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“As a family-owned company we have 
 always been aware of our responsibility to 
our employees and to society as a whole. 
The approach our company takes is there-
fore born out of the conviction that we 
should, to the greatest extent possible, 
leave our planet to following generations 
in a better condition.”
Richard Oetker
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Richard Oetker

Chairman of the Executive Board of 

Dr.  Oetker GmbH and personally liable partner 

of Dr. August Oetker KG
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Dear Ladies and Gentlemen,

Over recent years the issue of sustainability has developed with amazing rapidity to become 
a megatrend. This megatrend pervades all areas of life, affects all functions and sectors and 
confronts us during our everyday working lives and leisure time. Despite the fact that we 
sometimes tend to become weary of the subject, its signifi cance for us, the society in which 
we live and our planet is enormous: climate change, scarcity of resources and demographic 
change are just some of the aspects involved, the effect of which will in the future dramatically 
infl uence our lives – and, to an extent, already do. 

We can strongly assume that the issue of sustainability, and more specifi cally how we deal 
with it, will defi ne the future of our society and therefore of our company too. We therefore 
need to face up to this megatrend and our actions must be directed at both reducing the 
 associated risks and identifying the resulting opportunities. This will allow us to position our 
company for the future. 

A sustainable approach to management and corporate responsibility has always been at the 
heart of the Dr. Oetker family business. We do not take a short-term approach – we think in 
terms of generations. Based on our fundamental philosophy of reconciling commercial success 
with the needs of the environment, our employees and society, we do not consider our com-
pany to be simply a service provider that is quantifi ed by turnover and profi t. On the contrary, 
we see ourselves as a social unit within society as a whole. 

During the course of our corporate history we have repeatedly implemented extensive mea-
sures and projects to ensure sustainable development, long before the term “sustainability” 
acquired its current meaning. Dr. Oetker has always pursued its own course. We take a consid-
ered approach to implementing measures. We do not take hasty decisions simply because 
public opinion currently appears to deem a particular subject fashionable. The degree of con-
fi dence in our brand represents both a commitment and a motivation for us. 

In this sustainability report we wish to convey an insight into our understanding of sustain-
ability, our associated sustainability activities and our social commitment. As a company, we 
have designed our strategy to be long-term, cross-generational and resource-conserving – 
 always with the objective of remaining a reliable partner to our customers, business partners 
and employees.

With best wishes,

Richard Oetker
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Executive Board

Richard Oetker

Chairman of the Executive Board of 

Dr. Oetker GmbH and personally liable 

partner of Dr. August Oetker KG.

Rainer Lührs

Board member with responsibility 

for Marketing and Research and 

 Development. He is the coach for the 

ambient food product line.

Ralf Blomeier

Board member with responsibility 

for Human Resources, Organization 

and Logistics.
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Andreas Unruhe

Board member with responsibility for 

Controlling, Procurement, IT Services 

and Insurance. He is the coach for the 

professional product line.

Dr. Martin Reintjes

Board member with responsibility 

for Sales. He is the coach for the chilled 

products line.

Dr. Christian von Twickel

Board member with responsibility 

for Production and Technology, 

Environment and Quality Management. 

He is the coach for the frozen 

food product line.
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Portrait
A tradition of sustainable management
Entrepreneurial responsibility has long been at the heart of established practice at the Dr.  Oetker family 
 business. Throughout a company history that stretches back for 125 years, Dr.  Oetker has evolved 
certain principles and courses of action that are never aimed at quick profit maximization, but are always 
geared towards the sustainable economic development of the company.

DR. OETKER

Established over a century ago in Bielefeld, the 
Dr.  Oetker family business is one of the leading brand-
ed businesses in the German food processing industry. 
It all began when pharmacist Dr. August Oetker took 
over a pharmacy in Bielefeld in 1891. There he de-
veloped the Backin baking powder, which ensured 
that every cake turned out successfully thanks to its 
high- quality ingredients and precisely determined 
mixture ratio. 

Company founder: Dr. August Oetker (1862 – 1918).

At the time, Dr.  Oetker’s Backin was a sensational new 
product that rapidly contributed to an increase in 
the popularity of home baking. The sachets of baking 
powder, already divided into ready-to-use portions, 
bore the name of Dr. August Oetker as a guarantee of 
the highest quality and he marketed his product in-
tensively with advertising. He also included recipes 
and ideas for baking and cooking. 

The foundation stone: the first sachet of Backin. 

In order to cope with increasing demand, in 1900 the 
fi rm’s operations were moved from the pharmacy into 
its fi rst factory, located on Lutterstraße, Bielefeld. 
Here, the industrial manufacturing facilities were 
quickly expanded and many more new products were 
developed. The company’s headquarters are still lo-
cated there. The company founder, Dr. August Oetker, 
passed away in 1918. He played a key role in shaping 
the company and created one of the fi rst branded 
food items, which can still be found today on the 
shelves of supermarkets far beyond the borders of 
Germany.
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Headquarters in Bielefeld: a view of the Dr.  Oetker World. 

Because the founder’s son, Dr. Rudolf Oetker, was 
killed in action in 1916 during the First World War, 
Dr. Richard Kaselowsky, who had married Rudolf’s 
mother in a second marriage, took over management 
of the company. He continued the success of the com-
pany’s founding father and expanded production and 
sales to foreign markets as well. In 1944, Dr. Richard 
Kaselowsky and his family fell victim to an air raid on 
Bielefeld. Rudolf-August Oetker, nephew of the founder, 
then assumed management of the company in 1944 
following the death of his stepfather. He was also in-
volved in other industries alongside the food process-
ing sector and this is how he came to create the foun-
dations for today’s Oetker Group.

In 1981, Rudolf-August Oetker retired from the oper-
ation al side of the business at the age of 65 and handed 
over management of the company to his son, Dr. h. c. 
August Oetker, who successfully pushed forward the 
internationalization of the branded goods business in 
addition to concentrating on the core product range. 

Since 2010, his younger brother, Richard Oetker, has 
been a personally liable partner of the Dr. August 
Oetker KG (Oetker Group) and chairman of the Execu-
tive Board of Dr.  Oetker GmbH. He continues to concen-
trate on the company’s core range and to pursue the 
goal of making the company more international.

During fi nancial year 2015, Dr. August Oetker Nahrungs-
mittel KG, with a workforce of 4,440, generated a sales 
revenue of EUR 716 million in Germany, and the com-
pany is celebrating its 125th anniversary in 2016.

A fourth-generation family company
The company’s sustainable development from the 
time of its establishment in 1891 up until the globally 
active company of today has been largely defi ned by 
the Oetker family. The company is fully owned by the 
family and is independent of the capital markets as a 
result of its legal form as a registered partnership. 
With Richard Oetker, the company is now under the 
fourth generation of family management. 

In addition to having a material impact on strategy 
and corporate policy, the owning family embodies and 
ensures solidarity, continuity and stability, so that em-
ployees strongly identify with the company. The family 
has set out the principle of its entrepreneurial commit-
ment with the words “the interests of the company 
take precedence over those of the owning family.”

The Dr.  Oetker brand
From the outset, the company’s founder, Dr. August 
Oetker, guaranteed the superlative quality of the prod-
ucts by giving them his own name. In so doing, he cre-
ated one of the first branded products in Germany 
and developed the brand at a very early stage to form 

Investments In EUR millionSales revenue In EUR million

Domestic International Domestic International

20132013

2014

2015

2014

2015

1452,173706 401,431 105

114

117

2,156

2,375

706

716

41

49

1,450

1,659

73

68

Employees Number

Domestic International

2013

2014

2015

10,3424,313 6,029

10,820

11,608

4,491

4,440

6,329

7,168
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a sound basis for his company. Then as now, the 
Dr.  Oetker trademark signifi es that these products are 
of the highest quality, are guaranteed to produce the 
best results and will taste delicious. The brand’s value 
was – and still is – maintained because this special 
quality promise is always kept. To ensure this, the com-
pany’s activities always follow a stringent quality pol-
icy. This begins with the careful selection of raw mate-
rials and extends right through to maintaining very 
high standards in production and logistics. Dr.  Oetker 
manufactures branded products in accordance with 
a consistent brand orientation and markets them at 
prices commensurate with the high degree of care and 
attention involved in their production. Furthermore, 
the company is continuously setting new standards 
and driving forward new trends by providing fresh im-
petus. This helps to safeguard the value creation poten-
tial of the Dr.  Oetker brand over the long term. Inde-
pendent and representative surveys have repeatedly 
shown that Dr.  Oetker occupies a leading position 
among German food brands and also ranks among 
the most trusted food brands in the European region. 
In all its activities, Dr.  Oetker remains true to the motto 
“quality is the best recipe”.

Product line diversity
In its German end-consumer business, Dr.  Oetker fo-
cuses its products on the three strategic product lines 
ambient food, frozen food and chilled products [1]. 
Dr.  Oetker markets approximately 400 different items 
from these product lines in Germany. 

Dr.  Oetker caters to diverse customer requirements with its 
comprehensive range of products.

Chilled Products

Alongside the chilled desserts Marmorette, Wölkchen and 
Paula, this product line also includes various pudding 

and mousse products, sauces, fruit compotes and jellies 
together with a variety of refinements.

[1] Dr.  Oetker product lines

Ambient Food

The ambient food product line comprises baking and 
decoration products, baking mixes, desserts and 

sweet snacks, preserving products, Vitalis muesli and 
ready-made cakes.

Professional

The professional product line offers large-scale consumer 
products including soups, sauces, pasta and potato 

products and frozen vegetarian specialties. Frozen bakery 
goods, desserts, sweet snacks, breakfast ingredients 

and strained foods further supplement this product line.

Frozen Food

The large range of different frozen pizzas – from 
Ristorante, Tradizionale, Die Ofenfrische, Culinaria 

and Big Americans through to Pizza Rustica, together with 
the Pizzaburger and Veggie Pizza and other frozen 

products such as the Bistro Flammkuchen and Bistro 
Baguettes – comprise the frozen food product line.
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DISTRIBUTION

Western Europe Eastern Europe

Belgium 
Denmark 
Finland 
Ireland 
Norway

Austria
Portugal
Spain
Sweden
Switzerland 

Bulgaria 
Croatia 
Greece
Lithuania
Slovenia 
Ukraine

[2] Dr.  Oetker sites around the world

PRODUCTION AND DISTRIBUTION [ C ] Chilled Products  [ A ] Ambient Food  [ F ] Frozen Food

Germany Western Europe Eastern Europe America Country region 3A

Bielefeld [ A ]
Ettlingen [ A | F ]
Moers [ C ]
Oerlinghausen [ A ]
Wittenburg [ F ]
Wittlich [ F ]

France [ A ]
Italy [ A ]
Netherlands [ A ]
UK [ F ]

Czech Republic [ A ]
Hungary [ A ] 
Poland [ A | F ]
Romania [ A ]
Russia [ A ]
Serbia [ A ] 
Slovakia [ A ]
Turkey [ A | F ]

Brazil [ A ]
Canada [ A | F ]
Mexico [ A ]
USA [ F ]

Australia [ F ]
China [ F ]
India [ A ]
Malaysia [ A ]
South Africa [ F ]
Tunisia [ A ]

The end-consumer business is supplemented by a 
special line comprising approximately 600 products 
aimed at large-scale consumers under the Dr.  Oetker 
Professional (formerly Dr.  Oetker Food-Service) brand. 
The diverse product range is synonymous above all 
with enjoyment, quality, ease of preparation and the 
guarantee of success. To meet the changing needs and 
desires of consumers, new products are constantly 
being designed and existing products refi ned, particu-
larly in terms of their sustainability.

Dr.  Oetker international
Dr.  Oetker GmbH represents an umbrella organization 
under which myriad Dr.  Oetker production and distri-
bution companies operate in around 40 countries. 

Aside from Germany and the core European mar-
kets, these include North and South America, Africa, 
Asia and Australia [2]. During fi nancial year 2015, 
Dr.  Oetker’s 11,505 employees generated a sales rev-
enue of EUR 2,375 million worldwide. Overall, the inter-
national product lines include more than 4,000 differ-
ent products, some of which are international in nature 
while others cater to typical national tastes. In addition 
to the Dr.  Oetker brand, the company also markets 
other strong and fi rmly established brands in some 
countries. These include cameo (Italy),  Paneangeli 
(Italy), D’Gari (Mexico), Koopmans (Netherlands) and 
Chicago Town (Great Britain).

 www.oetker.com/de/international.html
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THE OETKER GROUP

With around 30,800 employees and a sales revenue of 
EUR 12.2 billion (fi nancial year 2015), the Oetker 
Group is one of the largest European family-owned 
companies. The holding company of the Oetker Group 
is Dr.  August Oetker KG. A broad diversifi cation into 
six business divisions with a total of around 400 com-
panies characterizes the international group of com-
panies, which can now look back on a 125-year history. 
Within the Oetker Group, Dr.  Oetker is part of the Food 
Division. This division is supplemented by the Martin 
Braun Group and Conditorei Coppenrath &  Wiese. 
During 2015, the Food Division, with its 14,478 employ-
ees, generated a sales revenue of EUR 2,990 million [3].

 www.oetker-group.com

Food

Dr.  Oetker is the umbrella for brand product 
companies in the areas of ambient 

food, frozen food, chilled products and bulk 
consumer  business. The Martin Braun Group 

and Conditorei Coppenrath & Wiese complete 
the division.

Shipping

The Hamburg Süd Group connects all five 
continents with its logistics network. 

It operates container ships, bulk carriers and 
product tankers and is one of the world’s 

ten  biggest  container shipping lines and one 
of the leading providers in the north-south 

trade lanes.

Beer and Nonalcoholic Beverages

With 16 sites in total, the Radeberger Group 
is Germany’s largest privately run brewing 

group. The core beer business is supplemented 
by familiar nonalcoholic beverage brands 

such as Original Selters, Bionade and Pepsi.

Other Interests

Budenheim, the Oetker Collection, OEDIV 
Oetker Daten- und Informationsverarbeitung, 

Handelsgesellschaft Sparrenberg and  
Roland Transport are bundled in the Other 

Interests Division.

Sparkling Wine, Wine and Spirits

Henkell & Co. is not only Germany’s most 
 exported sparkling wine brand, but is a leading 

provider of sparkling wine, wine and 
spirits in Europe. The Group is represented in 

20 countries and exports to more than 
100 countries.

Bank

Bankhaus Lampe is one of the leading 
private banks in Germany with 

twelve German branches and further offices 
in London, New York and Vienna.

[3] The Oetker Group’s Business Divisions

consolidated 
companies

417

years of 
corporate history

12512.2
billion euros in 
sales revenue

30,787
employees 
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fields of activity form the basis of Dr.  Oetker’s 
sustainability strategy, which was revised in 2015:

Sustainable 
business 

management

Supply chain Employees
Environmental 

protection

Product 
responsibility
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1 Strategy and 
 management
At Dr.  Oetker, acting sustainably means investing in the company’s own future viability. Megatrends such as 
global population growth and the associated scarcity of resources, an increasing demand for energy, a shortage 
of fresh water and climate change represent both social and corporate challenges – ones that Dr.  Oetker, 
as a food processing company with international reach, is addressing.

1.1 Sustainability strategy
The Dr.   Oetker value culture, which primarily encompasses 
stability, credibility, farsightedness and independence, forms 
the basis of the Dr.  Oetker Vision and the company’s concept 
of sustainability is derived from this. 

THE VISION
Dr.  Oetker is a highly innovative, international BRANDED 

GOODS COMPANY that focuses on continuous develop-
ment and long-term success that is delivered on the 
basis of sustainable operations.

In Europe, Dr.  Oetker is the MARKET LEADER in its strate-
gic product lines. Outside Europe, the company will 
achieve market leadership in at least one of its strate-
gic product lines over the medium term.

PRODUCTS from Dr.  Oetker increase consumers’ sense 
of well-being because they taste very good, are con-
venient and of high quality, are excellent value for 
money and facilitate carefree enjoyment in terms of 
environmental and social consciousness.

EMPLOYEES shape the corporate image and contribute 
signifi cantly to the company’s success. Alongside the 
products and the brand, they are therefore at the 
center of all activities.

As a FAMILY-OWNED COMPANY with a strong value 
 culture, Dr.  Oetker is fully aware of its overall respon-
sibilities. 

The Dr.  Oetker concept of sustainability
As a family-managed company, Dr.  Oetker’s primary 
purpose has always been aimed at safeguarding its 
long-term future. Reconciling commercial success 
with responsibility towards the environment, employ-
ees and society is fi rmly anchored in the corporate 
philosophy. 

People are therefore at the focus of Dr.  Oetker’s con-
cept of sustainability. Dr.  Oetker promotes the respon-
sible and fair treatment of its customers, business 
partners, employees and social environment. With 
its brand, products, technologies and processes, 
Dr.  Oetker aims to meet the needs of people.

Dr.  Oetker is aware that the success of the company is 
directly dependent upon the quality of its products, 
which is in turn primarily infl uenced by:

• Motivated and qualifi ed employees, thanks to 
long-term employment and personal development 
opportunities

• Innovations that are compatible with future needs
• The selection of high-quality, sustainable ingre-

dients and packaging materials
• The responsible use of resources
• The sustainable organization of supply chains

The company has always believed in openly and clear-
ly communicating the product characteristics, ingre-
dients and nutritional values together with the com-
pany’s sustainability performance to consumers and 
other interested stakeholder groups on a cross-issue 
basis. All available communication channels are used 
for this purpose.
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RELEVANCE FROM THE COMPANY’S PERSPECTIVE

• Demographic change
• Use of certified raw materials

• Sustainable logistics
• Sustainable vehicle fleet
• Regional procurement
• Alternative forms of food
• Offer products that facilitate resource-efficient preparation
• Use of quality seals
• Packaging materials and sizes
• Biodiversity

• Food safety
• Governance and compliance
• Offer convenient products
• Product innovations
• Labelling of ingredients and nutritional values
• Social and environmental standards in the supply chain
• Material efficiency and avoiding waste
• Energy efficiency / greenhouse gas emissions
• Value culture
• Reliable employer
• Training

• Responsible advertising
• Codetermination / participation
• Health management

[4] Fields of activity of the Dr.  Oetker sustainability strategy

DR.  OETKER VALUES

Sustainable business 
management EmployeesSupply chainProduct 

responsibility

VISION

Environmental 
protection

Strategic integration of sustainability
In 2015, Dr.  Oetker revised its existing sustainability 
strategy in close conjunction with its corporate strat-
egy. This comprehensive cross-product line strategy 

initially defi ned a total of 20 strategic objectives in 
fi ve fi elds of activity, with the main focus on the com-
pany’s German sites, and adopted measures aimed at 
meeting the 2020 target horizon [4].

Materiality matrix
In order to identify and prioritize future sustainability 
issues relevant to the company, Dr.  Oetker carried out 
a materiality analysis during the fi rst half of 2014. The 
basis for the analysis was the survey of 537 external 
and internal stakeholders (see section 1.3).

The results of this survey were discussed with the 
members of the Sustainability Committee (see section 
1.2) during a workshop and and were part of the follow-
ing process. The external and internal evaluation of 
the relevance of these sustainability issues was trans-
ferred to a two-dimensional matrix, the so-called mate-
riality matrix [5].

During the course of further workshops, the Sustain-
ability Committee also performed a strengths and 
weaknesses analysis from which the requirements for 
action relating to all relevant sustainability issues were 
derived. The strategic objectives were formulated on 
the basis of these results. These were discussed with 
the management and adopted in fall 2015.

Table [6] sets out examples of the strategic objec-
tives relating to the individual fi elds of activity. These, 
together with any measures already derived, are ad-
dressed in greater detail in the individual chapters of 
this sustainability report.
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[6] Strategic objectives (examples)

FIELD OF ACTIVITY AND SUBJECT STRATEGIC OBJECTIVE BY 2020 MORE INFORMATION IN

Sustainable business management   

Governance and compliance Ensure 100 % compliance with the law
Chap. 1.4 // Responsible corporate governance 
and compliance (p. 19)

Reliable employer Guarantee long-term employment opportunities Chap. 4 // Employees (p. 43)

Product responsibility   

Sustainability communication
Communicate ingredients in a manner that is 
transparent and comprehensible to consumers Chap. 2 // Product responsibility (p. 23)

Food safety Be number one in terms of consumer safety Chap. 2 // Product responsibility (p. 24)

Products / product innovations
Develop products and product lines that are compatible 
with future needs in terms of sustainability Chap. 2 // Product responsibility (p. 30)

Supply chain   

Social and environmental standards in 
the supply chain Reduce sustainability risks in the supply chains Chap. 3 // Supply chain (p. 35)

Employees   

Deployment and development of 
employees

High level of satisfaction among employees with their 
fields of activity and with the company Chap. 4 // Employees (p. 43)

Remuneration and social benefits
Ensure an attractive mix of performance-related and 
competitive remuneration Chap. 4 // Employees (p. 48)

Value culture
Permanently anchor the Dr.  Oetker value culture 
through good management Chap. 4 // Employees (p. 44)

Environmental protection   

Energy efficiency
Increase energy efficiency in production by 15 % 
compared with 2010 Chap. 5 // Environmental protection (p. 58)

Material efficiency / avoiding waste Reduce production waste by 15 % Chap. 5 // Environmental protection (p. 61)

Greenhouse gas emissions
Reduce greenhouse gas emissions generated by 
logistics Chap. 5 // Environmental protection (p. 58)

1.2 Sustainability 
 organization
All Dr.  Oetker employees and managers make an im-
portant contribution to achieving the company’s sus-
tainability objectives. During the course of develop-
ment of the sustainability strategy in 2014, Dr.  Oetker 
convened a Sustainability Committee [7] [8]. This cross- 
functional and cross-divisional committee – which in-
cludes responsible employees from the Controlling, 
Purchasing, Logistics, Marketing, Public Relations, 
Human Resources, Product Development, Production 
and Technology, Environment and Construction and 
Sales departments – is chaired by Richard Oetker. 
Dr. Judith Güthoff, sustainability offi cer at Dr.  Oetker, 
is the central point of contact for all issues relating to 
sustainability and supports the work of the committee. 

