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The most successful ﬁscal year in the company’s history

Editorial of the board

The Executive Board of Hansgrohe SE (from left): Frank Semling, Supply Chain Management and IT, Richard Grohe, Deputy Chairman,
Thorsten Klapproth, Chairman, and Marc Griggel, Production.
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Unique products with real value for the customer, exceptional quality, as well as the ability to think and act
with a view towards the future – these were the strengths that allowed Hansgrohe SE to bolster its position
as an industry leader in the ﬁnancial year of 2014 and achieve a new all-time high. Never before in its
114 - year history has the company achieved a higher turnover or better results!
We are also pleased to announce that in 2014 we gained market share in nearly all distribution regions – in
Asia’s emerging markets, the Middle East, but also in Europe, where we were able to attain above-average
growth, particularly in Germany. International project business also saw positive developments. Collaboration with developers of luxury hotels worldwide, and the opening up of new markets also played a role,
as did the expansion of our distribution network, the development of new IT solutions and more intensive
communication and interaction with our customers via social media.
The secret to our success is no longer a secret. Customers around the world know that we deliver on our
promise of quality. And we live up to our reputation as innovation leader continuously by oﬀering products
with clear added value for the user and always striving to develop even better solutions. In doing so we are
driven by our will to excel, whether in research and development, production, sales, or the way we run our
business. “Successful with Innovations” – our employees live up to this motto every day, making Hansgrohe
what it is: an unmistakable Original. Our sincerest gratitude goes out to all of them for their extraordinary
dedication.
We would also like to thank our customers and business partners. The conﬁdence they place in our
products and services is a great incentive for us to continue delivering superior performance, advance our
business, and continually optimise our processes to achieve mutual beneﬁts. With our long-term growth strategy, we are paving the way together for continued success in the years to come. Inventive genius, courage,
drive, adaptability and vision will continue to guide our corporate policies in the future.

Schiltach, March 2015

The Executive Board of Hansgrohe SE

Thorsten Klapproth

Editorial of the board

Richard Grohe

Frank Semling

Marc Griggel
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At a glance

The Hansgrohe
Group in 2014
With 34 subsidiaries and 22 sales oﬃces, Hansgrohe is one of the few global
players in the sanitation industry. In a competitive ﬁscal year, turnover rose to
EUR 874.1 million (+3.9%) in 2014.
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Performance
874.1 € million
EBIT 151.5 € million
Income 100.5 € million

Sales

Sales Revenues per Employee

239.5 € k

Sustainable Growth
Total

+3.9 %

+3.2 %
Germany +6.3 %
International

The Hansgrohe Group at a Glance

7

Innovative Strength
Contribution to Total Sales
Generated by New Products

26.9 %

(3 years or younger)
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Employees
Worldwide
Germany

3,650

2,231

Education and Training Quota

6.6 %

Key Figures and Ratios
Working Capital Days
Delivery Services

94.4 %

Delivery Reliability

The Hansgrohe Group at a Glance

53

99.4 %
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» It is a great challenge to work in quality

assurance for such a well-known international
company like Hansgrohe. The high production
standards and modern technologies used at our
plant never cease to inspire me. «
Will Yuan
Quality Assurance Manager at Hansgrohe China, Songjiang
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Successful in a Diﬃcult Environment:

Hansgrohe Continues
to Grow
The Hansgrohe Group was able to surpass last year’s record sales and continues
to show proﬁtable growth despite diﬃcult global economic conditions. Project
business development was particularly pleasing in Asia and other emerging
markets, but also in Germany and the United Kingdom.

+ 3.9%

More Turnover =
Highest Turnover
in the Company's
History

+ 4.1%

Overall stable, but with great diﬀerences in economic activity: this best summarises the global economic situation in
2014. In the Eurozone, Germany was the growth engine:
after an unexpectedly strong fourth quarter, the annual
growth amounted to 1.6 % – larger than originally reported.
Expenditures for renovations and real estate were thereby
a prevailing trend. The US economy is also ascending after
a weak ﬁrst quarter. Increasing exports, but also corporate
investments and higher consumption were responsible for the
economic growth in North America.
China overtook the United States last year as the world’s
largest economy in spite of a slowdown in growth. However, the Chinese real estate market stagnated and many
developers experienced sales diﬃculties, which resulted in a
drop in prices. The Russian economy regressed strongly as it
struggled with the collapse of its currency, exodus of capital,
dramatically lower oil prices, and sanctions as a result of the
crisis in the Ukraine. The Latin American economies were also
only able to report limited growth rates, mainly due to sinking
commodity prices.
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Positive Turnover
in Exchange Rate
Adjusted Terms

+ 6.3%

Turnover in the
Domestic Market

Hansgrohe Posts a New All-Time High
The 2014 ﬁscal year was very successful for the Hansgrohe
Group. The company achieved a turnover of EUR 874.1 million as compared to EUR 841.4 million in the previous year.
This means that Hansgrohe surpassed its turnover of 2013, the
largest recorded in its history, by 3.9 percent or EUR 32.6 million (4.1 percent after currency adjustments). Domestic sales
were particularly dynamic, increasing by 6.3 percent. International sales rose by 3.2 percent in spite of a diﬃcult economic
environment.
The positive trend in the period under review is also the result of Hansgrohe’s innovative power. The numerous new products the industry’s trendsetter presented across the globe met
with brisk demand. Thus, the company was able to increase
orders by 6.4 percent compared to the previous year.

Increases in Central Europe and North America
The Hansgrohe Group experienced particularly strong growth
in various European core markets and in North America.
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2014

874 € million

2013

841

2012

805

2011

764

2010

693

Net Sales
Hansgrohe Group

Sales 2014
874.1 € million

International

77.2 %

674.5 € million

National 22.8 %

199.6 € million

With a growth rate of more than 6 percent in Germany,
Hansgrohe once again grew more than the market. Positive
impulses from the construction industry and additional orders
within the global projects business unit, strongly contributed
to the company's growth on the domestic stage. Considerable growth was also achieved by the subsidiaries in the UK
and France. North America belonged to the sales regions
with the strongest absolute growth. A very pleasant sales
trend was also noticeable in Turkey – since the end of 2013,
Hansgrohe has been present there with a wholly-owned sales
subsidiary in Istanbul. At 77.2 percent the share of revenue
from outside Germany remained nearly unchanged from the
previous year (77.7 percent in 2013).
The Hansgrohe brand is still the main driver of growth.
It continued the trend of the past ﬁve years and was able to
generate a net sales increase of 5.2 percent. Demand for
products equipped with the Select technology, the new Croma
shower systems and the Logis mixer range was particularly
strong.

“iSpecify” – an International Success
With 34 subsidiaries and 22 sales oﬃces, Hansgrohe is one
of the few global players in the sanitation industry. The company is present on all continents, selling ﬁxtures and showers
in 144 countries last year. Worldwide market development is
of high strategic value for Hansgrohe, which is why the com-
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pany has consistently pursued its globalisation strategy over
the past few years. Expanding its sales and distribution team,
strengthening its international designer network, developing
eCommerce and maintaining close customer contact through
social media channels were only a few of the measures introduced in 2014.
The introduction of “iSpecify” was a big win for both
customers and sales consultants. This tool is user friendly
and a real time saver; it allows clients to select products and
download speciﬁcation sheets directly into their own project
management tool. Project data collected with “iSpecify” are

The new project management tool
“iSpecify”.
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automatically fed into the IT system; this ensures substantially
faster processing.

Considerable Growth in Project Business
Project business generated considerable growth for the Hansgrohe Group in 2014. Fortunately, Germany and the United
Kingdom also contributed signiﬁcantly to growth in this segment, otherwise dominated by emerging markets. Hansgrohe
supplied design and luxury hotels such as the Mira Moon in
Hong Kong, the Sheraton in Melbourne, and the Four Seasons in Milan with sophisticated bathroom designs. Moreover, Hansgrohe mixers and showers sailed the seven seas;
for example, on the Norwegian Breakaway, a dream ship
constructed by the Meyer Werft shipyard in Papenburg and
launched in 2014. The fact that the company’s products ﬁt into
any stylish environment, and their environmental compatibility
and energy eﬃciency meet the demanding standards of a
ﬂoating hotel with 4,000 passengers, has made Hansgrohe
the preferred partner of shipyards and shipping companies.
Considering the ongoing boom in the cruise ship industry, this
market continues to promise large potential for future growth.

New Increase in EBITDA Margin
Results show that 2014 was a record year for the Hansgrohe
Group. The EBITDA margin for 2014 was 20.8 percent, signiﬁcantly higher than the value for 2013 (18.5 percent).

Eﬃciency at Hansgrohe has a name: “Hansgrohe Plus 21”.
This programme has allowed the company to systematically optimise its results since 2001. In 2014, measures implemented as
part of the programme saved the company EUR 18.5 million.

