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It is one of our basic principles that we assume

responsibility for the environment and society;

this includes entering into the dialog on how the

future should be shaped.

F O R E W O R D

Since as early as 1992, BSH Bosch und Siemens Hausgeräte GmbH has
been publishing annual reports to inform the public of the ways in which it
exercises responsibility toward the environment and society. We decided
to orient ourselves to the guidelines of the Global Reporting Initiative
(GRI), because we know that providing transparent reporting, reporting
that can be measured against that of others, will secure the trust of our
various target groups. In February 2006, in a joint initiative with the Bavar-
ian Business Association (vbw), BSH invited those target groups to partici-
pate in personal dialog in order to reach an understanding on the most
responsible way forward against a background of globalization.

One of BSH’s central concerns is the development of innovative and 
environmentally friendly home appliances. This approach will not only
safeguard our competitiveness, but also the jobs of our some 35,500
employees worldwide. At the same time, we are making a meaningful 
contribution to the efficient use of resources and to climate protection. 
To achieve these goals, we need qualified and motivated employees. This
is why we invest worldwide in providing rigorous training and personal
development programs to enhance their prospects.

Our actions are based on values that we reaffirmed in 2004 when we
signed the United Nations’ Global Compact. We have been closely involved
in the formulation of a code of conduct for the European household ap-
pliance sector, to ensure that these values are set out in concrete terms.
BSH’s own code of conduct, which is based on this, will assure their imple-
mentation within the company. With this code we aim to create a culture in
which environmental protection, occupational health and safety, employ-
ees’ rights and human rights in general are of prime concern, not only at
all our sites, but for our suppliers, as well.

Our plant oil stove project has got off to a promising start. Our aim with
this project is to make a sizeable contribution to sustainable development
in developing and newly industrialized countries. The project has so far
been limited to the Philippines, but we plan to extend it to other countries.

Once again, our excellent business results in 2005 are in large part due to
the commitment and dedication of our employees, and for this they have
our heartfelt thanks. So this publication is aimed at them, as well as at 
our customers, partners and suppliers, and the authorities. We hope that
it will provide them with some interesting insights into our activities.

Dr. Kurt-Ludwig Gutberlet
Chairman and CEO of BSH

Dr. Dr. h.c. Robert Kugler
Member of the Board
of Management

Dr. Wolfgang Colberg
Member of the Board
of Management

Jean Dufour
Member of the Board
of Management
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Main Brands

Special Brands

Regional Brands

B S H

You can find out more

about BSH and our

brands from the BSH

Annual Report 2005: 

www.bsh-group.com/

Figures and Facts

BSH is one of the world’s leading manufacturers

of home appliances, with factories and companies

all over the world. 

BSH Bosch und Siemens Hausgeräte GmbH was founded in 1967, as a
joint venture between Robert Bosch GmbH, Stuttgart and Siemens AG,
Berlin/Munich. The Group is headquartered in Munich. BSH operates in
the “white goods” sector, manufacturing refrigerators, freezers and dish-
washers as well as home laundry, cooking, floor care and consumer prod-
ucts. The company operates 42 factories in Europe, Asia, North and South
America, in addition to a global network of sales and customer service
companies. It employs a workforce of over 35,500 at more than 70 com-
panies in 40 countries, with 60 percent of its workforce based in Europe.

2005 saw the opening of a new tumble dryer factory in Poland, the founda-
tion stone of a new refrigerator factory laid in Russia and work starting on
a new dishwasher factory in Turkey. At the Appliance Park completed in
China, the factories for the cookers and consumer products divisions are
already up and running. In spite of a difficult competitive climate, fiscal
year 2005 was nonetheless a very successful one for BSH. We were able to
increase our market leadership in both Germany and Europe as a whole
and reinforce our position as the third largest manufacturer of home appli-
ances in the world. Group sales revenue rose by 7.2 percent, exceeding 
7.3 billion euros.

Strong brands mean innovative products
Its unique brand portfolio allows BSH to perfectly meet the needs of many
different target groups with its products. To the typical Bosch customer,
the essence of the brand is expressed in its slogan: “Discernible quality
and perfect technology for a better life”. The Siemens customer, on the
other hand, identifies with the Siemens brand’s promise that they will
“experience the fascination of groundbreaking technology and innovative
design”. That there is indeed a strong brand for everyone is borne out 
by the success of the special brands like Neff and Gaggenau, and of the
regional brands that fulfill their promise in the many countries in which
BSH operates. 
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1993
Use of CFCs 

and HFCs 
discontinued

1995
First validation

according to
EMAS

Environmental
management
handbook

1996
Product Environ-

ment Analysis
(PEA)

1997
Environmental controlling

at sites outside
Europe commenced

Traineeships
start in China

1994
Approval of a binding
environmental policy
throughout the group

Take-back 
of end-of-life
appliances 

1992
First Environmental Report

1991
Corporate Department

for Environmental 
Protection set up

The management has a clear concept of BSH’s

responsibility as a global player, and sets 

therefore high standards.

In past years, BSH has consistently made use of opportunities for growth,
and now has a foothold in all five continents. Through guidelines and regu-
lations, its declared aim of being a pioneer in environmental protection
and social responsibility is now firmly embedded in its strategy and man-
agement. In addition to its Corporate Principles, revised in 2004, these
include BSH’s environmental policy, the corporate guidelines on environ-
mental management and the occupational health and safety policy, all of
which are applied worldwide. 

Our aims determine our actions
To promote sustainable development worldwide and to safeguard its 
competitiveness, BSH has focused on five areas of action and set itself
clear objectives in each. BSH aims to 

■ offer the best living and working conditions to as many people as 
possible through high production and product standards worldwide,

■ be a pioneer in protecting the ozone layer and the climate,
■ set global standards in the efficient use of resources with low 

consumption figures of its home appliances,
■ continually improve environmental protection with innovative solutions

in products and production techniques,
■ help ensure optimal protection for the environment throughout 

the entire product lifecycle by participating in an active dialog with 
suppliers, retailers, consumers and disposal companies.

Principles provide the framework
By signing the United Nations’ Global Compact in 2004, BSH has accepted 
ten principles of responsible business practice and is commited to pro-
mote them. One contribution it has already made is represented by its
considerable input into the drawing up of the Code of Conduct of the 
European Committee of Domestic Equipment Manufacturers (CECED),
which was approved in 2005 and embodies the principles of the Global
Compact.

1988
CFC consumption

halved

1989
Environmental protection 

integrated into corporate guidelines

Milestones marking BSH’s commit-

ment to the environment and society 

www.unglobalcompact.org

www.ceced.org

BSH’s Corporate Principles,

environmental policy and

occupational health and

safety policy can all be

found on its website at: 

www.bsh-group.com/The

Company
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www.iso.orgwww.iso.org

www.efqm.org

For an insight into 

activities at our sites:

www.bsh-group.com/

The Company

1998
PEA awarded environ-
mental prize by 
the Federation of 
German Industry (BDI)

2004
Company wins Federation
of German Industry’s prize
for transfer of environmen-
tal protection technology

1999
China’s first CFC- and
HFC-free refrigerators

manufactured 

Global occupa-
tional health and
safety guidelines

2002
Dr. Robert Kugler

named “Eco Manager
of the Year”

2003
Company named
“Best Innovator”

Corporate 
Principles 

updated

Best Practice
presentation at

UN summit in 
Johannesburg

2000
Traineeships 

commence in Turkey

Company signs
up to the UN
Global Compact

The code encompasses the prohibition of child and forced labor, fair pay
and equal treatment of employees, as well as the implementation of 
environmental and health protection measures. As BSH has made a com-
mitment to observe these principles, it now intends to further embody
them in a code of its own, which will then become a component of BSH
management target agreements.