The fi rst major task for the committee was to develop 
the fundamentals for the revised sustainability strat-
egy (see section 1.1). The tasks of the Sustainability 
Committee furthermore include:

[7] Dr.  Oetker sustainability organization

Sustainability officer

Project groups

SUSTAINABILITY COMMITTEE

RICHARD OETKER

EXECUTIVE BOARD



16

• Prioritization of sustainability issues
• Defi nition of objectives, measures and key indi-

cators
• Nomination of project groups and responsible 

persons
• Informing the Executive Board of project statuses 

and the achievement of objectives
• Preparation of communication campaigns for 

Dr.  Oetker

With the creation of this sustainability organization 
Dr.  Oetker has laid the foundation stone for system-
atically dealing with the relevant sustainability issues. 
A key task for the future is to communicate the newly 
refi ned strategy to all Dr.  Oetker employees, both in 
Germany and at the company’s sites abroad. At the 
same time, clarifi cation is also required regarding 
how each employee can – and must – contribute to 
ensuring the future viability of Dr.  Oetker.

In this context, the strategy must also be brought into 
line with the situation at the company’s international 
sites and with the measures that have already been 
implemented there. Only in this way it will be possible 

to make sustainability an integral part of the overall 
organization and ensure that the issue can be suc-
cessfully implemented and embodied in the corpo-
rate culture.

The future
The implementation of formulated and scheduled 
measures based on the strategic sustainability objec-
tives is set to begin in 2016. The rollout of this strategy 
will start at the German sites. It will then be succes-
sively expanded to include the international sites, 
depending upon the specifi c relevance of the issues 
prevalent there. Dr.  Oetker is furthermore planning to 
regularly monitor these measures in connection with 
measuring progress. In 2016, the Executive Board will 
for the fi rst time receive an interim report.

All employees are included in the process of develop-
ing a sustainable strategic orientation for the company 
and implementing the Dr.  Oetker sustainability strat-
egy. The aim of the company is to embed sustainability 
as an integrated part of its day-to-day activities and 
decision-making processes. 

From left to right

1 DR. JÖRG SCHILL INGER, Public Relations  2 STEFAN MIERNIK, Central Sales  3 ROLAND KUHNKE, Environment and Construction  

4 DR. DETLEF FÖRSTER, Production and Technology  5 RAINER JÜNGLING, Logistics  6 DR. JUDITH GÜTHOFF, Compliance and 

Sustainability  7  OLE T ILKER, Purchasing  8 RICHARD OETKER, Chairman of the Executive Board  9 ANDRÉ M. STEEG, Marketing 

Other members of the committee (not pictured) 

10 WERNER HAGEDORN, Human Resources and Administration  11 PETER SCHMIDT, Controlling (until November 2015)

12 DR. UDO SPIEGEL, Research and Development

[8] Dr.  Oetker Sustainability Committee



17

D
r. 

O
et

ke
r 

Su
st

ai
na

bi
lit

y 
Re

po
rt

 2
01

3–
20

15
1 

St
ra

te
gy

 a
nd

  m
an

ag
em

en
t

Interview with 
Dr. Judith Güthoff
The Dr.  Oetker family business is celebrating its 125th 
anniversary in 2016. What kind of sustainability 
strategy is being pursued by a company that has been 
actively operating around the world for over a century? 
We interviewed Dr. Judith Güthoff, compliance and 
sustainability officer, to find out her views on this subject.

Why, in your opinion, is the issue of sustainability 
important to Dr.  Oetker?
Without this issue having been specifi cally associated 
with the term back then, certain aspects of sustainabil-
ity have been important to Dr.  Oetker ever since the 
company was established in 1891. Whether social facil-
ities for employees, the provision of support for cultur-
al and social projects, environmental protection activ-
ities or supporting the SOS Children’s Villages, it has 
always been a key concern for the company to make a 
contribution to the sociopolitical issues of the time 
and, therefore, to sustainability.

What does this mean in terms of day-to-day work?
Every day, consumers around the world trust in the 
high quality and safety of our products. They have 
entrusted us with these issues for decades – and re-
peatedly confi rming and reaffi rming this trust is an 
important part of our work. The objective also encom-
passes meeting the changing needs of consumers. A 
change is currently taking place in society in terms of 
dietary habits. For instance, there is a trend towards 
greater convenience, but also a requirement for more 
naturalness and transparency. During our day-to-day 
work we endeavor to seize on these new developments 
and drive them forward.

In many companies, sustainability has developed to 
become its own independent department. How is this 
issue integrated at Dr.  Oetker?
The Executive Board is convinced that sustainability 
should be an integral part of the organization in order 
for it to be successfully embodied and implemented. 
To support this concept, the Dr.  Oetker Sustainability 
Committee was established in 2014 under the leader-
ship of Mr. Richard Oetker. The committee encom-
passes all product lines and has representatives from 
almost every functional division within the company. 
It supports the implementation of the sustainability 
strategy and is involved in its continuous development. 
As sustainability offi cer, my task is to support the activ-
ities of the committee and generate impetus.

How does Dr.  Oetker include key stakeholder groups 
in the company’s sustainability activities?
We are in continuous dialogue with all of the company’s 
stakeholder groups and include their needs in our 
corporate activities. In this context, we carried out a 
comprehensive internal and external survey in 2014 
with the aim of identifying the fi elds of action relevant 
to Dr.  Oetker. We reconciled the results with the key 
issues that we had determined internally and used 
this to derive our sustainability strategy and defi ne 
specifi c measures. 

Where, in general, do you see the greatest future 
challenges in the wider fi eld of sustainability?
The key factor in the success of our endeavors will be 
defi ning the correct key issues from the large number 
of issues relevant to Dr.  Oetker and to which we are 
able to make a meaningful contribution. This also cen-
ters on realistically assessing our own capabilities 
and communicating them convincingly. In order to do 
this it is important that we maintain a continuous and 
constructive exchange of information with the relevant 
internal and external stakeholder groups.

Dr. Judith Güthoff

Compliance and sustainability officer
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1.3 Dialogue with 
 stakeholders
As a food producer with international operations, 
Dr.  Oetker has to deal with a wide range of interests and 
expectations among its different stakeholder groups. 
Dr.  Oetker places a very high emphasis on construc-
tive dialogue with these groups, with the purpose of 
maintaining and further strengthening the decades of 
trust built up in the company. In times of digital com-
munications, where information and opinions are 
rapidly disseminated, it is of the utmost importance 
that regular information is provided and answers to 
questions – for instance, regarding the high product 
quality, the safety of supply chains or environmentally 
compatible manufacturing – are provided. Controver-
sial issues must also be discussed and the opinions 
and experiences of Dr.  Oetker explained.

Our most important dialogue partners – alongside 
employees and consumers – include the retail trade, 
suppliers and service providers, associations, the sci-
ence and research sector, policymakers, local munici-
palities and the general public together with the media 
and nongovernmental organizations (NGOs).

In addition to the classic forms of dialogue via letter, tele-
phone and even e-mail, further communication chan-
nels are also available to stakeholders. The Dr.  Oetker 
Consumer Service answers questions about Dr.  Oetker 
products and recipes via its hotline and webchat facili-
ties. Furthermore, it also provides information about 
ingredients and the sources of supply of Dr.  Oetker 
products and gives details of their use in special 
forms of food. Dr.  Oetker is also represented on a wide 
range of social media platforms such as Facebook, 
Twitter, Pinterest and Instagram, where it provides in-
formation on issues relating to its products and the 
company itself. Dialogue partners are also able to con-
tact Dr.  Oetker directly via these channels.

In order to be able to maintain an intensive dialogue 
with the target groups in the science and research 
sector, various events are organized in cooperation 
with schools and universities. During events such as 
the Talent Days, students are able to gain fi rsthand 
knowledge about the company and talk to employ-
ees about their work. During the Tag der offenen Aus-
bildung (education open day)  students can learn more 
about the apprenticeship trades and gain their fi rst 
practical experiences (see section 4.2).

In addition to these forms of dialogue, the company is 
a member of various associations (for example, Bundes-
vereinigung der Deutschen Ernährungsindustrie e. V., 

Bund für Lebensmittelrecht und Lebensmittelkunde e. V., 
Bundesverband der Deutschen Süßwarenindustrie e. V., 
Die Lebensmittelwirtschaft e. V., Markenverband e. V.) 
and is actively involved in institutions such as the local 
chambers of trade and industry throughout Germany. 
The company also maintains contact with NGOs such 
as foodwatch, Greenpeace and WWF.

Stakeholder survey
During the course of its efforts to systematically deal 
with the issue of sustainability, Dr.  Oetker carried out 
its fi rst comprehensive stakeholder survey in 2014. 
The objective was to identify and prioritize the key 
issues facing the company. All participants in the sur-
vey were asked to evaluate the relevance of sustain-
ability issues to Dr.  Oetker and to evaluate Dr.  Oetker’s 
sustainability performance as they perceived it. The 
stakeholders were simultaneously informed about the 
process of developing the Dr.  Oetker sustainability 
strategy.

2014 stakeholder survey: identifying and prioritizing the 
key sustainability issues facing Dr.  Oetker.

For the purpose of the survey, relevant internal and 
external stakeholders were selected and asked to 
provide their assessment via an online questionnaire. 
To supplement this, person-to-person discussions 
and telephone interviews were also held with expert 
stakeholders.
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A total of 537 people participated in the survey. In 
addition to consumers, these included retail customers 
and suppliers, representatives from consumer and 
trade associations, NGOs and Dr.  Oetker managers in 
Germany and abroad.

The Dr.  Oetker materiality matrix was prepared from 
the aggregated results of the survey and this, in turn, 
formed the basis for deriving the strategic fi elds of 
activity and objectives relating to sustainability (see 
section 1.1). Furthermore, the results also served to 
structure this sustainability report and select and 
prioritize the subjects to be reported.

Core statements from the stakeholder survey
• Dr.  Oetker is considered to be a traditional family- 

run business that projects a high degree of 
 credibility.

• The issues of quality, being a reliable employer and 
taxpayer and providing job security are deemed 
highly relevant, while Dr.  Oetker’s performance in 
these areas is evaluated as being very good.

• The relevance of sustainability issues will generally 
become more important to Dr.  Oetker, in particular 
the issues of social and environmental standards in 
supply chains, the reconciliation of work with 
family life and demographic change.

• Sustainability experts emphasized the risks and 
opportunities involved in raw material procure-
ment. High-quality raw materials –  encompassing 
sustainability aspects – will become scarcer 
and consequently more expensive as a  result of 
increasing global demand.

• The majority of the consumers who were inter-
viewed and most of the professional stakeholders 
have hardly  noticed any – and certainly no 
 specifi c – sustainability activities carried out by 
Dr.  Oetker.

• Following a transparent presentation of perfor-
mance in the relevant fi elds of activity and a stron-
ger concentration on presenting sustainability 
 issues to consumers, the majority of stakeholders 
cor respondingly believes that there is a very large 
need for action.

The future
Continuous exchanges with stakeholder groups will 
continue to gain in importance. Correspondingly, 
Dr.  Oetker’s objective is to continue with and expand 
its constructive dialogue in order to be able to identify 
the opinions of the relevant stakeholders and provide 
better answers to their questions. Dr.  Oetker will also 
continue with its involvement in associations and 
working groups so that it can further contribute to sus-
tainable development in the food processing industry 
by formulating and supporting joint approaches to 
fi nding solutions.

1.4 Responsible 
corporate governance 
and  compliance
Human, labor and social rights are fi rmly anchored 
in the Dr.  Oetker corporate culture. This is apparent 
not only in guidelines, voluntary commitments and 
memberships of international and local associations 
and organizations, but also in sound and transparent 
corporate governance and effective compliance man-
agement.

Responsible corporate governance
Responsible corporate governance is one of the funda-
mental principles that ensure Dr.  Oetker’s long-term 
success by providing the basis for management and 
controlling. This is an integral component of Dr.  Oetker’s 
business processes and contributes to all of the stake-
holder groups placing increased trust in the company 
thanks to transparency and reliable procedures. The 
fundamentals of corporate governance primarily relate 
to cooperation within and between the Executive Board 
and Advisory Board.

Dr.  Oetker GmbH is part of the Food Division within 
Dr. August Oetker KG (Oetker Group) and the com-
pany’s accounts are consolidated in the fi nancial state-
ments of the group as a whole. Dr.  Oetker GmbH forms 
the umbrella organization for myriad Dr.  Oetker pro-
duction and distribution companies, which operate 
in around 40 countries. In Germany, the operations of 
Dr. August Oetker Nahrungsmittel KG are split among 
several companies. The Executive Board of Dr.  Oetker 
in Germany comprises six directors: Richard Oetker 
(chairman), Ralf Blomeier, Otto Clüsener (until 
03/31/2016), Dr. Christian von Twickel as the succes-
sor to Otto Clüsener, Rainer Lührs, Dr. Martin Reintjes 
and Andreas Unruhe. In addition to the Executive 
Board, the company also has a three-man Advisory 
Board that appoints members to the Executive Board 
and that oversees and advises it. The Advisory Board 
reviews and approves the annual fi nancial statements. 
The Executive Board requires approval from the Advi-
sory Board for decisions that have material and funda-
mental signifi cance.

Compliance management
Observing and complying with laws, directives and 
(internal) rules has always been part of the value cul-
ture practiced at the company and by its more than 
11,500 employees worldwide. The increasing exposure 
to statutory requirements around the world, as a result 
of the company’s international growth, means that em-
ployees are increasingly confronted with different 



20

legal and value systems. In order to meet the challenges 
posed by this growing complexity – particularly in the 
global context – a Compliance Management System 
was developed for the entire Oetker Group and imple-
mented in 2011.

The central element of this system is the Oetker Code 
of Business Conduct. This Code of Conduct, available 
in 30 languages, applies to all employees in all fi elds of 
business and countries in which the company oper-
ates. Violations of applicable law are not acceptable 
within the company – this is the core statement of the 
Code of Conduct. Key rules of conduct are specifi ed 
for all employees, for example, concerning antitrust 
issues, the impermissible granting or acceptance of 
benefi ts, the separation of business and private inter-
ests and the rejection of any form of discrimination, 
among other issues.

Furthermore, a compliance organization has been set 
up, the conceptual focus of which lies on promoting 
awareness and prevention. The responsible compli-
ance offi cers are available to all employees and pro-
vide a neutral and independent point of contact for all 
issues relating to compliance. Should specifi c incidents 
take place or if there are instances of suspicion, third 
parties, for example business partners, may also ap-
proach the compliance organization for assistance as 
well as employees:

 compliance@oetker.de

 compliance@oetker-gruppe.de

 compliance@oetker-group.com 

In such cases, reports are investigated in confi dence, 
possibly with the assistance of other departments. 
Following careful investigation, measures will be imple-
mented where necessary. In order to prevent – from 
the outset – ambiguous situations arising during every-
day working situations, awareness is raised among 
management and employees during training courses. 
This ensures that they receive support in understand-
ing and complying with the legal requirements.

The objective is to ensure that all employees are reg-
ularly reminded of the issue of compliance and of the 
Oetker Code of Conduct. Commencing in 2016, an on-
line training course will therefore be introduced to 
supplement the existing training measures. This will 
initially be rolled out at the German sites before being 
successively implemented internationally too. Employ-
ees who are unable to participate in the online train-
ing sessions for technical reasons will be addressed, 
for example, during departmental meetings or at events 
specifi cally aimed at new employees. Furthermore, 
certain issues are dealt with in greater detail on a target 
 group-specifi c basis.

In addition to the measures described above for em-
ployees, it is equally important to Dr.  Oetker that sup-
pliers and partners throughout the value-added chain 
also fulfi ll environmental, social and compliance stan-
dards. In order to ensure that suppliers and partners 
conduct themselves in a legally compliant and sus-
tainable manner, the company-wide Code of Conduct 
for Suppliers, which forms part of the contract be-
tween Dr.  Oetker and its suppliers and partners, must 
therefore be observed. 

The Code of Conduct for Suppliers sets forth the com-
pany’s requirements in respect of upholding human 
rights and labor and social standards and also ad-
dresses antidiscrimination and anticorruption issues. 
It furthermore includes rules of conduct for protect-
ing the environment, such as the deployment of energy- 
effi cient technologies, and the economical use of raw 
materials.

Compliance and the Oetker Code of Conduct: awareness is 
regularly raised among employees.
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Between 2005 and 2015 it has 
been possible to reduce the 
salt content of our overall pizza 
segment by
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2 Product 
 responsibility
Dr.  Oetker assumes comprehensive responsibility for its products. The focus here, in addition to quality and 
product safety, is placed firmly on transparent communication and continuous development of the product 
range, while simultaneously taking sustainability aspects into consideration. Eating habits and culinary 
culture have always been subject to social change. Indeed, Dr.  Oetker has been monitoring the evolution of 
different requirements in terms of eating for several years: on the one hand, consumers want to prepare 
their food themselves, while on the other many consumers do not have the time to cook their daily meals. With 
its diverse range of products, Dr.  Oetker fulfills these varied consumer demands and desires by offering a 
huge selection of ingredients for self-catering and baking together with myriad convenience products in various 
portion sizes.

2.1 Management approach
Dr.  Oetker has set itself the objective of becoming European 
market leader in the company’s four strategic product lines – 
ambient food, chilled products, frozen food and professional 
(large-scale consumers). Over 1,000 products are available 
from Dr.   Oetker in Germany alone. Worldwide, the product 
lines include over 4,000 different products, some of which are 
international in nature while others cater to typical national 
tastes.

The Dr.  Oetker vision is to improve the well-being of 
consumers with the help of the company’s products, 
in line with awareness of nutritional issues. This also 
encompasses carefree enjoyment in terms of environ-
mental and social consciousness. In this context, the 
Dr.  Oetker brand is synonymous with products that 
are guaranteed to produce the best results and taste 
outstanding. In addition to quality, product safety also 
takes top priority. The company will meet these expec-
tations through careful selection of ingredients, rigor-
ous quality control procedures and strict fulfi llment 
of hygiene regulations – from the raw materials right 
through to the fi nished product.

Dr.  Oetker has a broad and comprehensive understand-
ing of its product responsibility. This begins with the 
development of the products and selection of the 
packaging, extends through the procurement of the raw 
materials and ends with the fi nished product and its 

manner of use. The integration of sustainability aspects 
throughout all stages of the value-added chain is there-
fore one of Dr.  Oetker’s primary tasks.

For this purpose, the company monitors current de-
velopments in the relevant markets, for instance the 
availability of sustainably planted or bred raw mate-
rials, and incorporates these into the product devel-
opment process. Changing consumer requirements 
are of key importance here. These requirements be-
come apparent on the one hand in the desire for 
greater transparency. On the other hand, the de-
mand for convenience products is increasing. How-
ever, some consumers perceive this to be at least par-
tially in confl ict with the needs of sustainable 
production. Changing this perception through corre-
sponding product developments and by providing in-
formation poses a further challenge for Dr.  Oetker.

In line with the development of the Dr.  Oetker sustain-
ability strategy, the key areas of activity in terms of 
product responsibility were reassessed and prioritized 
in 2014. During this process, the signifi cance of the 
following areas – which form the focus of further sus-
tainability reporting – was confi rmed:

• Food safety
• Product innovations
• Offer convenient products
• Labelling of ingredients and nutritional values
• Food allergies and intolerances
• Reduction of additives
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2.2 The highest standards 
of food safety and quality
In terms of food safety and quality standards, Dr.  Oetker 
aims to be number one from a consumer perspective. 
For this reason, Dr.  Oetker has always pursued a strin-
gent safety and quality policy. To ensure that Dr.  Oetker 
products meet the company’s own high standards of 
quality and safety, multifaceted measures are imple-
mented promptly in order to identify potential risks 
during development, production, packaging and trans-
portation – and during preparation of the food – and 
thus minimize or prevent possible hazards from oc-
curring at an early stage. The company’s commitment 
to food safety and quality extends beyond simple com-
pliance with statutory regulations. For instance, the 
in-house Dr.  Oetker Food Standard defi nes fundamen-
tal requirements for raw materials, semi- fi nished goods, 
supplied retail merchandise and fi nished goods.

In order to implement the stringent safety and quality 
policy, all German sites are certifi ed to ISO 22000, a 
global management system for food safety, as well as 
ISO 9001 (quality management). By the end of 2015, 
22 out of 33 international production sites will be cer-
tifi ed to the ISO 22000 standard. The company plans 
to expand this to all of its production sites in the future.

In addition, Dr.  Oetker performs risk analyses in ac-
cordance with the HACCP concept (HACCP = Hazard 
Analysis and Critical Control Points), which is a legal 
requirement for food manufacturing companies. For 
this purpose, the end-to-end manufacturing and 
preparation process is checked to identify any health 
risks. The production sites that are integrated into the 
Dr.  Oetker quality management system are also exter-
nally HACCP-certifi ed, thereby exceeding the statutory 
requirements.

Dr.  Oetker furthermore operates a process data infor-
mation system that allows the individual production 
processes and measurement data to be precisely re-
viewed. This means that all steps in production can 
be traced back in order to determine potential sources 
of defects. Product traceability is thereby simultane-
ously ensured.