Investing in Innovation Power
Growth through innovation: this has been Hansgrohe’s recipe for success since the company was founded. To maintain
its high level of innovative power, the Hansgrohe Group invested EUR 37.4 million in the period under review. Most of
the capital invested went into equipment for new products
and into tools and machinery, followed by investments in new
real estate and buildings. The expansion of the Chinese production plant also progressed. The new production facilities
of the Shanghai plant began operating in 2013, and Hansgrohe enlarged them in 2014, signiﬁcantly boosting production output. In mid-2014, the ﬁxtures and shower specialist
installed the ﬁrst automated grinding and polishing system,
making the future production of cast parts much more costeﬃcient.
Hansgrohe is also a pioneer when it comes to improvements in distribution. Among other things, the company invested in the expansion of its sales team, in marketing and
in IT solutions for improved eﬃciency. With a strategy that
keeps an eye on development, production, distribution and
organisational processes, Hansgrohe is well equipped for
the future – and will continue to grow proﬁtably.

At the Hansgrohe site in Shanghai, Hansgrohe expanded the production machinery and increased the output considerably. Mid-year the bathroom
and sanitation specialist installed the ﬁrst fully-automated bevelling and polishing machinery.

Hansgrohe Continues to Grow
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Sheraton Hotel
Melbourne/Australia

International Project Business

The Sheraton in Melbourne: the bathrooms
of the 5-Star hotel were equipped with
Axor Citterio ﬁxtures and Hansgrohe Raindance showers.
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International Project Business

Mira Moon
Hongkong/China

The Mira Moon hotel in Hongkong combines Chinese traditions with contemporary interior design. Opulent mosaic
displays, quirky decor, and traditional artisanry meet with
Axor Urquiola bathroom ﬁxtures.

Hansgrohe Continues to grow
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» At the Hansgrohe
Talent Factory we lay the
groundwork for tomorrow's
success stories. I am strongly
motivated by accompanying
young talents at the start of
their careers, giving them the
key to their own personal
success stories, and following
their development. «
Clarissa Lehmann
Head of Trainings & Graduate Recruitment, Schiltach
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Interview:

“We Inspire our
Customers”
Thorsten Klapproth, Chairman of the Executive Board of Hansgrohe SE, on the
2014 ﬁnancial year, growth plans and the future orientation of the company.

Mr. Klapproth, 2014 was a special ﬁnancial
year for the Hansgrohe Group. The company
generated record sales, and on October 1st
you became Hansgrohe’s new Chairman of the
Executive Board. How would you describe the
company’s performance to date and your initial experience at Hansgrohe? We are very pleased
to report sales revenues of EUR 874.1 million, especially
considering that the situations in Russia, Ukraine and other
crisis regions made conditions diﬃcult, and considering the
company was operating in an unsettled economic environment.
Our EBIT of EUR 151.5 million is also very gratifying –
it represents the best operating result in the history of the
company. This was made possible by the outstanding performance of more than 3,600 Hansgrohe employees.
As far as my start at Hansgrohe is concerned, I can
say that I was in a comfortable situation: I had had the
opportunity of getting to know the company in August and
September before oﬃcially assuming my position on October 1st; during that time, I visited all of the company’s
production facilities and spoke with employees, business
partners and customers.
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What impressions did you take home with you
from this world tour? Regardless of where I was,
whether in the company, with customers or suppliers, there
was one thing I noticed everywhere: a highly motivated
team, passionate about their work and eager to win. The
commitment of our employees, their enthusiasm for innovation, and the way they identify with our brands and
products is impressive. I am very happy to be a part of
Hansgrohe.

How would you rate 2014 with regards to individual distribution regions? We grew and gained
market share in nearly all regions worldwide. We performed exceptionally well in the United States, where we
expanded our business through the sales of kitchen mixers
and other products. But we also recorded above- average
growth rates in several European countries, such as the

Interview

» The commitment of our
employees, their enthusiasm
for innovation, and the way
they identify with our brands
and products is impressive. I
am very happy to be a part of
Hansgrohe.
Thorsten Klapproth
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United Kingdom and France. Our growth in China slowed
down a bit in 2014; however, we do not share the pessimistic outlook of some economists, who consider China to
have “stepped on the brakes”. On the contrary, the economic growth rate of China was more than 7.4 percent
in 2014.

» For those who want to
maintain their claim to global
leadership and further
strengthen their position,

What role does the German domestic market
play for Hansgrohe? Although the international business has become considerably more important for Hansgrohe in the last 20 years, the German market is still the
backbone of our company. This is why we want to remain
particularly strong in the domestic market and continue to

22

ﬂexibility and quick responses
to change are inevitable.
Thorsten Klapproth
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develop our market share here. I am certain that together with our retail and trade partners we will succeed in
achieving this.

All things considered, what do you want to improve? What direction will Hansgrohe be taking in the next years? For those who want to maintain their claim to global leadership and further strengthen
their position, ﬂexibility and quick responses to change are
inevitable – resting on the laurels of the past would be
devastating. If you stand still, you fall behind. This applies
equally to research and development, production, distribution, marketing and business administration. One thing is
certain: innovative power with regards to functionality and
the overall experience in the bathroom is and will continue
to be one of our greatest strengths.
But that alone is not enough. We must shape both of
our brands. Hansgrohe and Axor represent our trendsetting
products. They must be known, not just to retailers, installation professionals and architects, but also to customers
who are planning their homes; they too must be enthusiastic about our brands and actively seek them out. This is why
we will continue to invest a great deal in marketing – and
communicate very intensively with our customers.

Why is this becoming increasingly important?
Because we have to activate new distribution channels
that are close to the customer. Whether they are online or
shops in prime urban locations, our brands have to be on
people’s minds, and even better, in people’s hearts.

Does this mean that the company has to boost
brand awareness even further? Yes, and we have
to raise their proﬁle even further. Our multi-brand strategy
is right. Let’s take the automobile industry as an example.
The Axor brand is in the same league as Porsche, and
Hansgrohe is aimed at the BMW or Audi customer. To reach
these customers, we need relevant messages and the appropriate measures. We will take a more diﬀerentiated approach and communicate more clearly and more focused.

» Whether they are online
or shops in prime urban
locations, our brands have to

How would you currently evaluate the company’s potential for growth? Just look at our market
share! All markets still oﬀer ample room for growth. This
is why it is worth concentrating on our core competencies
and continue to strengthen them. We want to ambitiously
consolidate our position and push our growth rate. In re-

Interview

be on people’s minds, and even
better, in people’s hearts.
Thorsten Klapproth
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cent years, we have grown with the market. As a company with a claim to global leadership we must step up the
pace: it is our goal to grow more than the market.

Isn’t that a bit unrealistic? No. We are in a strong
position and in recent years we have laid the groundwork
for continued growth. Our products are market leaders; we
have created an international presence on which we can
build. But we cannot rely on past glories.
The market is growing and bathrooms and kitchens are
more and more frequently being used as living spaces –
this bears great potential for growth. We will take advantage of these opportunities. We have identiﬁed potential
areas in recent months – the project business, for example,
or the kitchen – and laid out a comprehensive strategic
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» The market is growing and
bathrooms and kitchens are more
and more frequently being used
as living spaces – this bears great
potential for growth. We will take
advantage of these opportunities.
Thorsten Klapproth
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growth project that will involve all areas of the company
and oﬀer our customers even greater added value in the
future.

In recent years there has been a trend in the
industry toward full-range suppliers for kitchens and bathrooms. What will Hansgrohe’s future product portfolio look like? First of all I would
like to point out that this is nothing new: this trend toward
consolidation is a step Hansgrohe took long ago by entering into a strategic partnership with the Masco Group
in the 1980s. However, we do not aspire to become an
all-rounder like some of our competitors. We do not want
to be retailers and deal with the complete conﬁguration of
kitchens and bathrooms.
Instead, we believe that it makes more sense to be
the leading specialist and innovator in the premium and
mid-price segments. With this in mind, with the expansion
of our product range, we will concentrate on the ﬂow of
water through a building. In other words, we will continue
to focus on the functionality of water in the kitchen and
bathroom – the ﬂow of water from the wall to the drain and
perhaps even beyond.
We will continue to set the pace in these areas, drive
the market and delight our customers with the way we approach water in the kitchen and bathroom. This strategy
will allow us to succeed in gaining a higher share of the
market.

Who is responsible for providing the impulses
for these new growth targets: the Executive
Board, Masco or the shareholders? The Executive
Board is in charge of managing the company – one of our
responsibilities is to develop strategies for Hansgrohe and
set ambitious goals. We want to continue to be successful
and maintain our position as market leader. This is why we
will be consolidating our position in the years to come by
implementing various growth initiatives. Our shareholders
support the strategy of the Board. The long-term strategy
of the company is discussed with the Supervisory Board.