Instruments that support implementation
The focus here is on our products: They should offer our customers added
value by being as environmentally friendly as possible. The principle of
ecologically sound product design, or eco design, as it is known, which
aims to maximize potential energy savings throughout an appliance’s life-
cycle, is applied in all BSH’s development processes at all stages of pro-
duction. Product environment analysis (PEA) is another instrument that
supports the implementation of environmental and health protection
measures, and is applied in all our development activities. All BSH produc-
tion plants where environmental issues are important have an ISO 14001-
certified environmental management system which, in conjunction with
our indicator-based environmental controlling system, identifies possible
ways of increasing efficiency and minimizing risk in our processes.

BSH’s vision of achieving excellence in all areas is expressed in our inno-
vation management, quality management and human resources develop-
ment. Most BSH sites regularly conduct self-assessments based on the
European Foundation for Quality Management (EFQM) model, with the
aim of optimizing process design and achieving maximum customer satis-
faction. In 2005, we awarded the first BSH Best Practice Award for excel-
lent concepts in the areas of customer orientation, process management
and employee development. Human resources development measures that
will assure the continuous qualification and motivation of our employees
are being gradually introduced at all sites.

Structures support processes
Responsibility for ensuring that BSH fulfills its obligations and maintains
the standards it has set in the field of environmental protection lies with
its Board of Management. In particular, the Corporate Department for 
Environmental Protection and Occupational Health and Safety, overseen 
by Dr. Robert Kugler, member of the Board of Management, coordinates
necessary measures worldwide. Management coordinators ensure com-
pliance with the standards at all sites, and report to the department 
annually on their activities.

2005
Code of Conduct of the European
Committee of Domestic Equipment
Manufacturers signed

Dialog event on 
globalization

2006
International B.A.U.M. 

special award to 
Dr. Kurt-Ludwig Gutberlet
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The more global a company’s operations become, the more diverse the re-
quirements it must meet. Big companies such as BSH are closely scrutinized
by governments and non-governmental organizations (NGOs) alike. Com-
pliance with minimum ecological and social standards is a measure of 
corporate responsibility, that also safeguards their reputations.

Managing globalization responsibly 
When it comes to opening up new markets, BSH has a clear strategy: to
make the most of opportunities for growth by manufacturing locally. This
creates jobs and ensures that proven standards established in Germany
are maintained. This has led to an enormous transfer of technologies,
awareness and expertise. The Group’s achievements in this area have not
gone unrecognized, as in 2004 the Federation of German Industry (BDI)
awarded BSH its Environmental Prize for introducing the hydrocarbon
technology needed for the production of climate-friendly fridges and 
freezers worldwide. Another of its achievements is the transfer of its 
dual training system to BSH sites in China and Turkey. 

Keeping an eye on the supply chain
With the CECED Code of Conduct, the home appliances sector in Europe 
is at the forefront of the harmonization of production conditions across 
the globe. Worldwide, BSH buys in almost 50 percent of its added value –
items such as compressors, electronic components, wiring harnesses and
screws. We therefore intend to introduce the code of conduct, bit by bit,
into our contracts with our 2,000 main suppliers around the world. When
these suppliers sign contracts with us, they in turn undertake the respon-
sibility of ensuring the code is implemented by their suppliers. One of the
aims of the supplier dialogs which we conduct once a year is to check the
code of conduct ist being complied with. It has also long been BSH’s policy,
as part of its annual supplier assessment process, only to pick out suppli-
ers who also have an environmental management system.

Exercising social responsibility means for BSH

making a contribution toward the achievement of

better working conditions and living standards

throughout the world.

www.bdi-online.dewww.bdi-online.dewww.bdi-online.dewww.bdi-online.de
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More information on the

plant oil stove project

can be found on the

internet at: 

www.bsh-group.com/The

Company/Environment

and Society

Safeguarding domestic sites
In view of the number of jobs lost in Germany in recent years, politicians,
employees and the public all demand that responsible globalization
include a concept for the continued development of domestic production
sites. However, in Germany – and Europe as a whole – the market has been
saturated for years. The truth is, when people replace appliances, they
often opt for cheaper models. This means that the number of appliances
produced in Germany has stagnated, with inevitable impact on the size of
the workforce required in production. BSH invests over 100 million euros a
year to subsidize its production sites in Germany. Out of 1,700 developers
working within BSH’s development network, around 1,000 are employed 
in Germany.

Helping in developing countries
As a contribution to sustainable development worldwide, BSH is putting
its core competence in the area of cooking to good use by developing 
and marketing a plant oil stove. Because the stove burns fuel from a
renewable source, it will reduce the consumption of wood for cooking 
purposes in developing countries, and as it produces few emissions, it is
also better for health. After successful trials in the Philippines, marketing
began in early 2006 along with the building of local structures for produc-
tion of stoves and plant oil. More projects are currently being tested in
other Asian, African and Latin American countries. Once again, in 2005 the
services of “BSH Katastrophenhilfe e. V.”, a body set up in 1999 with the
aims of providing urgent assistance to the victims of natural disasters,
were in particular demand: A sum of 260,000 euros was collected for the
victims of the Tsunami, which has since gone to support four projects.
More than half went to BSH’s own project – the building of a home for
young girls in Galle, Sri Lanka. 

Products that make life easier 
For some years now, we have been applying the concept of “design for 
all” to our product development: products, which make life easier for all,
including older and disabled people. For this reason we also show our
appliances to user groups with special requirements, at specialist trade
fairs. Together with other companies at World Usability Day at the Sie-
mensForum in Munich on November 3, 2005, we showed products known
for their usability. We are also always represented at the world’s largest
rehabilitation and care fair, “RehaCare International”, which is held annu-
ally in Düsseldorf.
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Under the banner “Global responsibility – between the desire and the real-
ity”, in February 2006 BSH and the Bavarian Business Association (vbw)
hosted an event at the Haus der Bayerischen Wirtschaft. Around a hundred
representatives of industry, politics, the media, trade associations and 
civil society responded to their invitation. On the platform, Dr. Kurt-Ludwig
Gutberlet, Chairman of the Board of Management of BSH, Randolf Roden-
stock, President of the vbw, and four other panel members declared their
positions in the debate. BSH and the vbw argued in favor of more qualifi-
cation, courage and entrepreneurial thinking as ways forward in the strug-
gle to keep jobs in high-wage Germany.

Globalization and voluntary commitment
Randolf Rodenstock was convincing in his argument that globalization was
“no zero sum game,” but offered opportunities for all nations. The great-
est challenge, he said, lay in creating structures that also made the advan-
tages accessible to the poorer nations: “Globalization could turn into a
‘trap’ if we cannot summon the courage to face up to the new situation
squarely.” One approach is the Global Compact, which was presented by
Jörg Hartmann, head of the Coordinating Office for the Global Compact at
the Gesellschaft für Technische Zusammenarbeit GmbH (GTZ). More than
2,500 global companies have now signed up to this voluntary commit-
ment, which was initiated by UN General Secretary Kofi Annan. It was the
Global Compact that first brought companies around a table with the aim
of reaching a common, basic understanding of responsible ways of doing
business. 

Values and competitiveness 
Prof. Josef Wieland from the Konstanz Institute for Intercultural Manage-
ment, Values and Communication is of the view that having a values-based
approach in all their dealings actually increases companies’ competitive-
ness. He said: “If you don’t have values, you’ll have difficulties succeeding
in the complex world of today” – a proposition that was underlined by 
Dr. Gutberlet’s statement, founded as it was on entrepreneurial practice.

