements  

and developments in order to be 

able to react quickly to changing 

situations. A healthy mind resides 

in a healthy body—and vice versa. 

Mental health is at least as import-

ant as physical fitness. As part of 

its “Health & Balance” program, the 

Family Holding offers psychological 

support in professional and personal 

issues. This is done in close cooper-

ation with the PME Family Service. 

Employees at the German sites can 

use the counseling hotline 24 hours 

a day, 7 days a week, 365 days a 

year in the event of personal crises, 

such as emotional stress, acute 

relationship crises, or if they need 

counseling related to addictions or 

assistance with relatives in need of 

care. In the event of professional 

crises, employees receive practical 

strategies and advice on how to 

better handle stress and

Dental and medical  
examinations and sports activi-
ties for employees Im
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conflict. These services were 

expanded even further during the 

pandemic, with more appointments 

available for phone calls or video 

chats.

STAYING FIT AND  
ACTIVE THROUGH THE 
(WORKING) DAY 

We all know that exercise and social 

contacts are important. But we often 

fail to stay active because we lack 

the motivation or it’s inconvenient, so 

the Family Holding also has a range 

of attractive offers for employees 

to help motivate them to exercise. 

These include various SportAktiv 

groups at locations in Germany with 

numerous activities such as running, 

soccer, triathlon, archery, or even 

RUNNING FOR A  

GOOD CAUSE

BEING ACTIVE AND DO-

ING SOMETHING GOOD AT 

THE SAME TIME—IF THAT 

DOESN’T MOTIVATE YOU, 

WHAT WILL? IN SEPTEMBER 

2019, EMPLOYEES OF THE 

POLISH E.G.O. SITE PARTIC-

IPATED IN A CHARITY RUN 

TO BENEFIT PEOPLE WITH 

PHYSICAL DISABILITIES. 

THE COMPANY RUN WAS 

ALREADY THE SIXTH OF ITS 

KIND AND WAS PART OF A 

NATIONWIDE CHARITY CAM-

PAIGN. EACH OF THE 2,892 

RUNNERS RAN A DISTANCE 

OF 3.7 KILOMETERS, AND 

SOME OF THE E.G.O. EM-

PLOYEES EVEN FINISHED IN 

RECORD TIMES. 

IN THE END, THEY MANAGED 

TO RAISE €50,100 FOR A 

GOOD CAUSE.

LET’S HIT THE SLOPES

WRAP UP WARM AND GRAB 

YOUR SKIS! AT THE BEGINNING 

OF 2020, OUR SKIING ENTHU-

SIASTS HEADED BACK TO THE 

FELLHORN IN OBERSTDORF. NU-

MEROUS REGISTRATIONS WERE 

RECEIVED FOR THE ALMOST 

TRADITIONAL TRIP OF THE  

GERMAN LOCATIONS. ARRIVING 

ON THE SLOPE, ALL PARTIC-

IPANTS OF E.G.O., BLANCO, 

BLANCO PROFESSIONAL,  

AND BLANC UND FISCHER IT 

SERVICES GMBH WERE KEEN 

TO GO AND IN GOOD SPIRITS 

DESPITE THE CHALLENGING 

CONDITIONS. AFTER A FEW 

ENJOYABLE HOURS, ALL OUR 

WINTER SPORTS ENTHUSIASTS 

RETURNED TO THE BUS FOR THE 

RETURN JOURNEY, EXHAUSTED 

BUT HAPPY, AND READY TO EN-

JOY A WELL-DESERVED SNACK.  

mini golf, all of which are organized 

by employees for employees.  

For people who like to take things a 

little easier but still want to engage 

in a little self-care, there are options 

such as yoga, back exercises, and 

mediation. It’s a clear win-win situa-

tion because only satisfied and moti-

vated employees perform well in the 

long run. So, on the one hand, the 

BLANC & FISCHER Family Holding 

subgroups employ a balanced work-

force and, on the other hand, boost 

the loyalty of their skilled workers to  

the company. 

