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 E D I T O R I A L

Dear readers, 

Our first sustainability report is a major milestone for us. 

In future corporate communication, it will regularly 

 provide information to our stakeholders. It will enable us 

to present the impacts of our day-to-day business in a 

transparent way, but also to present the measures we  

want to implement in order to make our business more 

sustainable. Taking a look back at the past made it clear  

to us that the Holle brand started its path to sustainability 

over 80 years ago – even if we did not publish reports 

about it back then. 

Founded in Arlesheim, Switzerland, Holle adopted the 

principles of Rudolf Steiner’s anthroposophical approach 

right from the start. Sourcing its raw materials from 

 organic agriculture, Holle was one of the first manufactur-

ers to receive a processing contract with Demeter. In the 

context of a time when malnutrition was very common in 

babies, Holle was already manufacturing balanced, 

high-quality baby foods. 

This means that Holle was making a contribution to sus-

tainable agriculture right from the outset, and turning the 

fruits of its labours into the very best products for our 

most important partners – our consumers! “Sustainable, 

right from the start” means much more than just this, 

however. It describes the responsibility we have for the 

very first food a baby eats after its mother’s milk – a 

 process that, for us, starts out on the fields. It means 

 recognising needs, setting new standards and sometimes 

also breaking new ground. 

Manufacturing baby food is a very special responsibility – 

in terms of the environment, our children and their future. 

At Holle, we live up to this responsibility by guaranteeing 

the highest-quality products and comprehensive product 

safety – as well as with an approach that offers the babies 

of today the opportunity to live in a healthy environment 

tomorrow. 

As a symbol of this responsibility, we developed the Holle 

“Seeds of Sustainability”. It is derived from the brick  

oven in our logo and represents six key areas where  

sustainability is very much present and accountable 

within our company. 

In this sustainability report, we want to show very openly, 

in an accountable and transparent way, what we have  

already achieved in terms of sustainability, what chal-

lenges we face, and how we want to approach our shared 

future together. We would be delighted if you would join 

us on this journey. 

Anne Mutter    Udo Fischer    Peter Kropf

Sustainable,
right from the start



The information contained in this sustainability report covers the 
calendar year from 1 January to 31 December 2013. In addition, it 
presents major developments of the 2014 calendar year because 
the expansion of the management team also went hand in hand 
with an increased focus on developments and standardisations 
within the management system and business processes. 

This is Holle baby food GmbH’s first sustainability report.  
In future, we intend to publish one every two years. 

The content of the report corresponds to the “Core” level of the 
Global Reporting Initiative in its fourth revision (GRI G4). The GRI 
is a network-based organisation and has developed the most 
 widely used standard in the world for sustainability reporting. 
 Together with the nine dimensions of the Sustainability Flower 
created by the International Association of Partnership in Ecology 
and Trade (IAP; see also page 103), these standards form the 
 basis of our reporting. The indices of both reporting frameworks 
can be found on pages 96–107. 

The materiality analysis was conducted by the Sustainability 
 Officer and the management team at Holle baby food GmbH, 
which comprises the managing directors and the department 
heads. Together, they worked out which sustainability aspects  
are of particular importance to Holle baby food GmbH in terms  

of economy, the environment, social and cultural influence.  
Coupled with knowledge about the priorities of retail customers 
and end consumers, public agencies and authorities, as well as 
employees, this information was used to create an infrastructure 
that takes into account the key areas of everyday sustainability  
for Holle baby food GmbH and its stakeholders. These areas are 
explained in more detail in the Seeds of Sustainability chapter 
(page 8). An overview of the key aspects is presented in the 
 indices. 

The targets derived from the sustainability analysis are described 
in the individual chapters and summarised in Targets (page 92).  
If the report contains data that were only available for periods 
other than the 2013 calendar year, they are averaged over the 
overlapping periods and clearly marked. 

The report only refers to Holle baby food GmbH, headquartered  
in Riehen, Switzerland. The subsidiary Holle Bio Service GmbH, 
headquartered in Grünsfeld near Tauberbischofsheim, Germany, 
along with the logistics business Naturata Logistik eG, is largely 
featured in the chapter entitled Resources. Production partners 
and raw materials suppliers have been included for topics  
affecting the supply chain. For more information on this, please 
see the chapter entitled Partnerships. All facts, figures and statis-
tics refer solely to Holle baby food GmbH unless stated otherwise. 

Report profile
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 I N T R O D U C T I O N

A
n interdisciplinary  

team started to compile 

this sustainability  

report in April 2014. Our 

production partners and 

raw material suppliers 

were also involved, responding to question-

naires and providing essential data. The report 

complies with the Core requirements (see Report profile, 

page 4) of the international guidelines of the Global 

 Reporting Initiative (GRI), but is also based on the  

Sustainability Flower. It quickly became clear that we  

had created a comprehensive framework for documenting 

the economic, environmental and social impacts of our 

business dealings. In addition, the dialogue enabled us to 

look back, take stock, identify room for improvement and 

pave the way towards a continuous improvement process.

The importance 
of sustainability at Holle
Producing the very highest-quality organic baby food is  

at the heart of our business. Sustainable development and 

a precautionary approach in line with principle 15 of the 

Rio Declaration on Environment and Development are 

therefore an integral aspect of our company’s 

remit. Sustainable business and social com-

mitment have always been core values of  

our company and we set great store by the 

careful sourcing of our raw materials. Our 

high quality credentials are the result of  

consistent organic agriculture, exceptionally 

careful processing and comprehensive testing at 

every phase of production. In our 80-year company  

history, our products have enabled us to become one of 

the leading manufacturers of organic baby food. We want 

this to remain the case and have categorised and clearly 

summarised our sustainability targets for the first time  

in this sustainability report. 

sustainability report
The first Holle

By Anne Mutter, CEO

Leading the way towards a continuous improvement process

RIO DECLARATION

The Rio Declaration on Environment and Development 
– or Rio Declaration for short – is the non-binding re-
sult of the United Nations Conference on Environment 
and Development (UNCED), which took place in Rio de 
Janeiro in 1992. It contains 27 principles that states 
agree to observe with regard to politics, legislation, 
economy and science in order to protect the environ-
ment and ensure sustainable development.
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T H E  F I R S T  H O L L E  S U S TA I N A B I L I T Y  R E P O R T

Achievements, targets, 
successes and setbacks
The origins and quality of our Demeter ingredients already 

represent specific values and while they form a solid basis 

for the environmental dimension to sustainability, we 

want to go far beyond product-specific aspects. In terms  

of the economic and social dimension to sustainability,  

we need to continue to develop the topics of partnerships, 

employees, resources and management. 

We were able to create a solid basis in this respect in 

2013/2014: the management team was expanded in  

September 2013 and restructured in February 2014 so  

that there is now a CEO. Management teams were  

formed, comprising members of the management and  

department heads. We have now put a clear focus on the 

development of the market, organisation and employees – 

something that is backed up by the launch of our new  

ERP system (see Management, page 18 and Employees, 

page 71). 

We were able to expand our network of production  

partners and relationships with our raw material  

suppliers, build on our existing long-term partnerships 

and establish new ones. Flagship projects, such as the 

partnership with the Bruderhahn Initiative Deutschland 

(see page 46), were established with success. 

From a financial point of view, 2013 once again repre-

sented fantastic growth with a 55 % increase in turnover 

for the entire company. This is primarily due to the high 

growth rates on the Asian market. However, trends on in-

dividual markets are also very positive (Switzerland +4 %, 

International +61 %, Germany +79 %). 

We are also well positioned from an organisation point  

of view. Our control mechanisms have been adopted with 

just a few unavoidable setbacks. However, we don’t want 

to react to events in our market segment but actively shape 

the topics that affect and influence us. 

The topics of food intolerance (particularly lactose intoler-

ance) and convenience foods are major areas of focus in 

Europe. With our organic infant goat milk formula range, 

we are able to offer a good alternative in this segment. Our 

practical pouches for families who are out and about also 

address the topic of convenience. 

Outlook
For next year and the years that follow, we will continue  

to secure raw material supplies of the highest quality,  

but we will also be focussing intensively on organisation 

and staff development. Particularly in a phase of strong 

growth, we not only have to guarantee seamless manu-

facturing but also create the ideal working environment 

with the relevant work processes. 

Reporting has many positive aspects: it creates a common 

language for the sustainable development of our company, 

defines goals and brings people together who are working 

in partnership to achieve a common goal. The information 

summarised here is explained in more detail on the fol-

lowing pages. 
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T
he six seeds represent our six areas of  

focus: management, product responsibil-

ity, partnerships, agriculture, employees 

and resources. They are the result of our 

materiality analysis according to the  

Sustainability Flower and GRI G4, which 

our sustainability analysis was based on for this report. 

The topics define where our stakeholders’ expectations  

are highest and those that are the most significant to our 

corporate success, as they will surely continue to be in  

the future. The Seeds of Sustainability are shown on our 

packaging and much of our communication in the form  

of an abstract signet design. With the slogan “Sustainable, 

right from the start”, we want to show 

that Holle is committed to 

sustainable business 

practices – from sourcing 

raw materials to the 

finished product.

We i l lustrate our  understanding of sustainabil i ty with an ear  of  corn –  

the “Seeds of Sustainabil i ty”.  They also represent the or igins of the Holle  brand, 

which star ted processing cereals of biodynamic qual i ty over  80 years ago.

of Sustainability
The Seeds
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T H E  S E E D S  O F  S U S TA I N A B I L I T Y

 1. MANAGEMENT
We create structures that grow alongside us. | As a 

manufacturer of baby food, the aim of sustainable man-

agement at Holle is to be able to focus on the essentials: 

exceptional quality for a fully comprehensive range of  

organic baby foods. To be able to do this, we rely on a 

management structure that is participatory and where  

responsibilities are clearly defined. Our corporate strategy 

enables us to react flexibly to change and therefore remain 

closely aligned with the latest needs of our stakeholders. 