The company announced several changes in the
Executive and Supervisory Boards in mid-February of this year. Klaus Grohe, the 78-year
old Chairman of the Supervisory Board and
long-standing Chairman of the Executive Board,
will no longer stand for re-election. Klaus Grohe
has decided not to run for re-election when his term expires

Interview

» We will continue to focus on
the functionality of water in the
kitchen and bathroom – the
ﬂow of water from the wall to
the drain and perhaps even
beyond. This strategy will allow
us to succeed in gaining a
higher share of the market.
Thorsten Klapproth

in April. Klaus F. Jaenecke, who has been on the Supervisory Board since March 2014, has been nominated to succeed him as Chairman. And Pierre Nicolas Grohe will run
for election as a new member of the Supervisory Board at
the annual meeting in April; he will represent Syngroh, the
holding company of the Klaus Grohe family. Frank Schnatz
will assume his position as new Executive Board member
for the Technology Division on May 1, 2015.
With these new members of the Supervisory Board and
the Executive Board, we have set the course for the future;
together with our highly dedicated employees, we have
what it takes to continue writing the Hansgrohe success
story.

Quite a few changes all at once… That is correct. But
continuous change has always been one of Hansgrohe’s
greatest strengths. Today, we are one of the most innovative global players in the sanitation industry. We want to
remain successful and will actively deal with changes.
And we will continue to be curious, shape markets
through innovation and proximity to our customers, and ensure functionality and comfort in bathrooms and kitchens
across the globe. In everything we undertake together, we
remain true to ourselves. After all, we are Hansgrohe – the
Original. Since 1901.

Mr. Klapproth, thank you for your time!
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» At the Axor plant we manufacture mixers and showers

for the world’s most famous buildings, and for luxury
cruise liners like the Queen Mary 2. Together with my
team I make sure that production, supply and logistics are
perfectly coordinated – just as perfectly as our products
are designed to ﬁt into exclusive environments. And when
everything is just right we can say: full speed ahead! «
Alexander Kuderer
Head of Product Planning, Axor Production Facility, Schiltach
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Axor:

Fascination with
Water and Form
The design brand Axor succeeded in strengthening its position in the period under
review and was able to further consolidate its role as a trendsetter in the sanitation
industry. Spectacular new products and numerous international awards bolstered
Axor’s role as a pioneer of personalised bathroom solutions of outstanding technical and aesthetic quality.

than 20 years ago – breaking
The high-end bathroom ﬁxtures marAxor Stark V: With its fascinatnew ground and making bathket developed very unevenly across
ing vortex, the transparent mixer
rooms more attractive by turning
the globe in 2014. Thanks to its
them into customised living spaces.
Axor products, the company was
and
fountain
oﬀers
an
intensely
Following the joint development of
able to signiﬁcantly increase its
several successful bathroom collecmarket share in Europe, particularsensual water experience at the
tions, Axor revolutionised the way
ly in the United Kingdom. The ecowe interact with water on a daily
nomic upturn in the United States
washbasin.
basis with the launch of Axor
and strong demand for premium
Starck V in 2014. More like a
bathroom solutions also had a
positive eﬀect on sales revenue. One of the drivers of growth fountain than a tap, the transparent mixer transforms the ﬂow
in the period under review was the Axor Starck Organic col- of water into a fascinating vortex. It oﬀers an intensive and
sensuous experience of water at the washbasin and brings
lection, which was ﬁrst launched in 2012.
Demand from around the world was also very high for the together several innovative technologies.
The spout is made of crystal glass and can be detached
Axor Citterio M and Axor Urquiola collections. The design
brand was able to further strengthen its competence in the for easy cleaning in the dishwasher; it also features a reduced
shower sector in the period under review. The Axor Shower- ﬂow rate of four litres per minute and a high level of user comProducts launched in 2013 and developed in collaboration fort. The debut of Axor Starck V in the Axor ﬂagship showwith the design studios Front and Nendo, generated inter- room in Milan sparked exceptionally high interest among
national sales that exceeded expectations. Moreover, their architects, interior designers, customers and the media.
distinctive look further boosted Axor’s image as a trendsetter
in bathroom design.
Real Added Value for the User
The Axor Citterio E collection and the Axor Universal range
of accessories, both launched in 2014, also combine innoThe Vitality of Water
Axor began working with French designer Philippe Starck more vative spirit, outstanding quality of design and workmanship,
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The transparent washbasin mixer Axor Starck V
oﬀers an intensely sensual water experience.
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Axor

29

plement numerous Axor collections. The products, consisting
of various rails, shelves and grab bars, can be used individually or combined to achieve aesthetically appealing solutions in bathrooms, and to some extent in kitchens, too.
The sophisticated presentation of the design brand’s
unique collections attracted a great deal of public attention
at many international design fairs in the period under review.
At the furniture fair in Cologne in early 2014, Axor exhibited
its products on a new stand for the ﬁrst time. Other presentations at Maison&Objet in Singapore, the Salone del Mobile
in Milan, HomeDesign in Dubai and at the Biennale Interieur
in Kortrijk, for example, were received enthusiastically and
demonstrated that Axor innovations have highly promising
sales potential.

The new single-lever washbasin mixer
Axor Citterio E.

and functions that give the user real added value. They were
created in collaboration with the Italian architect and designer Antonio Citterio. The contrast of soft shapes with clean
lines and surfaces is characteristic of the Axor Citterio E products; they exude elegance and quality and blend perfectly
with a wide variety of design environments, from art nouveau
mansions to modern city apartments. The twelve products
that make up the range of Axor Universal Accessories com-

Beautiful Aesthetics –
Exceptional Craftsmanship
The Axor Manufaktur is a valuable addition to the brand’s
strategy of creating products that satisfy the most demanding aesthetic and technical requirements. With its creative
achievements and customised services, the Axor Manufaktur
underlines the brand’s focus on the luxury market. It oﬀers personalised solutions of industrial quality at standardised prices
with deﬁned delivery times; availability is guaranteed for up to
10 years. The Axor manufacturing department applies painstaking care to customising products. This includes applying
special surface ﬁnishes, shortening or extending mixers and
showers, as well as personalising products with initials, crests
or logos. There are currently 15 special standardised scratchand cleanser-resistant ﬁnishes available; in 2014 the demand
was high and contributed to a signiﬁcant increase in revenue.

The Axor Universal Accessories Program.
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Award-Winning Creativity
The many awards Axor received in the period under review
are evidence of the brand’s role as leader in the development
of exclusive products that oﬀer the highest level of comfort. In
2014, the Axor LampShower by Nendo and the Axor ShowerPipe by the Swedish design trio Front received one of the
interior design industry’s most prestigious design prizes: the
Interior Innovation Award “Best of Best”. Both products were
also successful, winning the “Red Dot” in the summer: the
jury awarded them the highest rating “Best of the Best” for
best product design combined with the highest functionality,
formal and emotional qualities.
The prominent international jury of the Wallpaper* Design Award 2014 recognised the brand for its outstanding
design process, from the conception to ﬁnished product and
speciﬁcally for the best shower concept.

Various design awards document the leading role of Axor when it
comes to developing exclusive design objects.

Much More than Just a Product
The number and quality of sought-after awards bestowed on
Axor demonstrate the recognition of a competence that goes
far beyond the development of a product itself. The brand
consistently focuses on creative freedom when designing
new collections to allow for designs that go beyond conventional thinking. For 20 years now, Axor has been working
together with international architects, interior and product designers to develop “Axor WaterDreams” – visions for bathroom environments. An open and interdisciplinary dialogue
between Axor and design partners from around the world
supports this strategic approach. This ensures that the design
brand continues to succeed in setting new standards in the
sanitation industry.

The free-standing bathtub
mixer Axor Citterio E.
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Four Seasons Hotel
Milan/Italy

International Project Business

Inside the new luxury spa at the 5-Star Four
Seasons Hotel in Milan, Axor bathroom
taps complete the exclusive ambience.
Their softly, shimmering Gold-Optic ﬁnish
complements the sophisticated wooden
surfaces and the warm, sand-colored marble in the showers. Fixtures from the Axor
ShowerCollection were combined with the
Raindance Rainfall and individualised with a
brushed Gold-Optic ﬁnish.
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International Project Business

The Chedi Andermatt
Andermatt/Switzerland

The small village of Andermatt stands for Alpine Chic: encircled by snow-covered mountains, the place at the foot of the
Gotthard massif has retained its romantic ambience. With the new, luxurious Alpine resort, an artful connection between
alpine bathing culture and modern wellness was achieved. The iconic bathroom ﬁxtures from the Axor Starck and Axor
Starck X collections re-inforce the timeless, classic design of the suites.

Axor
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» I have been with Hansgrohe since

my vocational training as an instrument
mechanic more than thirty years
ago – and there's never been a dull
moment! As a test assembler I make
sure new shower systems and overhead
showers arrive in serial production. It is
fascinating to constantly experience new
product developments. A most recent
example: the Select-Technology. «
Martin Armbruster
Research & Development, Schiltach
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Hansgrohe:

Success at the
Push of a Button
The company’s premium brand, Hansgrohe, continued its dynamic growth in the
ﬁnancial year of 2014, achieving a new record turnover. Hansgrohe’s Select technology, which allows users to easily regulate the ﬂow of water and change the
shower’s spray mode at the touch of a button, was very well received. Hansgrohe’s
innovation delighted customers and retail partners across the globe, generating
further growth.