Raw material quality
In order to guarantee the quality of the supplied raw 
materials, Dr.  Oetker relies on a comprehensive sup-
plier and specifi cation management system. The cor-
responding quality specifi cations for suppliers are set 
forth on the one hand in the Dr.  Oetker Food Standard 
(see section 3.2) and in the corresponding product 

specifi cation on the other. These requirements per-
tain to criteria including the following: product la-
belling in accordance with food legislation, microbiolo-
gy, pesticides, mycotoxins and nutritional values, 
allergens, origin and appearance, odor, taste and phys-
ical properties. Suppliers are continuously reviewed 
for their ability to meet the high Dr.  Oetker quality 
standards. This takes place through regular supplier 
audits, the results of which fl ow into the supplier 
 ratings (see chapter 3).

Sensory tests during product development.

Packaging
Packaging plays a key role in terms of the safety and 
quality of food. It must meet the high hygiene stan-
dards and offer suffi cient protection for the product. 
But at the same time there must be no undesired inter-
actions with the food itself. Packaging manufacturers 
must therefore verify that their products are safe in 
this respect. If required, transport and storage tests 
are carried out in order to check the level of product 
protection. Dr.  Oetker already implemented measures 
over fi ve years ago to prevent the transfer of hydro-
carbons from the packaging to the product. These in-
clude the use of mineral oil-free printing inks, fresh 
 fi ber paper and fi lms with a barrier function.

Storage and transportation
During the storage and transportation processes, 
Dr.  Oetker ensures that the products are not damaged 
and that their quality is maintained. With the help of 
the HACCP concept, the individual logistics process 
steps are subjected to a risk analysis. The required 
measures for maintaining product safety derived from 
this form the substance of the contractual agreements 
with freight forwarders. Dr.  Oetker ensures these mea-
sures are complied with by regularly reviewing the 
logistics process.
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In order to guarantee the quality and safety of raw 
 materials and fi nished goods that must be distributed 
at controlled temperatures, the warehouse tempera-
tures are subject to constant electronic monitoring and 
additional regular checks of the temperature of incom-
ing and outgoing goods are performed by taking core 
temperature measurements.

Additionally, the service spectrum of the logistics ser-
vice provider is reviewed during the course of audits. 
These audits serve to guarantee that the delivery per-
formance requirements (punctuality of collection and 
delivery, compliance with the equipment regulations 
etc.) are met and, where necessary, to initiate con-
tinuous improvement measures for the processes.

Crisis management
Product safety is always afforded top priority in the 
event of a problem arising. Dr.  Oetker therefore also 
maintains a central crisis management system in addi-
tion to the comprehensive measures already described. 
Where necessary, this initiates wide-ranging measures 
in line with contingency planning, so that the company 
remains capable of operating effi ciently at all times. 
The objective is to prevent problems and crises from 
arising and to identify such events at the earliest pos-
sible stage so that they can be rapidly and purpose-
fully overcome in order to avoid personal injury and 
commercial damage or to limit any damage that has 
already occurred. The foundation for this includes the 
defi nition of potential problem scenarios. To deal with 
these, precise workfl ows that set forth tasks and re-
sponsibilities have been defi ned within the company. 
Depending upon the type of event, for instance a prod-
uct event, a task force is convened from the relevant 
departments. This task force initiates the required 
measures directly. This guarantees protection of the 
products – and therefore of consumers too.

The future
The strategic objective of becoming number one – from 
a consumer perspective – in terms of food safety by 
the year 2020 remains the top priority for Dr.  Oetker. 
The aim here is to address various issues facing the 
food processing industry. Of key importance in this 
respect is the step-by-step implementation of the 
ISO 22000 food standard at all of the company’s domes-
tic and international production plants.

In general, the issue of food fraud, i.e. willful fraud / 
adulteration of products in the food industry, is be-
coming increasingly signifi cant. This presents compa-
nies in the food processing industry and beyond with 
new challenges. As a consequence, Dr.  Oetker now per-
forms raw material analyses with greater frequency.

In the ambient food product line, Dr.  Oetker fi nds itself 
confronted with the problem of hydrocarbon residues 
(so-called MOSH / MOAH) in foods and packaging. 
Dr.  Oetker is reacting to a lack of legal regulations in 
this area – something that also applies to international 
goods traffi c – by performing intensive tests and co-
operating in interdisciplinary working groups. Further-
more, in order to be able to identify corresponding res-
idues in raw materials on-site and, where required, on 
an ad hoc basis, an in-house hydrocarbon analysis 
 facility was installed during spring 2016.

Dr.  Oetker is also further expanding its foreign mater-
ial management procedures in line with product safety. 
The Food Safety Group, which comprises representa-
tives from Quality Assurance, Product Development, 
Engineering and Logistics, is involved in areas includ-
ing increased automation in foreign material detection. 
Using new testing procedures in addition to the exist-
ing controls, in the future it will be possible to subject 
raw materials to more rigorous inspection, thereby 

Quality assurance: examining a consignment of raw materials – in this case cheese.
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effectively and more thoroughly separating undesired 
components during the manufacturing process.

2.3 Contributing to 
 conscious nutrition
The Dr.  Oetker brand is synonymous with taste. Tasty 
food and conscious nutrition need not be at odds with 
each other, provided thought is given to achieving a 
good energy balance through appropriate physical ac-
tivity and a balanced diet. There should still be room 
for enjoyment in a balanced diet; after all, eating is an 
expression of joy and quality of life. Convenience prod-
ucts prepared in a time-saving fashion furthermore 
create freedom for an active lifestyle.

In order to make a contribution to conscious nutrition 
and hence to the well-being of consumers, Dr.  Oetker 
is committed to implementing the following key points:

• Selection of high-quality ingredients
• Reduction of additives
• Optimization of the recipes from a nutritional and 

physiological perspective
• Awareness of food allergies and intolerances
• Consumer-friendly labelling of ingredients and 

nutritional values

Conscious selection of ingredients
Dr.  Oetker has set itself the objective of reducing the 
salt, sugar and fat content of its products wherever 
this is possible without impairing the quality or taste.

Salt content plays a key role in the frozen food prod-
uct line in particular. Table salt is used in these prod-
ucts as a recipe ingredient and for fl avor and hygiene 
reasons. The main salt content in a pizza comes main-
ly from ingredients such as sausage and cheese. For 
instance, table salt is needed in the production of 
sausage and cheese specialties purchased by Dr.  Oetker 
in order to prevent the growth of bacteria and mold 
and therefore guarantee the microbiological safety 
of the product. This is why endeavoring to reduce 
the amount of salt is proving challenging for certain 
products. 

Nevertheless, it has still been possible to achieve a 
reduction in the table salt content of the overall pizza 
segment by more than 20 % over a period of ten years 
(2005 to 2015).

The company’s objective is to achieve an average table 
salt content of below 1.25 % for products containing 
meat, while for vegetarian products the target is less 
than 1.0 %. This means that a further 7 % reduction in 
the salt content will be achieved for frozen pizzas by 
fi nancial year 2022.

In the case of baking mixes, the recipes – with the ex-
ception of the basic dough mixture for yeast dough – 
were already changed back in 2009 so that table salt is 
no longer used. The salt content stated in the nutri-
tional information is therefore solely attributable to 
the sodium contained in baking powder, which must 
be converted to salt in accordance with the Food Infor-
mation Regulation (LMIV).

During the reporting period, Dr.  Oetker has also modi-
fi ed its recipes to achieve a lower sugar and fat content. 
For instance, it has been possible to reduce the sugar 
content of some products or to replace sugar with arti-
fi cial sweeteners or sweeteners made from the stevia 
plant. In the Paula product group, the sugar content has 
been reduced, depending upon the variety, by between 
3.5 % and 7.3 %. Exceptions here include the products 
Paula Vanille-Karamell, Paula Vanille-Erdbeere and  Paula 
Quark. This is because taste tests indicated that con-
sumers rejected the sugar reduction for reasons of fl a-
vor. Nevertheless, the company will in the future still 
continue to work on reducing the use of additional 
sugar. Furthermore, the glucose-fructose syrup content 
in the Paula recipes has been replaced with granulated 
sugar. In some cases, the overall number of ingredients 
in the recipes has also been reduced.

2005 to 2015: the table salt content in the overall pizza 
segment has been reduced by more than 20 %.
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In the ambient food sector, the Vitalis Knusper Weniger 
Süß range was introduced in 2007. This is primarily 
aimed at consumers who prefer less sweet-tasting 
crunchy enjoyment in comparison with other crunchy 
mueslis. As a result of the success of these products, 
it has been possible to reduce the sugar content in the 
crunchy range by 19 % and by 15 % in relation to the 
overall volume in Vitalis products. On the other hand, 
the energy density (calorie content) of the products 
remains almost unchanged as a result of the propor-
tional increase in the other nutrients. In the case of 
another range (Vitalis Knusper Multikorn Müsli) the fat 
and sugar content have been reduced by 30 % each. 
However, it has been necessary to withdraw these 
products after just a very short time due to a lack of 
consumer acceptance. Users of preserving sugar are 
now able to make their own sweet, fruity jams, mar-
malades and jellies with 40 % less calories compared 
with jams that have a 1:1 fruit-to-sugar ratio, thanks to 
the introduction of the Gelierzucker mit Süßungsmittel 
aus Stevia.

Overall, the proportion of products for which the re-
cipe has been modifi ed in terms of the salt, sugar and 
fat content is 16 % for the frozen food product line and 
around 10 % for the product lines chilled products and 
ambient food. The quality of the products remained 
unchanged in terms of assured success and taste.

Reduction of additives
Dr.  Oetker places paramount importance on the re-
sponsible use of food additives. This is refl ected in 
the guiding principle “as little as necessary, as much 
as needed”. Food additives can, however, only be re-
duced to an extent that does not confl ict with the high 
standards of quality, taste and assured success. Many 
products would not be conceivable without the use of 
food additives. For instance, emulsifi ers and modifi ed 
starches are necessary to give baking mixes and 
 desserts their desired consistency, while baking 
powder serves as a raising agent and acidifying agents 
are used as fl avor enhancers.

This means that Dr.  Oetker must meet the challenge of 
developing products that guarantee the high stan-
dards of Dr.  Oetker quality with fewer food additives. 
In this context, the company has been able to chalk 
up some key successes during the reporting period: in 
certain product categories the company has replaced 
food colors with coloring foodstuffs, chemically modi-
fi ed starches with physically modifi ed ones and spice 
extracts with real spices.

For the Tradizionale pizza range, the base recipe has 
been prepared – since the beginning of 2016 – com-
pletely without the use of food additives such as 
emulsifi ers, thickening agents, acid regulators and 

raising agents by leveraging newly gained knowledge. 
Palm oil, which was part of the original recipe, is also 
no longer used. The base recipe for the largest frozen 
food product line, Ristorante, has already been free of 
food additives for four years. The current work will be 
continued with further Dr.  Oetker frozen food products.

Consumer-friendly product labelling
Dr.  Oetker has set itself the strategic objective of 
transparently and comprehensibly communicating the 
ingredients of its products to consumers. The company 
therefore places great emphasis on labelling its prod-
ucts in the clearest and most consumer-friendly man-
ner possible. The labelling of foods in terms of ingre-
dients, nutritional values and allergy information is 
already regulated in Europe through strict food legis-
lation. This includes the Food Information Regulation, 
which entered into effect at the end of 2014. This con-
tains numerous detailed requirements relating, for 
example, to minimum font sizes for better readability 
and the clear labelling of imitation foods. The regula-
tion is also intended to achieve improved labelling of 
allergens, for instance by specifying obligatory infor-
mation about allergens. From December 2016, labelling 
products with their nutritional values will also become 
compulsory.

Dr.  Oetker has already been exceeding this mandatory 
labelling requirement, for instance through voluntarily 
labelling products with their nutritional values using 
a clear presentation in the form of “barrels” on the 
front of the product packaging. In addition to the statu-
tory requirements, Dr.  Oetker also follows internal 
guidelines for labelling ingredients (Guidelines on the 
Labelling of Allergens in the List of Ingredients and the 
Guidelines for Expanded Nutritional Value Labelling).

Already practiced for many years: voluntarily labelling 
nutritional values using a clear presentation in the form 
of “barrels” on the front of the product packaging.
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Adherence to the statutory and internal Dr.  Oetker 
standards is ensured with the help of an offi cer re-
sponsible for food legislation, the compliance offi cer, 
and other legal specialists.

An important factor for achieving transparent and 
comprehensible consumer information, in particular 
in terms of nutritional value details, is the manufac-
turer’s consumption recommendations (recommended 
intake). Dr.  Oetker follows the specifi cations set forth 
in the Food Information Regulation (LMIV) and the 
recommendations of the Association for the Promotion 
of the German Foodstuffs Industry (FDE) for the volun-
tary labelling of nutritional values. In accordance with 
this, the nutritional values are stated per portion and 
as the recommended daily intake for an average adult. 
Furthermore, Dr.  Oetker also provides information 
about the nutritional values of all of the company’s 
products on its website. In addition, a calorie counter 
is also available online, which enables consumers to 
calculate their personal daily calorie intake require-
ments based on their age, gender and level of physical 
activity.

Sensitivity to food allergies and intolerances
Dr.  Oetker pursues an allergen policy that ensures 
products are safe for consumers. Allergens are labelled 
in accordance with statutory requirements. Dr.  Oetker 
also provides further information on its website. Using 
the online allergen search function, consumers who 
suffer from allergies or intolerances that are triggered 
by certain ingredients can fi nd out which products do 
not contain these allergens. The company makes aller-
gy data and other information available to retail cus-
tomers via a GS1 database (Global Data Synchroniza-
tion Network, GDSN). Overall, the process of providing 
information is being rendered more precise and is be-
ing continuously improved. 

During product development, Dr.  Oetker takes account 
of food allergies and intolerances with the aid of the 
allergy profi les of raw materials. Raw materials that 
harbor the risk of new allergies are evaluated using the 
HACCP approach. If product or quality-specifi c reasons 
mean that allergenic ingredients are unnecessary or 
can be avoided, then they will not be used. Existing 
recipes will also be modifi ed as necessary.

For example, in the frozen food product line, six items 
from the Ofenfrische range have been modifi ed to use 
a lactose-free recipe, while the recipe for the Ristorante 
Pasta pizza has also been changed to replace egg noo-
dles with durum wheat pasta. In the ambient food 
and chilled products lines, the use of ingredients con-
taining allergens was also avoided during product de-
velopment and alternative raw materials or products 
were used instead. For example, soya lecithin has been 

replaced with sunfl ower lecithin in chocolate products 
and a soy-based fl avoring containing allergens has 
been eliminated from one product altogether. Highly 
potent allergens such as peanuts and sesame have 
been avoided during the selection of raw materials.

A particular allergen risk results from traces of foreign 
ingredients in the production process. In order to pre-
vent this from occurring, a comprehensive manage-
ment system has been implemented at all production 
facilities and integrated into the existing HACCP sys-
tem. The risk of cross-contamination in production 
areas has been minimized for all product lines, for in-
stance by modifying and systematically monitoring 
the production sequences for products that contain 
allergens. If the production sequence is changed, cor-
responding cleaning is carried out. The cleaning pro-
cesses follow a defi ned cleaning matrix and include 
random testing for allergens.

Furthermore, intensive and constructive cooperation 
takes place at the allergy stakeholder roundtable.

Consumer Service
Dr.  Oetker seeks direct contact with consumers in or-
der to inform them of conscious nutrition issues and 
create a high degree of transparency in terms of food 
safety, product ingredients and their origin. In so doing, 
the company far exceeds the statutory requirements 
and offers free comprehensive information via its 
Consumer Service by telephone, post or Internet:

Dr. August Oetker Nahrungsmittel KG
Consumer Service
33547 Bielefeld
Tel.: 00800-7172-7374
(Free when calling from the German landline network)

An expert point of contact for consumers: a Dr.  Oetker 
Consumer Service employee.
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Dr.  Oetker also answers consumer inquiries made via 
social media sites such as Facebook and Twitter. In 
order to continuously improve customer satisfaction, 
customer complaints are regularly analyzed and devi-
ations from the stated objectives documented along 
with corresponding corrective actions. Complaints are 
regularly followed up.

The Dr.  Oetker food lexicon has been revised during the 
reporting period to make it more consumer-friendly. 
The online lexicon, with over 8,000 terms, contains in-
formation on food, ingredients, nutritional physiology 
and technological and food legislation aspects. 

In the themed pizza world, Dr.  Oetker provides trans-
parent information about the countries of origin of 
the various raw materials and other interesting 
 information relating to the ingredients is provided in 
the Colorful World of Ingredients. For instance, con-
sumers can fi nd out that the Emmental cheese used by 
Dr.  Oetker mainly comes from Germany and why this 
cheese is perfectly suited for pizzas with a savory 
topping. 

Testing Kitchen
The Dr.  Oetker Testing Kitchen has been an integral 
part of the company for over 100 years. It makes a 
major contribution to the company’s success and to 
fulfi lling the brand’s quality standards. Around 400 
recipes are developed each year in the Testing Kitchen 
and new products are thoroughly tested there. 50 dif-
ferent ovens of different ages, together with a varied 
range of kitchen equipment, are available to the trained 

confectioners, chefs and ecotrophologists. Taking the 
most varied scenarios into consideration, for example 
preparing a dessert powder using different types of 
milk (chilled or unchilled, lactose-free or soy milk), 
allows the optimum preparation instructions to be 
created – with the famous guarantee of success that 
nothing can go wrong for consumers at home.

The future
Dr.  Oetker employees always keep a general eye on 
trends and consistently try to bring relevant new prod-
ucts to market at the right time and develop the corre-
sponding recipes. In this area, the company largely 
bases its activities on the interests of the consumers.

For instance, Dr.  Oetker offers vegetarian options 
across all of its product lines and in the ambient food 
and chilled products lines also offers vegan choices 
for interested customers. The industrial manufacture 
of a high-quality vegan frozen pizza is associated with 
a great deal of development work and presents many 
challenges. For example, an equivalent alternative 
needs to be found for cheese made from milk, which is 
what Dr.  Oetker has used exclusively until now. Unfor-
tunately, the results achieved so far do not meet the 
company’s quality standards. However, Dr.  Oetker 
still continues to pursue the production of vegan 
products and will not lose sight of this trend.

As already mentioned above, natural food ingredients 
and natural foods are also in demand. For this reason, 
the company is also continuing its work to improve 
the product recipes in this area too.

Simultaneously, Dr.  Oetker considers it necessary to 
reinstate the confi dence that consumers and the gen-
eral public have lost in terms of the safety of certain 
food additives – and to boost their knowledge of the 
positive characteristics of these additives on the basis 
of scientifi c fi ndings.

Furthermore, Dr.  Oetker is expecting a further tight-
ening of food labelling requirements, for instance in 
relation to stating the origin of so-called primary in-
gredients such as milk and meat. In this context too, 
Dr.  Oetker’s objective is to design its food labelling to 
make it more consumer-friendly. During the course of 
consumer surveys, the company will determine what 
information consumers want to see.

Employees in the Dr.  Oetker Testing Kitchen test recipes and 
products under typical conditions found in consumers’ homes.
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2.4 Product innovation
Dr.  Oetker intends to maintain the very high standard 
of quality of its product lines and generate growth by 
innovating. With the help of trend analysis and basic 
research, the company is therefore becoming intensely 
involved with the future of nutrition. Its aim is to dis-
cover what our food will look like in 20 or 30 years and 
what role Dr.  Oetker will play as a food producer in 
the future. The company is also undertaking intensive 
market research activities to enable it to respond to 
changing consumer habits.

During the development of individual products, 
Dr.  Oetker pursues a structured innovation process. 
This ensures that Dr.  Oetker products simultaneously 
meet both consumers’ high expectations and the 
Dr.  Oetker standards. To secure the company’s com-
petitiveness, it is necessary to develop products that 
appeal to consumers while at the same time being 
diffi cult for the competition to reproduce.

The product developers’ constant focus: the Dr.  Oetker 
quality promise and the wishes of consumers.

In this manner, over 20 new products are created each 
year just in the ambient food range. For example, in the 
frozen food product line, the Veggie Pizza range was 
launched with vegetable-derived meat alternatives. 
With this new product, the company is tapping into the 
growing demand from many consumers who prefer not 
to eat meat – because of the environmental effects of 
meat production or for animal welfare reasons – but at 
the same time do not want to forgo its taste.

Product innovation: the Dr.  Oetker Veggie Pizza topped 
with vegetable-derived meat alternatives.

Convenience products with assured success
Dr.  Oetker is monitoring the ongoing consumer trend 
towards an increasing demand for time-saving prod-
ucts that offer assured success. Offering such conve-
nience products is an integral part of the Dr.  Oetker 
strategy. The company correspondingly provides a 
comprehensive selection of products, which allows 
consumers to choose the degree of preparation com-
plexity they want – for instance, individual ingredients 
for home baking, preprepared baking mixes or ready-
made cakes.

However, some sections of the public believe that 
convenience products are often inconsistent with the 
sustainable production of goods. Products may, for 
instance, be considered to be unhealthy because of 
the high degree of processing involved in their manu-
facture. Dr.  Oetker is therefore rising to the challenge 
of creating convenience products that are also sus-
tainable in this respect, for instance by avoiding the 
use of certain food additives.

The issues of energy consumption and waste also play 
a key role in convenience products. Right from the 
product development stage, it needs to be borne in 
mind that low energy consumption is desired when 
consumers are preparing products at home and that 
waste should be kept to the minimum possible. This 
applies in particular to the optimization of packaging 
in terms of economic and ecological aspects.

Packaging
Particular attention is paid to the environmental com-
patibility of the packaging materials right from the 
development phase. This applies both to the pure 
quantity and to the environmental impact of the mate-
rials used. With the help of an optimized packaging 
design, Dr.  Oetker intends to further reduce the amount 
of material used. The focus here is on weight reduction 
and the use of recyclable materials. Around half of the 
packaging materials used by Dr.  Oetker are made of 
paper or cardboard. Furthermore, glass, plastics, 
composite materials and aluminum are also used 



31

D
r. 