By doing so, we remain efficient and are well prepared  

for any potential changes in our markets. 

 3. PARTNERSHIPS
We cherish real partnerships. | Long-term and close  

relationships with our business partners are a major  

cornerstone of the quality assurance of our products and a 

key component of the Holle philosophy. Only an ongoing, 

crisis-resistant relationship with our production partners 

and raw material suppliers can ensure that we can depend 

on the availability of the very highest-quality raw materi-

als. Only such close dialogue can result in excellent trans-

parency, mutual trust and the stimuli for innovative flag-

ship projects. Only by establishing such partnerships are 

long-term planning and sustainable business possible. 

 5. EMPLOYEES
We achieve added value by valuing our employees. |  

The ideal working environment has a positive effect on 

every single process in a company. We can create the  

necessary framework for this by supporting workflows 

that are efficient and incorporate all those involved. The 

success of our efforts is reflected in our very low staff  

turnover rate. 

 2. PRODUCT RESPONSIBILITY 
We take responsibility for future generations. |  

As a manufacturer of baby food, our requirements of  

product quality and safety are, of course, extremely high. 

For this reason, we only use raw materials from organic  

or biodynamic sources. These are also subject to strict  

controls throughout the entire manufacturing process.  

As a result, we are able to guarantee that our products go  

towards ensuring perfect nutrition for babies. Our range  

is constantly adjusted in line with the latest nutritional 

recommendations so that we go above and beyond current 

food legislation, also providing information to parents  

and retailers about our products.

 4. AGRICULTURE
We actively promote organic farming. | In contrast  

to conventional agriculture, organic and biodynamic  

agriculture are based on a sustainable, cyclical approach. 

This has a positive effect on the environment and on the 

quality of our raw materials. As a result, it is particularly 

important that more farmers choose to adopt organic  

agriculture in future. We actively support this form of  

agriculture through the sourcing of our raw materials  

and our commitment to various associations. 

 6. RESOURCES
We use resources with care. | It is very important to  

us to reduce consumption of resources so that the environ-

ment is protected for future generations. Our raw materials 

are sourced from the most sustainable form of agriculture, 

and together with our production partners, we go to great 

lengths to continue to reduce our environmental and  

carbon footprints. These efforts are continued across all 

areas of our company, and always with the aim of keeping 

consumption to a minimum. 
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MANAGEMENT
C H A P T E R  O N E

WE CREATE STRUCTURES THAT GROW ALONGSIDE US.
As a manufacturer of baby food, the aim of sustainable management at Holle is to be able to focus on the essentials:  

exceptional quality for a fully comprehensive range of organic baby foods. To be able to do this, we rely on a management 
structure that is participatory and where responsibilities are clearly defined. Our corporate strategy enables us to  

react flexibly to change and therefore remain closely aligned with the latest needs of our stakeholders. By doing so,  
we remain efficient and are well prepared for any potential changes in our markets.
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M A N A G E M E N T

H
olle baby food GmbH manufactures  

the highest-quality baby foods. From 

cultivation to production to supplying 

retailers, we take responsibility for  

all major tasks. This primarily involves 

securing high-quality raw material 

supplies strategically and over the long term. To do this, 

we rely on long-term partnerships at all levels of the value 

chain, supplemented by a quality assurance system that 

not only complies with strict baby food legislation but also 

goes above and beyond this.  

As a manufacturer, we develop our recipes in close part-

nership with our production partners and with qualified 

nutritionists, meaning we can guarantee balanced,  

nutritious baby foods at all times. Because our products 

are manufactured by various external producers, the  

selection of our production partners is of vital importance. 

Quality control is also of particular significance for such  

a sensitive product as baby food. Our products are subject 

to the strictest controls throughout the entire manufactur-

ing process, drawing on cutting-edge analytical tech-

niques that are always based on the latest scientific  

research. 

We create structures
alongside us that grow

Since the company was founded,  we have maintained our  focus on people 

and the environment – because only by doing this can we create products 

that are wor thy of the accolade “sustainable”.  Our  corporate structure has 

been developed to promote this way of thinking but i t  also leaves room to 

absorb new developments and for  the company to adapt and f lourish.
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W E  C R E AT E  S T R U C T U R E S  T H AT  G R O W  A L O N G S I D E  U S

HOLLE BABY FOOD GMBH PROFILE

1933
The Holle brand 
is born 

Brands: 

Headquarters: Riehen, Switzerland 
Logistics centre: Grünsfeld near Tauberbischofsheim, Germany
Owners: Owned by the Kropf and Fischer families
Management: Anne Mutter (CEO), Peter Kropf, Udo Fischer  

33 employees

TURNOVER

(in CHF)

TOTAL CAPITALISATION IN 2013 

(in CHF)

Total capitalisation 9,581,000 

of which equity* 3,318,000

of which trade payables 6,263,000 

* Incl. hidden reserves = 1,647,000

Equity ratio: 35 % 

Holle baby food GmbH is independent  
of external creditors.

All financial services for the operative 
business in Europe are provided by  
either specialist ethical banks or  
regional banks.

REVENUE IN 2013  

(in CHF)

Income = revenue 36,681,000 

Materials expenses 27,627,000 

Personnel expenses 4,536,000 

Donations = payments to the company 24,000 

Operating expenses 3,762,000

Earnings before interest, taxes, depreciation  
and amortisation

732,000 

Net interest result = payments to investors –

Taxes = payments to public entities 149,000

Annual net profit = earnings after taxes 487,000 

Hidden reserves 516,000

Note: Depreciation/amortisation and earnings on interest are not listed

2011: 21 employees
2012: 26 employees 
2013: 33 employees

61 29 22
products products products

+8 
new  
additions  
in 2014 

Private Labels

2011

2012

2013

18,273,000 

24,077,000 

36,681,000 
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M A N A G E M E N T

The Holle organigram

The organigram illustrates our company’s structures.  

In order to work as efficiently as possible and keep  

consumption to a minimum, we have designed our  

management processes so that they support cooperation 

between the individual departments and keep it as simple 

as possible. In times of crisis, we have defined processes 

to fall back on, which are the responsibility of our crisis 

team (see Product responsibility, page 36). 

ORGANIGRAM AS OF 01/02/2014 

Corporate communication 
Sustainability

Strategic Supply Management 

Fruit/vegetables/meat  

Manufacturing

Operative Procurement 
Quality Management 
Production Management  
Logistics

Finance and Services 

Finance and Financial Controlling 
Personnel
IT

Strategic Supply Management 

Milk 

Marketing and  
product management

Holle brand  
Lebenswert bio brand

Strategic Supply Management 

Cereals

Sales 

Sales DE 
Sales CH 
Sales INT

Well positioned for the future

The right corporate strategy is essential to safeguarding the 

future of any company and is a major part of the manage-

ment’s remit. As a result of the increasing global demand 

for our products, we expanded the management team in 

September 2013. The new managing director Anne Mutter 

also took up her role as CEO as of February 2014. She  

answered six of the editorial team’s key questions about 

Holle’s future strategy:

CEO
Anne Mutter

Managing director
Udo Fischer

Managing director
Peter Kropf
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W E  C R E AT E  S T R U C T U R E S  T H AT  G R O W  A L O N G S I D E  U S

Ms Mutter, Holle can now look back on several years 
of above-average growth. To what extent is this  
reflected in the company’s future strategy? 
The business strategy has already been fully defined up  

to 2016. It has been developed in such a way that we are 

able to react quickly and flexibly to change and can always 

remain closely aligned with the needs of our stakeholders. 

This only works, however, if we continually check the 

company strategy, adapt it to the latest developments  

and continue to expand on it. Only by doing this can we 

plan for the future with our business partners and lay  

the cornerstone for a successful, long-term partnership. 

Does this strong growth have a negative impact  
on sustainability?
It is true that strong growth can sometimes mean that 

companies can lose sight of what’s important. So that  

this doesn’t happen to us, we want to continue to focus  

intensively on the aspect of sustainable development.  

This sustainability report is part of that. The results will 

influence our future overall strategy and become the basis 

for future partnerships with our production partners and 

raw material suppliers. 

Are there any particular areas of focus for the next  
few years?
Three central topics will be of major importance: markets, 

employees and IT. In order to continue to grow success-

fully, we need to keep a close eye on our target markets.  

In the areas of employees and IT, we will primarily be  

attempting to improve our processes. By focussing on 

these three topics, we will form the basis for further 

healthy growth. 
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M A N A G E M E N T

In the past few years, there were repeated reports of 
supply bottlenecks for baby foods. How do you secure 
supplies of Holle products for your market? 
This is where our long-term partnerships really come  

into their own. These partnerships give us the necessary 

security in terms of procuring raw materials – something 

that both sides benefit from. We benefit from the security 

of supply and our partners benefit because we can provide 

purchase guarantees. 

As already discussed, Holle has experienced above- 
average growth in the past few years, which surely 
poses great challenges for the company. What meas-
ures have been implemented in terms of staff and  
organisational development?
Our growth is of course reflected in the increased numbers 

of employees working for our company. As a result, we  

increased our efforts in organisational and staff develop-

ment in 2013 and 2014. In addition, the launch of a new 

ERP (enterprise resource planning) system in 2013 also  

created the framework for being able to conduct our  
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OUR COMMITMENT TO  
ORGANIC AGRICULTURE 

Holle has been a member of the Demeter association 
since the early 1950s. Because our products only use 
raw materials from organic or biodynamic sources, we 
are highly committed to the organisation and what it 
stands for. After all, sustainability, right from the 
start, begins out in the fields. We have been playing 
an active role in the association since 1994. In addi-
tion, members of the organisation have appointed our 
managing director Udo Fischer to the Supervisory 
Board for several years now. We have 
also been members of Bioland and 
the BNN [German Association of  
Organic Processors, Wholesalers 
and Retailers] since 
2012. 