Dialog on globalization: BSH and the vbw met 

in Munich and talked about globalization. Their

conclusion: globalization cannot be allowed to

become a zero sum game.

Members of the panel for 

the discussion, chaired by 

Dr. Marc Beise, Deputy Head

of the Business section of

the Süddeutsche Zeitung

(third from the left) 

“It is our duty as companies

to create healthy growth in

both new and existing 

production sites.”

Dr. Kurt-Ludwig Gutberlet,

Chairman and CEO of BSH

“Growth in world trade 

benefits everyone, not just

the rich industrial states in

the north.”

Randolf Rodenstock, 

President of the Bavarian

Business Association
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He explained how systematically transferring high standards, both in 
production and for products, contributed to BSH’s successful break-
through into the Chinese market and enhanced its reputation as a leader
in technology. Alluding to the problematic labor market in Germany, on 
the other hand, Dr. Gutberlet spoke out against “always moving produc-
tion where it’s cheapest”. For him, globalization means making oneself 
as competitive as possible in new markets, but at the same time making
the most of opportunities to reinforce Germany’s position as a center of
manufacturing. 

Framework agreements and codes of conduct
Bert Thierron, responsible for International Affairs/Europe on the execu-
tive committee of the trades union IG Metall, called upon companies to
enter into international framework agreements with the unions, to protect
workers from the worst effects of globalization. This should not be done,
he stressed, by “transferring German wages to Asia”, but rather by improv-
ing basic living and working conditions in newly industrialized and devel-
oping countries. At the same time, what was needed here at home was
protection against “cheap competition”. And both of these aims would be
more likely to be achieved through binding framework agreements than
through voluntary commitments.

Just how this might look in practice was explained by Heinz-Dieter Koeppe
of the Foreign Trade Association (FTA), using the textile industry supply
chain as an example: The Business Social Compliance Initiative (BSCI), 
an initiative conceived by the European retail trade, has established qua-
lification schemes for suppliers which, in conjunction with an auditing 
system, are intended to ensure compliance with their code of conduct in
newly industrialized and developing countries. The scheme has apparently
considerably increased acceptance of auditing at suppliers’ plants. 

Room to maneuver and safeguarding production sites
Central to the discussion with the audience was the issue of how much
room companies actually have to maneuver – and influence – in a global
economy. Heinz-Dieter Koeppe felt that certain limits were set by, for
example, consumers who just look for the lowest price and are not yet 
prepared to pay the price of acting responsibly. But there were other ways
in which companies could make a difference: even if they could not take
over the functions of the government. It was entirely in their own interest
to make an active contribution to infrastructure and to the observance of
laws in newly industrialized and developing countries. 

Left to right: Jörg Hartmann

GTZ; Bert Thierron, IG Metall;

Prof. Josef Wieland, Konstanz

Institute for Intercultural

Management, Values and

Communication; Heinz-Dieter

Koeppe, FTA

www.bsci-eu.org
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Demographic change presents companies with new challenges. In Europe,
it is characterized by rising life expectancy coupled with falling birth rates.
This means that within a few years, the average age of the workforce 
will be considerably higher, while the supply of qualified employees will 
diminish. It therefore seems that a renewed battle for talent in Europe is
likely. Even in China, the obsolescence of its society will become a problem
in the long term. 

Permanent qualification is the big issue
In order that employees can develop their achievement potential, and can
continue working as long as possible, new concepts of qualification and
health provision will be needed. BSH reevaluates its offering in this area
on an ongoing basis. Its own training institution, the BSH Academy, offers
a wide spectrum of continuing education options, and not only for man-
agement. In addition to the 400 seminars held by the BSH Academy each
year, BSH offers its employees right across the Group the possibility of
individual training to suit their needs, via the intranet and e-learning.

Training opens up opportunities
As far as apprenticeship and trainee programs are concerned, and speci-
fically the ongoing training offensive, BSH is contributing through the 
consistently high number of places it offers on apprenticeship and pro-
fessional training courses. This year was no exception in that once again, 
BSH trained many more people than were required for its own needs
alone. By raising the number of vocational college students on technical
courses, it is assuring its “supply” of technically qualified young people
for the future. To increase the proportion of women in the workforce,
which is particularly low in Germany, BSH regularly participates in Ger-
many’s national “Girls’ Day” initiative, designed to motivate young women
to train for traditionally male jobs. 

Participation creates motivation
BSH’s company-wide suggestion initiative, which is now in place at around
90 percent of the company’s sites, offers employees worldwide the oppor-
tunity to make suggestions and contribute their own ideas on how things
could be organized. It has already resulted in some considerable improve-
ments in the company’s processes (see “The indicators”, page 27).

By means of finely-tuned management tools, we have created the best
possible climate for company-centered cooperation based on mutual 
trust. One management tool used by BSH is the now institutionalized staff 
dialog; however, in so-called “feedback for managers” sessions, it is the
managers’ turn to find out what employees think are their strengths and
weaknesses as managers. This enables them to set themselves targets for
optimizing their management qualities.

For employees and the companies they work for,

continuing skills training will become a primary

factor in success.

For more details on

BSH’s international 

training programs, 

go to:

www.bsh-group.com/

Jobs & Career
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Another form of cooperation that is based on trust is employee involve-
ment via their representative bodies within BSH, the national works 
committees. Employee representatives from our various European sites
also meet once a year in BSH’s European Committee, which was set up in
1996 as a forum in which they could pool ideas and opinions and discuss
them with management. 

Promoting exchange between cultures 
In order that it can hold its own among the international competition, a
certain degree of diversity – of cultures, as well as of perspectives and 
attitudes – is required within the company. Alongside its established 
procedures for delegating employees to work abroad, two other programs
have therefore been gaining importance in recent years. For about a year
now, the company has been supporting “cross-country transfers” from one
country outside Germany to another, for example from China to Spain. And
an increasing number of employees from abroad, or “inbounds”, as they
are called, are employed at headquarters or in our production plants, the
aim being for their specific knowledge to be translated into creative input. 

Filling key positions 
In 2005, against a background of the Group’s strong growth and increasing
internationalization, BSH reorganized its Human Resources division, both
conceptually and strategically. In Germany, this has started a process that
involves not only making a detailed appraisal of its personnel work as a
whole, but also deciding which areas should be the target of strategic
action. Particular areas of focus have been requirements planning, both
qualitative and quantitative, in relation to key positions worldwide, and
the adoption of a policy of utilizing the potential represented by internal
employees in filling those positions. This has resulted in a standardized
global succession planning process within the organization, which will
help maintain management capacities worldwide.
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BSH’s innovative new learning program went online at the end of June
2006, after an initial trial with selected users. It was developed by a team
working under Klaus Diefenbach, head of HR Support, Corporate Qualifica-
tion and Apprenticeship, in only three months. The team can be proud of
the praise they received, even at the trial stage. For example, Prof. Peter
Kruse, who teaches general and organizational psychology at the Univer-
sity of Bremen and is one of Germany’s leading experts on continuing 
education and personal development, called it “a very interesting and
really cleverly conceived platform”.

Establishing the habit of lifelong learning
With a total of five sections, each comprising of three lessons, the learning
program is directed at employees in all age groups, working in all areas,
and is designed to perfectly complement the corporate training offering.
The three-hour unit, which can also be divided into smaller portions, is
intended to promote employee competence regardless of specialist area,
as well as to re-awaken the desire to learn – because, as Klaus Diefenbach
stresses, “in the future, employees will have to take personal responsibil-
ity for maintaining their skills, instead of waiting for their line manager to
send them to seminars”. BSH’s objective with this learning infrastructure
is to make lifelong learning a possibility for all its employees worldwide.