An employee survey confirms it. As 

part of the survey on sustainability, 

87% of participants agreed that the 

BLANC & FISCHER Family Holding 

is committed to actively promoting 

health. 61% stated that the range of 

programs to promote health and oc-

cupational safety were entirely geared 

to their needs. 83% of the employees 

surveyed also feel very closely con-

nected to the BLANC & FISCHER 

Family Holding, with 53% of them 

having been with the Group for more 

than a decade. 

LIVING SUSTAINABILITY

It’s clear that sustainability is one 

of the most significant trends, if 

Benno Rudolf,  
CFO of BLANC &  
FISCHER Family Holding

IT’S NOT ENOUGH  
TO MERELY OFFER  
OUR EMPLOYEES 
FITNESS OR YOGA 
CLASSES. WHEN 
WE TALK ABOUT  
A HEALTHY WORK- 
LIFE BALANCE, 
WE’RE SERIOUS.

not megatrends, of our time, and is 

finally no longer a mere niche topic. 

But sustainability can’t be imposed 

ad hoc from above, it needs to 

be actively practiced by everyone 

involved. That includes employees 

who act responsibly, carefully se-

lected suppliers, and managers with 

exemplary conduct. In all of this, 

the focus is always on people, for 

example satisfied employees who 

enjoy coming to work every day.

Reaching their goal together—the E.G.O. 
Polska sp. z o.o., Lodz running group

Fun on the slopes
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A family affair
AT THE BEGINNING OF 2020, 115 EMPLOYEES WERE HONORED 

FOR ALMOST 3,000 YEARS OF SERVICE. THE BLANC & FISCHER 

FAMILY HOLDING AND ITS COMPANIES BLANC & FISCHER  

CORPORATE SERVICES, BLANCO, BLANCO PROFESSIONAL, AND 

E.G.O. CELEBRATED THEIR STAFF LONG SERVICE ANNIVERSARIES 

TOGETHER FOR THE FIRST TIME AT THE OBERDERDINGEN  

SITE. CELEBRATING STAFF LONG SERVICE ANNIVERSARIES IS  

A LONG-STANDING TRADITION AT THE FAMILY HOLDING COM-

PANIES. AND IT WAS CELEBRATED “LIKE A TRUE FAMILY AFFAIR,” 

SAID DR. JOHANNES HAUPT, CEO OF THE FAMILY HOLDING.  

THE LONG-ESTABLISHED COMPANY HAS ALWAYS FOCUSED  

ON PROMOTING ITS EMPLOYEES. STRENGTHENING THEIR OWN 

INITIATIVE, ASSIGNING RESPONSIBILITY, AND PUTTING TRUST  

IN THEM HAS PAID OFF IN FORM OF THE LOYALTY AND LONG-

TERM DEDICATION OF THE EMPLOYEES.

A GREAT  
ACCOLADE
BLANC UND FISCHER IT 

SERVICES GMBH (BFITS) 

SUPPORTS ITS EMPLOYEES 

IN THEIR VOLUNTEER 

WORK, FOR EXAMPLE, 

WITH THE VOLUNTEER FIRE 

DEPARTMENT, AND HAS 

RECEIVED THE VOLUNTEER 

AWARD 2020 FOR THEIR 

ACTIVITIES. WHAT MAKES 

THIS VOLUNTEER AWARD 

SO SPECIAL IS THAT THE 

EMPLOYER CANNOT  

APPLY FOR IT BUT MUST 

INSTEAD BE NOMINATED 

BY EMPLOYEES. 

LET’S TALK
“When it comes to implementing a 

corporate strategy, open commu-

nication within the entire BLANCO 

Team is a must. That’s why we 

launched the new format “A coffee 

with the CEO—let’s talk about daily 

business and strategy!” across all of 

our sites. These conversations are 

enormously important for promoting 

transparency and mutual under-

standing among all parties! And it’s 

fun, too!“ Frank Gfrörer, Chairman 

of the Management Board of the 

E.G.O.-Group. Everyone on board!
SINCE 2020, ALL E.G.O. AND BLANCO EMPLOYEES WORLD-

WIDE HAVE BEEN ABLE TO USE THE EMPLOYEE APP MYB&F. 