POLITICAL INITIATIVES 

We adopt a neutral stance towards political groups, 
parties or governments. We have been supporting  
the annual “Wir haben es satt!” [We’ve had our fill] 
campaign since 2013 with a donation that amounted 
to €2,000 in 2013 and €2,500 in 2014. The campaign 
brings farmers and consumers together at Berlin  
International Green Week to demonstrate for  
improvements to agricultural policy. 

W E  C R E AT E  S T R U C T U R E S  T H AT  G R O W  A L O N G S I D E  U S 

business even more efficiently in future. In particular, this 

system simplifies and streamlines the traceability of our 

raw materials – which is essential to guaranteeing food 

safety. 

Does this growth have a negative impact on the  
quality of your products? 
Certainly not! As a manufacturer of baby food, our respon-

sibilities in terms of product quality and product safety are 

extremely high. With the launch of an ISO 9001-standard 

quality management system in December 2014, we will 

continue to improve our quality standards across the 

board. Together with our extensive product testing, we  

are able to offer our customers the quality that they have 

come to expect from us.

“Wir haben es satt!” campaign 

IN DIALOGUE WITH OUR STAKEHOLDERS

As an internationally active company, we work along-
side a wide variety of stakeholders – but they all have 
one thing in common: they are closely linked to us as 
a company. These stakeholders may be production 
partners, raw material suppliers, employees or associ-
ations, or they may be customers, wholesalers and  
retailers, public entities and authorities. Of course, 
each of these groups has its own requirements and 
demands in terms of communicating with us – as we 
do of them. As a result, we actively seek out dialogue 
with our stakeholders in order to identify opportuni-
ties and risks, understand their requirements and 
take them into account when formulating our strategy. 
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M A N A G E M E N T

Since the 1930s
The early days 
Founded as Holle Nährmittel AG in  
Arlesheim, Switzerland, Holle is a  
pioneering manufacturer of biodynamic 
foods (bread, cereal flakes, grains and  
baby porridge), as well as being one of  
the first-ever Demeter producers. Holle  
was one of the first companies in the world 
to manufacture organic baby foods. 

1960s 
From the 1960s onwards, the company 
started to tap into the German specialist 
health food market.

1930 1935 1940 1945 1950 1955 1960 1965 1970 1975

The company through times 
of change: a look back
It was a turbulent time when our managing directors Peter 

Kropf and Udo Fischer joined what was then Holle Nähr-

mittel AG. They both founded the company Holle baby food 

GmbH and, over the past 25 years, have successfully led it 

into the future. Below, they give a brief overview of the 

major milestones in the history of the Holle brand and  

provide a bit of behind-the-scenes chat.

1930s 

“Demeter-certified  
baby food has been manu-
factured by the Holle brand 
since the mid-1930s – a long 
history that is almost unique 

among organic food  
companies.”

Peter Kropf

“Times really were  
tough financially speaking when  

we joined the company, but a  
comprehensive survey conducted  

throughout Germany among young families 
showed that Holle was by far the best-known 

Demeter-certified brand in the country.  
This result convinced us to commit  

all our efforts to reviving the  
Holle baby food brand in the retail  
segment and among consumers.” 

Peter Kropf

1980s 

“The health food  
movement saw an  

increase in the number  
of Holle products  

available in the health  
food and organic  

foods sector.” 
Udo Fischer



21

W E  C R E AT E  S T R U C T U R E S  T H AT  G R O W  A L O N G S I D E  U S 

Since 2000
Continued efforts to tap into new European  
markets, followed by expansion to other  
continents (Asia, Australia and New Zealand). 

2009
Holle infant formulas become Demeter-certified. 
Launch of the Lebenswert bio brand in specialist 
organic food shops. 

2012
Holle calculates its first CO₂e footprint for infant  
formula – from the cow to wholesale. Establishing 
our own warehouse, Holle Bio Service GmbH in 
Grünsfeld, Germany, with space for 4,000 Euro- 
pallets. Start of the successful venture into the  
Chinese market. 

2013
First CO₂e-neutral Demeter infant formula from  
Holle comes onto the market. Anne Mutter expands 
the management team and becomes CEO after six 
months. 

2014 – the present
To this day, Holle is the only company in Europe to 
offer an almost comprehensive range of baby foods 
of Demeter-certified quality. Holle has offices in 
Riehen (Switzerland) as well as in Grünsfeld near 
Tauberbischofsheim (Germany). In addition, the 
subsidiary Holle baby food China was founded in 
2014 in Beijing.

1980s
Tapping into new markets in  
Europe. With the start of the 
health food movement, Holle 
products are increasingly  
available in the health food  
and organic foods sector.

1990s
Expansion of the product range to  
include a comprehensive organic  
infant formula range, including the 
first organic infant formula with over 
99 % organic ingredients.

1993
Despite economically difficult times, 
the two managing directors Peter 
Kropf and Udo Fischer start work  
at Holle Nährmittel AG with a strong 
belief in the success of biodynamic 
baby foods.

1996
Production transferred to Germany 
from Switzerland and to other EU 
countries.

1999 – the early days of  
Holle baby food GmbH
Acquisition of global trademark 
rights for Holle baby food and  
founding of Holle baby food GmbH, 
headquartered in Riehen, Switzer-
land, by the two managing directors 
Peter Kropf and Udo Fischer.

1980 1985 1990 1995 2000 2005 2010

Since 2000

“Holle builds on long-term  
partnerships, meaning we have  

full control over everything – from 
the raw materials in the fields  

and in-house quality control to 
market-readiness and global  
marketing – for all of which  
we bear the responsibility.” 

Udo Fischer
1994

“Thanks to a broad  
range of partnerships with  

production partners – some of which 
remain in force to this day – joint 

communication measures conducted 
with other companies in the industry, 
and the guiding hand of our advertis-

ing agency, Eberle, we were able  
to re-enter the market  

with success.” 
Udo Fischer

1999

“Although the turnaround in the  
mid-1990s was a success, the company  
was faced with high legacy costs, which  

required a restructuring of the business divisions. 
Holle AG then successfully focussed on the bakery 

division. The other areas were sold off and  
we took over the trademark rights for infant  

foods. This marked the beginning of  
what is now Holle baby food GmbH.” 

Peter Kropf



M A N A G E M E N T

PRODUCTION PARTNER LOCATIONS

COUNTRIES OF ORIGIN OF MAJOR RAW MATERIALS

a

er- GERMANY  ( 1 1 )

SLOVAKIA  ( 1 )

AUSTRIA  (2 )

GERMANY 
Milk, wheat, spelt, oats,  
apples, chicken, beef,  
vegetables such as carrots,  
potatoes, pumpkins, parsnips, 
courgettes

AUSTRIA 
Milk, goat’s milk, 
spelt, maize, millet, 
tea

ITALY
Rice, apples, pears; pear,  
apricot, peach and tomato 
purées 

NETHERLANDS
Vegetables such as carrots, 
potatoes, pumpkins, parsnips, 
courgettes, spinach and  
broccoli

ROMANIA 
Rice

HUNGARY 
Spelt, millet, rape-
seed oil, sunflower oil

POLAND 
Millet, oats, buckwheat 

BRAZIL 
Banana purée

Value chain

22



23

M A N A G E M E N T

TURNOVER BY MARKET

EAST ASIA

AUSTRALIA

OTHER EUROPE 

SWITZERLAND

GERMANY

38.91 %17.56 %

8.54 % 1.23 % 0.39 % 0.05 %

33.31 %

SOUTH AFRICA UAE
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PRODUCT 
RESPONSIBILITY 

C H A P T E R  T W O

WE TAKE RESPONSIBIL ITY FOR FUTURE GENERATIONS.
As a manufacturer of baby food, our requirements of product quality and safety are, of course, extremely high.  

For this reason, we only use raw materials from organic or biodynamic sources. These are also subject to strict controls  
throughout the entire manufacturing process. As a result, we are able to guarantee that our products go towards ensuring 

perfect nutrition for babies. Our range is constantly adjusted in line with the latest nutritional recommendations so that we 
go above and beyond current food legislation, also providing information to parents and retailers about our products.
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I
n order to achieve the special quality levels ex-

pected of our products, we only use raw materials 

from organic or biodynamic sources. Careful  

processing to maintain the full nutrition of the  

ingredients and strict testing throughout the  

entire manufacturing process guarantee that our 

products are healthy and uncontaminated, helping to  

We take
responsibility 

for future generations

Manufacturing baby food means taking on a huge responsibil i ty  

to  achieve the highest qual i ty and ensure the best-possible safety.  

This is what our  customers expect of  our  products,  

and that is what we expect of  ourselves.

ensure perfect nutrition for babies. Our view of product  

responsibility is characterised by the fact that our range is 

tailored to nutritional recommendations, goes far beyond 

the requirements of current food legislation, and we  

constantly provide information about our products to  

parents and retailers.
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Our raw materials: 
always certified
The majority of our raw materials are certified to strict 

Demeter or Bioland standards. However, it may be the  

case that not all of our raw materials are available in  

sufficient quantities to the quality standards of these two 

associations. In such exceptional circumstances, we use 

EU-Eco ingredients instead. 

Just under two thirds of the sales volume of Holle  

products currently complies with Demeter standards.  

The Lebenswert bio brand has been switching to Bioland 

quality standards since mid-2013. While only a small per-

centage (7 %) of products sold carried the Bioland seal in 

2013 (see figure below), this proportion will increase sig-

nificantly throughout 2014. By October 2014, 24 out of 29 

products were already compliant with Bioland standards.