Fostering competitiveness
Development of the information and learning program “Learning at BSH”
was triggered by an analysis of the company’s learning requirement. It was
based on interviews with heads of divisions and other decision-makers at
BSH, and highlighted the need for new forms of learning. Firstly, because

Dialog on learning: This has led BSH to develop 

its own program, “Learning at BSH – always a 

step ahead”.

“We wanted to create a holis-

tic solution that reflected 

the various facets of qualifi-

cation and learning within

the company.”

Klaus Diefenbach, head of

HR Support, Corporate Quali-

fication and Apprenticeship
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of the accelerated process of change within industry, employees will need
to learn of new developments at an earlier stage; secondly, they must be
able to put what they have learned into practice immediately. Training
courses and seminars are still important but the challenge, as defined 
by Klaus Diefenbach, will be to “establish learning as a permanent process
in the workplace; new forms of learning will have to be created that also
create a new awareness”.

Long-term personal development is not only in the interests of the com-
pany – our employees derive considerable benefit from it as well. As Prof.
Kruse says, “the era of linear careers is past. This means that over the
course of our careers, we must repeatedly abandon the fields in which 
we are trained, and in which we have acquired knowledge and ability.” 
In the future, the people who will be the happiest and most successful 
in their work will be those who are always eager to embrace change and
the learning that goes with it. “The fact that companies have reduced the
time their employees spend in any one position and are encouraging the
international exchange of employees,” says Prof. Kruse, “is proof of a new
thinking – one that sees change in terms of opportunity and motivation.”

Developing new forms of learning
It has long been known that people learn more when they are having fun.
Diefenbach and his team let this be their guiding principle, and made
“Learning at BSH – always a step ahead” as full of variety as possible: 
It combines techniques such as video facilitation, audio interviews and
flash animation with conventional ways of acquiring knowledge, such as
through reading. And the fact that the individual sections are not limited
to particular areas of operation, but provide an overview through general
information about BSH, also helps strengthen corporate identity.

To Prof. Kruse, who believes that variety and contradiction are prerequi-
sites for successful teaching, corporate identity is of central importance:
“If we want to permit difference, then shared basic values and a shared
direction are very important. Companies like BSH have the advantage 
of having a well-established culture, and it is this which can make them 
particularly successful.”

Contributing to a lasting development
To start with, “Learning at BSH – always a step ahead” will initially only be
available for German-speaking users, but its translation into various other 
languages in the future is being discussed. The idea is that BSH employ-
ees should communicate more and more as a network, so that they can
contribute, exchange and share knowledge. This is what happens when
everybody sees themselves as part of a whole which they both contribute
to and grow with. According to Prof. Kruse, as knowledge is the only com-
modity that increases when it is divided up, then “absolute willingness to
share information” should from now on be considered a core competence. 

“In the future, willingness 

to embrace the new will be

crucial to whether we’re

capable of lifelong learning.”

Prof. Peter Kruse, Honorary

Professor of General and

Organizational Psychology 

at the University of Bremen
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For many years now, BSH has considered environmental compatibility 
and energy efficiency to be among the most important characteristics of
their innovative and user-friendly appliances. These characteristics are
considered prerequisites to remain competitive – as affirmed by the cur-
rent discussion around rising electricity prices in Germany, and Europe’s
dependency on foreign supplies of oil and gas. The subject of saving
energy is thus also getting more attention from politicians now, too.

Reducing the energy consumption of appliances 
Some home appliances, such as refrigerators and freezers, are in use
round the clock. This means they contribute considerably to energy 
consumption and the amount of electricity generated – and thus to the
amount of carbon dioxide (CO2) emitted. This is why every effort made 
by our development engineers to reduce energy consumption affects the
equation. It also increases BSH’s competitiveness and enhances its repu-
tation as a leader in technology. 21 percent of our refrigeration appliances
now fall into the European extra energy-saving A+ and A++ classes. Energy-
efficient washing machines are awarded an Aplus rating and now account
for 42 percent of our products in this division.

The fact that our appliances are highly efficient also helps to secure our
position in the global market. One country where this is becoming increas-
ingly evident is China. Customers there are paying increasing attention 
to energy efficiency classes since BSH has helped develop these for the
Chinese market, with the European appliance labeling system being used
as a model.

Reducing noise during use
With some appliances, particularly dishwashers, noise levels can be unac-
ceptable. Over the years, therefore, BSH has worked in bringing noise 
levels down – to an average of ten decibels lower than ten years ago, and
as low as 40 decibels in some of our top models. This makes the noise
level no higher than the sound of leaves rustling in the forest. 

Implementing the WEEE, RoHS and EuP directives
With the Waste Electrical and Electronic Equipment Directive (WEEE) 
coming into force in late 2005, electrical appliance manufacturers are 
now officially bound to take back and recycle end-of-life appliances. BSH
has provided major assistance in the setting up of workable collection 
and recycling systems in all European Union (EU) countries. How these
systems work will be described in detail in our next report.

Environmental responsibility means remembering

that it makes a big difference whether a refrige-

rator uses 300 kilowatt hours of electricity per 

year – or only 150.  
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Another European directive that has placed heavy demands on us is 
RoHS (Restriction of the Use of certain Hazardous Substances). Under 
this directive, from July 2006 products may no longer contain hazardous
substances such as lead, mercury, cadmium, hexavalent chromium and
certain brominated flame inhibitors. BSH succeeded in completing the
conversion process for its entire product range before the end of 2005.
This not only included identifying the components by obtaining the neces-
sary information from all our suppliers, but also developing alternatives.
The EU framework Directive covering Energy-using Products (EuP) was
introduced to promote eco-design in energy-using appliances – a require-
ment that we have been meeting voluntarily for years.

Sending more shipments by water
As a participant in the EU’s “Marco Polo” freight transport program, 
BSH is increasingly taking freight off the roads. More and more of the
appliances it produces in Germany that are destined for the central ware-
house in Milton Keynes (UK) are traveling on inland vessels and “short
sea” transport instead of on jumbo trucks. The plan is that by 2007, more
than 60 million kilometer tons per year will be sent to the UK by water
instead of road. EU grants have enabled what was initially a key problem
to be solved: As might be imagined, the dimensions of sea containers
were less than ideal for loading with BSH appliances. In order to optimize
freight space (i.e. on three levels), container dimensions had to be
changed to suit BSH products and specially designed containers were 
built with an internal height of three meters.

Expanding the use of alternative sources of energy
Following a two-year development project, in October 2005 a new biomass
combined heat and power plant went into operation in the grounds of
BSH’s factory in Traunreut (Germany). Together with the existing biomass
heating plant there, it generates more electricity and heat than the site
requires. As a result around 1,300 homes, plus some schools, nursery
schools and commercial establishments are supplied with district heating
and electricity. At Traunreut, by burning CO2-neutral biomass instead of
fossil fuels, they save approximately 36,000 metric tons of CO2 per year. 



18 D I A L O G   O N  E N E R G Y  E F F I C I E N C Y M U S T E R T E X T
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GfK (Gesellschaft für Konsumforschung) in Nuremberg is one of Europe’s
leading market research institutes; it has found that in German house-
holds, the appliances that remain in use the longest are freezers (approx.
18 years), followed by washing machines and refrigerators. At an average
of 13.7 years, large domestic appliances remain in use far longer than is
good for the environment, as the older the model, the higher its energy
consumption. Appliance manufacturers are now urging that their efforts at
reducing energy consumption be put to good use – “accelerated replace-
ment” being the watchword here. 