THE APP OFFERS AN INDIVIDUAL HOMEPAGE FOR EACH  

LOCATION AND SPECIFIC CHANNELS IN THE RESPECTIVE  

NATIONAL LANGUAGE.

As a fair and attractive employer, 

the BLANC & FISCHER Family 

Holding includes the implemen-

tation of high health management 

standards in its own sustainability 

concept just as much as intercul-

tural diversity. The people in the 

company are the most important 

factor. After all, it’s them who 

ultimately play a significant part 

in the company’s success. From 

supporting voluntary work or 

promoting local initiatives around 

the world—all this and much more 

is part of the wide-ranging areas 

of activity in the Family Holding’s 

strategic field PEOPLE. 

LET’S DO  
SOME STRAIGHT 
TALKING!
In the E.G.O.-Group's new  

“Ask the Boss” video format,  

CEO Dirk Schallock and COO  

Thomas Kohlbauer answer  

questions from their employees. 

Dirk Schallock, Chairman of the 
E.G.O.-Group Management Board

NEWS FROM THE WORLD OF  

BLANC & FISCHER FAMILY HOLDING

PEOPLE 

ON A.I.R.
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We encounter sustain-

ability in many different 

ways. Biogas helps us 

save energy and CO2, 

we recycle valuable raw 

materials to make lamps 

from leftover material, 

and innovative and smart 

kitchen appliances allow 

us to continue shaping kitchen living spaces worldwide. 

These are just three examples of how the BLANC & 

FISCHER Family Holding and its subgroups live and 

develop sustainability.

We can only do this with the help of the Triple P project, 

the 3Ps of sustainability at the BLANC & FISCHER  

Family Holding. 

With the publication of our first Sustainability Report, 

we are transparently presenting what has already been 

achieved and what is planned for the future in terms of 

ecological, economic, and social sustainability. Even 

though this report is a transitional report, we are com-

mitted to addressing our sustainability-related activities 

AND THAT’S ALL... 
FOR TODAY!

and issues with standardized communication. 

Starting with the next report, our measures will be 

assessed in accordance with the “Core” option of the 

GRI standard. These guidelines, which take a closer 

look at our 3Ps—PERFORMANCE, PLANET, PEOPLE— 

will make us more transparent to our employees, our 

customers and suppliers, and to all other business 

partners. The Global Reporting Initiative also allows us 

to make better international comparisons within the 

individual subgroups.  

So we’ve already achieved a lot but there’s still just as 

much to do, with many challenges and tasks ahead for 

the BLANC & FISCHER Family Holding. That much is 

clear. But we’re not deterred by this. On the contrary! 

Let’s all roll up our sleeves and lend a hand, because 

to make this work we need the help of our people and 

employees.

We look forward to embarking on this never-ending, 

exciting journey! Are you still on board?

Yours sincerely,  

Dr. Johannes Haupt

3P OR TRIPLE P CONCEPT
The Triple P project firmly integrates the topic
of sustainability in the corporate strategy of
BLANC & FISCHER Family Holding and its
subgroups. 3P stands for PERFORMANCE,
PLANET, and PEOPLE.

3R PRINCIPLE
Reduce, reuse, recycle: The basic require-
ments for any resource and cycledriven 
operation.

A.I.R.
The title of the BLANC & FISCHER Family
Holding Sustainability Report, it stands for
“Action, Innovation, and Responsibility.”

AGENDA 2030
“Future Contract” of the global community,
derived from the Sustainable Development
Goals (SDGs). The aim is to combine global
economic development with social justice and
ecological aspects.

CAGR (COMPOUND ANNUAL GROWTH 
RATE)
A special growth rate that looks at the devel-
opment of a particular key figure (e.g. profit) 
over a certain period of time and then deter-
mines the average annual growth of this figure.

CARBON DISCLOSURE PROJECT
An independent organization that promotes
environmental data disclosure.

CARBON FOOTPRINT
Result of an emissions calculation (see CO2

balance sheet), which shows how much
greenhouse gas an activity releases.

CIRCULAR ECONOMY
Counteracts the linear economic system with
durable products, reusability, and recycling.
Existing materials and products are used for
as long as possible. The product life cycle is
extended in this way and continues to gener-
ate value.