A view to the future – 
innovations at Holle
Continually launching new products is not how we  

understand the term innovation. Quality improvements 

and developments, such as raw materials of regional  

origin, or recipes developed in line with nutritionists’  

recommendations, are far more prudent and innovative. 

This is why we work on creating projects that secure 

high-quality raw materials that were not previously  

available (see Partnerships, page 42 et seq.). In terms  

of product development, we primarily focus on aligning 

what we do with the needs of babies, young children  

and their parents. The ingredients we use go to create 

products that: 

• Are recommended by nutritionists

• Correspond to the latest research

• Are conflict-free

• Are adapted to regional characteristics  

(e. g. on the Chinese market)

• Conform to regulations and laws,

• Offer alternatives for people with allergies  

and intolerances 

• Are available regionally and at exceptionally  

high quality standards

Working together 
for innovation

The close partnerships we have frequently result in  

interesting ideas and visionary concepts. In order to  

create true innovations, it is often useful to be able to  

bundle our resources. Together, we are committed to a  

variety of projects, thus supporting innovations in a wide 

range of areas both directly and indirectly. We promote  

research for the development of true-to-seed varieties, for 

example, through our commitment to organic agriculture 

associations. 

HOLLE

63 %
aktuell

37 %

LEBENSWERT BIO

7 %

93 %

EU-ECO  
QUALITY

EU-ECO  
QUALITY

DEMETER  
QUALITY

BIOLAND  
QUALITY
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1. UNCONTAMINATED FOODSTUFFS
Our products do not contain any substances that are 
hazardous to health, even if their use is not prohibited 
by law. By using biodynamic and/or organic raw  
materials and testing our products with a range of 
quality analyses, we can rule out pesticide and  
chemical/synthetic fertiliser residues in line with  
legal requirements and association guidelines.   
 

2. REGIONALLY SOURCED INGREDIENTS, 
WHERE POSSIBLE
We use raw materials from biodynamic (Demeter)  
or organic (Bioland, EU-Bio) agriculture, and from  
regional sources wherever possible.  

3. TRUSTING PARTNERSHIPS
We secure the supply of flawless raw materials as  
a result of our close partnerships and long-term  
contracts with certified farmers. Our supply structures 
also guarantee straightforward traceability of our  
ingredients. 

4. THE GREATEST POSSIBLE CARE
We treat our raw materials with the greatest possible 
care and go to great lengths to ensure perfection in 
processing. This is borne out by our constant testing 
of the raw materials, intermediate products and  
finished goods. Production facilities and analytical 
methods always comply with the very latest  
technology, research and legislation. 

5. NO GMO OR ADDITIVES
We guarantee that no genetically modified raw  
materials are used in any of our products. We also  
do not add any artificial flavourings, colourings or 
preservatives, or any granulated sugar.  

6. QUALITY AND IMPROVEMENTS
We develop our ranges in line with the latest  
nutritional recommendations. In addition, we are 
committed to the highest quality levels and regular 
testing of our processes. This enables us to improve 
our processes and the efficacy of our quality  
management on an ongoing basis.

Our quality promise
Since Holle was founded, we have adhered to a fixed 
set of principles with regard to our products. These 
principles, which we live by every day, have been  
summarised in six statements since the launch of  
ISO 9001. These statements illustrate our commitment 
to continuing to strive for the highest quality and  
continual improvements:
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OUR CERTIFICATES 
Various institutes regularly check to make sure that we 
comply with the various regulations for different organic 
certificates. If we have done everything right, we are then 

awarded the relevant certification. From 2014 onwards, we 
will also be regularly audited to make sure we fulfil all the 
requirements for the ISO 9001 certificate.

Demeter
Recognised by Demeter as one of  

the first Demeter producers. Certificate  
for foodstuffs that comply with Demeter 

regulations. Audited once a year  
by BCS Öko-Garantie GmbH and  

bio.inspecta AG, Frick,  
Switzerland. Since 1999.

EU-Bio
Organic, right from the start. Organic  

certification in accordance with EU-Eco 
Regulation 834/2007. Compliance  

audit once a year by BCS  
Öko-Garantie GmbH, Nuremberg,  

Germany. Since 1999. 

Bioland
Certified since 2013. Certificate for  
foodstuffs that are produced in line  

with the requirements of the organic  
farming association. Once a year,  
BCS Öko-Garantie GmbH audits  

compliance with Bioland e.V.  
regulations. Since 2013.

China organic certificate
Certified since 2013. Annual  

certification by the Certification and 
Accreditation Administration of  

China (CNCA). Since 2013.

经杭州万泰认证
有限公司认证

c100  m0  y100  k0
c0  m60  y100  k0

DIN EN ISO 9001:2008
Certified since December 2014. Require-
ment for a quality management system 

with a continuous improvement process. 
Audited once a year by SGS Société 
Générale de Surveillance SA, Zürich, 

Switzerland. Since 2014.

CH-Bio
Organic, right from the start, certified 

since the launch of the Swiss ordinance 
on organic farming in 1997. Compliance 

audit once a year by bio.inspecta AG, 
Frick, Switzerland.
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The Bruderhahn Initiative Deutschland (BID), which  

we support by using Bruderhahn meat, researches du-

al-purpose breeds for the poultry industry. And with our 

involvement in the Ziegenmilch-Offensive Schwarzwald 

[Black Forest Goat’s Milk Initiative], we also make a major 

contribution towards holding back the expected structural 

change in German agriculture (see Partnerships, page 46).

Working together 
for quality assurance

Our close partnerships with production partners and raw 

material suppliers form the basis for the manufacture of 

high-quality products. By working together, we make sure 

that all quality and safety requirements are always ful-

filled. That’s why they are certified in accordance with the 

internationally recognised ISO 22000 or IFS Food (Version 

6) standards for food safety – with very few exceptions.  

In addition, our production partners and some of our raw 

material suppliers are visited once a year, or once every 

two years, by our employees from the quality assurance 

department. This audit monitors all quality aspects in  

accordance with a predefined process. The audit plan will 

also be expanded with further sustainability aspects in  

future. Our aim is to develop and implement a supplier 

evaluation strategy that assesses them for quality, sustain-

ability and staff policies (see Partnerships, page 45). 

Guidelines and laws
As a manufacturer of baby food, we see it as part of our 

duty of care to remain at the cutting edge when it comes to 

methods of analysis, nutrition guidelines and legal regula-

tions. We continually track developments in research and 

comply with certification standards and official regula-

tions, including certification regulations of farming asso-

ciations and legal regulations for food and packaging.  

In total, we adhere to the laws of 40 different countries.

Pure and simple, 
with no additives

When developing our recipes, our quality management 

team ensures complete compliance with all country- 

specific guidelines and laws. In Germany, this primarily 

concerns the DGE’s [German Society for Nutrition’s] and 

the FKE’s [German Research Institute for Child Nutrition’s] 

baby food guidelines.

We never add any vitamins to our products unless required 

to do so by law. In addition, we also comply with the EU 

Regulation on Infant Formula and Follow-on Formula 

(2006/141/EC), the EU Regulation on Nutrition and Health 

Claims Made on Foods (EC Regulation 1924/2006) as well 

as with the Deutsche Diätverordnung [German Dietary 

Regulation].

Our more recently de-
veloped Lebenswert bio 

brand offers a range of great-value infant formulas. 
The raw materials used in these products are all  
certified to at least EU-Bio level. Since mid-2013,  
the whole range has been gradually upgraded  
to Bioland quality. This process will be complete  
by early 2015. 

The Holle brand offers our  
customers a full range of products 
predominantly of biodynamic  

quality. It comprises organic infant formula, organic 
milk cereals, organic baby porridges, jars of baby 
food, fruit purées (pouches) and other baby products.  
We use Demeter-certified raw materials wherever  
possible – and have been doing so for over 80 years. 
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anyone wanting to know more, we publish more detailed 

information about the origins of our raw materials on our 

website. Naturally, we also adhere to the many directives 

pertaining to packaging. Because there are various ways of 

interpreting the laws relating to the labelling of infant for-

mula, occasional unintended breaches do sometimes hap-

pen, which result in fines. This was the case in 2013, when 

a mandatory text was missing on the Scandinavian pack-

aging for Holle Infant Follow-on Formula 2 – something 

that was deemed essential for infant and follow-on for-

mula by an EU regulation. We regret the incident and, as a 

result, decided to continually optimise packaging checks 

with regard to the requirements of various countries be-

fore the end of 2015.

Our requirements of 
good packaging
It is particularly important to us that our packaging does 

not have any negative health effects. It should be made 

from as few materials as possible. They should be environ-

mentally friendly and should both protect the product and 

maintain its shelf life. Since packaging is one of the most 

important ways of communicating with the end consumer, 

we also use it to provide plenty of detailed product infor-

mation. This includes a complete declaration of all ingre-

dients, instructions for the safe use of the product and in-

dications of its organic quality and regional origins. For 

Our Quality Management Team



35

W E  TA K E  R E S P O N S I B I L I T Y  F O R  F U T U R E  G E N E R AT I O N S

cess – after all, it is particularly important to us to be able 

to offer products that are free of any harmful substances. 

The close dialogue with our production partners enables  

us to take new findings into account immediately and thus 

to remain at the leading edge of research.

Effects of new 
analytical methods
In 2013, a new, qualitative analytical method enabled  

scientists to detect traces of cytoplasmic male sterility 

(CMS) in our broccoli baby food. Broccoli in particular is 

one type of vegetable that is frequently grown as CMS seed 

in conventional and EU-Eco-agriculture. In the same year, 

another quantitative analytical method was devised that 

enabled us to determine that only a very tiny quantity – 

0.07 % in all – of the broccoli used was affected by CMS.