O
et

ke
r 

Su
st

ai
na

bi
lit

y 
Re

po
rt

 2
01

3–
20

15
2 

Pr
od

uc
t 

 re
sp

on
si

bi
li

ty

(see section 5.3). The proportion of recycled product 
packaging material totaled around 60 % in 2012, but 
between 2013 and 2015 it has been possible to increase 
this fi gure to around 73 %.

Avoiding the destruction of foodstuffs
Dr.  Oetker places a strong emphasis on avoiding food 
waste. The company’s primary focus here is to avoid 
production waste. However, reducing the amount of 
waste generated by retailers and consumers also plays 
an important role, but the company has less infl uence 
in these areas. Dr.  Oetker therefore compensates for 
this by ensuring a high-quality logistics chain and suf-
fi ciently long shelf life expiration dates. The selection 
of appropriate portion sizes is a further measure that 
can help reduce consumers’ food waste. During prod-
uct development, consideration is also given to ensur-
ing that residual quantities of ingredientes, that have 
to be added by the consumers and which cannot be 
used elsewhere, are kept as low as possible and there-
fore do not need to be disposed of.

In this context, it is also necessary to monitor future 
developments in terms of declaring shelf life expiration 
dates and / or best before dates – and to react accord-
ingly.

Sustainable raw materials
Hand in hand with the growing demand among con-
sumers to make a positive contribution to nature and 
society through more sustainable consumption, there 
is also an increased desire for the raw materials and 
ingredients used in products to be grown or bred in a 
sustainable manner. Dr.  Oetker takes this desire into 
consideration when selecting its raw materials (see 
chapter 3).

The future
During development of its convenience products, 
Dr.  Oetker endeavors to give greater consideration to 
sustainability aspects and consequently recognize 
social change and the resulting changes in consumer 
requirements. Specifi c development objectives have 
therefore been defi ned that are intended to further 
strengthen confi dence in the Dr.  Oetker brand. For in-
stance, the company is continuing to work on reducing 
the salt content of its frozen pizzas. In the case of 
chilled products, the focus – in addition to reducing 
the amount of sugar used – is on achieving a lower 
energy density and a reduction in the overall number 
of ingredients, in particular by cutting back on the use 
of food additives.

The company intends to end the use of palm oil in all 
product lines worldwide by 2018. Where this is not pos-
sible due to recipe requirements or for reasons of 
availability, only palm oil that meets the RSPO segre-
gated standard should be used. Furthermore, only 
certifi ed sustainably grown cocoa will be used from 
2018 (see section 3.4).

Dr.  Oetker furthermore assumes that the trend towards 
smaller households, and correspondingly smaller pack-
aging sizes, will continue. The company is also fore-
casting further differentiation between the mass and 
premium market segments. Changes in eating habits – 
a reduction in the tradition of eating together in favor 
of more snacking and eating on the go – are also being 
incorporated into Dr.  Oetker’s product development 
process. New products, in particular high-quality con-
venience products, continue to play a key role in this 
respect. 

In order to be able to react appropriately to trends in 
the food industry, the company has been expanding 

Optimized packaging design: helps ensure the lowest possible material usage.
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its research and development activities at two of its 
sites in Germany since 2015.

At its Bielefeld site, Dr.  Oetker has invested a double- 
digit million fi gure in a new research center. The com-
pany premises in the Brackwede district of Bielefeld 
were structurally modifi ed to incorporate the new 
building. The company’s Research and Development 
department, divided according to the product lines 
chilled products, ambient food and frozen food, will 
be relocated to this building at the end of 2016. Pack-
aging Development and Sensory Testing will also be 
housed in the immediate vicinity.

SENSORY TESTING AT DR.  OETKER “Your wish is our prod-
uct” is the slogan under which Dr.  Oetker incorpo-
rates consumers’ opinions into product development. 
In addition to systematic market research and market-
ing activities carried out by the company, the employ-
ees of the Sensory Testing department perform sen-
sory tests with the assistance of selected consumers 
and specially trained experts. Over 4,000 consumers 
are registered as food tasters. With their help, the 
Sensory Testing department investigates how the 
products are perceived by the human senses. The 
purpose of such testing is to fi nd out whether con-
sumers like the taste of the products, whether the 
products look appetizing, whether they smell good 
and much more. The results of these tests deliver 
valuable information on whether a new product is 
likely to succeed in the market and play a key role in 
improving existing products. The fi nal decision on 
whether a new product will be introduced, revised or 
rejected completely depends on consumer judgment. 
The fi ndings gained during the sensory tests also help 
product developers in the selection of the optimum 
raw materials and recipes. 

Opening at the end of 2016: the new Research and 
Development Center in Bielefeld.

The new building was designed to be inspiring, light 
and futuristic. With three fl oors and 3,550 m2 of fl oor 
space, it provides an inviting, high-quality workplace 
atmosphere for around 100 employees. A key feature of 
the new building is the open-plan laboratory structure 
with integrated workplaces throughout. The kitchens 
and development areas have also been compactly and 

transparently arranged. The offi ce spaces will be 
 organized around the central connecting zone of the 
building. The sustainable building concept will sig-
nifi cantly exceed the statutory requirements of the 
German Energy Conservation Act. Fifty percent of the 
required heating energy (approx. 400,000 kWh) will be 
obtained from geothermal sources in the future, for 
example. For this purpose, 20 boreholes have been 
sunk – each one 150 meters deep. The building will 
also be incorporated into the company’s energy mon-
itoring system. Similarly, energy- saving and environ-
mentally friendly LED lighting technology has been 
installed, daylight-dependent lighting control is em-
ployed and the collected rainwater is used to irrigate 
the surrounding green areas. 

At the Wittenburg site, where around 900 Dr.  Oetker 
employees have been producing over 100 frozen prod-
ucts for more than 20 years, construction of the new 
4U Technology Development Center commenced in 
2015. In the future, this is intended to ensure the best 
possible environment for the development and testing 
of new technologies and manufacturing processes on 
the site of the Wittenburg plant. In addition to funding 
amounting to 2.5 million euros from the Federal State 
of Mecklenburg-Western Pomerania, the family com-
pany also invested around 14.5 million euros in the 
expansion of the site.

Research operations commenced in the summer of 2016: 
the new 4U Technology Development Center in Wittenburg.

The new 4U Technology Development Center in Witten-
burg has a fl oor space of around 4,000 m2 and offers 
project-related workplaces for up to ten Dr.  Oetker 
employees from other sites and 30 assistants from the 
Wittenburg plant. Research operations are due to 
commence in the summer of 2016.

In the future, international teams from various Dr.  Oetker 
sites will develop and test new technologies and 
manufacturing processes for dough-based Dr.  Oetker 
products. In 4U, a technology and development center 
has been created that forms a bridge between the Re-
search and Development department in Bielefeld and 
the domestic and international production plants.



33

D
r. 

O
et

ke
r 

Su
st

ai
na

bi
lit

y 
Re

po
rt

 2
01

3–
20

15
2 

Pr
od

uc
t 

 re
sp

on
si

bi
li

ty

3 Supply chain
3.1 Management approach   35

3.2 Supplier management   36

3.3 Transparency in the supply chain   38

3.4 Raw materials in focus  39



34

Around 

suppliers provide Dr.  Oetker with 
raw materials, semi-finished 
products, packaging and services.
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3 Supply chain
A key part of the Dr.  Oetker quality promise is that the company’s products are made using first-class products 
and in socially acceptable and environmentally friendly conditions. Traditionally, the key focus here lies 
on the quality of the processed raw materials and the excellent sustainability performance at all of Dr.  Oetker’s 
sites. Furthermore, the company also expects its suppliers to comply with internationally recognized environ-
mental and social standards.

3.1 Management approach
Dr.  Oetker’s international purchasing organization is respon-
sible for the implementation of measures for achieving the 
company’s strategic purchasing objectives. This includes the 
identification of supply chain risks, which is carried out with 
the help of a risk assessment, and the resulting evaluation 
and selection of suppliers, which is performed in coopera-
tion with the Quality Assurance department. The decisive 
factor in these tasks and processes is that the buyers have 
access to the supplier information and to the results of the 
risk assessment.

In response to the increasing global challenges facing 
purchasing, Dr.  Oetker has created a lead-buying pur-
chasing organization. In this context, so-called lead 
buyers are responsible for the procurement of raw 
materials, packaging, commercial goods and non- 
manufacturing materials at the product group level 
for Germany and internationally. This also includes 
responsibility for the risk management system for the 
respective product group.

The following key activities have been defi ned for Pur-
chasing:

1. Increasing transparency and identifying risks
The fi rst step in improving sustainability performance 
in the Dr.  Oetker supply chains is to identify potential 
sustainability risks in these supply chains. Dr.  Oetker 
has implemented a risk management system for this 
purpose. This involves the responsible lead buyers for 
the corresponding product groups continuously re-
viewing the raw materials they purchase in terms of 
their cost-effectiveness and compliance with sustain-
ability standards. Using this system, the raw materials 

are evaluated in terms of their sustainability risk and 
this is subsequently monitored. The objective of this 
risk assessment is to identify supply chains where 
compliance with sustainability standards is not yet 
ensured at all stages. On the basis of this information, 
Dr.  Oetker is able to develop targeted improvement 
measures and implement these in cooperation with 
the suppliers.

2. Implementing standards
One approach to improving the sustainability perfor-
mance of suppliers is to place them under an obliga-
tion to meet appropriate sustainability standards. 
Various documents, for instance the Supplier Manual 
and the Code of Conduct for Suppliers, defi ne require-
ments for the supply chains – and these include the 
issue of sustainability. By giving their signature, suppli-
ers accept that they are responsible for complying with 
the Dr.  Oetker values and standards and commit them-
selves to meeting the corresponding requirements.

3. Avoiding risks
A further key objective of the Dr.  Oetker purchasing 
strategy is to minimize potential risks relating to 
noncompliance with sustainability standards in the 
supply chains. The aim is to ensure compliance with 
the help of the above-mentioned standards and codes. 
In certain cases, however, it is possible that compli-
ance with the sustainability criteria cannot be fully en-
sured despite these guidelines. Further measures must 
be introduced in the case of raw materials for which 
the supply chain is too complex or where suppliers 
do not comply with the sustainability standards, even 
after intensive exchanges. In such cases, Dr.  Oetker 
looks for more sustainable alternatives. Purchasing, 
together with the Research and Development depart-
ment, checks the products in question to determine 
their interchangeability.
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3.2 Supplier management
Dr.  Oetker’s suppliers are key partners for the company 
because the high quality of the raw materials they 
deliver forms the basis of the Dr.  Oetker brand prom-
ise. Alongside assuring the quality of the products, 
Dr.  Oetker endeavors to achieve fair business relation-
ships with its suppliers that are based on partnership 
and attaches great importance to close, long-term 
cooperation and constructive dialogue.

DR.  OETKER PURCHASING STANDARDS
As always when dealing with partners, supplier man-
agement also requires dedicated specifi cations and 
guidelines to ensure successful cooperation. Dr.  Oetker 
defi nes the requirements for its suppliers through vari-
ous standards and codes of conduct. These are ex-
panded to include key sustainability aspects by drawing 
upon the results of the risk assessment, among other 
sources. In addition to promoting the high Dr.  Oetker 
quality expectations, these requirements demand 
compliance with human rights and recognized labor 
standards, taking into consideration the core labor 
standards of the International Labor Organization 
(ILO), and the sustainable use of resources.

The following purchasing standards are incorporated 
into all supplier contracts and contain the Dr.  Oetker 
supplier selection specifi cations for buyers and the 
requirements that are communicated to suppliers. 
These are available to all existing and potential sup-
pliers on a website specifi cally aimed at suppliers.

Purchasing Guidelines
The Dr.  Oetker Purchasing Guidelines are binding rules 
for all relevant aspects of procurement and apply to 
all suppliers of raw materials, semi-fi nished products, 
packaging and services.

Supplier Manual
On the basis of the international Supplier Manual, all 
of the company’s business partners undertake to 
comply with internationally recognized social stan-
dards when it comes to production. They also make a 
binding commitment to ensuring that working con-
ditions among their subcontractors also meet these 
standards. 

The specifi ed standards also comply with the provi-
sions of the ILO. Correspondingly, Dr.  Oetker does not 
tolerate either child or forced labor at supplier busi-
nesses or their subcontractors. Weekly working hours 
and the maximum permissible daily working hours 
must at least comply with the relevant laws and guide-
lines applicable in the respective country. Further-
more, wages must meet the minimum statutory or 

industry standard, whichever is higher. The Supplier 
Manual has been revised during the reporting period 
and version 3 is the latest edition.

The Dr.  Oetker Food Standard
The Dr.  Oetker Food Standard sets forth requirements 
relating to the quality and sustainability of the supplied 
products. For example, the Food Standard excludes 
the use of genetically modifi ed raw materials and 
sustainability certifi cates must be submitted for palm 
oil and tuna [12]. The Food Standard therefore supple-
ments the Supplier Manual and the raw material 
 specifi cations. The Food Standard has been revised 
during the reporting period and version 7 is the lat-
est edition. The revisions include, for instance, the 
Dr.  Oetker requirements relating to statements of ori-
gin and food safety.

Since the end of 2012, all of Dr.  Oetker’s German plants 
where palm oil is processed have been RSPO-certified.

Code of Conduct for Suppliers
This code of conduct applies to all Dr.  Oetker suppliers. 
In addition to strict compliance with the law, it requires 
that compliance with the core ILO labor standards is 
ensured and that the environment is protected. Sup-
pliers must commit to continuously improving their 
sustainability performance.

On top of the purchasing standards, Dr.  Oetker has also 
developed a supplier rating system that provides 
buyers with a tool to support them during the evalua-
tion and further development of suppliers [9]. The 
evaluation is currently based primarily on quantitative 
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criteria from the Purchasing, Logistics and Quality 
Assurance departments. Dr.  Oetker’s objective here is 
to expand the quantitative criteria with additional 
qualitative sustainability criteria. This continuous 
process was initiated during the reporting period and 
is currently ongoing. The selection and evaluation of 

suppliers is a four-stage process that is – alongside 
quality issues in the strict sense of the term – based 
on sustainability criteria such as occupational health 
and safety, health management, corporate environ-
mental protection, human rights, working conditions 
and anticorruption measures.

COOPERATION CORRECTIVE MEASURES BARRING OF SUPPLIER

1 SELF-DECLARATION
Self-assessment by the supplier using Dr.  Oetker questionnaires

Review of the self-declarations for completeness 
and plausibility by Dr.  Oetker employees in the Quality Assurance 

and Purchasing departments

2 AUDITS
Evaluation of the production facilities of new or particularly 

relevant suppliers, in terms of the required standards and management 
systems, by employees in the Quality Assurance department

3 SUPPLIER RATING
Evaluation of the collected findings and storage of the results 

in a central database

3.2 IN THE EVENT OF NONCONFORMITIES:

CORRECTIVE MEASURES AND / OR SANCTION MECHANISMS

 

3.1 FOLLOWING 

A SUCCESSFUL AUDIT 

[9] Supplier evaluation and selection process

Qualification as a Dr.  Oetker 
supplier – inspection visits will 

follow

Minor nonconformities 
Provisional authorization of 

the supplier and implementation 
of corrective measures

Moderate nonconformities 
Suspension of the supplier until 

corrective measures have 
been implemented and reviewed

Serious nonconformities 
If the supplier is not prepared 

to implement corrective 
measures all activities are 

immediately stopped

Source: own presentation
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3.3 Transparency in the 
supply chain
Dr.  Oetker procures raw materials, semi-fi nished 
products, packaging and services from over 5,000 in-
ternational suppliers. But these only include the direct 
suppliers that provide, for example, milk, fl our, salami, 
chocolate and spices. The supply chains are normal-
ly much longer and may – as the example of salami 
shows – involve several countries [10]. In this respect, 
this could more accurately be referred to as a supply 
network rather than a supply chain. This means that a 
still-greater number of (indirect) suppliers contribute 
to Dr.  Oetker’s ability to manufacture its range of 
around 4,000 different products worldwide and deliver 
the proven quality.

The example of the supply network for the salami pro-
cured by Dr.  Oetker underlines the complexity of the 
task of increasing transparency in terms of maintain-
ing environmental and social standards in the supply 
chains and / or contributing to ensuring that these 
standards are verifi ably met.

As a food producer with international operations and 
decentralized structures, Dr.  Oetker already has a 
worldwide network of raw material suppliers that 
meet the high Dr.  Oetker quality standards. Expanding 
these standards by including sustainability criteria – 

and implementing them – was a key task during the 
reporting period and one that will remain an important 
strategic issue in the future.

Part of the ongoing implementation includes a package 
of measures derived in 2015. Among the cornerstones 
of this package is the development of a systematic ap-
proach that allows the company to render supply 
chains more transparent and to assess them in terms 
of their sustainability performance and / or risk. This 
procedure is intended to form the basis for being able 
to derive specifi c proposals for improving and imple-
menting the relevant sustainability issues. The package 
of measures encompasses two components:

1. Initiative for assuming responsibility
The starting point for this integrated approach was 
the question of what benefi ts are created for society 
and the company as a result of transparency in the 
supply chain. Under the heading “description and 
clustering of supply chains from a sustainability stand-
point and derivation of the implications for supplier 
management in particularly critical supply chains”, 
Dr.  Oetker therefore participated during 2015 in the 
initiative Verantwortung unternehmen of the Eberhard 
von Kuenheim Stiftung (foundation).

At the heart of this concept is the idea that the future 
viability of a company depends not only on the bene-
fi ts for the company itself, but also on the benefi ts to 
society as a whole [11]. 

[10] Example of the supply network for salami

MEAT AND 

SAUSAGE 

PRODUCT GROUP

Salami 3

Salami 2

Stage 1 Stage 2 Stage 3 Stage 4 Stages 5–X

INTERNATIONAL 

SALAMI 

SUPPLIERS

Slaughter and 
cutting plant

Fattening 
farm 2

Fattening 
farm 1

Fattening 
farm ...

Salami 1 Supplier 1 Meat

Spices

Slaughter and 
cutting plant

Slaughter and 
cutting plant

Supplier 3

Supplier 2

Skins

Source: own presentation

Packaging



39

D
r. 

O
et

ke
r 

Su
st

ai
na

bi
lit

y 
Re

po
rt

 2
01

3–
20

15
3 

Su
pp

ly
 c

ha
in

Together with various representatives from other com-
panies, including charitable and public organizations, 
the aim was to develop a corresponding chain of effects 
and derive specifi c steps on this basis.

2. Supply chain transparency
In view of the complexity of the existing supply chains 
resulting from the broad product range, as described 
above, the second approach focused on developing 
a system that contributes to identifying the product 
groups and supply chains that should be considered 
particularly critical from a sustainability standpoint. 
To this end, two pilot projects have been initiated 
with external support:

The fi rst pilot project was concerned with monetariz-
ing the environmental effects associated with the pro-
curement of selected product groups (for example, the 
effects caused by greenhouse gas emissions, air and 
water pollution and land usage) and quantifying social 
risks (for example, those arising from a lack of occu-
pational safety or from discrimination). This process 
allows the product groups to be identifi ed for which 
the greatest need for action exists in terms of sus-
tainability.

On the other hand, the second project involved ana-
lyzing the specifi c opportunities and risks for the pilot 
product groups at the supplier level. These are evalu-
ated on the basis of how effective their processes and 
systems are in terms of environmental protection, fair 
business practices, working conditions and sustainable 
procurement.

The following list of product group- and / or supplier- 
specifi c alternative courses of action can be derived 
from the results of the analyses:

• Cooperation with strategic suppliers
• Implementation of recognized standards, initiatives 

and certifi cates
• Strategic shift to an alternative purchasing region
• Redesign of relevant products from a sustainability 

standpoint

The results of both pilot projects are still at the analy-
sis stage. Further steps will be defi ned in 2016 and 
subsequently implemented.

The future
At an international level, Purchasing continues to pur-
sue the three key strategic objectives of:

• Creating transparency  Critical raw materials 
are identifi ed and monitored.

• Implementing standards  Sustainability is 
 ensured throughout the entire value-added chain 
in economic, ecological and social terms.

• Avoiding risks  Critical raw materials are 
 managed sustainably and substitutes are found 
whenever possible.

Compliance with sustainability standards should be 
ensured for all supply chains in order to reduce the 
sustainability risks within those supply chains.

[11] Chain of effects: transparent supplier relationships

BENEFITS TO THE ORGANIZATION

B
EN

EF
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S 
TO
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O

C
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Objective
Future viability – 

sustainably structured 
supply chains

Source: referring to the initiative Verantwortung unternehmen of the Eberhard von Kuenheim Stiftung (foundation).
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In this manner, the approach that Dr.  Oetker has al-
ready developed for presenting supply chains more 
transparently in order to be able to better evaluate 
them in terms of their sustainability performance or 
risk is being continuously developed. On this basis, 
specifi c operational objectives and measures for im-
proving the relevant sustainability issues in the respec-
tive supply chains are being individually derived and 
implemented over the short to medium term.

3.4 Raw materials in focus
During the course of the risk assessment, Dr.  Oetker 
identifi ed raw materials for which compliance with 
sustainability standards, for instance in terms of grow-
ing, breeding or fi shing methods, is not yet realistic or 
cannot be fully assured. Table [12] provides an over-
view of the activities that Dr.  Oetker has defi ned for 
improving the social and environmental compatibility 
of these raw materials.