Eco-efficiency studies identify potential
In the past 15 years, BSH has succeeded in reducing the energy consump-
tion of its top models by between 31 percent (electric cookers) and 78 per-
cent (refrigerators). This potential will only be released if enough appli-
ances find their way into homes and replace end-of-life appliances. But
with 188 million appliances over ten years old in European households, 
the potential for saving energy is great. Dr. Rainer Grießhammer, managing
board member of Germany’s Öko-Institut (Institute for Applied Ecology),
which carried out eco-efficiency analyses on refrigerators and washing
machines for the CECED in 2005, has this to say on the subject: “We were
already of the view that early replacement must make sense, but the find-
ing that replacing a refrigerator with a Class A++ appliance was advanta-
geous from an energy point of view after only two years – even allowing
for the consumption involved in production – surprised even us.”

Replacing old stock makes sense
Renewed efforts to reduce quantities of old stock will therefore be of great
benefit to the environment. BSH’s objective is in line with the efforts of the
EU to improve energy efficiency. Also, because dependency on fossil fuels
is actually increasing internationally, just as energy prices are rising, the
issue has become even more important. However, it makes little sense 
for the EU to put more pressure on manufacturers through, say, directives
aimed at improving consumption values, if consumers just continue to use

Dialog on energy efficiency: Two studies have

yielded new findings, changing your appliances

sooner is good for the environment.

“As far as fridges are con-

cerned, more should be done

to promote A++ appliances,

and the pathetic offerings of

some of the discount stores

should be highlighted.”

Dr. Rainer Grießhammer,

member of the managing

board of the Institute of

Applied Ecology 

Reduction of Energy and

Water Consumption

(1990–2005)

www.oeko.de
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their old appliances. According to Dr. Gunnar Pautzke, responsible for
brand management at BSH and head of the CECED’s “Time-to-go” task
force: “As far as savings are concerned, we have now got to the point
where little more can be done.” 

Dr. Grießhammer also advocates the “accelerated replacement” of old
stock, and is easily able to invalidate the argument that this would in-
crease waste volumes, saying: “Reclamation of raw materials, which 
ultimately leaves very little waste to be disposed of, means that the role
played by this aspect is now very small.” 

Customers still have to be convinced
But how are we to persuade customers to part with their old appliances?
Dr. Pautzke knows only too well that savings on energy costs will not be
enough because, as he says, “a new purchase always takes more than
three years to pay for itself, and changing consumer behavior with envi-
ronmental arguments is very difficult.” Dr. Grießhammer, on the other
hand, feels the fact that consumers will be getting new, higher quality
appliances with better functionality, lower lifecycle costs and much better
energy consumption should be enough to sway them.

Using opportunities now
Dr. Grießhammer cites financial incentives as an important element in any
campaign, alongside individual advice for customers; Dr. Pautzke also
believes that without financial incentives, they will have little chance of
achieving their goal, and adds: “It is perfectly realistic for about a quarter
of Germany’s 48 million end-of-life appliances to be replaced.” This would
only be possible, however, if the government were able to provide some
kind of financial incentive. The possibilities range from subsidizing new
purchases by rewarding people with free electricity supplies to tax rebates
for manufacturers for selling certain quantities of energy-efficient appli-
ances. Now that the European Directive on energy end-use efficiency and
energy services mandates countries to annual energy savings of one per-
cent is being implemented, a time window for big new ideas still remains,
but it is short: EU countries will have to submit their energy saving plans
to Brussels every three years, starting in the summer of 2007. According 
to Dr. Pautzke, the current emphasis is on internal and external insulation
measures in house construction, but home appliance manufacturers can
still make a big contribution, and this is an opportunity that should not 
be missed. 

“If we manage to reduce 

old stocks over the next three

or four years, then we will

have made a big contribu-

tion toward protecting the 

climate.”

Dr. Gunnar Pautzke, brand

portfolio management and

head of the CECED’s “Time-

to-go” task force
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USA: Groundhog Shadow Day
The “Groundhog Shadow Day” initiative, run by local
schools in New Bern, North Carolina, gives high school
students the opportunity to find out about a typical day
in the workplace. The initiative provides BSH, which has
become involved in the project, with a good opportunity
to build contacts with potential recruits to its workforce,
and to do some early talent-spotting. The initiative is now
so popular with children that schools are approaching
companies to ask to participate.

Spain: Maxx Advantage
In conjunction with the NGO Intermon Oxfam, Bosch
Spain launched a campaign last year to reduce consump-
tion of detergents: For every Maxx Advantage washing
machine sold between October 1, 2005 and January 31,
2006 a percentage of the proceeds of the sale was 
donated to a water project in Ethiopia. As a result, a 
total of 18,750 euros went to Intermon Oxfam’s aid 
project offering people access to clean drinking water
there. 

Brasilien: Água Viva 
With its “Água Viva” initiative in collabora-
tion with the Campaign of Fraternity spon-
sored by Brazil’s Bishops’ Conference, BSH
hopes to raise awareness of the value of
water as a resource. The initiative includes
lectures and visits to plants, so that people
can learn about the steps BSH is taking,
such as avoiding creating garbage and 
saving water and energy. In recent years, 
for example, the company has succeeded 
in reducing water consumption per product
from 150 to 70 liters, thus saving 2,500 cubic
meters of water per month.

O U R  C O M M I T M E N T Z U M  T H E M A  E N E R G I E E F F I Z I E N Z  M U S T E R T E X T
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China: Saving Water
In the area of environment in China, saving
water as the basis for all life takes a high
priority. The whole Appliance Park in Nanjing
is equipped with a rain water collection sys-
tem, combined with a system for recycling
water for all the cooling and heating equip-
ment. Highly sophisticated use of natural
ventilation for reducing temperatures in the
factories in summer leads to a reduction 
in water and energy consumption for the 
air-conditioning system. Using international
environment protection standards, rather
than simply adapting local ones, is our 
principle.

Headquarters

Subsidiary companies

Sites certified under ISO 14001

Sites not yet ISO certified (partially 
environmentally insignificant)

Turkey: Disaster Preparedness
BSH’s highly trained rescue team is involved in a 
number of community organizations helping to
develop skills in managing disasters and providing
assistance to victims. BSH’s Disaster Protection
Operation Team is a member of the local Turkish
Crisis Teams. BSH brings its knowledge to the pub-
lic. Firefighters at the BSH Fire Department hold
training sessions for public schools and we cele-
brate Fire Prevention Week. This helps to raise
public awareness of fire prevention techniques 
and improves safety at work and at home. 

Poland: “You are not alone”
2005 saw BSH’s second collaboration with the
“You are not alone” Foundation in #ódź, Poland. 
In support of an initiative in aid of disadvantaged
children, it donated some washing machines and
dishwashers, which were then painted by well-
known TV presenters and given as prizes in a
“draw by text message” on television. Over 
52,000 euros were raised for the good cause.

Israel: Trees for the desert
BSH has donated 500 trees to a project
in the Negev Desert in Israel, of which
the aim is to plant 10,000 trees over the
next two years. We are thus making a
contribution toward both climate protec-
tion and society itself, as the newly green
area is to be used as a recreation area
for local people. 