CLEANER PRODUCTION
Continuous application of an integrated pre-
ventive environmental strategy to processes,
products, and services.

CLIMATE NEUTRALITY
Achieving a CO2 emission balance. Carbon
sequestration is designed to offset greenhouse
gas emissions.

CO2 BALANCE SHEET
Measure of the total amount of carbon dioxide 
emissions. Also known as the greenhouse gas 
balance.

CO2 EMISSIONS
Formed by the combustion of materials that 
contain carbon.

CODE OF CONDUCT
Part of our Corporate Social Responsibility
(CSR). The Code of Conduct serves as a
guideline for companies with regard to respon-
sible, ethical, and honest behavior towards
employees and third parties, such as business
partners and suppliers.

CORPORATE ACCOUNTING AND  
REPORTING STANDARD (2004)
Protocol for the preparation of CO2 balance
sheets (greenhouse gas balance sheets) for
businesses and the public sector.

CORPORATE CARBON FOOTPRINT
The CO2 balance sheet of a company that
records direct and indirect emissions.

CORPORATE VALUE CHAIN ACCOUNTING 
AND REPORTING STANDARD (2011)
Reporting standard of the corporate value
creation chain (see Scope 3) that enables com-
panies to assess their CO2 emissions along the 
value chain and identify where emissions can 
be saved.

DIVERSITY
Recognition and promotion of diversity and re-
duction of disadvantages with the aim of creat-
ing equal opportunities. In a corporate context, 
the diversity of employees and their variety of 
skills and talents can have a positive impact on 
the organization and society in general.

EBIT (EARNINGS BEFORE INTEREST AND 
TAXES)
Profit before taxes and duties.

EMISSION CATEGORIES
See Scope.

ENPS (EMPLOYEE NET PROMOTER 
SCORE)
Key performance indicator to measure  
employee loyalty, satisfaction, and commitment.

ER (EQUITY RATE)
Equity ratio: Ratio of a company’s equity to 
total capital.

EUROPEAN ECODESIGN DIRECTIVE 2021
EU directive aimed at improving the availability
of spare parts, reparability, and energy
efficiency of electrical equipment.
In force since March 1, 2021.

FCF (FREE CASH FLOW)
This is a key figure in business valuation. Total
funds at the free disposal of a company after
deduction of expenses within a certain period.

FOSSIL FUELS
Carbon-containing fuels, such as petroleum,
coal, natural gas, and peat, that have been
created from dead plants and animals in pro-
cesses that takes millions of years.

FTE (FULL-TIME EQUIVALENT)
Converts the total working hours in companies 
to fictitious full-time positions, regardless of 
(part) time models.

GENERATION Z
Successor generation to the Millennials
(also known as Generation Y). Born from
1998 onwards, Generation Z currently
accounts for around 30% of the world’s
population and will represent a third of all
consumers worldwide in just under ten
years. As Generation Z enters the workforce,
it poses challenges to the corporate world
while offering tremendous opportunities.

GHG (GREENHOUSE GAS) PROTOCOLS
Comprehensive, global standards to measure
and manage greenhouse gas emissions,
record value creation chains, and identify
reduction measures.

GREEN ELECTRICITY
Electrical power derived from renewable
energies. Green electricity is generated in
hydroelectric and wind power plants, with
solar power or in biogas plants.

GRI (GLOBAL REPORTING INITIATIVE)
Independent, international organization that
helps companies and other organizations take
responsibility for their environmental impact.
This initiative provides the most widely used
sustainability reporting standards in the 
world—the GRI standard.

GRI STANDARD
Sustainability reporting standard that records
the effects of a company’s actions on the
economy, the environment, and society.

GWP (GLOBAL WARMING POTENTIAL)
A measure reflecting the relative contribution 
of a chemical compound to the greenhouse 
effect, expressed as CO

2 equivalent.

ISO 14001
ISO standard for achieving a company’s
environmental goals with the help of the
continuous improvement process according to
the Plan-Execute-Control-Optimize method.