[12] Raw material-related sustainability activities

RAW MATERIAL SUSTAINABILITY ISSUE DR. OETKER SUSTAINABILITY ACTIVITIES

Genetically modifi ed 
raw materials

Consumer safety Dr.  Oetker does not use any genetically modified raw materials. The company’s Food Standard 
 obliges suppliers not to use any genetically modified organisms (GMOs), irrespective of whether 
or not they are permitted by law. If raw materials are classified as critical by internal quality 
 assurance, and in order to comply with the Food Standard, Dr.  Oetker undertakes spot checks of 
its suppliers’ inspection certificates. Furthermore, all raw materials are inspected for maize, 
rice and soybean constituents at least once a year. 

Cocoa Elimination of child labor, 
fulfillment of labor 
standards, fair payment

Dr.  Oetker does not procure any cocoa directly from the growing countries. By the end of 2017 in 
Germany and by the end of 2020 worldwide, it intends to shift to the use of sustainably planted 
and correspondingly certified cocoa for all products manufactured by the company or procured 
as trade goods.

Palm oil Conservation of 
biodiversity, reduction of 
CO2 emissions

Dr.  Oetker has been a member of the Roundtable on Sustainable Palm Oil (RSPO) since 2011. 
Since 2012, the company has, through RSPO certification, ensured that only palm oil that corres-
ponds with one of the RSPO certification standards is processed at its German sites. The original 
objective of completely converting the already low volumes of palm oil to the segregated standard 
by 2015 – by solely using certified, sustainable palm oil – could not be implemented due to the 
poor availability of palm oil derivatives and fractions. In this context, the company has also decided 
to end the use of palm oil worldwide by the end of 2018. Where this is not possible due to recipe 
requirements or for reasons of availability, only palm oil of at least the RSPO segregated standard 
may be used by the end of 2020. 

Raw materials of 
animal origin

Animal welfare, 
conservation of 
biodiversity, consumer 
safety 

Meat and sausage products and eggs and egg products
As a company with sustainable business practices, Dr.  Oetker ensures, by means including its 
Food Standard, that suppliers meet high standards in terms of protecting animals and endangered 
species. Chicken, eggs and egg products are solely sourced from deep-litter systems. Further-
more, suppliers that provide Dr.  Oetker with meat or meat products may only use antibiotics in 
animals for the purpose of disease control. The use of antibiotics as fattening agents or growth 
promoters is prohibited without exception.

Fish
The Food Standard formulates clear requirements for the suppliers of tuna. The focus here is the 
reduction of bycatch through a prohibition on the use of FADs (fish aggregation devices) and 
avoiding injuries to dolphins. Dr.  Oetker requires the corresponding certificates from its suppliers 
(FAD-free and dolphin-free).

Vanillin Environmental 
protection, conservation 
of biodiversity

The use of vanillin obtained solely from vanilla pods is not possible because worldwide quantities 
are insufficient. Dr.  Oetker is therefore dependent upon vanillin obtained using an alternative 
process. The focus here has increasingly turned to vanillin obtained from wood as a natural raw 
material. The vanillin is obtained using an environmentally friendly process as a by-product 
of wood processing in which 100 % of the wood is utilized. The raw water is taken directly from 
a river, in which wild salmon have become established, that flows directly through the pro-
duction plant and is directed back into the river again following processing. The supplier was 
successfully audited in 2014. 
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was the average length of service 
of Dr.  Oetker employees in 2015.
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4 Employees
Dr.  Oetker is a family-owned company in which the professional development of employees and their future 
job security are just as important as the quality of the products. The company’s international success is 
 facilitated by 11,500 employees who are continuously developing new solutions for consumers, contributing 
their know-how, ideas and commitment – and performing their activities in a sustainable manner. The motto 
“shaping the future through quality” therefore applies to Dr.  Oetker and its employees, because each individual 
plays an important role in the overall framework and contributes to the success of the company within the 
scope of their job function. The values of quality, continuity and innovative strength, which define the Dr.  Oetker 
brand core, therefore also form the foundation for a sustainable career – and this is what the company 
offers its employees.

4.1 Management approach
Dr.  Oetker is well aware of the importance of its employees 
to the long-term success of the company. In Germany, 4,400 
qualified and committed employees made a huge contribu-
tion to a successful financial year 2015. With a program of 
focused and continuous training and professional develop-
ment, a wide range of flexible working time models and 
attractive pay and social benefits, Dr.  Oetker always places 
people at the center of attention. This ensures employees 
have a particularly deep and long-term feeling of engage-
ment with the company. 

Employees Headcount

Domestic International

2013

2014

2015

10,3424,313 6,029

10,820

11,608

4,491

4,440

6,329

7,168

As a family-owned company with a long tradition and 
history, Dr.  Oetker has a special value and corporate 
culture that is fi rmly anchored in the corporate strat-
egy. Embodied by the owning family and management 
personnel, it forms the basis for staff leadership. The 
corporate culture is characterized by security, continu-
ity, trust, mutual respect, reliability and appreciation 
of each individual employee. 

Key cornerstones of the corporate culture include the 
principle of equal opportunities and the sustainable 
training of employees. The company places great em-
phasis on allowing each employee to fl ourish, develop 
their potential and feel good in their particular area 
of responsibility and working environment. To achieve 
this, an “open door culture” is practiced, in which em-
ployees’ opinions are always welcome. Cooperation 
between direct superiors and employees is character-
ized by an atmosphere of openness, a friendly working 
relationship and transparency.

One of Dr.  Oetker’s central challenges in terms of staff 
leadership is increasing internationalization. Here, the 
establishment and continuation of the defi ned value 
culture combined with initial and ongoing training op-
portunities, together with personal development – on 
both a regional and national basis – play an important 
role. It is also necessary to effectively counter continu-
ing demographic change with a forward-looking per-
spective by offering age-appropriate job opportunities 
and health programs. Dr.  Oetker is pursuing the objec-
tive of attracting the most suitable talents for the com-
pany and retaining them over the long term.

The individual Dr.  Oetker sites manage their human 
resource activities decentrally. The individual plant 
human resources departments report directly to the 
local plant manager. The human resources depart-
ments at the company’s German sites report function-
ally to the human resources manager in Bielefeld and 
the human resources director in Bielefeld.

During development of the Dr.  Oetker sustainability 
strategy, the key areas of activity for staff leadership 
were reviewed and re-evaluated. During this process, 
the following areas were confi rmed as being of partic-
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ular importance and are reported in this chapter 
(alongside other areas): 

• Special value culture and good leadership
• Training
• Remuneration and social benefi ts
• Voluntary commitment
• Deployment and personal development of em-

ployees
• Occupational safety
• Diversity and equal opportunities
• Reconciliation of family and working life

4.2 Attractive employer
Dr.  Oetker has been a reliable employer since its foun-
dation over 125 years ago. The company has always 
considered creating and maintaining jobs to be an im-
portant social mission. Jobs are regarded as being se-
cure over the long term and employees are offered 
attractive prospects in a stable working environment. 
The company fi rmly believes that employees can only 
perform to the best of their ability in such an environ-
ment and that this will allow them to remain motivated 
to remain with Dr.  Oetker over the long term.

The core issues defi ned by the company, together with 
the measures associated with them, are based on a 
socially responsible, sustainable personnel policy 

and the employee-focused corporate culture typical 
of Dr.  Oetker. The company regards motivated and 
satisfi ed employees as a key factor in its success – 
and one that underpins the central pillars of security 
and continuity.

The success of this personnel policy is also refl ected 
in the following factors: In 2015, the average length of 
service of employees in Germany was 14 years, as at 
December 31, 2015, representing a slight increase over 
the previous year. Employee turnover decreased in 
comparison with the previous year and the fi gure for 
Germany was 1.2 % for fi nancial year 2015.

Length of service and employee turnover

2013

2014

2015

13.6

13.5

14.0

1.7 %

2.0 %

1.2 %

Length of service in years Employee turnover 

The Dr.  Oetker value culture
The company is committed to practicing a special 
value culture. Employees should be able to fl ourish in 
a climate of trust while helping shape the future of the 
company. The value culture forms the basis for staff 
leadership at all hierarchy levels. This is communi-
cated during the induction of new employees, at the 
annual staff appraisal and on a continuous basis as part 
of professional development measures. The owning 
family takes particular responsibility in this respect, 

Common values: trust-based cooperation between colleagues.
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serving as role models for the company’s value culture 
and, together with the employees, shaping this cul-
ture on a day-to-day basis. In particular, this includes 
open and transparent communication, humbleness, 
reliability and predictability.

In order to enhance mutual trust and cooperation, 
these principles of cooperation are practiced at all of 
the company’s sites. Employees are actively included 
in the establishment of the value culture through 
workshops that address a range of concepts. Annual 
management conferences furthermore deal with other 
increasingly relevant topics, such as compliance and 
sustainability.

Key tools also include the annual employee appraisals. 
These give individuals an opportunity to openly discuss 
their work situation with their line manager and to agree 
upon joint targets and prospects. The cross-site ex-
change visits also contribute to transferring values and 
ensuring that this brings sustained benefi ts. To supple-
ment this, Dr.  Oetker carries out employee surveys at 
regular intervals. Following the surveys performed in 
2006 and 2010, the latest survey was carried out for the 
fi rst time at 11 German and international sites during 
April 2016. On the basis of the results, internal mea-
sures have been derived that are aimed at continuously 
improving employee satisfaction and increasing each 
individual’s commitment to sustainability. 

The cross-site idea management system – which has 
existed ever since 1978 in the form of an employee 
suggestion scheme – also plays an important role in 
the participative corporate culture at Dr.  Oetker. 
During the reporting period, around 700 ideas have 
been received for the idea program. This program is 
open to suggestions from all employees, and therefore 
offers them an opportunity to highlight potential for 
improvement in all divisions of the company and help 
shape solutions. Furthermore, employees from the 
 Ettlingen, Moers, Wittenburg and Wittlich plants have 
submitted additional suggestions within the frame-
work of site-specifi c continuous improvement pro-
grams. Alongside technical optimizations, the primary 
considerations here were improvements to processes 
and procedures, for instance in the area of occupational 
safety. But the suggestions have also included many 
ideas for saving energy and developing new products. 
Many of these ideas have already been implemented 
in practice. Moreover, a prize is awarded for the idea 
of the month. This motivates employees to help active-
ly and sustainably shape the future of the company.

Recruiting and developing talent
Competition for qualifi ed next-generation employees 
is becoming increasingly intense in the face of demo-
graphic change. The company wants to recruit not only 

the best employees – it wants the most suitable appli-
cants for the job. For this reason, the company places 
great emphasis on dialogue-oriented and personalized 
communication with potential employees. The objec-
tive here is fi rst to fi nd talented individuals, to get to 
know them personally during the multistage applica-
tion process and to develop them internally once they 
have commenced employment.

Top-quality digital information: the redesigned online 
career area.

In order to be viewed as an attractive employer by new 
entrants, postgraduates and trainees in particular, the 
company’s approach to these target groups has been 
aligned accordingly. In its external communications 
the company conveys an authentic image based on 
the “shaping the future through quality” slogan by de-
picting employees as ambassadors for the Dr.  Oetker 
brand as an employer and by publishing experience 
reports and portraits of and about employees. Various 
new personnel marketing tools have been added during 
the reporting period. The central focus here is the over-
all careers area on the corporate and brand website, 
which was revised and redesigned during the course 
of a relaunch in 2013. Employees from the commercial 
and industrial / technical fi elds are introduced and 
give an insight into the working world and atmosphere 
at the company.

 www.oetker.com/en/career/career.html

Similarly, advertising concepts have been developed 
and video messages featuring employees have been 
fi lmed. The prospects for employees play a key role in 
these employer branding activities, thereby underlin-
ing the corporate culture: people are the central focus.

So that students are made aware of Dr.  Oetker at the 
earliest possible opportunity, the company regularly 
holds lectures, job application training programs and 
workshops. Furthermore, the company maintains co-
operative ventures with schools and universities (e. g. 
for high school and university student internships), 
attends many recruitment events and stages in-house 
career days such as the Dr.  Oetker Talent Days. This 
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annual event offers students and university graduates 
an opportunity to get to know the different depart-
ments within the company during practically oriented 
workshops held at the Bielefeld headquarters and to 
fi nd out if Dr.  Oetker is the right employer. The em-
ployer brand again takes center stage here, because 
the talented youngsters work on realistic examples in 
dialogue with skilled workers and management per-
sonnel. This concept has proven itself for more than 
ten years and is now being utilized by and rolled out to 
the wider Oetker Group.

Dr.  Oetker furthermore offers challenging internships 
and, with Stay in Touch, has developed a program 
within the Oetker Group that is aimed at maintaining 
intensive contact with particularly outstanding interns 
and apprentices, even after they have completed their 
internships. These potential young recruits have an 
opportunity to participate in Stay in Touch events 
twice a year. The objective of these events is for the 
potential recruits to get to know the company better, to 
fi nd out about career opportunities within the Oetker 
Group and its business divisions and to further expand 
their individual skills, supported by a range of semi-
nars. Furthermore, participants are sent current job 
vacancies and have an opportunity to complete their 
dissertations at Dr.  Oetker. The objective of these 
measures is to subsequently recruit the participants 
as trainees or employees. 

A further opportunity for students is the Oetker 
Group’s Gap Year Program, which has been aimed at 
students graduating with a bachelor’s degree since 
the beginning of 2014. Before these students com-
mence on a master’s level course of study, they can – 
with just one successful application – undertake two 
or three internships in different sectors of participat-
ing Oetker Group companies.

Talent Days: career days at Dr.  Oetker.

Stay in Touch: potential young recruits in dialogue.

Training
The training sector also considers itself well positioned 
to counter the competition. A wide range of appren-
ticeship trades is offered at the company’s German 
sites, in line with the corresponding ranges and prod-
ucts, and high-quality training is ensured.

These currently include twelve apprenticeship trades 
and four courses of study with integrated vocational 
training. These have met with signifi cant interest from 
applicants. In 2015, the company hired 43 new appren-
tices (2014: 50 apprentices). The offer of training 
places is based on the company’s requirements and 
the alignment of the product range at the respective 
production site. In view of the sustainable employment 
policy, the company places great emphasis on offering 
apprentices regular employment following completion 
of their courses. Following completion of their training, 
apprentices continue in employment with the company 
for at least one year. The ultimate objective is to hire 
everyone.

Apprentices  Headcount

2013

2014

2015

183

176

160

The high quality of training characterizes Dr.  Oetker as 
an attractive employer. Apprentices and trainees learn 
early on to accept responsibility, carry out projects 
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and independently organize events. This strongly pro-
motes team spirit, collegiality, creativity and personal 
accountability. The annual Tag der offenen Ausbildung 
(education open day) is therefore not only a career 
orientation event for students, but is also a profession-
al development opportunity for the apprentices at the 
Bielefeld site, who organize this event themselves. 
The Wittlich site pursues a similar concept: the annual 
event Take off for high school students in the region is 
organized independently by the apprentices. At the 
Moers site, the trainees are involved in the Dr.  Oetker 
Safety Training Program 2015, which is carried out in 
line with plant training. Here, they address the issue 
of occupational safety from their perspective and de-
velop proposals for improvements.

Tag der offenen Ausbildung (education open day): 
interested high school students receive support from 
apprentices during practical exercises.

The company has maintained a mentoring program for 
apprentices since 2006. Employees who have gained 
job and life experience contribute to this program, in 
which they act as mentors, and support apprentices 
with their wealth of experience and knowledge. The 
program serves to impart values and delivers key assis-
tance for apprentices as they are inducted into the 
corporate culture.

The increasing internationalization of the company is 
also playing a more signifi cant role in the training area. 
The company has been offering its apprentices posts 
abroad since the 1990s. At the time, these were indi-
vidual posts granted for outstanding achievements 
during training. Today, a foreign posting is an optional 
component of commercial training. In this way, over 
40 apprentices from Bielefeld have become familiar with 
operational procedures at various foreign Dr.  Oetker 
subsidiaries. Foreign postings are always dependent 
upon the requirements of the respective foreign sub-
sidiary. Courses with integrated vocational training 
also offer posts abroad. This successful model is being 
continuously expanded in cooperation with the Ger-
man sites and foreign subsidiaries and is also intended 
to allow commercial / technical apprentices to gain for-
eign experience and benefi t from professional devel-
opment within the company. During 2015, for example, 

apprentices in the industrial / technical fi eld who had 
completed their training at Dr.  Oetker in Wittenburg 
were deployed to the Dr.  Oetker UK foreign subsidiary 
for six months.

Trainee program
Alongside the direct entry route, university graduates 
may also apply to be accepted onto the international 
trainee program. This has been offered in Bielefeld 
since 1979 and provides long-term prospects for new 
entrants. The trainee program makes an important 
contribution to the continuous creation of a pool of 
next-generation managers and is a beacon of the sus-
tainable and long-term personnel strategy, both in 
Germany and abroad.

The focus of this program has become increasingly 
international because the 18-month course includes a 
six-month foreign deployment at one of the approxi-
mately 40 foreign subsidiaries. In Bielefeld, trainees 
can select from the key areas of marketing, sales, con-
trolling, purchasing, human resources, logistics, re-
search and development, production and technology. 
Alongside Germany, the program is currently also of-
fered in Italy, the Netherlands and Poland. The inter-
national trainee program concept is based on a specific 
framework; for instance, a six-month period in the main 
area or a deployment to at least two product range 
areas. Depending on the site, conditions and individ-
ual needs, the training schedule can be individually 
structured in agreement with the human resources 
manager and the respective department. Recruitment 
is carried out locally, with the additional objective of 
attracting new international talent for the respective 
foreign subsidiary. Six trainee vacancies were fi lled in 
Germany during 2015.

Trainees  Headcount

2013

2014

2015

8

4

6

Talent management – internal professional development
Dr.  Oetker offers its employees varied development 
prospects, both in Germany and at the foreign sub-
sidiaries. Strategic succession planning for approxi-
mately 350 key positions worldwide and systematically 
building up a pool of potential next-generation man-
agers are the most important features here. Many of 
these positions are fi lled “from within”, because the 
company is primarily committed to internal promotion. 
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Correspondingly tailored programs and measures, 
such as the international trainee program, take this 
objective into account.

Employee representation
Dr.  Oetker is committed to the principles of fair coop-
eration. These include recognizing the right to collec-
tive wage bargaining as well as the right to freedom of 
association for employees. Works councils at all sites, 
together with a working group with representatives 
from all works councils, guarantee that these rights 
can be exercised. International cooperation between 
employer and employee representatives is ensured 
through the Dr.  Oetker Europa Forum. In Germany, 
Dr.  Oetker employees are represented by the Food, 
Beverages and Catering Union (NGG). Collective wage 
agreements apply generally to all employees in accor-
dance with article 5 of the German Works Council 
Constitution Act (BetrVG).

Salary and social benefits
Dr.  Oetker offers its employees a performance-based 
and competitive salary together with comprehensive 
social benefi ts. For instance, the company has created 
an important condition for attracting qualifi ed workers 
and retaining them over the long term. Regional collec-
tive wage agreements exist for the labor forces at all 
of the company’s German sites. Vacation and Christmas 
bonuses, sick pay, vacation entitlement, etc. also apply 
to non-tariff employees.

In order to achieve a performance-based – and there-
fore fair – salary, Dr.  Oetker has evaluated all of the 
functions and / or positions at its German sites and 

assigned them a salary band. Furthermore, individual 
wage analyses are undertaken on an annual basis. 
Using an online application provided by the German 
Federal Ministry of Family Affairs, Senior Citizens, 
Women and Youth, Dr.  Oetker analyzes the fairness of 
the salary and derives corresponding corrective mea-
sures where necessary.

All employees receive the same social benefi ts, irre-
spective of whether they are employed on a full-time 
or part-time basis. Services rendered against payment 
are granted in accordance with the respective level of 
employment. Dr.  Oetker offers an employer-fi nanced, 
contribution-based pension scheme in which all em-
ployees participate. In addition, regular appointments 
are available at the individual sites to offer advice on 
all issues relating to private pension provision. 
Dr.  Oetker furthermore supports its employees in 
structuring their transition to retirement in a fl exible 
manner, for instance by offering part-time employ-
ment for senior citizens and “Best Ager” programs.

Promotion of voluntary activities
Since its foundation, Dr.  Oetker has been committed 
to fulfi lling its social responsibility (see chapter 6). In 
addition to the many other cooperation arrangements 
and measures, the company also set up the Hand-in-
Hand program at the beginning of 2011. With the help 
of monetary and / or product donations, Dr.  Oetker 
supports its employees and senior citizens in perform-
ing voluntary activities, thereby involving them in the 
area of corporate social responsibility. Over the past 
fi ve years, this program has subsidized around 200 vol-
untary projects in Germany and abroad.

The program Hand in Hand supports employees and retirees when performing voluntary activities.
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Awards
Regular awards confi rm the success of the Dr.  Oetker 
approach. Some examples include:

• Absolventa: for a good, fair training program 
(last received in 2016)

• Fair Company Seal (last received in 2016)
• Regular acknowledgment of the German plants as 

excellent training organizations by the respective 
chambers

• Regular “best honors” for apprentices awarded by 
the respective local chambers

• Trendence Graduate Barometer – Business Edition 
2016: Dr.  Oetker ranked 52nd (previous year 54th)

• Universum Student Research 2016 – Business 
Ranking 2016: Dr.  Oetker ranked 43rd (previous 
year 49th)

The future
Dr.  Oetker faces the challenge of maintaining and corre-
spondingly developing its value culture in the context 
of increasing internationalization. As a result of grow-
ing competition for new talent, Dr.  Oetker is endeavor-
ing to identify the needs of young employees – in both 
the commercial and industrial / technical fi elds – and 
incorporate their ideas for improvements with the aim 
of deriving measures based on the results.