At the time of production, we were not able to test our  

raw ingredients for the presence of CMS – a problem  

that affected the entire industry at the time. Even if the 

proportion was tiny and CMS was not categorised as  

being harmful to health, we reacted immediately with  

“When parents choose our baby 
foods, it is because they expect to 
receive the very best quality. So 
that this quality is always guar-
anteed, our products are subject 
to extensive quality testing and 
analysis. Only products that fulfil 
our high expectations make it 
onto the shelves.”

A N N E  M U T T E R

Our quality standards

If you choose our products, high quality is important to 

you. That’s why we focus so strongly on their testing and 

control. There is an extensive testing schedule for every 

single product, including comprehensive residues analysis 

and countless sensory tests. Together with our production 

partners, we use cutting-edge processes to ensure that no 

hazardous substances or other elements that could be 

harmful to health are present in the raw materials or in  

the final product. The analysis method is based on the 

amounts and risks associated with the raw materials.  

We are obliged to retain samples of all batches of raw  

materials and finished goods so that we can prove the  

absence of hazardous substances even at a later date.

Innovations in residue 
analysis

Research scientists are continuously working on improving 

analytical methods for foodstuffs and ingredients, enabling 

the detection of materials that were previously undetecta-

ble. We welcome these developments and follow their suc-

CMS

CMS stands for cytoplasmic male sterility. This is a 
method of producing seed where the cell fusion 
technique is used on two closely related plants in  
order to achieve specific positive characteristics. This 
is not an example of genetic engineering, however, 
because the transfer of characteristics also takes 
place in a natural way, although over a longer period 
of time. No negative health effects have been proven  
to date. However, the use of CMS seed cannot be  
reconciled with the holistic approach of organic agri-
culture associations because the seed is not deemed 
true-to-seed and therefore cannot be propagated.
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various departments, depending on the situation. In  

addition to managing the risk assessment and appointing 

analysis assignments, it coordinates decisions about short 

and long-term measures, such as the recall of products,  

for example. In addition, it also manages communication 

measures, making sure that all of our customers receive 

the information they need. 

At least once a year, the crisis team receives training on 

the topic of risk and crisis management. The efficacy of 

the measures is assessed either during a crisis, or at least 

once a year, via a simulation. 

Customer advice and 
complaint management
Although we are manufacturers of baby food, the most  

important message for our customers is that breast- 

feeding is the best nutrition for a baby. The WHO also  

recommends only breast-feeding for the first six months, 

and thereafter to supplement breast milk with other food 

appropriate to your child’s age. In general, we recommend 

that parents ask an expert – a paediatrician, childcare  

adviser or midwife, perhaps – regarding whether their 

child requires supplementary food. We regularly provide 

a voluntary, pre-emptive recall of all jars of broccoli baby 

food. In September 2012, we also pre-emptively removed 

our Organic 3-Grain Porridge from the market because one 

sample exceeded the very low limit value for ochratoxin  

A (OTA), a mycotoxin. 

Crisis and risk management

Partly as a result of the CMS problem, we decided to  

readdress the topic of crisis and risk management. In 2014, 

we started establishing processes and structures to help  

us manage crises more effectively. The aims of our risk 

management strategy are:

• To prevent health risks resulting from our products 

• To secure the existence of our company 

• To fulfil legal requirements of products, customers  

and our company

• To prevent possible damage to our reputation

• To prevent possible financial damages

• To prevent legal consequences under civil or  

criminal law

As a central, strategic organ of our crisis management 

strategy, the crisis team is comprised of the top-level  

management, middle managers and representatives of  
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these experts with relevant information and samples of 

our products. For 2015, we are also planning to offer a  

special information area on our website for experts. 

We have pledged to adhere to specific ethical guidelines  

in the sale of our products. This includes the fact that we 

do not use comparative advertising, with truthful advice 

always given top priority. We also give our customers the 

opportunity to turn to us at any time if they should have 

any complaints about a product, have a question about its 

use or if they would like more information. Our aim is to 

resolve all enquiries and complaints to the customer’s 

complete satisfaction. 

Our customers 
are well-informed

We regularly take part in end consumer trade fairs for 

baby products. Here, parents can find out about the  

quality of our raw materials, our products and their use. 

We completely updated our website in 2013. In addition  

to providing information about our entire range, it also 

features a free guide to baby food and helpful videos on 

introducing and preparing supplementary food. We also 

became a partner and founding member of the website 

www.babyclub.de in 1998. This website is directed at 

young parents and people who are expecting a baby and 

provides plenty of information, as well as a large commu-

nity of active users. In Switzerland, we also offer young 

parents the option of signing up to a baby newsletter. The 

version of the newsletter sent out reflects your child’s age 

in months and contains practical tips and information 

during baby’s first year of life.

Although we already maintain a comprehensive dialogue 

with our customers, we are also planning to roll out a  

concept by the end of 2015 that will help us to intensify 

our dialogue with end consumers. As a result, we hope to 

establish focus groups and integrate new media into our 

communication strategy more effectively.

Internal and external sales – 
more than just the hard sell

Our external sales staff are more than just a link between 

the company and our wholesale and retail customers – 

they are in regular contact with them, provide information 

about our range and product innovations, and are also 

contact partners in the event of any complaints or claims. 

In addition to this, they also provide training for retailers 

so that they can offer interested customers expert advice 

on the topic of baby nutrition. 

The BIOFACH trade fair is  
the largest in the world for  
organic consumer goods,  

and is also our leading trade fair. We make use of  
this annual forum to present our range, as well as  
to conduct dialogue with existing and potential  
customers and partners from all over the world.
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The Asian market: 
providing growth
We have been successfully active on the Asian market  

for several years now. Characterised by its fast-paced  

nature, the Asian market has different laws and specific 

requirements with regard to our business there. However, 

it also has enormous potential and we don’t want to  

neglect that. In order to minimise market-specific risks,  

we work together closely with specially trained staff  

and/or local partners. In doing so, we make sure that 

these partners have extremely good knowledge of the  

industry and market. 

Future improvements

For the future, we are planning to intensify the dialogue 

with our wholesale and retail customers even further. In 

2015, we will be conducting a survey that complies with 

ISO 9001 in order to gauge opinion on topics relevant  

to us – for example, satisfaction with our service and 

products. As part of our complaint management strategy, 

we will also document the reasons for and frequency  

of complaints. In the next few years, we will once again  

also significantly improve our complaint monitoring in  

order to be able to make statements backed up by statistics 

and to be able to develop recommendations for future  

action.

The dialogue with expectant mothers and new mums is 

extremely important to us. For this reason, we regularly 

provide childcare advisers, midwives and paediatricians 

in Switzerland with expert information so that they are 

able to provide the relevant advice to new mothers. In  

addition, our eight external sales advisers for Switzerland, 

France and Germany also receive a fixed salary so that  

we can avoid unnecessary pressure to sell.

“We don’t just sell baby food 
products – we also see ourselves 
as partners and advisers to  
retailers.”

P E T E R  K R O P F 
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PARTNERSHIPS
C H A P T E R  T H R E E

WE CHERISH REAL PARTNERSHIPS.
Long-term and close relationships with our business partners are a major cornerstone of the quality assurance of  
our products and a key component of the Holle philosophy. Only an ongoing, crisis-resistant relationship with our  

production partners and raw material suppliers can ensure that we can depend on the availability of the very highest-quality 
raw materials. Only such close dialogue can result in excellent transparency, mutual trust and the stimuli for innovative 

flagship projects. Only by establishing such partnerships are long-term planning and sustainable business possible.
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A long-term and close relationship with our production partners and raw material  

suppliers is particularly important for the quality assurance of our products. We have 

not only established these relationships – we also actively promote them: with close  

dialogue, the highest possible degree of transparency and mutual trust. 

We realcherish
partnerships

G
uaranteeing the quality of raw materials 

is the basis for excellent baby foods and 

one of the greatest challenges that baby 

food manufacturers face. Continually  

increasing sales volumes and  

requirements of our products make  

permanent, crisis-resistant partnerships absolutely  

essential. Only with such partnerships can we guarantee 

the high quality and traceability of our raw materials, 

which are processed into healthy, pure foods with the  

greatest care. The key pillars of these partnerships are 

transparency, ongoing dialogue, fair pricing and a mutual 

obligation towards a partnership built on trust.

Our products: made from the 
highest-quality raw materials 
from the best partners
When selecting our raw materials, the highest quality is 

our prime criterion and we guarantee this by using ma-

terials from organic agriculture associations, as well as 

through close partnerships. For the Holle brand, we use 

Demeter-certified raw materials, while the Lebenswert bio 

brand uses raw materials certified by Bioland standards. 

In the event that the raw materials we need are either not 

available or not in sufficient quality – and only then – we 

use EU-Eco raw materials instead (see graphic on page 82 

under Resources). Sourcing raw materials is a particular 

challenge: their availability is not always guaranteed and 

we try to buy regional products wherever we can. 

However, we also see this challenge as an opportunity 

and, as a result, enjoy a more prominent role in the inter-

action between raw material producers and production 

partners, thus enabling us to build up long-term partner-

ships along the entire value chain. As a company with a 

“We set great store by our long-
term partnerships. They form  
the basis for excellent quality  
and distinguish us from our  
competitors.” 

P E T E R  K R O P F
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predominantly agricultural supply chain and an out-

sourced manufacturing process, it is particularly impor-

tant that we nurture an intensive dialogue with our  

production partners. Our strategic raw materials are  

processed by 14 production partners across Europe.  

We source the cow’s milk, goat’s milk, cereals, fruit,  

vegetables and meat for our organic baby foods from 

around 150 producers, with many of whom we are in close 

personal contact. In recent years, we have successfully 

built up and intensified these relationships but still see 

potential for improvements in the future. 