ISO 22316
Prepares organizations for upcoming
challenges by describing the key principles
and activities of resilience factors.

ISO 22316:2017 SECURITY AND
RESILIENCE—ORGANIZATIONAL
RESILIENCE—PRINCIPLES AND
ATTRIBUTES
ISO standard aimed at strengthening a
company’s resilience and adaptability.

GLOSSARYOUTLOOK
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This Sustainability Report relates to the 
BLANC & FISCHER Family Holding head-
quartered in Germany. The published  
consolidated financial statements cover 
BLANC & FISCHER Family Holding and 
its subgroups. The report relates to the  
fiscal year 2020/21, although data from 
previous fiscal years have also been 
taken into account in some cases.
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Reporting for the Transition Report 2021 
was based on the “Core” GRI standards 
option in preparation for regular reporting 
from 2022 onwards.
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GLOSSARY

ISO 50001
ISO standard for the systematic energy 
management of a company. Energy sources, 
energy use, and energy consumers are record-
ed and optimized.

LEAN MANAGEMENT
The streamlining of all internal business pro-
cesses. It means that the required resources
are not wasted and yet all corporate activities
are geared to achieving an optimal result.

MATERIALITY ANALYSIS
A tool for companies to identify key sustain- 
ability issues. This includes environment  
analyses (external analyses), corporate 
analyses (internal analyses), and stakeholder 
expectation analyses.

MDGS (MILLENNIUM DEVELOPMENT 
GOALS)
UN Millennium Development Goals (MDGs),
which were instrumental in global development
policy from 2000 to 2015. In September 2015, 
they were replaced by the Sustainable  
Development Goals (SDGs) at the United
Nations Summit.

NeXus
Headquarters of the E.G.O.-Group and
the BLANC & FISCHER Family Holding
in Oberderdingen.

ONGOING OPTIMIZATION PROCESS
Continuous improvement of all areas of
the company in small steps to boost
competitiveness. It includes product,
process, and service quality.

PEOPLE
Strategic field of the BLANC & FISCHER
Family Holding and its subgroups that places
employees and other stakeholder groups
worldwide in the focus of social responsibility.

PERFORMANCE
Strategic field of the BLANC & FISCHER Family
Holding and its subgroups that focuses on 
economic aspects of sustainable management.

PLANET
Strategic field of the BLANC & FISCHER
Family Holding and its subgroups that focuses
on ecological aspects.

PRODUCT CYCLE ANALYSES ACC. TO 
ISO 14040
Life cycle assessment; environmental or
ecological balance. Systematic analysis of the
impact of a product on the environment.

REACH SVHCS (REGISTRATION, EVALU-
ATION, AUTHORIZATION, AND RESTRIC-
TION OF CHEMICALS)
European Chemicals Regulation on the  
Registration, Evaluation, Authorization and 
Restriction of Chemicals. SVHC (Substances of 
Very High Concern).

RENEWABLE ENERGIES
Also called regenerative energies.
Sustainable energy sources that, unlike fossil
fuels, do not deplete but are either inexhaust-
ible—in terms of human time (e.g. solar or
wind energy) or renew themselves relatively
quickly (bioenergy).

ROCE (RETURN ON CAPITAL EMPLOYED)
Indicator used to determine the efficiency and
profitability of a company’s use of capital. It
is calculated by dividing earnings before
interest and taxes (see EBIT) by fixed and
current assets.

ROE (RETURN ON EQUITY)
Indicator for a company’s earnings situation.
Percentage share of net income for the year
from equity employed.

ROHS (RESTRICTION OF HAZARDOUS 
SUBSTANCES)
Restriction of the use of certain hazardous 
substances in electrical and electronic  
equipment.

SCOPE
The GHG (Greenhouse Gas Protocols) corpo-
rate standard distinguishes between three
emission categories:
Scope 1 covers all direct CO2 emissions  
from the combustion of fossil fuels such as 
heating oil, natural gas, diesel, gasoline, lique-
fied petroleum gas, or refrigerant leakage.
Scope 2 refers to indirect CO2 emissions  
from procured energies such as purchased 
electricity, (district) heating, and cooling 
energy.
Scope 3 includes all indirect CO2 emissions
from upstream and downstream processes  
in the value creation chain.