4.3 Targeted professional 
development
Dr.  Oetker promotes a culture of lifelong learning. The 
company has for many years been committed to the 
continuous professional development of its employees 
by implementing targeted programs. Great emphasis 
is placed here on encouraging employees, using target 
group-specifi c training programs, providing them with 
individually tailored support during different phases 
of life and deploying the employees in accordance with 
their qualifi cations, aptitudes and talents. This allows 
the company to pursue the above-stated objective of 
building up an internal pool of employees in order to 
be able to ensure succession and fi ll key positions.

This presents the company with two challenges: On 
the one hand it is necessary to determine employees’ 
qualifi cation and skills needs in a structured manner 
in order to create a basis for planning and implement-
ing personal development measures. On the other 
hand, a talent management system must be estab-
lished internationally too, in order to ensure that suc-

cession to key positions can be fulfi lled internally to 
the greatest possible degree. 

For this purpose, Dr.  Oetker offers a wide range of 
transnational training opportunities in all fi elds. Man-
agement personnel are trained and qualifi ed in line 
with personal development measures including the fol-
lowing: International Trainee Program, Talent Develop-
ment Program, Talente im Fokus (specifi cally for man-
agement personnel in the industrial / technical fi eld), 
Level K2 (specifi cally for supervisors) and, for example 
in Wittlich, the course Meister’liche Führung (specifi -
cally for master craftsmen). Employees who assume a 
management position for the fi rst time may participate 
in the course Neu in Führung (new in management), 
which is available at all sites. In Wittenburg there is 
also, in connection with the Food Academy, an oppor-
tunity to attend a special management seminar for 
production staff who, although they may not have dis-
ciplinary responsibility, do utilize their skills to lead a 
team. Furthermore, there is also a wide range of spe-
cialized and personal development training sessions, 
seminars and workshops, language courses, individual 
coaching programs and management training courses 
together with study sponsorship schemes. The range 
of courses is being continuously expanded at all sites.

In-service training is strongly supported by the com-
pany. Throughout Germany, for instance, 30 employees 
took advantage of in-service courses during 2015. In 
order to promote in-service training, an employee 
training academy has been under development at the 

Collaborative and lifelong learning is a key component of 
the corporate culture.
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Ettlingen site since the beginning of 2014. At the Witten-
burg site, production workers are offered the opportu-
nity to undergo in-service retraining. In order to ensure 
equal opportunities here, these positions are adver-
tised and communicated internally.

To ensure individual and sustainable employee and 
management development, modifying professional de-
velopment opportunities to match changing framework 
conditions is a continuous process. The in-service 
training courses are therefore evaluated using feed-
back forms and feedback discussions and during the 
course of the regular employee surveys. The results 
are consistently positive.

Deployment and personal development of employees
Human resource development activities are agreed 
between employees and managers during regular and 
structured staff appraisals – for both the commercial 
and the industrial / technical fi elds. The appraisal pri-
marily deals with competencies, individual prospects 
and feedback on the respective employee’s job. More-
over, managers actively communicate the training and 
professional development opportunities available at 
the company and defi ne the desired objectives and 
learning effects jointly with the employee.

During the reporting period, the internationally appli-
cable Dr.  Oetker Competency Model was also adopted. 
This has been an integral part of the annual staff ap-
praisals since 2015. It defi nes the core competencies 
for management personnel and all employees – and is 
already used with many human resources tools.

The future
As a result of increasing internationalization, the de-
mands on internal human resource development pro-
cesses are increasing. To counter this, Dr.  Oetker is 
planning to expand international IT support for key 
measures such as staff appraisals and employee sur-
veys. This also includes the use of digital communi-

cation channels for boosting the employer brand, in 
order to better target the most suitable new talents 
and hire them for the company.

4.4 Safe and health- 
promoting working 
 environment
In the context of demographic change, it is important 
to maintain a capable labor force over the long term. 
The focus here is primarily placed on meeting the re-
quirements of safe and ergonomic working conditions 
and promoting health in the workplace, with the ob-
jective of maintaining the labor force until employees 
enter retirement.

Occupational health
The objective of occupational health management is to 
maintain the health and performance of each individual 
employee and promote motivation and satisfaction in 
the workplace. This allows absence rates to be reduced 
and occupational illnesses to be effectively prevented. 
The core elements of occupational health management 
at Dr.  Oetker are prevention, exercise, nutrition and 
stress management. The company cooperates with 
external health insurance schemes, rehabilitation and 
preventive healthcare providers and the German em-
ployers’ liability insurance associations.

During the reporting period, Dr.  Oetker prepared a 
structured overview of all relevant physical stresses 
that may occur in different areas of the company. As 
a consequence, measures for reducing stress were 
implemented, which included offering employees who 
use desktop workstations advice on improving ergo-
nomics.

A work situation analysis, which was performed on a 
departmental basis in the form of employee work-
shops, furthermore delivered important fi ndings re-
lating to physical risks in the workplace. Specifi c mea-
sures were derived from this analysis: for example, 
carrying out preventive medical checkups and offering 
advice, training and preventive programs on the sub-
jects of nutrition and exercise.

Targeted in-service training: Dr.  Oetker offers tailored 
training programs.
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Further occupational health management measures 
include the establishment of the Dr.  Oetker Kraftwerk 
(“power station”) health center at the Wittlich site, 
which provides cardiovascular / aerobic fi tness equip-
ment, and a range of free seminars and health checks 
that include skin screening, cardiovascular checkups, 
yoga and gymnastics programs.

The Bielefeld City Utilities Run and Roll Day: there was 
once again a high participation rate among Dr.  Oetker 
employees in 2015.

Occupational safety
The company views the improvement of occupational 
safety as a continuous process that is developed jointly 
with employees on a cross-departmental basis. For this 
purpose, Dr.  Oetker operates a comprehensive safety 
management system with the objective of completely 
preventing accidents in the workplace.

The maintenance of occupational safety is organized 
at all of the company’s sites in accordance with OHSAS 
(Occupational Health and Safety Assessment Series) 

18001. In Wittlich, the requirements of this standard 
were implemented and the OHSAS management sys-
tem also underwent successful auditing during the 
reporting period. The company plans to roll out this 
system to the Wittenburg site during 2016. Occupa-
tional health committees and specialists, together 
with safety offi cers and company physicians, are on 
call at all sites. As specialists in their specifi c fi elds, 
they assess potential risk situations, carry out investi-
gations following accidents and advise the employer, 
management personnel and employees regarding oc-
cupational safety. They furthermore provide the com-
pany with support when it comes to fulfi lling its re-
porting obligations vis-à-vis the German employers’ 
liability insurance associations.

Occupational healthcare is provided by company physicians.

Accidents and their consequences are immediately re-
corded electronically and analyzed in accordance with 
the procedures of the German Statutory Accident In-
surance Association. Every occupational accident is 
investigated at the place where it occurred. Measures 
are subsequently derived in order to prevent such ac-
cidents from happening in the future. The management 
receives the corresponding evaluations on a quarterly 
basis and at year-end. There were no cases of work- 
related death during the reporting period.

In order to further improve occupational safety, 
Dr.  Oetker employees undergo regular incident-related 

Prevention Exercise Nutrition Stress management

EXTERNAL SERVICE PROVIDERS

DR.  OETKER 

OCCUPATIONAL HEALTH MANAGEMENT

[13] Areas of occupational health management
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training to raise awareness of potential risks in the 
workplace and are taught how to prevent them. Em-
ployees and management personnel receive targeted 
opportunities for continuing professional develop-
ment – for example, participation in seminars held by 
the employers’ liability insurance associations – on 
the issues of occupational health and safety.

Dr.  Oetker has furthermore carried out risk assess-
ments and derived and implemented measures based 
on the results. The company is continuously working 
on the optimization of workplaces in terms of health 
and safety – a commitment that was honored in 2014 by 
the Berufsgenossenschaft Nahrungsmittel und Gast-
gewerbe (German Employers’ Liability Insurance Asso-
ciation for Foodstuffs and the Catering Trade).

A further component of the preventive safety mea-
sures is the centralized crisis management system at 
Dr.  Oetker. The objective of this is to prevent problems 
and crises from arising, to identify them at the earliest 
possible stage and – when they do occur – to rapidly 
and purposefully overcome them in order to prevent 
personal injury and economic losses, or to limit dam-
age that has already occurred.

The crisis management system is intended to maintain 
the company’s performance and protect the Dr.  Oetker 

brand image worldwide. With clear internal processes 
and responsibilities, the system serves – in addition to 
protecting products, the company and the Dr.  Oetker 
brand – to protect consumers, customers and em-
ployees.

The future
Dr.  Oetker is endeavoring to maintain its good perfor-
mance in terms of avoiding accidents and work-related 
illnesses and to further expand its occupational health 
management system. The company is also focusing 
on improving workplace ergonomics, particularly in 
view of current demographic changes. In order to main-
tain the health and performance of its employees, 
more training courses are being offered to manage-
ment personnel and employees. With the help of em-
ployee surveys, measures aimed at improving occu-
pational safety and prevention – and for promoting 
awareness of health issues – are being developed.

The company is also planning to hire additional staff – 
in particular occupational safety specialists – to fur-
ther improve occupational safety.

4.5 Promotion of diversity 
and equal opportunities
Creating a working environment that acknowledges 
the diversity of employees and creates equal opportu-
nities for everyone – free of prejudices – is a major 
concern for Dr.  Oetker. All employees enjoy the same 
degree of respect and equal opportunities, irrespective 
of gender, nationality, ethnic origin, religion or ideol-
ogy, state of health, age, sexual orientation or identity. 
The company observes the principles of neutrality and 
the Allgemeines Gleichbehandlungsgesetz (German 
General Equal Treatment Act).

Dr.  Oetker subscribed to the Charta der Vielfalt (diver-
sity charter) in 2010. To ensure compliance with the 
charter’s principles, the company nominated a dis-
crimination offi cer who confi dentially accepts reports 
of suspected discrimination. There were no reports of 
discrimination during the reporting period.

Occupational safety for high bay racking: simulated rescue 
in cooperation with the fire department.
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In terms of equal opportunities within the company, 
the challenge facing Dr.  Oetker consists in hiring more 
women to fi ll management positions. In 2015, the pro-
portion of women in the overall labor force was 48 % 
while the proportion of women occupying management 
positions was 30 %. 

Diversity and equal opportunities: the company employs individuals from 40 nations.

Nationalities within the company Number

2013

2014

2015

41

40

40

Managers by gender Headcount

2013

2014

2015

350

369

443

Women Men

105

112

138

245

257

305

Employees (incl. apprentices) by gender Headcount

2013

2014

2015

4,483

4,522

4,572

Women Men

2,072

2,111

2,119

2,411

2,411

2,453

Employees with disabilities  Headcount

2013

2014

2015

154

165

187
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Reconciliation of family and working life
At Dr.  Oetker, the reconciliation of family and working 
life is supported by over 400 different fl exible working 
time models. Adapted to suit individual requirements, 
various fl extime, part-time and vacation arrangements 
are available, together with the option of taking a sab-
batical. At the Wittlich plant, for instance, there are 
several positions that allow parents among production 
employees to work to a day shift model, thereby help-
ing them achieve the best possible balance between 
their working and family lives.

Supporting men and women as they care for children 
or nurse relatives plays a special role. This encom-
passes options for reintegrating employees following 
parental leave as well as providing advice and agency 
services relating to child and nursing care. In this area, 
Dr.  Oetker cooperates with family support organiza-
tions. Employees furthermore have access to a pri-
vate Internet portal that offers information on these 
issues. 

Parental leave  Headcount

2013

2014

2015

115

136

145

Women Men

86

98

90

29

38

55

To support the nursing care of relatives, Dr.  Oetker 
assists employees with arranging nursing care ser-
vices, needs-based housing options, ambulatory care 
and shopping services. Cooperation with children’s 
daycare centers, the offer of vacation options, vaca-
tion exchanges and Christmas parties for employees’ 
children, together with a family day – like the one held 
at the Wittlich site for all employees with dependents 
– form a further part of this service.

Increasingly in focus: caring for relatives.

The future
The reconciliation of family and working life will re-
main a focal point for Dr.  Oetker in the future too. The 
company is convinced that employees will only be able 
to develop their capabilities to the full if they have a 
good work-family balance. In this connection, for in-
stance, the company is expanding its cooperation 
with a children’s daycare center in Bielefeld. This will 
make a total of 25 childcare places available for em-
ployees’ children.

Reconciliation of family and working life: at Dr.  Oetker there are over 400 different flexible working time models.
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by 2020, that’s how much Dr.  Oetker 
intends to increase energy efficiency in 
production by compared with 2010.
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5 Environmental 
protection
Dr.  Oetker places great emphasis on protecting the environment – and this is firmly anchored in its corporate 
philosophy. As a result, it has already been possible to establish high environmental standards. Nevertheless, 
the company is still pursuing the objective of continuously reducing its impact on the environment. In order to 
further optimize processes, specific measures will be formulated on the basis of ambitious objectives and 
the results will be regularly monitored.

5.1 Management approach
Protecting our natural resources – clean water, pure air and 
healthy soil – is a matter of the utmost importance to 
Dr.   Oetker. This is because the availability of high-quality 
agricultural raw materials is the single most decisive factor in 
the company’s success. For Dr.  Oetker, sustainable manage-
ment practices and corporate environmental protection are 
closely related concepts for another reason: the efficient 
use of resources saves money and is therefore a factor that 
contributes to allowing Dr.   Oetker to sell its high-quality 
products at competitive prices.

Ever since the company was established, the concept 
of sustainability has been a core element of its corpo-
rate philosophy. Dr.  Oetker appointed its fi rst sustain-
ability offi cer in 1987 on a voluntary basis and as a 
secondary duty. Building upon this, the fi rst internal 
environmental audits were performed in 1989, in line 
with setting up an Environmental Management System, 
and the environment and packaging working group 
was established. The company’s fi rst environmental 
protection offi cer was appointed in 1990 and environ-
mental protection was integrated into the employee 
suggestion scheme. The establishment of an environ-
mental organization at all of the German production 
facilities took place one year later. 

The introduction of environmental guidelines and 
framework directives for organizing environmental pro-
tection activities for the overall Oetker Group ulti-
mately followed in 1994. These include, for example, the 
environmentally compatible structuring of production 
processes, the promotion of employee commitment 
to environmental protection and an open information 
policy towards the general public. Also in 1994, envi-

ronmental audits were performed at the company’s 
overseas sites for the fi rst time. Four years later, the 
production sites at Bielefeld and Ettlingen received 
their initial DIN 14001 certifi cation.

These activities represent just a brief excerpt from 
the company’s environmental timeline, during which 
Dr. h. c. August Oetker received the “Eco Manager of 
the Year” award in 1995. This event can be regarded 
as a particularly signifi cant milestone.

Today, all of the German production sites and 23 of 
the 33 production sites worldwide are certifi ed to the 
ISO 14001 standard. The objective is to systematically 
roll out this certifi cation standard throughout the 
company. The central administration of the Dr.  Oetker 
Environmental Management System is the responsi-
bility of the Environment and Construction department 
in Bielefeld. Furthermore, all of Dr.  Oetker’s foreign 
subsidiaries have a local offi cer who is responsible for 
site- specifi c environmental protection issues.

In line with the development of the Dr.  Oetker sustain-
ability strategy in 2014 (see section 1.1), the key areas 
of activity in terms of environmental protection were 
reassessed and prioritized by the Sustainability Com-
mittee. During this process, the following areas were 
identifi ed as being of particular relevance:

• Energy effi ciency and greenhouse gas emissions
• Material effi ciency in food production

Further issues classifi ed as relevant to environmental 
protection relate to water consumption during produc-
tion, noise and odor emissions and dealing with sub-
stances hazardous to the environment, such as refrig-
erants. As described in detail in the chapter on strategy 
and management, the need for action was reviewed, 
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strategic objectives were formulated, measurement 
values were defi ned and measures were determined 
for each relevant issue. These new objectives are pre-
sented in the following pages and Dr.  Oetker’s current 
environmental performance is outlined.

5.2 Energy efficiency and 
greenhouse gas emissions 
Dr.  Oetker has set itself the objective of achieving a 
15 % increase in energy effi ciency in production by the 
year 2020 compared with base year 2010. Further-
more, Dr.  Oetker will also reduce its production and 
logistics-related greenhouse gas emissions by 2020. 
Production-related emissions of CO2 are caused by 
the use of energy (for example, natural gas, propane, 
heating oil and electricity), which can be directly infl u-
enced by increasing energy effi ciency. 

Energy
Since 2012, all of the company’s German sites have had 
an energy management system certifi ed to ISO 50001. 
The fi rst successful recertifi cation was achieved in 
2015. Furthermore, Dr.  Oetker has been implementing 
energy monitoring systems at its plants, with which 
energy consumption is continuously monitored and 
evaluated in order to identify potential for savings. 
Energy consumption is also regularly recorded and 
evaluated at the international sites.

Relative energy consumption during 2015 at the Ger-
man sites increased marginally compared with previ-
ous years to 734 kilowatt hours (kWh) per ton (t) of 
product produced, as a result of product range varia-
tions. Dr.  Oetker obtains one half of its energy from 
the electricity grid (373 kWh / t), followed by natural 
gas (344 kWh / t). At two sites, it also uses small 
amounts of district heating (91 kWh / t).

Electricity Natural gas District heating

Energy  In kWh / t

2013

2014

2015

724.6

725.1

733.7

365.3

375.6

372.7

112.9

332.9 83.7

344.5 91.3

339.0

Plants at which the chilled products and frozen food 
product lines are manufactured are signifi cantly more 
energy-intensive than ones at which ambient food is 
produced. The potential for increasing energy effi -
ciency therefore varies from site to site and is partic-
ularly large for energy-intensive processes such as 
refrigeration, compressed air and steam production.

Greenhouse gas emissions
CO2 emissions are primarily generated during produc-
tion and, to a lesser degree, by logistics (where they 
also cannot be infl uenced directly). The lowest propor-
tion comes from emissions produced by the company 
car fl eet. 

Optimizing production processes
Emissions of CO2 from Dr.  Oetker plants are generated 
primarily by the production processes described 
above. In 2015, the German plants emitted 91,902 tons 
of CO2 caused by the consumption of energy. In rela-
tive terms this means that the emissions of CO2 during 
2015 in Germany amounted to approximately 0.27 tons 
per ton of product produced. These values have hard-
ly changed since last year as a result of the above- 
mentioned shifts in the product ranges.

Since 2012, all of the company’s German sites have had an 
energy management system certified to ISO 50001. 

CO2 emissions caused by energy consumption In t / t

2013

2014

2015

0.268

0.272

0.273

On the basis of the energy monitoring results, the 
sites are continuously developing and implementing 
measures aimed at improving energy effi ciency. For 
example, in 2014 and 2015 the following measures 
were realized: [14]
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[14] Measures realized during the reporting period

SITE MEASURE SAVING

  

Bielefeld Optimization of the heating controllers 200,000 kWh p / a

 Renewal of the lighting in the high bay warehouse 40,000 kWh p / a

 Increasing the efficiency of the refrigeration plants by grouping them together 30,000 kWh p / a

 Installation of new roof insulation 20,000 kWh p / a

   

Ettlingen Complete strip-out and rebuild of the administration building (geothermal energy etc.) Over 50 percent

Deployment of a building automation system for heating and air conditioning and to 
control the lighting in the Dr.  Oetker Forum

100,000 kWh p / a

   

Moers Insulation of the fruit heater 300,000 kWh p / a

 Process optimization for the cooling tunnel in the palletizer area 150,000 kWh p / a

 Introduction of a pallet management system 100,000 kWh p / a

 Conversion to LED lighting 60,000 kWh p / a

   

Oerlinghausen Optimization of the air conveyor system 60,000 kWh p / a

 Frequency converter-controlled air compressor 50,000 kWh p / a

 Installation of new roof insulation 25,000 kWh p / a

   

Wittenburg Optimization of the energy consumption of the ovens by means including the 
installation of an exhaust gas waste heat recovery unit

1,810,000 kWh p / a

 Optimization of the refrigeration system by modernizing the plants and 
optimizing the controller software

80,000 kWh p / a

 Introduction of a defrost management system 80,000 kWh p / a

 Introduction of a compressed air management system 45,000 kWh p / a

   

Wittlich Installation of speed-controlled coolant compressors in the refrigeration plants 500,000 kWh p / a

 Installation of exhaust gas waste heat recovery units for the ovens 380,000 kWh p / a

 Conversion of exterior lighting to use LEDs 50,000 kWh p / a

View over the Dr.  Oetker production site in Wittlich (Rhineland-Palatinate).
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Since the Dr.  Oetker sustainability strategy was fi rst 
implemented in 2015, raising awareness among man-
agement personnel and employees has played an in-
creasingly important role. Employees and managers 
are called upon to submit suggestions for reducing 
energy consumption and CO2 emissions. Dr.  Oetker reg-
ularly holds training sessions and has furthermore 
formed energy teams at all of the company’s domestic 
sites. Their purpose is to evaluate employees’ sugges-
tions and investigate how they can be implemented.

Company car fleet
The corresponding Dr.  Oetker guideline defi nes an 
upper CO2 emission threshold of 150 g / km per vehicle 
with the aim of limiting the overall emissions from the 
company car fl eet. It furthermore includes a bonus- 
penalty system: the lower the fuel consumption of a 
vehicle, the more economical the monthly leasing rate, 
which means that the employee has a greater choice 
of special equipment for their car. In order to promote 
cycling, employees have access to preferential rates 
from cycle and / or e-bike dealers. In 2016, a strategy 
for allowing offi ce staff to use electric vehicles will be 
developed.