As at: May 2006
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During the year under review, the BSH Group posted sales of 7.340 billion
euros – up 7.2 percent on last year’s figure. In Germany, Group sales rose 
by 1.1 percent to 1.586 billion euros – the first such rise in four years. Sales
outside Germany again showed a clear rise, this time of nine percent. BSH
thus generated 78.4 percent of its sales revenue outside Germany, an
increase even on last year’s figure of 77.1 percent.

Earnings before Interest and Tax (EBIT)*)

In 2005, earnings before interest and tax (EBIT) amounted to 505 million
euros, or 6.9 percent of sales revenue. 

Employees and Personnel Costs
As of December 31, 2005 the Group employed a total of 35,541 people
worldwide (in Germany 14,088, elsewhere 21,453) – including apprentices – 
980 more than at the end of December 2004. 40 percent of the workforce 
is employed in Germany, 31 percent in Western Europe (excluding Germany
but including Turkey), eleven percent in Asia, six percent in Latin America, 
four percent in North America and eight percent in Eastern Europe. Total
personnel costs amounted to 1.48 billion euros. 

Research and Development Expenses
The Group spent 184 million euros on research and development in 2005.
This represents an increase of 8.9 percent from the previous year. As of
December 31, 2005 BSH employed around 1,700 people in research and
development, over 1,000 of whom work in Germany.

Environmental Costs
BSH reports its environmental costs and investments for the Group as a
whole. Recurring costs (operating costs, capital costs, personnel costs and
charges) for last year stood at 14.1 million euros. Most of this figure was
made up of expenditure on waste management and soil and water protec-
tion. The Group invested 3.9 million euros in environmental protection in
2005, against 3.1 million the previous year. 39 percent of these investments
were made in Germany, with the remaining 61 percent spread among the
international sites.

*) This year was the first in which BSH Bosch und Siemens Hausgeräte GmbH prepared its financial

statements in accordance with the International Financial Reporting Standards (IFRS).
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Reduction in Energy Consumption up to 2005
In percent, base year 1990
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Improving Energy Efficiency
In Europe, electrical appliances carry so-called energy labels indicating their
energy consumption. Appliances are divided into efficiency classes ranging
between A (low consumption) and G (high consumption). This provides a
quick and convenient way for the user to make direct comparisons between
models. In recent years, refrigerators in particular have become much more
efficient. Since 2004, the European Union has also introduced the energy
efficiency classes A+ and A++ to indicate particularly energy-efficient fridges
and freezers that consume an average of 25 and 45 percent less energy
respectively than Class A appliances.

21 percent of the refrigeration appliances sold by BSH already fell into
classes A+ and A++ by 2005. Energy efficiency classes for electric cookers
were not introduced until 2003. 82 percent of BSH freestanding cookers 
and 94 percent of built-in models qualify for Class A rating. Likewise 94 per-
cent of the dishwashers produced by BSH in 2005 could be marketed as
Class A appliances. All of our washing machines already fulfill the require-
ments for Class A, with 42 percent exceeding the requirements, which we
voluntarily classify as Aplus appliances. 

Reducing Energy Consumption
Since 1990, BSH has succeeded in cutting the average energy consumption
of its appliances by more than 40 percent. Reductions in energy consump-
tion of up to 78 percent have been achieved for refrigerators alone. The
most efficient washing machines now require just 0.17 kilowatt hours (kWh)
of energy per kilogram (kg) for a six kg colored wash program (60° C).

Reducing Water Consumption
Continuous development of appliances has reduced water consumption 
in the usage phase by up to 55 percent since 1990 – this reduction was
achieved in dishwashers thanks to electronic sensor technology. With the
sensors regulating the amount of fresh water needed according to the load
and degree of soiling, only nine liters of water per load are required for
lightly soiled loads.

A A+, A++ and Aplus
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Energy Consumption
The factories cover 47 percent of their energy needs with electricity and 
41 percent with gas, a comparatively more environmentally compatible
source, which is primarily used to heat buildings. More than eleven percent
of their energy needs are covered by climate-friendly district heating or 
biomass. Since light heating oil accounts for only one percent, it barely
counts as a source of energy. In 2005, total energy consumption rose from
836 GWh (gigawatt hours) to 863 GWh, year on year. At the same time, 
specific energy consumption per metric ton of product was down on last
year’s figure by four percent, to 796 kWh. BSH was thus early in meeting 
its self-imposed target of reducing energy consumption per metric ton of
product to 829 kWh by 2006.

Water Usage
Year after year, BSH has been able to point out impressive successes in
reducing water consumption, which fell by a further five percent during the
last year. This was due to numerous small measures such as recirculating
cooling water and preventing leaks. The factories derive 63 percent of 
their fresh water needs from the public supply, with 37 percent coming 
from their own drinking water springs. 58 percent of the total volume of
waste water generated is sent to public treatment plants, production 
waste water having first been treated on site. 42 percent of waste water 
can be discharged into nearby surface watercourses in purified form. 
With a water consumption figure of 1,681 liters per metric ton of product,
BSH has clearly more than met its target of reducing water consumption 
by seven percent a year, to 1,832 liters, between the year 2000 and 2006. 

Waste
The major efforts BSH has made in the area of waste are reflected in the
statistical data. Although the indicator for 2005 remained at the previous
year’s level of 89 kg of waste per metric ton of product, the Group managed
to increase the proportion recycled to an impressive 90 percent. Separated
collection of paper and cardboard, plastics and films, glass, wood and 
metal waste has been standard practice throughout the Group for some
time now. Oils and emulsions are sent for recovery after use. The proportion
of hazardous waste to be disposed of is falling worldwide, and in Germany
now stands at 2.1 percent of total waste volumes. The Group is very much
on target to cut the amount of waste generated to 88 kg per metric ton of
product by 2006.

Emissions
In the statistics, the figure quoted for production-related CO2 emissions 
at BSH sites excludes CO2 emissions from the generation of electricity, as
well as emissions related to transport operations. BSH long ago abandoned
the use of substances that were harmful to the climate or the ozone layer 
in products and manufacturing – to the extent that safety concerns allowed
– and replaced them with pure hydrocarbons. Also, the Group’s use of envi-
ronmentally friendly energy sources and optimized furnaces has reduced
emissions of sulfur dioxide and nitrous oxides to almost negligible levels.
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Transport Packaging
Over the last ten years, BSH has succeeded in almost halving the average
weight of transport packaging required for large appliances from 4.1 kg 
per appliance in 1995 to 2.35 kg in 2005. In order to optimize its transport 
packaging, BSH uses the latest testing technology at its warehouse site in 
Giengen to analyze the demands placed on it. They are even able to simu-
late the demands made on individual packages in different countries. The
aim is to ensure that packaging is designed to afford maximum protection
for appliances, until they reach the end customer whilst using the minimum
amount of materials and, consequently, generating as little packaging waste
as possible. Around 61 percent of transport packaging for large appliances
is comprised of paper, cardboard and wood. Plastics such as polystyrene
foam and polyethylene films, which account for around 39 percent, are easy
to reuse or recycle. 

Transport Volumes
BSH strategy is to minimize environmental impact when transporting goods
from factory to customer, and to optimize the interlinking of road, rail and
sea transport routes. In 2005, despite increased sales, it was possible 
to reduce transport volumes within Germany by seven percent, with the 
proportion of goods transported by rail settling at around 11 percent. 

To help reduce noise levels and harmful substance emissions during the
truck transportation of its products in Germany, BSH made “Euronorm II or
better” its target standard as early as 2001, and in 2005 succeeded in meet-
ing it on every count. Also, in line with competitors in the freight industry, 
as of this year Euronorms III and IV are the standard for all BSH shipments.
79 percent of trucks used for local shipments and 97 percent of long haul
trucks now meet this high standard. One haulage company already uses
Euronorm V vehicles on certain long distance routes, and another under con-
tract to BSH runs its vehicle fleet on bio-fuels produced in its own oil mill.