In order to achieve the closest-possible network between 

us, our raw material suppliers and production partners, 

we actively seek out dialogue at all times: this not only 

goes for the key topics of product and process optimisa-

tion but also for our mutual understanding of what  

constitutes exemplary agriculture (see Agriculture,  

page 57 et seq.) and quality. Together with our partners, 

we hope to get more agricultural businesses on board  

in the biodynamic sector – as certified by the organic  

agriculture associations – in the future. For this reason, 

we also play an active role in relevant association  

initiatives (see Management, page 19 and Agriculture, 

page 62).

Genuine partnerships 
for increased quality
It is of great importance to us and to our customers that we 

know where our products come from. The close partner-

ship and intensive dialogue with our partners creates the 

necessary transparency, enabling us to trace exactly which 

field our ingredients have come from. But we value part-

nerships for more than this transparency and product 

quality – we also want to achieve planning security for 

everyone involved. For this reason, it is more important to 

us to develop reliable partnerships with fair pricing than 

to maximise profits for Holle baby food GmbH. This is why 

we establish binding sales volumes and prices once a year 

with all our partners.

Strong partnerships 
for the future
The selection and management of close partnerships with 

farmers and production partners is and will continue to  

be one of the major challenges facing our company. While 

we base our choice on the certification standards of the 

company (EU-Eco, Bioland, Demeter), we also value other 

topics that go beyond certification alone. We aim to be 

able to simplify the selection of suitable partners in the  

future with a professional, strategic supply management 

system for raw materials. This should help us to analyse 

partners with regard to sustainability criteria with a par-

ticular focus on quality and staff. We conducted a pilot 

survey among some of our production partners and farm-

ers for this report, and these aspects will supplement  

our annual quality audits in future (see Product responsi-

bility, page 33).

“We can only achieve quality 
through transparency. And  
transparency can only be  
achieved through genuine  
partnerships all along our  
value chain.” 

A N N E  M U T T E R
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Special partnerships 
lead to special projects – 
our flagship projects

Two of our flagship projects represent our commitment 

and innovative prowess in particular: the Bruderhahn  

Initiative Deutschland and the Ziegenmilch-Offensive 

Schwarzwald [Black Forest Goat’s Milk Initiative].

The Bruderhahn Initiative 
Deutschland
One major problem associated with chicken farming is 

how to deal with male chicks. They are useless to the  

farm so they are usually killed shortly after hatching.  

The Bruderhahn Initiative Deutschland (BID) aims to end 

this unethical practice. We support the initiative by using 

Bruderhahn meat for the production of our jars of Holle 

organic baby food with chicken, thus actively supporting 

ethical chicken farming. Bruderhahn chicks are reared in 

accordance with strict Demeter guidelines and the first 

jars of Holle baby food with BID chicken have been availa-

ble since March 2014. We stopped using turkey at the same 

time and have now switched over all 

of our poultry meat to BID for our 

jars of Holle organic baby food. 

The Ziegenmilch-Offensive 
Schwarzwald [Black Forest 
Goat’s Milk Initiative]

Since we use goat’s milk in some of our products, we  

have teamed up with the Monte Ziego dairy to support the 

Ziegenmilch-Offensive Schwarzwald [Black Forest Goat’s 

Milk Initiative]. The initiative aims to maintain the farms 

and smallholdings in the Black Forest region, securing 

their economic viability over the long term. After all, keep-

ing Demeter dairy goats is often more profitable in this  

region than running a traditional dairy farm. From the 

consumer’s point of view, the demand for organic baby 

formula with goat’s milk is increasing because it is seen as 

a sensible alternative to cow’s milk, soy milk or hypoaller-

genic foods (milk whose proteins are broken down into 

smaller, low-allergy components). In order to be able to  

offer goat’s milk at all, we first of all had to establish  

quality criteria, which we did in partnership with Demeter. 

We also had to wait for EU approval of goat’s milk as an  

alternative source of protein for infant and follow-on  

formula. The approval came in early 2014 and we expect to 
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Partnerships for 
our key raw materials

COW’S MILK
Infant formula is one of our most im-
portant products. That’s why it’s parti-
cularly important that we have reliable 
partners in this area who can supply 

us with high-quality milk. For several years now,  
the Genossenschaft der Schrozberger Milchbauern 
[Schrozberg Dairy Farmers’ Association] has been  
providing us with Demeter-certified milk from farms  
in southern Germany. We are well-integrated in the  
dialogue between the association and dairy farmers 
so that we stay up to date with the requirements of all 
those involved. We agree the milk powder prices with 
our production partners in such a way that the farmers 
are paid a fair price for the milk. By doing so, we hope 
to motivate other farmers to switch to biodynamic  
farming. 

GOAT’S MILK
Goat’s milk has great potential for  
the future of baby food. If a child is  
allergic to cow’s milk, goat’s milk may 
be used as a tolerated and alternative 

source of protein. While looking for a suitable partner, 
we came across Monte Ziego about three years ago. 
Together, we launched the Ziegenmilch-Offensive 
Schwarzwald [Black Forest Goat’s Milk Initiative], 
which enabled us to solve another problem at the 
same time: for traditional dairy farmers from the Black 
Forest region who are no longer able to run a viable 
operation, dairy goat farming to Demeter standards 
can be a profitable alternative.

CEREALS
We source our cereals, such as millet, 
rice, spelt, oats, maize, buckwheat and 
wheat, from Europe and so that we can 

ensure direct contact with the producers. Only by 
doing so can we guarantee the desired and necessary 
quality for use in baby foods. To this end, we have 
also been working with one of the leading mills in  
the European organic industry for 19 years now. Their 
employees have direct contact with cereal growers, 
and are on hand to answer questions about residue 
analysis and storage. They also ensure that the first 
quality checks are done while the cereals are still in 
the field.  

FRUIT
In terms of fruit, our focus is on  
home-grown varieties. It is also of  
major importance to us that we keep 

food miles to a minimum – from the field to the bott-
ling plant. This is therefore a key consideration when 
selecting our farmers and production partners. The  
organic farming associations that we support help  
the fruit growers with training sessions about organic 
pest control in order to continue to improve the  
quality of the fruit. 

VEGETABLES
We obtain our vegetables either  
directly from the farmers or from  
producer/distributor collectives. 
These collectives then commission 

one of their producers to grow specific vegetables  
for our products. In the future, we will focus in particu-
lar on improving transparency from seed to harvest.  
In this way, we can minimise the risks for our raw  
materials and guarantee the exceptional quality that 
people expect of our products. 
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“We work together closely with our partners  
and are involved in an ongoing dialogue  
with them. Only by pulling together can we  
fulfil the high expectations of our customers.” 

U D O  F I S C H E R
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take receipt of the first deliveries of Demeter-certified 

goat’s milk in 2015. 

These examples show that it is possible to source raw  

materials regionally and ethically, as well as in a way  

that is quality-focussed. They demonstrate our innovative 

prowess and drive to draw on such projects in the future. 

That’s why we have planned to expand on these flagship 

projects with new ideas and plans, alongside our partners. 

Working together 
for better baby food

Our partners are no longer the small-scale mills or idyllic 

Demeter mixed farms of the past. Even in biodynamic  

agriculture – whether it’s on the agricultural or processing 

level – the emphasis has shifted in favour of technical, 

process-related and structural developments. However, 

this has happened while still complying with the strict 

guidelines of the organic farming associations, which are 

all based on a common understanding of development.  

We are of the opinion that sustainability can only truly  

be achieved via ongoing efforts to make comprehensive 

improvements and professionalise processes on a social, 

cultural, economic and environmental level. Simply  

maintaining standards does not fulfil our requirements 

and our responsibility to our customers and society. 

Achieving the best-possible level in these areas is of  

prime importance to Holle and its partners.

“Our flagship projects are prime 
examples of the innovative part-
nerships we cherish. They are  
the result of a healthy dialogue 
and a trust that has grown over 
the years.” 

U D O  F I S C H E R
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In close dialogue with our partners, we have developed 

strategies and defined key topics that are particularly  

important to us in terms of our comprehensive develop-

ment strategy. These include:

• Long-term energy efficiency

• Optimisation of the input/output ratio of raw materials 

and finished products

• The minimisation of waste and material consumption 

of all kinds 

• A professional attitude towards employees and  

colleagues

• Exceptional knowledge of our craft 

On the ground, we are able to get an idea of how our  

partners are implementing the latest sustainability meas-

ures and projects. For example, how the latest bottling 

and pallet plants are used to guarantee accurate enter-

prise resource planning, to significantly improve handling 

and to avoid workplace accidents. Most of our partners are 

also leading the way when it comes to energy consump-

tion, too: with innovative energy concepts, they are signif-

icantly reducing energy consumption, which is reflected  

in a continually decreasing CO₂e footprint per product. 

The measures in place for sustainable energy generation – 

many of our production partners use solar power, for  

example – are testament to the exceptional technical  

expertise of our partners and regularly receive regional 

awards. 

Commitment on all levels
The commitment of our agricultural partners also goes 

above and beyond the specific requirements of the farming 

associations. For example, they ensure an optimised  

combination of various agricultural measures in order to 

reduce the mechanical impact on and processing of the 

soil. The use of satellite-based devices also leads to a  

reduction in soil compaction as a result of ruts caused by 

machinery. In addition, one of the key topics in sustaina-

ble agriculture is the sensible, efficient use of available  

resources, e. g. fertilisers. This not only concerns the type 

and amount of fertilisers used but also the time that they 

are applied in order to avoid nutrient losses. For this  
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reason, many farmers apply organic fertilisers, i. e. com-

post, manure or slurry, right after the harvest so that they 

can then go ahead with sowing, depending on the crop. 

This closes the carbon and nutrient cycle and avoids 

losses in the form of leaching, erosion or oxidation.

In addition, new technologies and developments are  

constantly being tested and evaluated in sustainable  

agriculture before going on to be implemented once they 

have been proven.