Overall, sales of Hansgrohe mixers, shower heads, shower
systems and drainage technology increased by more than 5
percent in the period under review. This conﬁrms the brand’s
strategy of consistently focusing on technical innovation,
high-quality design, ﬂexibility and user comfort. The shower product segment was a strong driver of sales revenue in
2014. Hansgrohe’s complete shower systems earned high
marks among customers; product solutions, such as shower
pipes, performed particularly well due to their easy installation (ideal for bathroom renovation projects), a high level of
shower comfort and good value for money.
The entire year’s sales and marketing activities concentrated on the company’s new Select technology, marketed as
“well-being at the push of a button”. The easy-to-use and elegantly designed products did exceptionally well in all markets in the period under review. As a result, even more Hansgrohe products now feature this technology. The premium
brand set new benchmarks in the mass market segment: all
products – shower heads and shower pipes – from the Croma
range, one of its best-selling lines, now also feature the Select
button. The customers’ individual showering habits, as well
as the desire to give them greater freedom in the design of

36

their bathrooms, were decisive factors in the development of
these products.

Metris Select – Fun in the Kitchen at the Push of
a Button
In 2014, the company also applied its power of innovation
to extending comfort beyond the bathroom: with the launch
of the Metris Select mixer, Hansgrohe’s Select technology
could now also be found in the kitchen.
The Select button is at the front of the mixer head, making it easy and convenient to use, even with the back of your
hand or your elbow. It creates an ergonomic workﬂow in
the kitchen, conserves water and energy, and it eliminates
unnecessary cleaning. Purely mechanical, the button turns
the ﬂow of water on and oﬀ without changing ﬂow rate and
temperature.
The Soft Cube design of the Metris Select mixer blends
in well with numerous kitchen design styles and harmonises
with the rectangular shapes of many modern sinks – a design achievement that was rewarded with the “red dot” in
2014.
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The Select-Technology – Pleasure at the Push of a Button.
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Baking Fun with a Button: German TV-Star Enie van de Meiklokjes at an exclusive baking event with journalists and bloggers from interior
design/food magazines and blogs in the Private Kitchen of Hamburg's EAST Hotel. Together they tested the new Hansgrohe Metris kitchen
faucet, which, thanks to the Select-Technology, releases water at the touch of a button.

Added Value through Design – Hansgrohe Logis
Quality design has always been part of the Hansgrohe
brand’s DNA and involves much more than just appearance.
Hansgrohe’s designs combine quality, function and value to
the customer. The company’s collaboration with Phoenix Design has stood for ﬁrst class design, convenience and product
durability for more than 30 years. By consistently addressing
changing customer needs, Hansgrohe continues to set new
standards in the mixer and shower sector. According to the

principle of “design for all”, everyone should be able to use
their products easily and comfortably.
One of Hansgrohe’s award-winning products in 2014 was
Logis, the brand’s newest mixer range. The prominent jury of the
internationally sought-after “red dot” design award assessed
innovation, function, ergonomics and ecological compatibility
and bestowed the Logis range with the “red dot” award. The
washbasin mixer also scored top marks with the Design Center
Baden Wuerttemberg, taking home the “Focus Gold” award.

Best marks were given to
the Logis range of faucets
from the Design-Center
Baden-Württemberg: Focus
Gold Award 2014!
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Harmonious Interaction
One of the main goals in developing the Logis range of mixers was to guarantee its harmonious interaction with numerous
modern washbasins. Research and development staﬀ carried
out Hansgrohe ComfortZone testing and combined Logis
products with many diﬀerent ceramic types by leading manufacturers. Testing was conducted under realistic conditions. The
splash behaviour of the mixer was tested with varying water
pressure and when washing hands; the tests also determined
the amount of free space needed between mixer and washbasin. The results were summarised in recommendations that
dealers can refer to on the Hansgrohe website.
The Logis mixer also features eﬃcient technologies such
as EcoSmart, CoolStart and AirPower that guarantee ease of
use and conservation of resources. Due to its water- and energy-saving features, the Logis mixer achieved an “A” rating
in its WELL certiﬁcation, the best possible classiﬁcation in the
“Home” category. The Water Eﬃciency Label of the European
Association of Valve Manufacturers, EUnited Valves, provides
consumers with a useful guide to water- and energy-saving mixers and showerheads.

Hansgrohe Service 2.0
At Hansgrohe, product innovation goes hand in hand with the
continuous improvement of processes and services. Modern
online support and software tools for mobile devices assist
consumers in choosing products, locating dealers, and visualizing Hansgrohe products in their own bathrooms. Social
media and real-time communication via LiveChat create the
basis for increased interaction with the customer and further
development of products.

And the Winner is… Hansgrohe!
Many awards and prizes show that Hansgrohe also sets
new trends in customer involvement. During the period under review, the brand received the German award for online
communication for its “Word-of-Mouth” campaign marking
the launch of the Raindance Select E 120 hand shower. The
award recognises exceptional projects, professional campaign planning and forward-looking strategies for digital
communication – such as the product test Hansgrohe carried
out on www.trnd.com.
In just two weeks, more than 25,000 consumers aged 18
to 65, from Germany, Austria and Switzerland, volunteered

Distinction for the word-ofmouth campaign on the
occasion of the Raindance
Select E 120 launch.

Hansgrohe

Deutscher Preis für
Onlinekommunikation 2014

GEWINNER

For service, innovative strength, and product quality, Hansgrohe
received various accolades from the sanitation trade.

to test one of 500 Raindance Select E 120 hand showers.
In only two months, the product testers posted some 500
detailed product reports online. Moreover, there were more
than 8,000 entries on the trnd blog and countless status messages, tweets and photos on social media. All in all, there
were well over 800,000 mentions in online conversations.

“Innovation Champion of 2014”
Hansgrohe also received several awards from the sanitary
trade for service, power of innovation and product quality. In
an industry survey conducted by ”markt intern” (mi) 20,000
professionals in the sanitation trade voted Hansgrohe Metris
the “Mixer of the Year” for the second consecutive time;
Hansgrohe’s Select technology was elected “Innovation
Champion of 2014” and the company’s services in the categories “Manufacturer Support”, “Consumer Advertising”,
“Delivery Services” and “Ease of Installation” also received
top marks.
Hansgrohe achieved record results in 2014 thanks to
high-quality products and dedicated services. In 2015, the
premium brand will continue to delight its customers with innovations that oﬀer real added value.
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South Africa
International Project Business

The South African Department of Environmental
Aﬀairs in Pretoria stands for energy eﬃciency at the
highest level. Fixtures from the PuraVida and Focus
range contribute to this: thanks to the Hansgrohe
EcoSmart-Technology, the water ﬂow of the electronic
faucets is restricted; this is a sustainable method that
still results in a full-bodied water spray.
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International Project Business

Norwegian Breakaway
America

The “Norwegian Breakaway“ is one of the largest cruise ships ever built in the Meyer Werft in Papenburg, Germany.
Fixtures from the Hansgrohe Metris range shine in the bathrooms, and in the Spa area guests are treated to a pleasant
massage under Hansgrohe Raindance overhead showers (pictured below).

Hansgrohe
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» As an apprentice at Hansgrohe, I felt at

home in the Talent Factory right away.
I am part of a team in which everyone has
the opportunity to solve tasks individually,
and when I need help, there is always
someone there to consult. It's really fun to
learn from people who are so good at
what they do. «
Dennis Riester
Process Engineering Apprentice, Schiltach
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People at Hansgrohe:

Motivated and
+LJKO\(ƷFLHQW
Employees are the backbone of the Hansgrohe Group. The success of the company
would not be possible without their dedication, their myriad of skills, qualiﬁcations
and ideas. In the 2014 ﬁnancial year, Hansgrohe continued its commitment to further
employee development with numerous programmes, services and activities, resulting
in “Germany’s Best Employer Award”.

3,650
Hansgrohe employees in 2014 –
149 more than in 2013.

1,419
38.9%

Our employees
international (38.9%)
and national (61.1%).

The sustainable growth rate of the Hansgrohe Group is also
reﬂected by the number of employees working for the company: as of 31 December 2014, the group had 3,650 employees worldwide – 149 more than in the previous year. The
three company locations in Germany had a total of 2,231
employees, including 29 who were employed in regional ofﬁces outside of Germany. This means that about 60 percent
of the workforce is employed in Germany. The turnover rate
remained low at 1.8 percent.
Between 200 and 270 temporary workers contributed
to increased ﬂexibility in production and administration in
2014. A works agreement was concluded in 2013 on the
use of temporary staﬀ at the German locations; it stipulated
the maximum proportion of temporary staﬀ and the conditions for permanent employment at Hansgrohe. In 2014,
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2,231
61.1%

+ 17.9%
Increase of employees in the
past ﬁve years.

feedback meetings were held for the ﬁrst time for all temporary employees who had worked for more than 12 months
at the German locations. Last year, the company was able to
give 47 temporary employees an employment contract.