SCOPE 1
See Scope.

SCOPE 2
See Scope.

SCOPE 3
See Scope.

SDGS (SUSTAINABLE DEVELOPMENT 
GOALS)
17 United Nations global goals for sustainable
development, covering the areas of economy,
ecology, and society.

STAKEHOLDERS
Persons or institutions that have expectations 
of a company and/or are directly or indirectly 
influenced by the company’s activities. These 
include, for example, employees, customers, 
suppliers, the public, and the state.

SUPPLY CHAIN
Totality of all manufacturing and delivery pro-
cesses for the production of a product through
to distribution within a value creation chain.

SUSTAINABILITY
Practical concept for the use of resources
while preserving the natural regenerative
capacity of the systems involved. In each
case, no more is consumed than can be
provided again.

TRIPLE P
See 3P.

UN SUSTAINABILITY TARGETS
See SDGs.

VALUE CREATION CHAIN
Corporate activities in the goods production
process. All activities are interrelated, create
value, and consume resources. They include
internal logistics, production, external logistics,
sales and marketing, and service.

VALUE CREATION DEPTH
Also called vertical integration. It describes the
in-house contribution a company makes within
its production as opposed to the share contri- 
buted by other companies.

VALUE PROPOSITION DESIGN
Innovation tool in product development. This
term stands for the value proposition, i.e. what
benefits and value a company promises its
customers with its products and services.

VerteX
Center for Development and Technology
of the E.G.O.-Group at its headquarters
in Oberderdingen.

WEEE (WASTE ELECTRICAL AND ELEC-
TRONIC EQUIPMENT) 2020 DIRECTIVE
EU directive regulating the selling, returning,
and disposing of electrical and electronic
equipment.
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EDITORIAL

Dear Reader,

Our founders’ guiding principle was “be responsible for 

your own actions, measured by the well-being of the 

whole.” We have continued following this maxim to this 

day: Social, ecological, and economic concerns must be 

reconciled from an entrepreneurial perspective in order 

to create benefits that serve more than just self-interest. 

Today, we call this approach “sustainable business.” 

Put this way, sustainability has always been at the heart 

of our company. For us, this doesn’t mean that we 

should strive for superlatives at any price, but rather 

operate in such a way that we and future generations 

can live well on our planet—in keeping with the tradition 

of our founders Heinrich v and Karl Fischer, who agreed 

that entrepreneurship also means taking a stance and 

assuming responsibility. And making the world a little 

better.

This attitude still determines our actions as BLANC & 

FISCHER Family Holding with five subgroups at 54 lo-

cations in 23 countries, and with over 8,300 employees. 

Sustainability is an integral part of our corporate goals 

and strategy: PERFORMANCE, PLANET, PEOPLE— 

these are the core areas on the basis of which we  

balance our economic interests with sustainability  

efforts and social responsibility. 

Examples of this include procuring biogas from farmers 

as energy suppliers, the Future Kitchen Lab, apprentices 

experiencing the sustainability of raw materials through 

art, and a mixer tap that can deliver sparkling or boiling 

water ready to drink. Sustainably and in line with our 

Dr. Johannes Haupt, Chairman of the Management Board 
of BLANC & FISCHER Family Holding

philosophy of improving the everyday life of people in 

the kitchen with our technology, products, and applica-

tions. 

Heinrich Blanc and Karl Fischer would have loved it. 

After all, respect for and appreciation of people and 

nature, as well as nature’s resources, was important to 

them. So was the tenacity to be able to overcome resis-

tance and not simply take the most convenient path. As 

a result, they set up social employment contracts early 

on and developed the first electric hotplate suitable for 

everyday use.  

In short: Sustainability since 1925.

Our Sustainability Report “A.I.R.—Action. Innovation. 

Responsibility.” will tell you all about this. Take a deep 

breath, relax, and enjoy the read! I hope you will find 

some exciting insights. Please don't hesitate to share 

your views with us. I look forward to engaging with you.

Yours sincerely,  

Dr. Johannes Haupt
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