Optimization of logistics processes
Reducing greenhouse gas emissions is a key compo-
nent of sustainability management at Dr.  Oetker. Each 
year, several hundred tons of Dr.  Oetker products are 
transported from the plants to the goods warehouses 
of retail partners. The largest proportion of this so-
called outbound transport capacity is managed by 
Dr.  Oetker, and the company works in close coopera-
tion with its logistics service providers. Part of the 
goods transportation is organized directly by retail 
customers. The company endeavors to reduce trans-
port costs as far as possible, including by ensuring that 
the trailers are loaded to their maximum capacity. 

Transport capacity  In tons / kilometer

2013

2014

2015

124,333,562

118,502,212

117,614,657

In Germany, goods were primarily transported by 
truck during 2015. This is mainly because railroad 
transport can only be utilized to a very limited degree, 
the required frequency of customer deliveries cannot 
be maintained, the delivery speeds are too slow and 
retail partners’ goods warehouses are not generally 
connected to the railroad network. On the other hand, 

for transporting goods between the company’s pizza 
production facilities at Wittlich and Wittenburg, a com-
bination of train and truck is used.

The transport-related CO2 emissions, which are gener-
ated during transportation of goods between the ware-
house sites in Germany, can be quantifi ed at approxi-
mately 11 million tons in total for 2015. Key methods 
for reducing these CO2 emissions, which include opti-
mized vehicle utilization and improved route planning, 
are mainly controlled by the trucking companies. 
Complying with the Euro IV exhaust emission standard 
has now become compulsory for service providers. 
However, over 95 % of the vehicles used already meet 
the most stringent exhaust emission classes V and VI.

Special refrigerated trucks ensure that the refrigeration 
chain remains unbroken during transport.

The future
The certifi ed Dr.  Oetker sites already have a well- 
developed energy effi ciency management system in 
place. This means that further savings in energy con-
sumption will become increasingly diffi cult to achieve. 
In the future, therefore, greater emphasis will be placed 
on developing measures aimed at improving the effi -
ciency of upstream and downstream stages in the 
production process. The following measures were 
developed during 2014 and 2015 and will be imple-
mented by 2020:

• At the Wittlich and Wittenburg sites, further heat 
recovery units will be incorporated into the heating 
networks and the refrigeration plants will be 
 optimized. At all sites, employees who have a key 
infl uence over energy consumption will receive 
training in the use of the energy management 
system. 

• At the Ettlingen site, a new deep-freeze warehouse 
with a highly effi cient refrigeration plant will be 
 installed. This will result in an energy saving of 
approximately 30 %.
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• At the Bielefeld site, the newly constructed research 
and development center will be supplied with 
geothermal energy. This means that a large propor-
tion of the heating and cooling energy require-
ments will be provided by energy extracted from 
groundwater.

• At the Brackwede and Oerlinghausen sites and the 
administrative block in Bielefeld, environmental 
and energy-related improvements will be carried 
out. These improvements were determined from 
employee surveys performed in the workplace.

• At the Moers and Oerlinghausen sites, combined 
heat and power plants (CHP) will be commissioned 
during 2016. CHP is one of the most economically 
effi cient climate protection technologies currently 
available. This process involves simultaneously 
generating heat and electricity decentrally, i.e. 
 directly on-site.

• At the Wittlich site, frequency converters are being 
installed on the coolant compressors.

In order to support these activities, the IT-based energy 
consumption visualization and control systems are be-
ing continuously expanded (alongside other systems). 

Because transport services are mainly provided by 
external companies, opportunities for Dr.  Oetker to 
directly infl uence a reduction in CO2 emissions are 
limited. Dr.  Oetker is therefore currently working on 
implementing appropriate procedures and tools that 
will facilitate regular and systematic recording of trans-
port-related CO2 emissions in the future. The potential 
for optimization, identifi ed on the basis of a standard-
ized greenhouse gas reporting system, should then be 
implemented in cooperation with the logistics part-
ners. In this context, Dr.  Oetker is planning to meet 
with its logistics partners in order to achieve in-
creased dovetailing of sustainability activities and 
carry out joint sustainability projects. 

5.3 More efficient 
 handling of materials 
in food production
For Dr.  Oetker, the issue of material effi ciency involves 
two dimensions. On the one hand, it is necessary to 
utilize raw materials / ingredients and packaging mate-
rials effi ciently in order to avoid production waste and 
operate cost-effectively. On the other hand, Dr.  Oetker’s 
stringent quality standards may make production 

waste unavoidable – this applies to both the pur-
chased raw materials and to items that have already 
been produced.

So-called “big bags” – large reusable containers – reduce 
waste generation during production.

Use of packaging material
Different types of packaging material are distinguished – 
on the one hand there is product packaging (for exam-
ple, folding boxes and inner bags) while on the other 
there is transport packaging (for example, stretch 
fi lms). In 2015, Dr.  Oetker used 0.106 tons of packaging 
material per ton of product produced. This rate of utili-
zation remains the same as for the previous year.

0.003

0.002

0.002

Paper / card Composite materials Plastics Glass

Material usage for product packaging In t / t

2013

2014

2015

0.114

0.109

0.106

0.090

0.086

0.085

 0.013 0.018

0.016

0.014

 0.013

0.012

Transport packaging comprises primarily 100 %-recy-
clable corrugated cardboard and stretch fi lms. In the 
chilled products line it has, in the meantime, been 
possible to save around two thirds of the stretch fi lm 
previously used by using fi lms of reduced thickness 
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and optimizing the fi lm tension. Other departments 
are working on similar measures.

Waste
Different types of waste are generated at Dr.  Oetker’s 
production facilities. The different plants have set up 
recycling schemes to deal with this waste and they 
cooperate with the corresponding local waste disposal 
companies. At Dr.  Oetker plants, a great deal of expense 
and effort goes into separating up to 40 different waste 
fractions. During 2015, 0.057 tons of waste was gener-
ated per ton of product produced at the company’s 
German plants. The volume of waste reduced marginally 
compared with the previous year. Based on the statu-
tory requirements in Germany, a distinction is made 
between waste for disposal and waste for recycling, 
alongside other distinctions. Due to the exceptionally 
high recycling rate, it is not possible to graphically 
represent the low volume of waste for disposal in 
comparison with the production volume.

Waste  In t / t

2013

2014

2015

Waste for recycling Total waste

0.056

0.060

0.057

0.056

0.060

0.057

Measures realized during the reporting period
In order to reduce food waste during production, 
Dr.  Oetker is continuously working on optimizing its 
production processes. As a foundation for this, the 
company regularly issues ecological balance sheets 
from which potential for optimization can be derived. 

Furthermore, ideas submitted by employees through 
the idea management system can be incorporated on 
a cross-site basis, because employees possess a wealth 
of experience in relation to production processes 
that they have gained during their day-to-day work. 
This means they are in a position to be able to reduce 
both the amount of materials used and the volume of 
waste generated. During the reporting period, a spe-
cial working group was set up at the Wittlich site that 
is responsible for developing measures to reduce pro-
duction waste.

If excess raw materials cannot be transferred to other 
plants or sold, they are not destroyed but are given 
to food banks or other organizations. For example, 
during 2015 the Wittenburg plant donated around 
3.4 tons of food.

The future
Improved material utilization and avoiding waste – in 
particular food waste – are top-priority issues for all 
Dr.  Oetker employees and management personnel. For 
this reason, the company has set itself the following 
strategic objectives:

• A 10 % reduction in material utilization in logistics 
by 2020 (base year 2010)

• A 15 % improvement in waste effi ciency in produc-
tion by 2020 (base year 2010)

5.4 Use of water, other 
emissions and handling of 
hazardous substances
The continuous improvement of production processes 
and the associated responsible use of water resources 
is a key component of environmental management at 
Dr.  Oetker. The reduction of noise and odor emissions 
is a further central focus of the company. The require-
ments for this include effi cient and modern production 
facilities and the continuous reduction of environmen-
tal effects caused by the production process.

Water and effluents
The supply of water to Dr.  Oetker’s sites is ensured 
through the urban water network. Well water from the 
company’s own supply is used at two sites for cooling 
the compressor plants. This water is subsequently re- 
injected into the ground. Water consumption, on the 
other hand, is divided into the irrigation of greened 

Food donations are made to local food banks and other 
institutions.
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areas, evaporation and water that is used in the prod-
ucts, together with water used for cleaning the produc-
tion facilities. This last use represents the largest pro-
portion of water consumption at the Dr.  Oetker sites.

Water In m³/ t

2013

2014

2015

2.37

2.53

2.62

4.30

4.07

4.67

Urban water supply Well water

Product-specifi c water consumption at Dr.  Oetker 
amounted to around 2.62 cubic meters (m³) of water 
per ton of product produced. At the same time, around 
2.07 cubic meters of effl uents were also produced per 
ton of product. Water consumption and the production 
of effl uents remained relatively constant through 2014 
and 2015. Compared with 2012, these volumes have 
increased slightly due to the requirements of halal 
certifi cation and the associated cleaning, together 
with the use of a cleaning hall, particularly at the 
Wittenburg site.

The systematic monitoring of the consumption data 
for water, well water and the effl uents produced at all 
domestic sites provides Dr.  Oetker with a basis for 
developing specifi c measures for reducing overall 
water consumption. For example, the use of gray water 
at the Moers site for prerinsing during the cleaning 
process saves on the consumption of potable water 
resources.

Effluents  In m³/ t

2013

2014

2015

1.91

1.98

2.07

It is furthermore necessary to comply with the respec-
tive municipal and statutory regulations relating to 
effl uent quality (for example, organic contamination 
with fats) and thermal loads. The pollutant load dis-
charged through effl uents is monitored by making 
regular measurements. At Dr.  Oetker plants where am-
bient foods are produced, the effl uent is classifi ed as 
“household-like”. Effl uents from food production plants 
where frozen and chilled products are produced con-
tain a slightly higher concentration of contaminants as 
a result of reasons relating to technical production.

Water consumption: monitoring is performed at all sites in order to develop specific measures for reducing overall water 
consumption.
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During the reporting period, measures including the 
following were implemented:

• Use of water-saving cleaning nozzles to reduce 
water consumption in production

• Use of well water for technical cooling processes 
and re-injection of the water into the ground

• Installation of fl ow limiters in water faucets and 
sanitary facilities

• Staging of information events to raise awareness 
among employees regarding the use of water

The measures aimed at reducing water consumption – 
and the successes achieved – are monitored and evalu-
ated using the energy monitoring system. This task is 
the responsibility of the respective local energy man-
agement offi cers.

Reduction of noise and odor emissions
Emissions such as noise and odor only occur to a lim-
ited extent at Dr.  Oetker. The company takes the inter-
ests of its neighbors very seriously and adopts exten-
sive measures to further reduce the impact of such 
stresses. PP&E is regularly maintained in order to pre-
vent noise and odor emissions. Preventive measures 
for avoiding noise include the introduction of a Truck 
Management System at the Wittlich and Wittenburg 
sites. This helps avoid unnecessary trips and waiting 
times at open areas and simultaneously reduces indi-
rect CO2 emissions.

Responsible handling of hazardous substances
Dr.  Oetker complies with the statutory requirements 
when handling process chemicals, oils and waste. Sub-
stances that are classifi ed as hazardous by the regula-
tor include refrigerants such as nitrogen and ammonia, 

which are used for the production and storage of 
chilled and frozen products. Ammonia is used because, 
in contrast to refrigerants containing CFCs, they do not 
damage the ozone layer. CFCs (chlorofl uorohydro-
carbons) are only used in small, decentral air condi-
tioning and refrigeration plants. There were no incidents 
involving refrigerants during the reporting period.

Organizational rules are defi ned in the Environmental 
Management Manual and these are communicated at 
regular employee training sessions. Environmental au-
dits are performed in order to ensure that hazardous 
substances are handled in accordance with the regu-
lations. The hazardous substance register, available 
at all Dr.  Oetker plants, provides a precise overview of 
the substances used. All hazardous substances are 
continuously reviewed to determine if they can be sub-
stituted. Furthermore, Dr.  Oetker maintains a safety 
management system that is undergoing continuous 
expansion and facilitates an appropriate response in 
the event of emergencies.

The future
The expansion of the energy monitoring system is in-
tended to allow water consumption during cleaning of 
the production facilities to be better visualized. This 
means that the cleaning processes will be optimized, 
thereby saving water.

Dr.  Oetker already meets very high standards in terms 
of noise and odor emissions. In the future, the company 
will pursue measures aimed at further reducing emis-
sions in line with an effi cient Environmental Manage-
ment System.

Reducing noise and odor emissions through efficient truck management.
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Dr.  Oetker has been engaged in a 
partnership with SOS Children’s 
Villages and is also committed to 
various other projects.

Since
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y6.1 Management approach
Since the foundation of the company in 1891, the owning 
family has been concerned with the sociopolitical issues of 
their time and has contributed to the development of eco-
logical, social, cultural and educational policy for all social 
groups. However, the wide range of challenges facing glob-
alized society also requires companies like Dr.   Oetker to 
concentrate their own efforts on selected areas. Dr.  Oetker 
has always considered a positive family environment and 
the promotion of education to be the fundamental building 
blocks of an intact society. For individuals, these ultimately 
create the requirements for a self-determined and happy 
life. Dr.  Oetker therefore firmly places the focus of its social 
commitment activities on these areas, always putting special 
emphasis on ensuring that all its activities are character-
ized by continuity and sustainability. 

Social responsibility from the outset
The foundation stone for corporate social responsibility 
was laid by company founder, Dr. August Oetker. Back 
at the start of the 20th century he was already spon-
soring scientifi c institutions, especially those in natu-
ral sciences and set up a microbiological institute at 
his company, which offered biochemical seminars that 
were open to the wider public. 

In the tradition of the company’s founder, subsequent 
generations have considered it their duty to become 
involved in the concerns of society. In the past, the 
owning family has always contributed to the promotion 
of social cohesion and intends to continue this work in 
the future too. In doing so, it will be supporting not only 
individual employees, but the company as a whole.

This commitment can, for example, be seen in the per-
sonal engagement demonstrated by Dr. h. c.  August 
Oetker, chairman of the Advisory Board and share-
holder of Dr. August Oetker KG, for the award ZEIT 
WISSEN “Mut zur Nachhaltigkeit”, which he cofounded 
and serves on the jury for. This sustainability prize has 
been awarded since 2013 to pioneers who have made 
an outstanding contribution in the fi eld of sustainable 
development. Past award-winners provide examples of 
how the gap between theory and practice in the debate 
on future environmental and social development can 
be closed. The prize and the award- winning  projects 
are intended to generate momentum for sustainability 
initiatives in the fi elds of science and business. In 
March 2016, Dr. h. c.  August Oetker awarded the prize 
to the family-owned company  Werner & Mertz.

Dr. h. c. August Oetker awarding the prize ZEIT WISSEN 
“Mut zur Nachhaltigkeit” to family-owned company 
Werner & Mertz.

6 Social 
 responsibility
As a family-owned company, Dr.  Oetker plays a special role in society. Recognizing and taking into con-
sideration the company’s involvement in social contexts is a fundamental requirement for sustainable 
 practices. The owning family and the company – including all of its employees – embrace this responsibility 
through their commitment in a wide variety of areas.
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In recognition of the social commitment demonstrated 
by the owning family and the company, in particular 
for the decades of social and cultural support given to 
the City of Bielefeld and for his personal humanitarian 
engagement, Richard Oetker, personally liable partner 
of the Dr. August Oetker KG and chairman of the Exec-
utive Board of Dr.  Oetker GmbH, was presented with 
the Honorary Award of the German Sustainability Prize 
in 2013. 

International engagement
In keeping with its international operations, the com-
pany also considers itself responsible for international 
social issues – and takes its worldwide social respon-
sibilities seriously. In this connection, Dr.  Oetker in-
tends to make a contribution to overcoming the so-
cial challenges of our time and promoting social 
cohesion at all times. Taking into consideration the 
corresponding country-specifi c circumstances and 
needs, Dr.  Oetker understands that its social responsi-
bility requires a joined-up approach and places the 
areas of family and education at the focus of its activ-
ities internationally too. 

This primarily concerns the company’s engagement 
with its partner, SOS Children’s Villages, which is af-
forded an exceptionally important status at the com-
pany’s foreign subsidiaries too. In order to ensure that 
support is provided where it is needed most, the deci-
sions regarding charitable activities are taken by the 
foreign subsidiaries in the respective country.

6.2 Partnership with SOS 
Children’s Villages
In exercising its social responsibility, Dr.  Oetker places 
the family fi rmly in focus as a piece of home. Although 
Germany has a very high standard of living, by no 
means all children experience the feeling of comfort, 
closeness and security that is offered by an intact 
family setting. With the objective of once again offering 
children in emergency situations a life in a family envi-
ronment and giving them a home, Dr.  Oetker entered 
into a close, long-term partnership with SOS Children’s 
Villages in 2008. The four supporting pillars of the 
work of SOS Children’s Villages – the mother, siblings, 
the house and village – are intended to help children 
and young people to grow up as life-loving, indepen-
dent and responsible human beings.

Since the beginning of this partnership, Dr.  Oetker 
has, among other initiatives, provided over a million 
euros for the construction of three family houses in the 
SOS Children’s Village in Harksheide near Hamburg. 
When it became known in 2011 that a kitchen for large-
scale catering was needed for assisting children, young 
people and families at the SOS Children’s Village in 
Bremen, Dr.  Oetker supported the purchase of the 
kitchen. Furthermore, the company has been commit-
ted to the SOS Children’s Village in Gera. Here, a wide 
range of assistance from SOS Children’s Villages has 
been brought together under one roof. Since 2015, 
Dr.  Oetker has also been supporting the SOS Children’s 
Village in Lippe, where donations made by the com-
pany have been used to comprehensively modernize 
two family houses. 

The company’s engagement on behalf of SOS Children’s 
Villages is solely justifi ed on the basis of its social re-
sponsibility towards the family institution and is there-
fore not tied to the purchase of the company’s prod-
ucts. The lived partnership between Dr.  Oetker and 
SOS Children’s Villages is a matter dear to the hearts of 
the owning family and is characterized by continuous 
contact with the SOS Children’s Villages institutions. 
Members of the owning family personally participate 
in inauguration, anniversary and other joint activities. 
For instance, Dr. h. c. August Oetker and his wife, Nina- 
Maria Oetker, regularly visit the traditional Christmas 
baking session at Dr.  Oetker World in Bielefeld. During 
the afternoon spent together with the children, one of 
the most exciting highlights in 2015 was individually 
decorating the gingerbread houses. 

Christmas baking session in the Testing Kitchen in 
November 2015.

In addition to baking cookies and decorating ginger-
bread houses, a further surprise awaited the guests 
from the SOS Children’s Village in Lippe.

For the fi rst time, a wishing tree was put up at the Biele-
feld site during the Advent season. The children and 
young people could hang their wish list on the tree. 
Their wishes were then fulfi lled by employees and the 
presents lovingly packed.
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Shortly before Christmas, employees took the presents 
they had collected personally to the Lippe Children’s 
Village and gave them to the children. This was just 
one of the ideas and activities thought up by Dr.  Oetker 
employees and demonstrates how the partnership 
with SOS Children’s Villages is also put into practice 
by the company’s staff.

Another activity, also in 2015, took place on the large 
meadow (with an area of around 300 m2) in front of the 
Dr.  Oetker World at the company’s Bielefeld head-
quarters, which was laid out in the form of a huge leaf 
and planted with a large number of different fl owers. 
The company’s employees were invited to pick color-
ful bunches of fl owers for themselves and to leave a 
donation for SOS Children’s Villages in return. A sum 
of 2,070 euros was raised in this way. This activity will 
be repeated in 2016.

Flower meadow fundraising activity in summer 2015.

Furthermore, the company also offers special activi-
ties for SOS Children’s Villages mothers, fathers and 
employees. In the past, these have included driver 
safety training and special events for Mother’s Day.

Partnership with SOS Children’s Villages worldwide
The situation in which many deprived children and 
young people fi nd themselves has now prompted over 
20 Dr.  Oetker foreign subsidiaries around the world to 
enter into partnerships with SOS Children’s Villages. 
Currently this involves the subsidiaries in Austria, 
Belgium, Brazil, Bulgaria, Canada, Croatia, the Czech 
Republic, Denmark, Finland, France, Great Britain, 
Hungary, Italy, the Netherlands, Poland, Romania, 
Russia, Serbia, Slovakia, Spain and Sweden. In addi-
tion, partnerships are established in the respective 
countries, always with the aim of maintaining them 
with long-term fi nancial support and a wide range of 
other activities. Foreign subsidiaries in countries 
where there are no SOS Children’s Villages provide 
support to selected SOS Children’s Villages around 
the world. One of these is Dr.  Oetker Denmark, which 
has entered into a long-term partnership with the 
 Eldoret SOS Children’s Village in Kenya.

For special occasions, employees at the foreign sub-
sidiaries provide Dr.  Oetker products and organize 
joint events such as pizza parties, sessions where 
people make fruit and vegetable preserves and various 
baking events.

Employees making wishes come true: Christmas tree excitement with the Lippe SOS Children’s Village in November 2015.
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Baking event at the Kőszeg (Hungary) SOS Children’s Village.

The great importance of the practical partnership with 
SOS Children’s Villages is especially evident in the large 
number of creative Christmas activities. The children 
and young people are delighted by the sponsored 
trees, creative present ideas and joint Christmas bak-
ing activities.

But Dr.  Oetker employees also demonstrate their full 
commitment with other activities too. For example, 
during special events known as engagement days, rooms 
are renovated in the SOS Children’s Villages, hedges 
are cut and other manual jobs are carried out. Further-
more, employees have also participated in sporting 
events or sold cakes they have baked themselves and 
donated the proceeds to SOS Children’s Villages.