Train – Promote – Challenge
Hansgrohe’s excellent results in the period under review
were made possible by the workforce’s above-average performance and its commitment to move Hansgrohe forward,
which the company rewarded with bonuses amounting to
EUR 1.25 million. The money was distributed among all employees at the German locations, including temporary staﬀ.
Targeted measures implemented by Hansgrohe in 2014
again succeeded in making the company highly appealing
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Challenging tasks and an attractive employer: with passion and professionality,
the employees at Hansgrohe work on individual solutions for the bathroom.
Pictured above is the team of the Axor Manufaktur (from left to right): Frank
Soppart, Timo Kimmich, Lothar Schoch, Wolfgang Faisst, David Kaupp, Swen
Wieland and Michael Schondelmaier in Schiltach, Germany.

People at Hansgrohe
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Transferring knowledge, constantly curious, and always willing to learn: training and development is a top priority for the Hansgrohe HR team.

to trainees. The second “Night of Training” at the Talent Factory, Hansgrohe’s training centre, was very successful; the
event met with a high level of interest and opened its doors
to more than 300 visitors. The company also held a special
event, “Girls Have What It Takes”, to further encourage the
number of applications from girls and young women for
vocational and technical training. Participants were given
insight into product development and production, explored
their own skills at the Talent Factory and received information
on career opportunities at Hansgrohe.
Forty-three young people began their training at Hansgrohe in the period under review. The company currently has
a total of 145 trainees, raising its trainee quota to 6.6 percent – a ﬁgure well above the German national average for
the metalworking industry.
As part of a pilot project, Hansgrohe exported its training
programme to China for the ﬁrst time. The company’s mixer
production facility in Songjiang, China was expanded by
roughly 8,000 square metres in 2013 and production nearly doubled. As a result, the need for qualiﬁed workers rose.
Hansgrohe ensured a very high level of quality of training at
its Songjiang production site by oﬀering a dual education
programme in cooperation with the German Chamber of
Commerce in China and the training centre in Taicang.

Lifelong Learning
Hansgrohe’s goal-oriented Human Resources policy also centres on the individual and continuous development of its employees. As part of its talent management strategy, the company promotes young talents from its own ranks for future
management positions. Supervisors are therefore increasingly involved in HR development. Employees who have been
with the company for a longer time are also encouraged to
take advantage of lifelong learning as an opportunity to further their professional careers. With this in mind, the Human
Resources Department held an event in 2014 called “Further
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Training@Hansgrohe”, where they oﬀered comprehensive information on continuing education programmes for professionals. This strategy will continue to be pursued over the coming
year with initiatives such as “CareerPerspectives@Hansgrohe”.
Running parallel to the further education measures in Germany, HR development also focused on international training
projects in 2014. Employees of the company’s subsidiaries,
for example, completed several international training courses
on marketing and distribution.

Health at Hansgrohe
At 3.4 percent, the illness-related absence rate remained low
in 2014. Hansgrohe set up a targeted health management
programme toward further reducing sick-leave rates and
helping employees achieve and maintain a healthy work-life
balance. It includes workshops on maintaining a healthy balanced diet, an annual health week, massages and physical
exercise breaks at the workplace, ergonomics training and
medical check-ups.
In the period under review, the actions “Physical Fitness
at Work” at the shower rod production line of the Oﬀenburg
plant, and at the Axor production line at the Schiltach West
plant, focused on avoiding back problems. Physiotherapists
conducted courses teaching employees how to relieve strain
on the muscular system at the workplace.

Employee Involvement – Shaping the Future
For the ﬁrst time in 2011, Hansgrohe’s employee survey
systematically examined how employees perceived the company, identiﬁed potential for improvement and determined
which strategies contributed to a higher level of employee
satisfaction. This feedback led to measures being taken that
addressed issues such as how to reconcile work and family
life, the work environment, leadership, personal perspectives,
and the company’s activities and culture. Meanwhile, several
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new measures have been introduced, among them childcare
during the Pentecost and summer holidays, Hansgrohe family services for matters related to childcare and the care of
relatives, as well as workshops on leadership and ﬂextime
work options. Since April 2014, Hansgrohe has oﬀered social counselling services and support in times of stressful professional and private situations. A second employee survey
was conducted in autumn of 2014. The goal was to evaluate
changes and gather new ideas. Results will determine new
measures for improvement to be initiated in 2015.
To prepare for meeting the challenges posed by demographic change, Hansgrohe created a working group in
2014 dedicated to demographics. The group systematically
analyses the demographic situation in both the company as
a whole, and in individual areas. The ﬁrst key ﬁelds of action
are laid out in a demographics road map and address the
issues of employee retention, knowledge management and
HR development.

Hansgrohe – a Distinguished Employer Brand
An important indicator of how satisﬁed employees are with
their employers is the “Deutschlands bester Arbeitgeber”
award (Germany’s Best Employer Award). The German
news magazine FOCUS, the online business network Xing,
and the employer rating website Kununu conducted a survey to determine which companies are the best employers
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in 22 diﬀerent industries. Results are based on evaluations
by 19,700 employees from all age groups and positions,
and 23,200 ratings posted on Kununu. Hansgrohe came in
second in the ﬁnished and consumer goods industry category and sees this recognition as both acknowledgement and
incentive to continue with its current strategies.

The German news magazine Focus,
the business network XING, and the
employer evaluation platform Kununu
all named Hansgrohe one of “Germany’s best employers“.

Pictured below: Hansgrohe promotes the health of its employees
with diﬀerent initiatives; for example, through a coaching session
with German javelin world champion Christina Obergföll.
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» Hansgrohe is full of ideas – also when

it comes to protecting the environment and
conserving valuable resources. Our aircleansing machinery in our foundry in Schiltach,
is one of many examples with which we try to
continuously optimise our energy eﬃciency. It
is just great to be a part of this team and take
responsibility for our environmental footprint. «
Benjamin Hahn
Energy Manager, Germany
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Sustainability:

What Moves
Hansgrohe
For decades, Hansgrohe has seen itself as an “advocate for water”. The passion
for this life-giving and vulnerable element is reﬂected by the company’s sustainable
business policies and practices. In 2014, the period under review, the commitment
of the company toward its employees, the environment and society as a whole
bore fruit in many ways: it increased energy eﬃciency, improved occupational
safety, produced a successful Hansgrohe Water Symposium and led to the sponsorship of the “Swim for Science” environmental sports project.

-21%

30%

+15%

Water usage compared to the
2010 reference year.

Waste compared to the 2010
reference year.

Increase in energy efﬁciency
compared to the 2010
reference year.

Quality assurance and the precise documentation of business processes are the basis of sustainable economic activity
at Hansgrohe. The company works with an integrated management system (IMS) that includes quality, environmental,
energy and occupational safety management. It helps the
entire organisation to continually monitor and achieve its
quality and sustainability targets.
To lend more transparency to the company’s internal energy ﬂows, and as a basis for identifying potential energy
and resource savings, Hansgrohe in Germany introduced a
comprehensive energy data collection system and an energy
monitoring system. At the same time, Hansgrohe in France in-
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cluded occupational safety and environmental management
in its management systems.
The ﬁrst certiﬁcation of the IMS took place in late 2014,
fulﬁlling ISO 9001 (quality), ISO 14001 (environmental),
BS OHSAS 18001 (occupational safety) and ISO 50001
(energy management) standards.

)RFXVRQ(QHUJ\(ƷFLHQF\
Hansgrohe’s management board deﬁned ambitious sustainability targets as early as 2010. Water consumption at the
company’s facilities worldwide was to be lowered by 10 per-
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Rheies Wasser xxx

Rhine swimmer Andreas Fath extracts one of
numerous water samples. Critical contamination
limits were not exceeded!
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Water consumption in m³, hazardous waste in t and energy consumption in MWh / products sold, in t
10.72
4.29
0.10
3.94

9.24
0.08

0.08

3.87
3.69

0.08

3.65

8.48

8.26

0.06

188,563

174,938

165,707

165,100

177,633

1,747

1,471

1,552

1,585

1,350

75,376

74,540

77,665

76,756

76,529

7.94

2010

2011

2012

2013

2014

2010

2011

2012

2013

2014

2010

2011

2012

2013

2014

Water consumption in m3
3

Water consumption in m /products sold in t

Hazardous waste in t

Energy consumption in MWh

Hazardous waste in t/products sold in t

Energy consumption in MWh/products sold in t

cent over the next ﬁve years, direct CO2 emissions were to be
reduced by 20 percent, and the use of hazardous substances
cut by 10 percent. The reference value is the total weight of
products sold. The reference year is 2010. In-house experts
in the “Energy Transition” working group have been identifying the company’s energy-saving potential since 2012 to further improve its use of energy, save resources and use energy
more eﬃciently. One focus of attention during the ﬁnancial
year of 2014 was to switch oﬀ everything that consumed
electricity when not in use. In the past, technical facilities were
often active even when nothing was being produced; today
these facilities are powered down whenever possible. Internal company guidelines stipulate that lighting, compressed
air and other systems must be switched oﬀ as soon as they
are not needed. At the Axor foundry in Schiltach for example, electronic switches have been installed that can be used
to deactivate sections of the facility’s comprehensive exhaust
system when they are not needed. Other projects and technical improvements aimed at achieving greater energy eﬃciency are being analysed and successively put into practice. In
late 2014, plans for a new lighting system using sustainable
technology were prepared for the injection moulding facility
and its adjoining areas at the plant in Oﬀenburg.
Thus far, measures implemented from 2010 to the end of
2014 to achieve greater energy eﬃciency have led to energy savings amounting to 2.7 million kWh (electricity and gas
consumption). Accordingly, energy eﬃciency (calculated from
MWh per tonne of products sold) has risen by 15 percent
compared to the reference year 2010.
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In the Axor foundry, vapors are disposed of in an environmentally
friendly way by means of a suction cleaner. Electronic switches
make sure deactivated sections of the facility’s comprehensive
exhaust system are deactivated when they are not needed.