BSH has also increased the proportion of its goods shipped by sea, as this
is a particularly environmentally friendly mode of transport. “Deep sea”
transport, which is now used for four percent of goods exported by sea, is
starting to play a considerable role here, and the use of “short sea” trans-
port is expected to increase further in the medium term (see page 17).

Environmentally Compatible Disposal of End-of-life Appliances
As of March 24, 2006, according to Germany’s Electrical and Electronic
Equipment Act, appliance manufacturers in Germany are obliged to take
back end-of-life appliances and to dispose of them in an environmentally
friendly manner. BSH is well prepared, however: By the end of 2005, it had
entered into concrete agreements on the take-back and disposal of used
refrigerators and other large home appliances with leading specialist firms
in the disposal sector. For BSH, an important factor in its choice of partners
here was that their recycling plants be equipped with the latest technology,
as this will guarantee the highest possible recycling rates coupled with as
little environmental pollution as possible. Since as early as 1994, BSH has
been operating a voluntary take-back system linking the collection of end-
of-life appliances from dealers and “staff sales” customers with deliveries 
of new appliances. Any reusable materials are separated from the waste 
and returned to the materials cycle. For example, in 2005 1,943 tons of
metal, 300 tons of plastic and 25 tons of glass could be regained thanks 
to recycling.
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Transport Packaging
Per large appliances in kilograms

2.79
2.37 2.42 2.35

3.23

4.06

5

4

3

2

1

20052004
II and III II III IV

Proportion of Euronorms II to IV
As percentage of transport volumes

21
3

86
79

11

9899
100

75

50

Local transport

Long distance transport

25

0
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Input flows 2004 2005 Units

A Fixed assets

I.

1.

2.

Land

Developed

Undeveloped

4,237,977

1,708,228

2,529,749

4,320,404

1,759,189

2,561,215

m2

m2

m2 

II. Percentage developed 40 41 % 

B Current assets

I.

1.

Environmentally relevant substances

Process materials*) 2.955 3.662 t

II.

1.

2.

3.

4.

Energy

Electrical energy

Light heating oil

Gas

Others (district heating, wood etc.)

836,460

398,050

5,982

332,611

99,817

862,825

409,290

6,158

349,042

98,335

MWh

MWh

MWh

MWh

MWh

III.

1.

2.

Water

From public supply

From own supply 

1,786,530

1,117,334

669,196

1,822,755

1,140,062

682,693

m3

m3

m3

Output flows 2004 2005 Units

A Products

I. Products (tonnage) 1,009 1,084 1,000 tons

II. Products (numbers) 33,093 34,406 1,000 items

III. Packaging 66,181 66,699 t

B Waste 89,739 96,681 t

I. Waste for disposal

of which hazardous waste

9,828

2,088

9,907

2,018

t

t

II. Waste for recycling 79,911 86,774 t

III. Percentage recycled 89 90 %

C Waste water 1,490,974 1,493,118 m3

I. of which directly discharged 666,959 628,161 m3

II. of which indirectly discharged 824,015 864,957 m3

D Vaporous or gaseous emissions

I.

1.

Organic Substances

Volatile organic compounds (VOC)

110

110

95

95

t

t

II.

1.

2.

Inorganic Substances

Oxides of nitrogen

Carbon dioxide**)

59,859

67

59,792

62,749

33

62,716

t

t

t

The data presented for the input and output flows covers all sites and factories at which BSH carried out production activities during the year under review (ending 

December 31, 2005). The production site in Nanjing, China only opened in 2005 and its figures are not yet included in the reporting. Vacuum cleaner production was 

started there in the same year. 2005 also saw the first dryers come off the production line at a new factory on the #ódź site in Poland.

The totals shown above for input and output flows are used to generate specific indicators, by calculating consumption and emission figures per metric ton of products

manufactured. This procedure makes it possible to evaluate environmental performance consistently, irrespective of fluctuations in production volumes, and conforms 

to the provisions for recording environmental assessment data set out in International Standard ISO 14031.

*) oils, emulsions, solvents, acids and caustic solutions

**) excl. electricity generation and transport operations
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Occupational Health and Safety
BSH has been recording the incidence of accidents in all its factories world-
wide since the year 2000. Accidents occurring at work and resulting in at
least one day’s absence are recorded in the statistics. While the average
duration of absence – a broad gauge of the severity of accidents – remained
more or less constant compared with the previous year, the number of 
accidents per million hours worked fell again. These indicators are also 
used in internal comparisons between Product Divisions and are of central
importance as target figures within the factories’ individual occupational
health and safety management systems. 

Company Suggestions Initiative 
The company suggestions initiative has expanded every year since its incep-
tion, and 2005 was another record year for “top idea”. Ideas and sugges-
tions submitted by a growing number of employees from almost every BSH
site around the world are systematically collected and evaluated. A total of
8,869 employees – 485 more than in the previous year – put forward ideas
during the year under review, representing a participation rate of approxi-
mately 33 percent. BSH was able to implement at least half of the 39,300
ideas submitted, resulting in a net annual saving of 64.5 million euros 
(previous year: 21.9 million). A total of 1.5 million euros was paid out in
awards.

Training and Personal Development 
Capable and motivated employees backed by outstanding managers are
vital to the long-term success of the company. The comprehensive range 
of training and continuing education options that BSH offers lets it find,
support and retain the best employees for the Group. In 2005, investment 
in training and personal development in Germany totaled 15.3 million euros. 

Tailor Made Career Entry
“Tailor made career entry” is what BSH calls its entrant programs offering
graduates interesting opportunities at the start of their careers. An impor-
tant element of these programs is vocational education in different disci-
plines, such as mechatronics and electronics, or business administration
and IT. Alongside vocational education, BSH offers committed high-school
graduates the opportunity of entering into a training contract that lets them
complete a course of study at a vocational or technical college while work-
ing for the company. The portfolio of options for new recruits is rounded 
off by various targeted trainee programs that prepare college graduates for
specialist and management functions.

Personal Development
BSH has started making the training portfolio of its own continuing educa-
tion academy more international, by integrating other providers and includ-
ing e-learning courses in several languages. The technology used means
individual employees can keep their knowledge up to date – and at less 
cost to the personnel development function. In 2005, BSH invested the
equivalent of 375 euros per employee in personal development. We see this
not so much as a social contribution, but as an investment in the future.

2003 2004 2005

Accident Rate – BSH Worldwide
(Accidents resulting in at least one day’s absence from work)

12.9 14.1
10.6

13.012.8
16.5

20

10

0

2003 2004 20052002

Submitters Net annual saving

Company Suggestions Initiative
Employees (thousands) submitting suggestions for 
improvement*)/Net annual savings in millions of ¤

Training Personal development

Accident rate per 1,000,000 hours worked

Days absence per accident

5.9 7.3 11.27.9 21.98.4 8.9

64.5

80

40

0

2002 2003 2004 2005

Apprentices (only Germany) Trainees

Apprentices and Trainees
Number

470

32 2933

469

34

451 460

500

250

2001 2002 2003 2004 20052000

BSH Academy
Number of participants

4,269
3,772

4,295
3,3243,708

2,135

5,000

2,500

0

0

2002 2003 2004 2005

Training and Personal Development
Expenditures in millions of ¤

6.1

9.0 9.1

6.6 6.2 6.0

9.39.3

10

5

0

*) The number of employees whose site or division imple-
mented a “top idea” is used as the base value. The 
number in 2005 was 26,763.
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Employee Structure and Employment
The average age of BSH employees worldwide is 37 years. The worldwide
average for the length of time spent in service is 8.2 years. At 15.5 years,
the individual figure for Germany is particularly high. In 2005, the number 
of apprentices and trainees rose from 1,545 to 1,740, and the total num-
ber of  new employees was 1,100. BSH employees worked an average of
39.9 hours per week. In Latin America, the average is between 40 and 
47.5 hours per week; in Turkey the average is 45 hours per week.