The objective of these activities is to prepare the chil-
dren and young people for an independent life after 
their time at the SOS Children’s Villages. That’s why 
we support comprehensive aid initiatives in the area of 
therapy and promote training and educational devel-
opment programs through which the SOS children and 
young people are able to participate in arts, music 
and literature courses. All of these activities involve 
more than just fi nancial assistance. Indeed, personal 
contact with the SOS Children’s Villages themselves is 
of primary importance.

Immediate aid for disaster victims
Devastating natural disasters in the most varied re-
gions of the earth repeatedly throw people into emer-
gency situations and separate and destroy families. In 
order to be able to rapidly assist children in the crisis- 
hit areas in particular, Dr.  Oetker has – in line with its 
lived partnership with SOS Children’s Villages – often 
provided the organization with support for disaster 

victims and has already made several large sums 
available for immediate aid. Over recent years, severe 
natural disasters have affected India, Haiti, Pakistan, 
the Philippines, the Balkans, Nepal and most recently 
Ecuador, following which it has been possible to pro-
vide fi nancial support – quickly and unbureaucrati-
cally – to the respective SOS Children’s Villages estab-
lishment in order to assist them directly on the spot 
with reliable partners. 

Emergency aid for earthquake victims in Ecuador.

6.3 Partnership with the 
organization Deutscher 
Kinderschutzbund – 
 Bielefeld local group
The owning family and the company have been closely 
involved with the organization Deutscher Kinderschutz-
bund e. V. in Bielefeld for nearly 50 years. Maja Oetker, 
wife of Rudolf-August Oetker, the grandson of the com-
pany’s founder, founded the local group in Bielefeld in 
1969, primarily in order to provide support and meet 
the needs of socially deprived children from the region. 

Family members and Dr.  Oetker employees are still 
involved as volunteers on the group’s board. With its 
multifaceted, needs-based work, the German Child Pro-
tection Alliance offers vulnerable children, young peo-
ple and families expert assistance and support. In 1977, 
the company gifted the organization Deutscher Kinder-
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schutzbund in Bielefeld a plot of land to build a house 
for use as a children’s shelter. Since then, the house – 
which provides an important drop-in center for chil-
dren and their parents – has been continuously subsi-
dized by Dr.  Oetker. The establishment offers direct 
and unbureaucratic support to children and families 
through its numerous activities and programs, for ex-
ample sponsorships and lunchtime childcare for ele-
mentary school children and the mother-child group. 

In connection with the 800-year anniversary of the City 
of Bielefeld in 2014, Dr.  Oetker issued an invitation to 
a journey of discovery through the Dr.  Oetker World 
with the motto “Dr.  Oetker congratulates Bielefeld”. A 
total of 1,800 visitors accepted the invitation and the 
proceeds from the sale of tickets, amounting to over 
16,000 euros, were donated to the organization 
Deutscher Kinderschutzbund. This money allowed a 
parent-child project to be realized earlier than planned.

The company has furthermore supported the Biele-
feld Children’s and Family Culture Festival for many 
years by donating jellies. The proceeds from the sale 
of the jellies mainly go to the organization Deutscher 
Kinderschutzbund in Bielefeld. In addition to the jelly 
event, the Bielefelder Wackelpeter also delights many 
children with artists from Bielefeld, the region and fi ve 
other countries who perform shows, music, walking 
acts and breathtaking acrobatics.

6.4 Cooperation with 
 educational institutions
Dr.  Oetker is highly committed to the education and 
training of young people at all of the company’s loca-
tions. In cooperation with many schools and universi-
ties in the region, the company supports students by 
providing career guidance and preparation. The ob-
jective here is to awaken and develop an interest in 
the sciences and other fi elds of knowledge. In this 
connection, a multifaceted collaboration has been in 
place since 2003 between Dr.  Oetker and the Max 
Planck Gymnasium at the company’s headquarters in 
Bielefeld. For example, the Human Resources depart-
ment at Dr.  Oetker organizes job application training 
courses for grades eight and ten at the school. This 
includes a check of the students’ application portfolios 
and mock job interviews. Excursions to visit the Re-
search and Development department at Dr.  Oetker 
give students a better understanding of the sciences, 
as do the lessons on nutrition, health and analytics.

In cooperation with the business school Fachhoch-
schule der Wirtschaft in Bielefeld / Paderborn, the com-
pany offers degree courses leading to Bachelor of Arts 
in International Business and Commercial Administra-
tion and Bachelor of Science in Business Informatics 

Important drop-in center for children and their parents: the children’s shelter house.
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and Commercial Administration, both with integrated 
vocational training. By offering these courses, 
Dr.  Oetker makes it possible for young people to gain 
two degrees at the same time.

Tag der offenen Ausbildung (education open day) for students 
in grades eight to 13 from all types of school.

Students in grades eight to 13 from all types of school 
gain an authentic impression of the diverse educa-
tional and training opportunities offered by the com-
pany during the Tag der offenen Ausbildung (educa-
tion open day). This is held annually at Dr.  Oetker’s 
Bielefeld site. The business school Fachhochschule der 
Wirtschaft in Bielefeld / Paderborn, is also represented 
at the event with an information stand. The Tag der 
offenen Ausbildung (education open day) is also regu-
larly attended by children and teachers from the par-
ticipating schools. In order to be able to continue to 
fulfi ll its social educational mission, cooperation with 
schools and other educational establishments will be 
a high priority at Dr.  Oetker in the future too. 

Furthermore, Dr.  Oetker is working with the Ostwest-
falen-Lippe University of Applied Sciences to promote 
forward-looking technological research and develop-
ment. Every year since 1992, the company has awarded 
the Dr.  Oetker Preis award to budding young scientists 
at the university’s Life Science Technologies faculty in 
recognition of their outstanding academic achievements 
and fi nal dissertation. The award is worth 2,500 euros 
for the best students graduating with bachelor’s de-
grees and 5,000 euros for the best master’s graduates. 
The award-winners are selected by a panel of judges 
from the Ostwestfalen-Lippe University of Applied 
Sciences and from the Research and Development de-
partment at Dr.  Oetker.

Award of the Dr.  Oetker Preis 2015 to budding young 
scientists from the Ostwestfalen-Lippe University of 
Applied Sciences.

In the context of fulfi lling its duties of social responsi-
bility, Dr.  Oetker is involved in the youth sector in 
Bielefeld through the association BAJ e. V. (BAJ stands 
for a vocational training and qualifi cation for young 
people and adults). Together with the job center, 
Dr.  Oetker and the association are pursuing the aim of 
drawing attention to job prospects in the Bielefeld re-
gion and preparing the youngsters to begin employ-
ment by equipping them with qualifi cations relating 
to their areas of interest. The program thus also gen-
erates additional potential for the economy.

Within the scope of the collaboration, which has ex-
isted since 2012, BAJ association participants have – 
in addition to job application training courses – the 
opportunity to attend trial afternoons and practical 
placement days in order to discover more about the 
career of food technology specialists at the company. 
Since the collaboration began, an exchange between 
teaching staff and trainers has also proven to be ben-
efi cial and expedient. Dr.  Oetker again employed ap-
prentice food technology specialists in 2015 who had 
previously participated in a prevocational training 
program with the BAJ association.

Cooperation with the association BAJ e. V.: training as a 
food technology specialist at Dr.  Oetker.
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At the Moers site, the company has been involved since 
2007 with the schools Heinrich-Pattberg- Realschule 
and the Liebfrauenschule in Geldern. The latter is the 
vocational college for the diocese of Münster. In addi-
tion to multifaceted information events, joint projects 
are initiated with the aim of offering students an oppor-
tunity to gain practical experience of the milk and food 
processing industry. These projects deal with issues 
concerning raw materials and sensor technology, 
which are taught to the different year groups during 
the course of their chemistry, biology and home eco-
nomics lessons. In connection with this, the company 
cofounded the initiative Jugend und  Arbeit in Moers, 
which spun off the business development project wir4 
in the district of Wesel. Furthermore, the company also 
maintains close ties with the Rhein-Waal University of 
Applied Sciences and the Niederrhein University of 
Applied Sciences.

The Wittlich site works closely with regional education 
and training institutions, cooperating for instance with 
the vocational training center on commercial / techni-
cal projects. Together with the Schools and Economy 
Working Group of the District of Bernkastel-Wittlich, 
Dr.  Oetker and other partner companies regularly 
stage the TAKE OFF – Berufe entdecken vocational 
training fair.

At the Dr.  Oetker Professional site in Ettlingen, involve-
ment in the business and education program Wirtschaft 
macht Schule of the chamber of commerce and indus-
try – and in particular the partnership with the Sec-
ondary School in Rheinstetten – has become an integral 
part of the regional policy for supporting young people. 

The extent to which companies and regional authori-
ties are networked in the area of education and initial 
and continuing vocational training is also evident in 
the engagement of Dr.  Oetker in Wittenburg. In 2014, 
together with other regional companies in the food 
processing industry and the Wirtschaftsförderungs-
gesellschaft Südwestmecklenburg (Business Develop-
ment Agency of Southwest Mecklenburg), Dr.  Oetker 
founded the association Food Academy – Kompeten-
zen für die Ernährungswirtschaft e. V. The association 
is funded by the Mecklenburg-Western Pomerania 
Ministry of Labor, Equal Opportunities and Social 
 Affairs. The association’s objective is to secure the 
long-term supply of specialist staff for the food pro-
cessing industry in Mecklenburg-Western Pomerania. 
For instance, multifaceted and target group-oriented 
projects and events provide the young people in the 
region with more detailed information about the varied 
occupations available in this industry. With the motto 
“come and join the food family”, the Food Academy 
actively carries out proactive information campaigns, 
develops vocational counselling and guidance mea-

sures and ensures that a range of qualifi cations with 
specifi c practical relevance is available.

Cooperation with educational institutions worldwide
Dr.  Oetker’s commitment to education worldwide is 
geared towards the prevailing requirements in the en-
vironment in which the corresponding foreign sub-
sidiary operates. Each Dr.  Oetker foreign subsidiary pur-
sues different approaches and gears its involvement to 
the social and cultural circumstances of the particular 
country and the company’s own fi nancial resources.

The multifaceted engagement of the foreign subsidiar-
ies encompasses cooperation with schools, universi-
ties, institutes and museums. Joint research projects – 
geared towards the respective target group – are also 
carried out, contests are organized and seminars and 
training courses are held. The objective of each co-
operation and / or collaboration is to facilitate an ex-
change between theory and practice and to support 
people as they embark on their working careers.

6.5 Oetker foundations
With his myriad aid projects, Dr. August Oetker him-
self already laid the foundation for the social and cul-
tural involvement of later generations of the family 
over 100 years ago. In 1998, his nephew,  Rudolf-August 
Oetker, bundled the cultural and scientifi c projects 
supported by the company in the foundation named 
after him that he established. In 2000, he took the 
same approach with the company’s social activities, 
setting up the Ida and Richard Kaselowsky-Stiftung 
(foundation) in memory of his parents.

The Rudolf-August Oetker-Stiftung (foundation) for the 
Arts, Culture, Science and the Preservation of Monu-
ments focused in its early years on the refurbishment 
of village and patronage churches in the eastern states 
of reunifi ed Germany. It was one of Rudolf- August 
 Oetker’s main concerns that Christian values should 
be brought to the fore once again by renovating and 
restoring churches both large and small and that 
these values should be anchored in the new federal 
states, particularly in village communities. Through the 
involvement of the foundation, it has been possible to 
save over 200 listed churches. Over recent years, an in-
creasing number of projects have also been supported 
in the western federal states.
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Support for the renovation of the church at Wulfshagen 
Abbey (Mecklenburg-Western Pomerania). 

In addition to the preservation of listed buildings, there 
is also a multifaceted funding program. This includes 
providing support for the purchase of valuable cultural 
and artistic works for museums and collections, restora-
tions, scientifi c research for exhibition and collection 
catalogues, exhibitions, literature and music events, 
orchestras, universities and much more. Individual 
 projects abroad are also funded, provided a German 
partner is involved and the foundation’s criteria are met.

Interest is immense: each year around 200 applications 
for funding are received by the foundation’s offi ce. The 
quality and originality of the application are important 
considerations for granting support. To be included in 
the funding program, the security of overall project 
fi nancing also plays a signifi cant role. In the case of an 
architectural monument, verifi cation that the building 
can be used sustainably must also be provided. The 
board of trustees, which meets two or three times a 
year, decides which applications are successful.

The foundation has broken new ground in recent years. 
For example, major projects have been funded over a 
longer period of time, and there are more frequent 
collaborations with other foundations. These include 
the Hermann Reemtsma Stiftung (foundation), the Kultur-
stiftung der Länder (German Federal Cultural Founda-
tion), the Ernst von Siemens Kunststiftung (art founda-
tion) and the World Monuments Fund.

Amber cassette, Stiftung Schloss Friedenstein Gotha 
(foundation): purchased with the assistance of the 
Rudolf-August Oetker-Stiftung (foundation), among 
other benefactors.

In comparison with the Rudolf-August Oetker-Stiftung 
(foundation), the funding budget available to the Ida 
and  Richard Kaselowsky-Stiftung (foundation) is smaller. 
The program of the small foundation is, however, no 
less comprehensive. A large number of charitable as-
sociations depend on the foundation and the Oetker 
family for their existence, or are funded to a large ex-
tent by them. The foundation solely and directly sup-
ports charitable and churchly projects alongside other 
nonprofi t or charitable organizations and projects that 
are recognized as being worthy of support.

The foundation also devotes special attention to the 
subject of children and, in particular, the areas of up-
bringing, education, sport, music and art. The focus 
of the funding projects includes the school farm in 
 Ummeln (district of Bielefeld) and the kindergarten in 
Gadderbaum (district of Bielefeld).

Special educational and vacation fun for children at the 
school farm in the Ummeln district of Bielefeld

Childcare: the kindergarten in Gadderbaum (district of 
Bielefeld).

In cooperation with the city sporting association, the 
foundation also funds sporting projects, such as the 
renovation of sports facilities, the expansion of a club-
house and the construction of a skateboarding park – 
right through to the purchase of gymnastics apparatus 
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and table tennis tables. The foundation’s activities also 
encompass sport for disabled people. For instance, it 
assists athletes at summer and winter camps in their 
preparations for the Paralympics.

In partnership with a range of organizations, the foun-
dation funds around 20 young people each year as they 
complete their voluntary social year or a year at a school 
abroad. The foundation has also provided funding for 
the construction of a school in Montevideo and sup-
ported a vocational school in Afghanistan. Social and 
charitable organizations such as the Technische Hilfs-
werk (German Federal Agency for Technical Relief), 
the Johanniter and Malteser voluntary aid societies 
 also receive fi nancial aid for their work supporting 
people in need.

A large number of special projects demonstrate that 
accepting social responsibility is embodied in the cor-
porate culture and is practiced by the employees of 
the Oetker Group. Examples of this include the typi-
fi cation campaigns carried out on the initiative of 
Dr.  Oetker by the Deutsche Knochenmarkspenderdatei 
(German Bone Marrow Donor Registry) for the fi rst 
time in September 2013 at the Bielefeld and Oerling-
hausen sites and in March 2015 at the production fa-
cility in Wittlich. This measure succeeded in adding 
over 400 new stem cell donors for leukemia patients 
to the Bone Marrow Donor Registry’s database. The 
Ida and Richard Kaselowsky-Stiftung (foundation) cov-
ered the full cost of this measure.

6.6 National emergency 
relief and special projects
Dr.  Oetker provides immediate aid in the event of nat-
ural disasters and demonstrates active commitment. 
In recognition of the high level of voluntary assistance 
provided during the heavy fl ooding last June, the min-
ister president of the Free State of Saxony awarded 
Richard Oetker and the Dr.  Oetker team of helpers the 
Saxony Flood Assistance Medal for 2013. Dr.  Oetker 
had donated 500,000 euros in immediate aid for the 
victims of fl ooding in Saxony and Saxony-Anhalt and, 
together with the Radeberger Group and other asso-
ciated companies, supported the victims in Pirna 
(Saxony) by setting up and running a catering support 
point in the marketplace over several days.

In view of the current movement of refugees, which 
reached its peak during 2015 and still poses huge chal-

lenges for society, the Oetker Group has decided to 
provide fi nancial support to initiatives that have expe-
rience in the area of humanitarian aid and to promptly 
initiate activities in line with refugee aid. In October 
2015, the group therefore initiated rapid and unbu-
reaucratic immediate aid amounting to 500,000 euros 
in order to support the helpers. The donated sum 
was distributed equally between two organizations, 
SOS Children’s Villages and the Deutsches Rotes Kreuz 
(German Red Cross). In accordance with Hermann 
Gmeiner’s founding idea to “help children irrespective 
of time or place”, SOS Children’s Villages used the do-
nation to support refugee families with children and 
unaccompanied refugee minors. The German Red Cross 
was able to use the funds to purchase tents for people 
seeking assistance, to equip the tents with camp beds 
and sleeping bags and to provide people with food, 
among other activities. Furthermore, the Deutsches 
Rotes Kreuz (German Red Cross) is heavily involved in 
the refugees’ countries of origin, particularly in Syria, 
the neighboring countries and northern Iraq. Dr.  Oetker 
will continue to carefully monitor the refugee situation 
and remains in contact with authorities, aid organiza-
tions and other companies regarding this issue.

Special projects in Germany
A large number of special projects in Germany demon-
strate that accepting social responsibility is embod-
ied in Dr.  Oetker’s corporate values and in the values 
of its employees. One example of this is our coopera-
tion with the Deutsches Rotes Kreuz (German Red 
Cross) in connection with blood  donor campaigns 
that take place annually at various Dr.  Oetker sites. 
Many employees take the opportunity to play an active 
role in society, even during working hours. 

Special projects worldwide
Furthermore, many other special projects and charity 
activities took place worldwide during the reporting 
period. These were primarily supported and funded 
by the respective foreign subsidiary, taking into con-
sideration the specifi c regional needs.

The future
The owners of the Dr.  Oetker family business have at 
all times concerned themselves with the pressing 
socio political issues of their time and have always 
made a contribution to the development of social, 
cultural and educational policy. The owning family 
and the company will also continue to uphold this 
commitment in the future too.
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About this report

The Dr.  Oetker family company fi rst presented an en-
vironmental report in 1994. The regularly published 
environmental reports were then expanded before 
being replaced by comprehensive sustainability re-
ports in 2003. In 2010, the company further extended 
its sustainability reporting to cover all of its interna-
tional sites and has since then reported on its sustain-
ability activities worldwide. This sustainability report – 
the company’s fi fth – provides detailed information 
about the key issues and challenges facing Dr.  Oetker 
in terms of sustainable development, and highlights 
the company’s sustainability strategy and advances 
made in integrating the issue into the international cor-
porate structure. The report is aimed at the retail 
sector, consumers, employees and business partners 
of the company as well as the media, nongovernmental 
organizations, associations, policymakers, scientists 
and the wider community.

Scope
Unless otherwise stated, the information published 
in this report primarily concerns Dr.  Oetker Germany. 
This includes all of the German production sites that 
were 100 % owned by the company during the reporting 
period. The quantitative data contained in this report 
applies to the period January 1, 2013 to December 31, 
2015. Furthermore, signifi cant changes relating to the 
year 2016 have also been included.  Information about 
country-specifi c sustainability management on the in-
ternational level is provided in separate subchapters 
in the form of excerpts relating to each subject area. 
Where information pertains only to individual foreign 
subsidiaries, this is indicated in the text. Participating 
interests in companies are beyond the scope of this 
report, nor does this report deal with fi nancial fi gures 
such as turnover, market shares or capital spending. 
Details of these are published in the Oetker Group’s 
annual report, which always presents the latest data 
on the previous fi nancial year, since it is published 
annually. 

Report structure and content
The structure of the report is based on the relevant 
areas of activity identifi ed in the materiality analysis – 
product responsibility, supply chain, employees, en-
vironmental protection and social responsibility. The 
fi rst of the six chapters introduces the sustainability 
strategy of Dr.  Oetker Germany and the Dr.  Oetker 
Sustainability Committee. It also presents the results 
of the fi rst stakeholder survey. The following fi ve 
chapters deal with the management approaches and 
standards together with the trends / developments in 
the respective areas of activity.

Based on the GRI guidelines
This sustainability report has been prepared on the 
basis of the globally recognized Global Reporting 
 Initiative (GRI G4) guidelines and the GRI sector sup-
plement for the food processing industry.

Further information
The printed version of this sustainability report is 
in German and it is also available to download in 
 German and English as a PDF fi le from the websites 
www. oetker.de and www.oetker.com. The report is un-
able to present the full spectrum of Dr.  Oetker’s com-
mitment to sustainability issues, and so references to 
supplementary information on the web pages of the 
Dr.  Oetker group of companies are given in the text.

 www.oetker.com/en/company/communication.html

Forward-looking statements
The utmost care was taken during the collection and 
processing of the data contained in this report. Despite 
this, however, it is impossible to eliminate errors com-
pletely. This Dr.  Oetker Sustainability Report also con-
tains forward-looking statements that are based on 
assumptions and expectations made at the time of 
publication. Various factors that are not always within 
the company’s direct control and that are diffi cult to 
foresee may lead to a situation in which the actual 
results diverge from the objectives stated here. Such 
factors include future market conditions and economic 
developments, the behavior of other companies in 
the market and statutory and political decisions. The 
forward-looking statements made in this report must 
therefore not be considered binding.

Editor’s note
In the interest of readability this report refrains from 
stating the legal forms of Dr.  Oetker GmbH and its sub-
sidiary companies and generally avoids referring to 
both genders. The generic masculine form is there-
fore used throughout this report, but this should be 
taken to refer to all genders equally.
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