In spite of improved energy eﬃciency, CO2 emissions in
the Hansgrohe Group decreased by only 5 percent during
that period, due to increased production and expanded capacity, and to changes in conditions for the purchase of electric power. The German energy transition has caused a rise
in the number of lignite and hard coal power plants generating electricity, resulting in higher carbon dioxide emissions
per unit of electricity purchased. Moreover, due to increased
production at its plant in Shanghai, Hansgrohe bought more
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electricity in China, where power is generated predominantly
by coal-ﬁred power plants.
Good news on water consumption: in spite of a constant
increase in production worldwide, the Hansgrohe Group succeeded in lowering water consumption by 21 percent compared to the reference year 2010. A slight rise of 7 percent in
water consumption was recorded in the period under review
(2014) due to stricter testing requirements and increased production in China.

Safe Working Conditions
Hansgrohe’s highest priority is the safety of its workforce.
Improving conditions continually is one of the company’s
clearly deﬁned sustainability targets. The key indicator for
occupational safety LTIR (Lost Time Injury Rate) was reduced
by half – to a value of 0.56 – in the period under review
compared to the previous year. Intensive and regular training, occupational safety initiatives and optimised workﬂow
are the principle elements of this success. A key aspect in
improving occupational safety since the end of 2013 has
been the consistent documentation of near incidents. This has
enabled the company to increase awareness of possible risks
among the workforce and reduce potential dangers.

“Water Technologies of the Future”
Beyond its activities in production, administration and distribution, Hansgrohe is committed to societal and environmental responsibility. The water symposia hosted annually by
Hansgrohe since 2008 have focused both on the fascination
of water and the vulnerability of our natural water resources.
The seventh Hansgrohe Water Symposium was dedicated to future water technologies. Clean water is becoming
increasingly scarce and therefore environmentally friendly
solutions that are economically viable are urgently needed in
building technology. Nine international water experts active
in research and industry spoke about their sustainable and
innovative water projects. The focus of the symposium was
the responsible use of drinking water, intelligent wastewater
disposal and the multiple reuse of greywater as a regenerative source of energy. One of the speakers was Professor
Andreas Fath; his “Swim for Science” project advocates effective water pollution control.

“Rhine Water”
In summer 2014, Hansgrohe, as “advocate for water”,
sponsored an unusual science/environmental sports project,
initiated by Andreas Fath, Professor of Physical Chemistry
and Analytics specialising in Environmental Technology at
Furtwangen University (HFU). Andreas Fath swam the entire

Sustainability

"Water Technology of the Future" was the topic of the seventh
Hansgrohe Water Symposium. Holistic solutions around the use
of water in the domestic space were debated during the one-day
event in the Hansgrohe Aquademie in Schiltach.

Nine water experts from the realms of research and economics
presented their water projects in lectures and workshops.

length of the Rhine River in just 28 days – from its source in
Switzerland’s Lake Toma to its mouth at Hook of Holland in
the Netherlands. The goal of the Rhine Water project was to
examine conditions in the river and ﬁnd new methods of water pollution control. Along the entire stretch of his 1,231- kilometre swim, the “crazy” chemistry professor, as the media
often referred to him, gathered both swimming experience
and water samples.
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his Rhine tests to the general public at the Hansgrohe Water
Symposium in autumn 2014. During the Children’s Aquademie,
a series of lectures at the Hansgrohe Aquademie for children
aged eight to twelve, the professor used language youngsters
could understand to talk about his experiences and the environmental aspects of his Rhine tour.

Frank Semling, Member of the Hansgrohe SE Board, with one of
1,000 Hansgrohe ﬁxtures donated to the victims of the Balkan ﬂood.

1,000 Bathroom Fixtures Donated
for Flood Victims in the Balkans
It was the worst weather catastrophe in the Balkans since
weather recording began: the ﬂood of the century, hitting
Croatia, Bosnia-Herzegovina and Serbia in mid-May.
Hansgrohe provided practical help to people in the region
by donating 1,000 bathroom ﬁxtures, which were delivered to aﬀected private households by aid organisations,
such as the Red Cross or central coordination bodies.
Frank Semling, member of the board of Hansgrohe SE,
was in charge of the donation campaign together with
Dirk Rennau, Area Sales Manager Southeastern Europe
at Hansgrohe SE. Hansgrohe has had ties to the Balkans
for many years – not in the least because of own employees in the region. It was important to improve the hygienic
conditions. That also meant providing the victims with functioning bathrooms.

A team of students from the HFU and water experts from
various research institutes such as EAWAG, the Swiss water
institute, analysed water samples daily. Andreas Fath’s “Rhine
Marathon” was a novelty not only in research circles – international print, radio and television media were greatly interested
in the project as well. Andreas Fath presented the ﬁrst results of
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Critical Contamination Limits Not Exceeded
Andreas Fath’s bottom line: critical contamination limits were
not exceeded anywhere along the Rhine River. However, the
river does hold a complex mix of chemicals. The further downstream, the higher the concentration of non-biodegradable substances, such as pharmaceutical drugs. For example, medicines
that help to lower blood pressure are detectable starting in
Ilanz in Switzerland; their concentration increases continuously until the Rhine reaches its mouth in the North Sea.
The long-term goal of Andreas Fath and his team of researchers is to mineralise hazardous substances at their origin, so that the waters are not contaminated in the ﬁrst place.
An electro-chemical procedure developed by Andreas Fath
has already yielded ﬁrst results: it makes toxic substances
non-hazardous. This will be the future research focus of Professor Fath at the university in Furtwangen, Germany.
Hansgrohe also assumes social responsibility at an international level. The company sponsors projects that improve
living conditions for children, as well as projects that encourage our understanding of water as a life-giving element and
our responsibility toward this precious resource.

The “Village de la Paix” Children’s Village
The initiative “Kinder brauchen Frieden” e.V. (Children Need
Peace, a German non-proﬁt organisation), has been running
a children’s village in Kigali, Rwanda since 2000. One hundred children, orphaned by war and AIDS, live in the “Village de la Paix” (Village of Peace), where they are being
prepared for an independent future. The children receive
food and clothing, medical attention, and education and vocational training. The village’s primary school was enlarged
in 2014. Hansgrohe SE and its workforce donated sanitation
ﬁxtures and more than 50,000 euros to this project. This allowed the organisation to construct an additional building: a
new, separate toilet facility for the school grounds. The washbasins were equipped with Hansgrohe mixers that meet the
special requirements posed by local water conditions, both in
terms of water pressure and water quality.
Sustainable thinking and practices have always been an integral part of Hansgrohe’s philosophy. The company will continue in future to face the challenge of balancing business success with social responsibility and environmental protection.
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Help for the Kigali Children's
Village in Rwanda. Hansgrohe
SE and its employees made
a ﬁnancial donation of over
EUR 50.000 and product
donations that meet the speciﬁc
requirements of the local water
supply.

Nachhaltigkeit
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» The energy and passion with which our

crew goes to work – that’s the fuel of our
success. We’re investing more than ever in
an eﬀective work organisation so that it can
be used to drive a powerful engine. We do
our best for our employees and they do their
best for Hansgrohe’s success. A real win-win
situation! «
Renee’ Maxwell
Head of Human Resources Hansgrohe USA, Alpharetta
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Chairman of the Supervisory Board, Klaus Grohe:

“May water continue
to fascinate you!”
It’s been nearly half a century since my ﬁrst day as a Sales Director at Hansgrohe
in January of 1968. As Chairman of the Executive Board, I had the privilege of
managing the company for over three consecutive decades, and, more recently, I
have presided over the Supervisory Board. Now, I have decided not to stand for
re-election to the Supervisory Board once my term expires in April 2015.
What has driven me all these years was my passion and enthusiasm for
Hansgrohe. It was my wish to continuously and successfully lead the company
founded by my father and make life for our customers and partners a bit more convenient and enjoyable with our value-added products. It is impossible to achieve
this goal alone; you need a motivated team that is willing to take on challenges,
has the kind of curiosity and patience it takes to come up with solutions to technical
problems, and is eager to break new ground. At Hansgrohe, I was lucky to have
always worked side by side with dedicated and talented colleagues.
When I took over the management of the company from my brother in 1975,
Hansgrohe was still a small drainage specialist in Germany’s Black Forest region.
Today we are one of the few global players in the sanitation industry. Hansgrohe owes its growth mostly to the fact that the
company has been able to continually reinvent itself over the years. Here in the Black Forest, we have developed trendsetting
innovations such as the Tri-Bel, a design icon and the ﬁrst hand shower with three spray modes, as well as the world’s ﬁrst
single-lever kitchen mixer with a pull-out spout. We also wrote bathroom history when we launched the Raindance showerhead range and our EcoSmart technology, which makes it possible to use water in a sustainable way. In the 1990s we developed minimalistic single-lever mixers and thermostats, thereby turning Hansgrohe into a full-range manufacturer.
Besides technology, I was very interested in design from an early stage – I was eager to see the concept of ‘good form’
arrive in the bathroom. This desire led to our close collaboration with world-famous designers such as Hartmut Esslinger,
Andreas Haug, Tom Schönherr, Philippe Starck and Antonio Citterio.
Those of us, who, like me, live in the Black Forest, encounter water on daily basis. In rivers it spins and swirls, and in creeks
it bounces along – inspiring!
Naturally, one deals with the sustainable handling of water and new ideas come to life: innovations like the glass mixer
Axor Starck V with its vortex show that our passion for design and water is endless.
Hansgrohe has ambitious plans for the coming years. I am certain that we are well positioned for the future and look forward to following the company’s continuing development. I wish you all the best and warmly thank you for working with me
throughout these past years. May water continue to fascinate you!
Sincerely yours,

Klaus Grohe
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The Supervisory Board, from left: Keith Allman (President and CEO, Masco Corporation),
Klaus F. Jaenecke (Member of the Supervisory Board), Klaus Grohe (Chairman), Stefan Krischak (Elected
Employee Representative), Barbara Scholl (Elected Employee Representative), Richard O‘Reagan (Deputy
Chairman; Group President, Masco Corporation).

Letter from the Chairman of the Supervisory Board
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Balance Sheet
as of Dec 31, 2014
Hansgrohe Group

ASSETS in €k

Dec 31, 2014

Dec 31, 2013

6,759

5,295

II. Tangible assets

131,799

127,000

III. Financial assets

678
139,236

750
133,045

1. Raw materials and supplies

31,215

28,256

2. Semi-ﬁnished goods

20,034

18,565

65,739
116,988

55,922
102,743

93,064

84,302

700

617

15,660
109,424

16,688
101,607

III. Cash and cash equivalents

382,366

348,129

Total current assets

608,778

552,479

C. Deferred charges and prepaid taxes

4,377

2,837

D. Deferred taxes

4,345

3,149

194

189

756,930

691,699

A. Fixed assets
I. Intangible assets

B. Current assets
I. Inventories

3. Finished goods and merchandise goods

II. Accounts receivable and other assets
1. Accounts receivable for goods and services
2. Accounts receivable from aﬃliated companies
3. Other assets

E. Debit due to netting of assets assigned to accruals
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Balance Sheet
as of Dec 31, 2014
Hansgrohe Group

TOTAL EQUITY AND LIABILITIES IN €K

Dec 31, 2014

Dec 31, 2013

I. Subscribed capital

61,156

61,156

II. Capital reserves

11,735

11,735

307,411

292,762

100,531
480,833

89,309
454,962

58,772

52,431

7,604

10,049

80,614
146,990

70,642
133,122

3,940

4,626

68,379

59,265

1,457

1,045

55,328
129,104

38,679
103,615

3

0

756,930

691,699

A. Shareholders’ equity

III. Retained earnings
IV. Net income
Total shareholders’ equity
B. Accruals
1. Pensions reserves
2. Accrued taxes
3. Other reserves and accrued liabilities

C. Liabilities
1. Liabilities to ﬁnancial institutions
2. Accounts payable, trade
3. Accounts payable due to aﬃliated companies
4. Other liabilities

D. Deferred items
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Consolidated Statement of Income
for the period from 1 January 2014 to 31 December 2014
Hansgrohe Group

2014

2013

Germany

199,612

187,762

Subsidiaries

520,255

465,984

Export

154,207

187,703

Net sales

874,074

841,449

Total performance

903,821

858,489

Cost of materials

367,301

360,270

Personnel expenses

196,341

185,148

Other operating expenses

158,659

157,467

EBITDA

181,520

155,604

20.8

18.5

30,041

29,959

151,479

125,645

17.3

14.9

(2,565)

(951)

148,914

124,694

17.0

14.8

(656)

(656)

Income taxes

(47,727)

(34,729)

Net Income

100,531

89,309

11.5

10.6

in €k

in % of net sales
'HSUHFLDWLRQRQÀ[HGDVVHWV
EBIT (operating proﬁt)
in % of net sales
Financial results
Result from ordinary activities
in % of net sales
Extraordinary result

in % of net sales
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Key Figures
2010 – 2014
Hansgrohe Group

RESULTS

2014

2013

2012

2011

2010

€m

874.1

841.4

805.5

764.2

693.1

%

77.2

77.7

77.1

77.0

77.8

Total performance

€m

903.8

858.5

830.6

787.7

720.4

EBITDA

€m

181.5

155.6

143.3

157.0

153.7

%

20.8

18.5

17.8

20.5

22.2

€m

151.5

125.6

114.8

128.6

129.1

in % of net sales

%

17.3

14.9

14.3

16.8

18.6

Result from ordinary
activities (EBT)

€m

148.9

124.7

115.9

131.0

129.6

in % of net sales

%

17.0

14.8

14.4

17.1

18.7

€m

100.5

89.3

81.0

90.4

93.8

%

11.5

10.6

10.1

11.8

13.5

Depreciation (incl, goodwill)

€m

30.0

30.0

28.5

28.4

24.6

Change in (pension) reserves

€m

6.4

4.6

4.5

2.7

2.7

Change in special items

€m

0.0

0.0

0.0

0.0

0.0

€m

136.9

123.9

114.0

121.5

121.1

%

15.7

14.7

14.2

15.9

17.5

€m

367.3

360.3

350.0

311.9

266.0

%

40.6

42.0

42.1

36.9

36.9

persons

3,559

3,446

3,328

3,192

3,129

€m

196.3

185.1

177.9

162.8

157.0

factor

2.733

2.691

2.702

2.923

2.894

Net sales
from foreign sales

in % of net sales
EBIT

Net income
in % of net sales

&DVKÁRZ
in % of net sales
Cost of materials
in % of total performance
Employees
Employees according to
§ 267 (5) of HGB
Personnel expenses
Productivity
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The World of Hansgrohe

Locations

Find the online version of facts & ﬁgures 2014 here!
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Hansgrohe SE
Auestraße 5-9
77761 Schiltach
Phone: +49 7836 51 0
Fax: +49 7836 51 1300
info@hansgrohe.com
www.hansgrohe.com

Denmark
Hansgrohe A/S
Jegstrupvej 6
8361 Hasselager
Phone: +45 86 28 74 00
Fax: +45 86 28 74 01
info@hansgrohe.dk
www.hansgrohe.dk

Argentina
Hansgrohe S. A.
Av. del Libertador 14323
B1640APB Martinez
Buenos Aires
Phone: +54 11 4733 2400
Fax: +54 11 4733 2499
info@hansgrohe.com.ar
www.hansgrohe.com.ar

Finland
Hansgrohe SE
Kavallinmäki 15
02710 Espoo
Phone: +358 207 931 340
Fax: +358 207 931 349
info@hansgrohe.fi
www.hansgrohe.fi

Australia
Hansgrohe Pty Ltd
Level 1, 123 Camberwell Rd,
East Hawthorn, 3123 Victoria
Phone: +61 3 9811 9971
Fax: +61 3 9804 0042
info@hansgrohe.com.au
www.hansgrohe.com.au

France
Hansgrohe S.A.S.
Parc d‘activités les Pins
67310 Wasselonne
Phone: +33 3 88 04 21 60
Fax: +33 3 88 04 21 61
info@hansgrohe.fr
www.hansgrohe.fr

Austria
Hansgrohe Handelsges. mbH
Industriezentrum
N.Ö. – Süd, Straße 2d/M18
2355 Wiener Neudorf
Phone: +43 223 66 28 30
Fax: 43 223 66 19 05
info@hansgrohe.at
www.hansgrohe.at

Belgium
Hansgrohe N .V.
Riverside, Business Park
lnternationelaan, 55 Building K
1070 Anderlecht
Phone: +32 2 543 01 40
Fax: +32 2 537 94 86
info@hansgrohe.be
www.hansgrohe.be

Brazil
Hansgrohe Brasil
Metais Sonitários Ltda.
Alamedo Joaquim Eugênio
de Lima, 61
Bela Vista, 01403-001
São Paulo, SP
Phone: +55 11 3149 7070
Fax: +55 11 3149 7099
info@hansgrohe.com.br
www.hansgrohe.com.br

China
Hansgrohe Sanitary Products
(Shanghai) Co., Ltd.
No. 2999 Shengang Road
PRC – 201611 Songjiang
lndustrial Zone (East) Shanghai
Phone: +86 21 3774 2200
Fax: +86 21 3774 2202
info@hansgrohe.com.cn
www.hansgrohe.com.cn