Remuneration and Incentive Systems
With one exception, in the countries in which BSH operates, its wage and
salary levels are average or higher for the region – the latter being the case
in Germany, Greece, Poland, Slovakia and Turkey. Our performance-related
incentive schemes for both wage and salary earners have been introduced
in almost all our international companies.

Career and Family
Flexible working models that help integrate career and family have been
introduced in most BSH companies. To help ease women back into the pro-
fessional environment after giving birth, as well as to benefit new fathers,
almost all BSH companies now offer parental leave. Teleworking is possible
in almost a third of our companies, and part time working in almost half.
Most BSH companies now provide support with child care. 

Equal Opportunities 
About 27 percent of BSH’s 35,500 employees are female. It is a basic 
principle of BSH to grant women equal opportunities, and in many of its
regional companies the principle is already enshrined in written form. The
proportion of women in middle and top management worldwide is therefore
continually rising, even if slowly – by 2005 it had reached 14 percent. Job
applicants may not be discriminated against on the grounds of their sex,
age, religion or origin. By signing the UN Global Compact, BSH has made
this principle binding worldwide. 

Basic Social Welfare Provision
BSH’s voluntary social provision includes company retirement benefits,
loans to employees, anniversary payments and special leave. However, 
this provision is not standard Group-wide, but depends on regional require-
ments and local circumstances.

The data relates to the 15 largest production and sales companies in Germany and elsewhere, in

which 90 percent of its workforce is employed, namely in: Brazil, China, France, the UK, Greece,

Mexico, Peru, Poland, Scandinavia, Slovakia, Slovenia, Spain, Turkey and the USA.

Local
BSH Companies

Flexible working models

Flexible working hours

Teleworking

Part-time working

Parental leave

2004

11

3

9

8

2005

12

4

8

12

Basic Welfare Provision 
and Incentive Systems

Company retirement benefit 
for management personnel

Company retirement benefit 
for wage-scale employees

Results-related earnings system
for white-collar employees

Results-related earnings system
for blue-collar employees

4

4

15

10

4

4

15

11

Employees by Region
In percent

Overview 2004 to 2005

4 North America

6 Latin America

8 Eastern Europe

11 Asia

40 Germany

31 Western Europe

(excl. Germany,

incl. Turkey)
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Environmental Management
■ Initial certification of the Kabinburi (Thailand) and New Bern (USA)

sites under ISO 14001 (see table). 
■ Collective certification requirements for the internal audit system met

through new rules in the Environment Manual. 
■ Start of target value agreements as part of environmental reporting. 

Site-related Environmental Protection
■ Group indicators for water and energy consumption improved by five

percent and four percent respectively. Waste volume remained constant
at last year’s level. 

■ Site-specific environmental objectives were largely met. 

Product-related Environmental Protection
■ Production changeover to RoHS compliances by the end of 2005. 
■ Further improvements achieved in consumption values in all product

areas (energy efficiency classes). 
■ Life-cycle assessments drawn up for washing machines and dryers.
■ Political support lent to planned legislation under the EU framework

Directive promoting eco-design in energy-using appliances (EuP).
■ Revision of internal guidelines on eco-design in home appliances post-

poned until 2006. 

Responsibility for Employees
■ Recording of social indicators extended to cover 100 percent of 

the workforce.
■ Internationalization of human resources activities continued

(HR 2010 program).
■ Revised Corporate Principles implemented fully and internationally. 

Responsibility for Society
■ BSH’s report “Responsibility for the Environment and Society, 2004”

achieved top rating (10) in 2005 rankings in “Capital” magazine and
judged best report from the electrical sector. 

■ Signed CECED Code of Conduct. 
■ Work started on own Code of Conduct. 
■ Collaboration with stakeholders on the plant oil stove project. 
■ Preparation for dialog forum with stakeholders on the subject of “fair

globalization” and held in February 2006. 
■ Framework contract for suppliers amended to include obligation to

abide by principles of the UN Global Compact. 

Brazil: ■ São Paulo

■ Hortolândia 

China: ■ Wuxi

■ Chuzhou

Germany: ■ Bad Neustadt

■ Berlin

■ Bretten

■ Dillingen

■ Giengen

■ Nauen

■ Traunreut

France: ■ Lipsheim

Greece: ■ Athens

Mexico: ■ Mexico City

Poland: ■ #ódź

Slovakia: ■ Michalovce

Slovenia: ■ Nazarje

Spain: ■ Esquíroz

■ Estella

■ La Cartuja

■ Montañana

■ Santander

■ Vitoria

Thailand: ■ Kabinburi

Turkey: ■ Çerkezköy

USA: ■ New Bern

*) See also location map, pp. 20/21

Sites certified under ISO 14001*)
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Environmental Management
■ Conduct corporate environmental audit at ten sites.
■ Draw up target value agreement for environmental indicators with the

sites, as part of environmental reporting.
■ Develop a concept for BSH-standard evaluation of environmental

aspects.

Site-related Environmental Protection
■ Cut consumption of resources (water, energy, raw materials) in line with

internally agreed targets.
■ Pursue site-specific environmental objectives in the areas of clean air,

soil and water protection, waste management and communication.

Product-related Environmental Protection
■ Further improvements in product and consumption figures (energy 

efficiency classes).
■ Revision of the internal guidelines in order to bring the environ-

mentally compatible design of home appliances into line with 
statutory provisions.

■ Continue to lend political support to the EU regulations on 
“integrated product policy” (IPP) and “eco-design in energy-
using appliances” (EuP). 

Responsibility for Employees
■ Establish human resources policy as a driver for profitable growth: 

– Excellent and highly motivated employees.
– Promotion of performance-based and corporate-based thinking.
– Creation of an international human resources network to support 

an internationally oriented human resources policy.

Responsibility for Society
■ Complete and introduce BSH-specific Code of Conduct.
■ Extend plant oil stove project to Africa and hold a stakeholder 

symposium on the subject.
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BSH Group:
BSH Bosch und Siemens Hausgeräte GmbH 
Dr. Herbert Mrotzek
Carl-Wery-Straße 34
D-81739 Munich
Tel.: +49 89 45 90-21 95
Fax: +49 89 45 90-21 48
E-mail: herbert.mrotzek@bshg.com

BSH Group in Spain:
BSH Electrodomésticos España, S.A. 
José Angel Ruperez
Tel.: +34 9 76 57-81 13
E-mail: jose-angel.ruperez@bshg.com

BSH Group in Brazil/Latin America:
BSH Continental Eletrodomésticos Ltda.
Ivana Alves Cunha Ribeiro
Tel.: +55 11 61 20-33 34
E-mail: ivana.ribeiro@bshg.com

BSH Group in China:
BSH Home Appliances Co., Ltd.
Dr. Xiaotian Zhou
Tel.: +86 550 305 27 31-66 68
E-mail: xiaotian.zhou@bshg.com

BSH Group in the USA:
BSH Home Appliances Corporation
Ricky Tucker
Tel.: +1 25 26 36-43 24
E-mail: richard.tucker@bshg.com