PEOPLE AND THE ENVIRONMENT 
BENEFIT FROM ONGOING IMPROVEMENTS

In product processing, we have made a significant  
improvement by adapting the final check of the tubular 
packaging (which protects powdered milk and cereals 
from contaminants). Thanks to a special process, each 
tube can now be tested individually and removed from  
the batch if necessary. Previously, an entire batch  
would have to have been destroyed if any suspicion  
of contamination arose. 

In addition to the higher degree of efficiency, these  
measures also have other positive effects: they guarantee 
high workplace safety and create a more professional  
environment for employees. This leads to lower staff  
turnover levels and enables our partners to become highly 
desirable in terms of training and employment. Beyond 
their own production and agricultural companies, they are 
also committed to supporting educational, cultural and 
environmental projects.
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AGRICULTURE
C H A P T E R  F O U R

WE ACTIVELY PROMOTE ORGANIC FARMING.
In contrast to conventional agriculture, organic and biodynamic agriculture are based on a sustainable, cyclical approach. 

This has a positive effect on the environment and on the quality of our raw materials. As a result, it is particularly important 
that more farmers choose to adopt organic agriculture in future. We actively support this form of agriculture through  

the sourcing of our raw materials and our commitment to various associations.



56

A G R I C U LT U R E



57

W E  A C T I V E LY  P R O M O T E  O R G A N I C  F A R M I N G

I t  seems clear  to  us that organic farming is the only viable form of  

agr iculture for  the future.  For  this reason,  we have always sourced  

our  raw materials from organic and biodynamic agriculture – and were  

one of Demeter’s f i rst-ever  contractual par tners. 

We actively promote
organic farming

O
rganic farming is about much more than 

just managing cultivated land. Its aim 

is not simply to increase yields over the 

short term without any thought to the 

impact this might have – instead, a more 

holistic, cyclical method is the premise. 

Important nutrients that are taken out of the soil are given 

back to it in a natural way in order to maintain or promote 

its fertility. In addition, local conditions are taken into  

account so that these methods avoid negative impacts 

upon humans and the environment. As a result, organic 

produce is of a particularly high quality. However, organic 

farming not only has a positive impact on the quality of 

the produce – it goes far beyond this. Studies are already 

starting to show that organic and biodynamic agricul-

ture result in lower costs to society than conventional 

agri culture. We should all be aware of the significance 

that  agriculture will play in our futures, and draw the 

right conclusions. For us, this means actively supporting 

organic farming – through the use of organic and bio-

dynamic raw materials and our commitment to organic  

farming associations. 

Maintaining and promoting 
soil fertility

Maintaining and developing our natural resources is of 

prime importance in both organic as well as biodynamic 

agriculture. Organic farming promotes the fertility and 

health of the cultivated soil and helps to ensure that  

organic matter is maintained. This allows micro-organ-

isms, which are of essential importance to the soil, to  

continue to reproduce. They increase the chances of  

soil-borne diseases or pests being naturally suppressed 

and provide the roots of crops with all the nutrients  

they need.

In conventional agriculture, this highly complex  

microcosm is often affected or jeopardised either partly  

or completely by the mineral salts in synthetic fertilisers.



58

A G R I C U LT U R E

Avoiding erosion

Organically farmed soil also protects against erosion, such 

as that seen in the topics and desert regions, as a result  

of its very robust structure. However, soil erosion is also 

increasingly common in Central Europe and Germany as a 

result of intensive monocultures. Erosion can lead to soil 

depletion or even degradation.

A sustainable approach 
to water
Another advantage of the improved soil structure that  

results from organic farming is the ability of the soil to 

store water. This means the land has to be irrigated less 

frequently and more nutrients remain in the soil instead  

of being washed away. In contrast, the leaching of chemi-

cals used in conventional agriculture is one of the main 

problems caused by farming around the world – the  

destruction of clean drinking water. Plenty of environmen-

tal and water assessments are now concluding that  

organic farming either completely or partially prevents  

the water pollution associated with conventional agri-

culture. This is primarily because organic farming does 

without chemical pesticides.

Avoiding monocultures

Organic but above all biodynamic farming does not use 

monocultures. Over the long term, monocultures lead to 

the depletion of nutrients in the soil, making it more  

susceptible to disease. The key arguments for monocul-

tures are generally their high efficiency and higher yields. 
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DEMETER

The Demeter brand denotes products 
from biodynamic agriculture. This is 
the oldest form of certified organic 
farming and is based on the principles 
established by Rudolf Steiner. Only 
rigorously audited contractual part-
ners are permitted to use the Demeter 
logo. From cultivation to processing, 
the association continually audits 
compliance with its guidelines, which 
go far beyond the requirements of  
organic farming. Demeter is recog-
nised as an international organic 
brand on all continents. Approxi-
mately 5,000 farmers in around  
50 countries farm around 160,000 
hectares of land biodynamically, in  
accordance with Demeter’s guide-
lines.

BIOLAND

After Demeter, Bioland is the biggest 
organic farming association in Ger-
many. For over 40 years, the members 
of Bioland have been developing an 
environmentally friendly and economi-
cally viable alternative to conventional 
farming. The association’s aim is the 
sustainable production of high-quality 
and healthy foodstuffs, as well as a 
business strategy in harmony with  
nature. The Bioland guidelines are 
more stringent than the EU-Eco Regu-
lation and are constantly being up-
dated. Only rigorously audited busi-
nesses are permitted to use the 
Bioland logo. Around 5,800 farmers, 
gardeners, beekeepers and vintners 
now operate in accordance with the 
Bioland guidelines.

EU-ECO

The EU-Eco logo guarantees adher-
ence to the legal requirements for or-
ganic farming, but also the careful 
processing of the raw materials used. 
This involves ensuring environmental  
protection during production and the 
sustainable manufacture of products. 
The logo guarantees compliance with 
strict rules relating to environmental 
protection and animal welfare. The 
relevant inspection body audits com-
pliance with the regulations for all or-
ganic products. Below the green seal, 
you will see a reference code for the 
inspection body, showing where the 
product was made and audited. Un-
derneath this, there is information 
about the origins of the raw materials 
that made the product.
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However, if we compare the total yield per area, taking 

into account the entire crop rotation, it becomes clear that 

conventional methods often do no better.

Maintaining diverse flora

The fact that organic farming promotes biodiversity and 

does away with monocultures means that it helps to main-

tain a diverse flora in the fields, making it an ideal home 

for countless creatures that keep the pest-to-beneficial  

ratio in balance. As a result of the crop rotation, a large 

amount of various biomass occurs – in combination with 

animal manure, it is the perfect basis for creating humus 

and therefore the ideal fertiliser.

A holistic approach 
for humans and nature
These aspects make one thing clear above all else: organic 

farming is not just an option – it’s a necessity, and one 

that we have been happy to adopt for over 80 years. We 

have been using raw materials from biodynamic sources 

since Holle was founded. More and more conventional 

farms are starting to use organic methods because they 

have recognised that they pay off in the medium to long 

term. Sociocultural and health-related aspects also play  

a major role, affecting both the consumer as well as  

those involved in agriculture. The fact that the widespread 

use of chemical fertilisers and pesticides has a negative 

impact on the environment and on human health goes 

without saying. Our aim is to support forms of agriculture  

that are financially viable while staying in harmony with 

nature.
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Working together 
for organic agriculture
Our raw materials predominantly come from farmers that 

are certified in accordance with the requirements of the 

Demeter and Bioland associations. We are of the opinion 

that these farmers, in partnership with the organic agri-

culture associations, make a major contribution towards  

developing farming. Our membership of Demeter and  

Bioland, as well as of the BNN [German Association of  

Organic Processors, Wholesalers and Retailers] supports 

their work and commitment to increased education and  

research. After all, all the improvements made in organic 

agriculture go towards improving the quality of raw mate-

rials. Our active participation in the associations has, for 

example, contributed towards the development of guide-

lines for various baby foods. Without our commitment,  

we would not be able to offer some of our products in  

exceptional Demeter-certified quality. In addition, we  

believe that it is particularly important that more farmers 

choose to adopt organic agriculture in future.
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EMPLOYEES
C H A P T E R  F I V E

WE ACHIEVE ADDED VALUE BY VALUING OUR EMPLOYEES.
The ideal working environment has a positive effect on every single process in a company. We can create the necessary  

framework for this by supporting workflows that are efficient and incorporate all those involved.  
The success of our efforts is reflected in our very low staff turnover rate.
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H
olle baby food GmbH is all set for 

growth. The number of employees at 

the company also increased by just 

over one third between 2011 and 2014. 

This high growth rate occasionally led 

to more work for us but we have always 

worked towards providing our employees with a positive 

and motivational working environment by hiring new  

staff and introducing new processes. After all, we will only 

be in the position to grow further if our employees are 

happy. The statistics prove that we are on the right track 

with our approach to staff development: not a single  

one of our employees handed in their notice during the  

reporting year. 

Holle has always set great store by good personnel man-

agement and we now have to develop this further to make 

the approach future-proof. Various people are involved  

in this process – not least our new CEO, Anne Mutter,  

who has defined three areas of focus for the years to come. 

These are partially reflected in the measures initiated  

in 2013:

• Defining a trusting relationship between Holle as  

an employer and its employees

• Promoting a participatory culture with efficient  

decision-making, transparent and timely  

communication

• Supporting the performance motivation and skills  

of our employees through staff development

Our employees make a huge contr ibution towards the success of Holle.  

Day af ter  day,  they work hard towards achieving success for  our  company. 

We appreciate this greatly – and do all  that we can to make sure that  

this wil l  remain the case in the future,  too.  This approach is constantly 

 rewarded with an exceptionally low staff  turnover  rate.