Croatia
Hansgrohe d.o.o.
Horvatova 82, 10010 Zagreb
Phone: +385 1 5630 800
Fax: +385 1 5630 899
info@hansgrohe.hr
www.hansgrohe.hr

Czech Republic
Hansgrohe CS s.r.o.
Dornych 47, 617 00 Brno
Phone: +420 511 12 05 50
Fax: +420 511 12 05 99
info@hansgrohe.cz
www.hansgrohe.cz

Hansgrohe S.à.r.l.
Parc de Haute Technologie
27, rue Georges Besse
92182 Antony Cedex
Phone: +33 1 46 11 45 00
Fax: +33 1 46 11 45 39
contact-fr@hansgrohe.com
www.hansgrohe.fr

Germany
Hansgrohe Deutschland
Vertriebs GmbH
Auestraße 5-9
77761 Schiltach
Phone: +49 7836 51 0
Fax: +49 7836 51 1141
info@hansgrohe.de
www.hansgrohe.de

Hungary
Hansgrohe Kft.
Forgách utca 11 – 13
1139 Budapest
Phone: +36 1 236 9090
Fax: +36 1 236 9098
info@hansgrohe.hu
www.hansgrohe.hu

India
Hansgrohe India (pvt.) Ltd.
Office Nos, 601 – 604
Lunkad Sky Station
Viman Nagar
411016 Pune, Maharashtra
Phone: +91 20 6625 9500
Fax: +91 20 6625 9599
info@hansgrohe.in
www.hansgrohe.in

Italy
Hansgrohe S.r.l.
S.S. 10 km, 24,4
14019 Villanova d‘Asti (AT)
Phone: +39 0141 93 11 11
Fax: +39 0141 94 65 94
info@hansgrohe.it
www.hansgrohe.it

Japan
Hansgrohe Japan K.K.
Tennozu First Tower 2F
2-2-4 Higashi Shinagawa
140-0002 Tokyo
Phone: +813 571 53 059
Fax: +813 571 53 088
info@hansgrohe.co.jp
www.hansgrohe.co.jp

Kazakhstan
Hansgrohe SE
Nauryzbai Batyr street 1
part A3, Microdistrict „Keremet“
50013 Almaty city
Phone: +7 727 3150916
Fax: +7 727 3150917
info@hansgrohe.kz
www.hansgrohe.kz

Malaysia
Hansgrohe Pte. Ltd.
Penthouse (Level 27)
Centrepoint South
The Boulevard, Mid Valley City
Lingkaran Syed Putra
59200 Kuala Lumpur
Phone: +60 122 10 35 99
Fax: +60 320 96 97 82
info@hansgrohe.com.sg
www.hansgrohe.com.sg

Mexico
Hansgrohe S. de R.l. de C.V.
German Centre, 0-2-02
Av. Santa Fe #170
Col. Lomas de Santa Fe
01210 Mexico, D.F.
Phone: +52 55 5261 4191
Fax: +52 55 5261 4199
info@hansgrohe.com.mx
www.hansgrohe.com.mx

Middle East & Africa
Hansgrohe Middle East &
Africa Ltd.
Pentadaktilou Street 2
Office 104
7101 Larnaca (Aradippou),
Cyprus
Phone: +357 24 813 081
Fax: +357 24 813 031
me.support@hansgrohe.com
www.hansgrohe-middleeast.com

Netherlands
Cleopatra BV
Handelsweg 45
1525 RG Westknollendam
Phone: +31 75 647 82 00
Fax: +31 75 647 85 00
info@cleopatra.nl
www.cleopatra.nl
Hansgrohe BV
Handelsweg 45
1525 RG Westknollendam
Phone: +31 75 646 1400
Fax: +31 75 646 1700
info@hansgrohe.nl
www.hansgrohe.nl

New Zealand
Hansgrohe Pty Ltd.
PO Box 72332 Papakura
Phone: +61 3 9811 9971
Fax: +61 3 9804 0042
info@hansgrohe.com.au
www.hansgrohe.com.au

Norway
Hansgrohe A/S
Jegstrupvej 6
8361 Hasselager, Denmark
Phone: +45 86 28 74 00
Fax: +45 86 28 74 01
info@hansgrohe.no
www.hansgrohe.no

Panama
Hansgrohe SE
Regional Office Central
America & The Caribbean
Oficina 803, Edificio Office One,
Calle 58, Obarrio, Bella Vista
Ciudad de Panama
Phone: +507 263 1343
Fax: +507 263 1341
www.hansgrohe-la.com

Poland
Hansgrohe Sp. z o.o.
Ul. Sowia 12
62-080 Tarnowo Podgórne
Phone: +48 61 816 86 00
Fax: +48 61 816 86 09
info@hansgrohe.pl
www.hansgrohe.pl

Russia
Hansgrohe O.O.O.
Semenovskaya Square 1A
Business-Center
„Sokolinaya Gora“, 21st floor
107023 Moscow
Phone: +7 495 647 07 35
Fax: +7 495 647 07 45
info@hansgrohe.ru
www.hansgrohe.ru

Singapore
Hansgrohe Pte. Ltd.
69 Mohamed Sultan Road
239015 Singapore
Phone: +65 6884 5060
Fax: +65 6884 5070
info@hansgrohe.com.sg
www.hansgrohe.com.sg

Slovakia
Hansgrohe CS s.r.o.,
organizacna zlozka
Priemyselná 1/a
821 08 Bratislava
Phone: +420 511 12 05 50
Fax: +420 511 12 05 99
info@hansgrohe.sk
www.hansgrohe.sk

South Africa
Hansgrohe South Africa (Pty) Ltd.
30 Archimedes Road
2090 Kramerville
Johannesburg
Phone: +27 11 445 0000
Fax: +27 11 445 0199
sales@hansgrohe.co.za
www.hansgrohe.co.za

South Korea
Hansgrohe Pte. Ltd.
No. 931 Hyundai Parisian,
Mok-Dong, Yangcheon-Gu
Seoul
South Korea 158-050
Phone: +82 2 2061 1900
Fax: +82 2 2061 1901
info@hansgrohe.com.sg
www.hansgrohe.co.kr

Sweden
Hansgrohe AB
Svangatan 2B
416 68 Göteborg
Phone: +46 31 21 66 00
Fax: +46 31 19 01 03
info@hansgrohe.se
www.hansgrohe.se

Spain
Hansgrohe S.A .U.
Riera Can Pahissa, 26
8750 Molins de Rei
Phone: +34 93 680 39 00
Fax: +34 93 680 39 09
info@hansgrohe.es
www.hansgrohe.es

Switzerland
Hansgrohe AG
Industriestrasse 9
5432 Neuenhof
Phone: +41 56 416 26 26
Fax: +41 56 416 26 27
info@hansgrohe.ch
www.hansgrohe.ch

Taiwan
Hansgrohe Pte. Ltd.
No. 25, 4F, Suite 620
Sec. 1, Dun Hua S. Road,
Taipeh
Phone: +886 2 2570 182
info@hansgrohe.com.sg
www.hansgrohe.com.sg

Turkey
Hansgrohe Armatür San. ve
Tic. Ltd. Şti.
Fulya Mh. Ortaklar Cd.
Bahçeler Sk. No: 17 K: 3
34387 Şişli - İstanbul
Phone: +90 212 273 07 30
Fax: +90 212 273 07 40
info@hansgrohe.com.tr
www.hansgrohe.com.tr

UK
Hansgrohe Ltd.
Units D1 and D2, Sandown Park
Trading Estate, Royal Mills
Esher, Surrey, KT10 8BL
Phone: +44 1372 465 655
Fax: +44 1372 470 670
enquiries@hansgrohe.co.uk
www.hansgrohe.co.uk

Ukraine
LLC Hansgrohe
8 Ilyinskaya Street, Entrance 8
Business Center Ilinsky
04070 Kiev
Phone: +38 44 392 2040
Fax: +38 44 392 2069
info@hansgrohe.ua
www.hansgrohe.ua

United Arab Emirates
Hansgrohe SE (JLT Branch)
Swiss Tower, Office 1904
Jumeirah Lake Towers
Dubai
Phone: +971 4 4480 200
Fax: +971 4 4480 299
me.support@hansgrohe.com
www.hansgrohe-middleeast.com

USA
Hansgrohe, lnc.
1490 Bluegrass Lakes Parkway
30004 Alpharetta, GA
Phone: +1 800 334 0455
Fax: +1 770 889 1783
info@hansgrohe-usa.com
www.hansgrohe-usa.com
Axor NYC Design Studio
29 Ninth Avenue
New York, NY 10014
Phone: +1 212 463 57 90
axornyc@hansgrohe.com

Hansgrohe SE • Postfach 1145 • 77757 Schiltach, Germany
Telephone +49 7836 51 - 0 • Telefax + 49 7836 51 - 1300
info@hansgrohe.com • www.hansgrohe.com

Let's stay connected!
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