We achieve added

byvalue valuing
our employees
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NUMBER OF EMPLOYEES* BY CONTRACT TYPE  
2011  TO 2014

DISTRIBUTION OF EMPLOYEES IN 2013 ACCORDING TO:

FULL AND PART-TIME

Full-time 55 %

Part-time 45 %

SEX

Female 64 %

Male 36 %

NATIONALITY**

German 64 %

Swiss 30 %

Italian 3 %

French 3 %

AGE**

30 – 50 years 52 %

< 30 years 30 %

> 50 years 18 %

  Permanent      Temporary      Traineeship / work experience      Temp staff

* The number of employees takes into account all employees during a given year.

** Not categorised by gender

  Men      Women

2011

2012

2013

2014

2011

21

2012

26
2013

33
2014

As at December 2014

40
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EMPLOYEES

Angelo Ferrara 
Sales

Stefanie Goldenbaum 
Quality Management

Udo Fischer 
Managing Director

Uwe Degenhardt 
Quality Management

Anne Mutter
CEO

Frank Fischer 
Supply Management 
and Logistics

Ran Sun Heidelberger
Sales 

Annick Gendre 
External Sales CH

Susanne Jegge
Bookkeeping

Peter Kropf 
Managing Director

Viola Hechinger 
Marketing

Ingrid Bühler 
External Sales CH

Brigitte Gallan 
External Sales CH

Tina Heusermann 
Marketing

Susanna Fieber 
Marketing,  
Sustainability  
Management 

Alphabetically, as at December 2014, excluding work experience and temp staff
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David Knipper
Sales

Sandra Lenze 
Marketing

Erhard Schneider
External Sales CH

Eva Kropf 
Bookkeeping

Natalie Nonaka
Sales

Sarah Schürmann
Marketing

Dr. Sebastian Kühn
Quality Management

Praewa von Rotz 
Internal Sales 

Michaela Stöcklin
Administration

Benjamin Kraml
Internal Sales

Thomas Maier 
IT

Maike Schreiber
Quality Management

Nicola Kropf 
Sales

Monika Ott 
External Sales CH

Lisa Stiller
BA Student

Angelika Welz
Quality Management

Dennis Weyh
IT

Dr. Urs Wäspi
Quality Management 
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Future-proof structures 
Holle is growing – and faster than the industry average. Of 

course, our organisational structures do not go unaffected 

by this change. That’s why our corporate strategy enables 

us to react flexibly. Existing management structures have 

been analysed and expanded with the aim of leading both 

the company and its staff with a common understanding 

that goes beyond the individual departments. We also  

introduced a new committee in the reporting year – 

the management team. The team comprises the entire 

management – the managing directors and heads of  

department – a total of two women and six men.

Staying well informed 
Any company wanting to actively integrate its staff into its 

structures has to remain up to date with changes in the 

company. As a result, we inform our employees within the 

various departments of the latest events once a week and 

have also established a monthly cross-departmental  

meeting in order to discuss major news with all staff.  

We all sit down to lunch together afterwards, offering the 

opportunity for cross-departmental dialogue. By main-

taining a steady flow of information, we can do away with 

fixed notification periods for changes within the company.

Managing employees and actively integrating them through team-building.
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STAFF TURNOVER RATE
by sex and age group, in 2013

NUMBER OF  
EMPLOYEES* 

NUMBER OF  
ENTRIES INTO  

THE COMPANY

RATE OF  
ENTRIES  

IN %

NUMBER OF 
EXITS FROM  

THE COMPANY

FLUCTUATION  
IN %

Core workforce 26 4 15.4 % 1 3.85 %

BY SEX

Female 18 4 22.2 % 1 5.56 %

Male 8 0 0.0 % 0 0.0 %

AGE GROUP

< 30 years 3 0 0.0 % 0 0.0 %

30 – 50 years 17 3 17.6 % 1 5.88 %

> 50 years 6 1 16.7 % 0 0.0 %

Definition of staff turnover rate: the number of employees who leave the company voluntarily, or as a result of  
contract termination, retirement or death. 
*  So as to avoid misrepresentation of the exit rate, employees with work experience contracts and temp staff were  

not taken into account when calculating the core workforce. 

Optimising work processes – 
relieving the pressure on 
employees

In order to prepare ourselves for the future, we launched  

a new ERP (enterprise resource planning) system in 2013. 

This system enables us to standardise processes and make 

them more efficient. Its launch required a lot of extra work 

from our employees so in order to relieve the pressure on 

them slightly, we hired some temp staff (see figure on page 

67) with the aim of offering them long-term positions with 

us owing to our ongoing growth. We will make permanent 

hirings if a significant need continues to exist over the 

next few years.

The integration of 
new employees
As a company in expansion, the integration of new em-

ployees is a particular challenge. We go to great lengths to 

achieve this – from instigating employee workshops and 

internal training, which is to be a regular feature as of 

2014, to joint events. Many of the existing individual rules 

will be summarised in an employee handbook in future, 

containing all the important information about working at 

Holle – for example, what flexitime means and how over-

time is accrued and used. It will also present our company 

pension plan and remuneration model. Once the employee 

handbook is finished, we will continue to revise it. 
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AVERAGE NUMBER OF HOURS IN TRAINING 
by sex and employee category (excluding work experience staff and temp staff) in 2013

NUMBER  
OF EMPLOYEES

TRAINING  
HOURS

TRAINING HOURS/PERSON

Core workforce 26 533 20.5
BY SEX

Female 18 385

Male 8 148

POSITION

Management level 11 204

Employees 15 329

FEMALE

MANAGEMENT LEVEL

MALE

EMPLOYEES

21.4

18.5

18.5

21.9

OCCUPATIONAL ILLNESSES AND LOST WORKING DAYS  
among the entire core workforce in 2013

In hours

WOMEN MEN TOTAL

Total planned working time 25,145 15,580 40,725

Total time lost 517 105 622

SICK LEAVE IN HOURS 

Sick leave 517 105 622

Of which due to occupational illnesses 0 0 0
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We measure our staff 
policies by the satisfaction 
of our employees

The happiness of our staff is very important to us. That’s 

why improvements in this area are one of the key goals  

of our HR work. By promoting an active feedback culture, 

we maintain an ongoing dialogue, which helps both  

employees and management to continue to develop. In  

the future, we will require instruments that help us to 

gauge employee satisfaction. Until now, this has taken  

the form of a regular one-to-one discussion, which worked 

well with a small number of employees, and which we  

will continue to cultivate and maintain. In addition,  

we also plan to introduce an annual, independent  

employee survey.

We measure our employee 
satisfaction by the staff 
turnover rate

A low staff turnover rate has a positive knock-on effect  

for the company at various levels. For one thing, it repre-

sents continuity, and therefore a solid future for the com-

pany. For another thing, it also reflects the satisfaction of 

employees. Our staff turnover rate has been very low over 

the past few years (see figure on page 71). We are delighted 

with one statistic in particular: not a single one of our  

employees handed in their notice during the reporting 

year. 2014 was also characterised by an extremely low staff 

turnover rate – which we see as a sign of our successful 

staff policies. 

However, it is inevitably the case that employees some-

times have to leave us. No matter what the reason is be-

hind it, we appreciate past partnerships and see it as a 

given that we will still pay any annual bonuses due or  

remunerate holiday in lieu. In particular cases, we will 

also provide support that goes beyond the active working 

relationship: you can also receive support for retirement  

or when searching for a new job.

We promote diversity and 
offer equal opportunities
Taking a sustainable approach also means supporting  

the diversity of our employees. We give them the room 

they need to develop personally and maintain equal  

opportunities. Our aim is to agree fair salaries with our 

employees, which generally speaking means the same 

level of pay for the same work, regardless of sex, age  

or background. We also pay an annual bonus salary  

(thirteenth salary) in addition to a variable, performance- 

related bonus. As a result of the positive growth in 2013, 

this variable bonus amounted to a further additional 

monthly salary. 

We want to expand this system further in the future.  

As a result, we need to define individual targets for  
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employees and departments, which will then also be used 

as a basis for variable remuneration from 2015 onwards. 

We ensure that the difference between the salaries of our 

highest-paid employees and the average for all employees 

is appropriate – at Holle, this ratio is 1:7. 

In general, our employees are well cared-for with the high 

salaries we offer and the excellent Swiss benefits system. 

They benefit from protection against incapacity to work, 

pension plans and accident insurance, which we offer in 

addition to occupational pensions as the law requires.  

The services we offer go far beyond obligatory occupa-

tional pension plans. We adhere to legal requirements  

for maternity leave as a matter of course, although there 

has not been any call for it in the past few years. However, 

we aim to find an individual solution in each case – such 

as the extension of maternity leave or part-time work –  

depending on the employee’s situation. 

Working hours
Our employees are free to choose the hours they wish to 

work in line with our flexitime scheme, which covers a  

period of core working hours. As a result of our intensive 

growth, our employees have often had to work overtime  

in the past. In recognition of this and to show that we do 

not see this overtime as a given, we rewarded it in the  

reporting year in the form of a half-month’s salary. So that 

overtime is the exception rather than the rule in future,  

we have also adapted our corporate strategy to include 

measures to relieve the pressure on employees (see  

page 71). 

We support our employees
Another major focus of our HR work is supporting our  

employees’ development. With a customised training 

plan, we want to be able to better address the individual 

needs of every single one of our employees in future. The 

feedback culture mentioned above is already helping us 

here: from 2014, our heads of department will sit down 

with each employee at least once a year for a general  

discussion and to agree on training measures. 

The launch of our new ERP system was quite an upheaval 

for our employees. In order to familiarise ourselves with 

this new system and ensure a straightforward switchover, 

most of the training hours in the 2013 reporting year dealt 

with this topic (see table on page 72). The training sessions 

were generally conducted by one of the software compa-

ny’s staff. 

Building on this, the various workshops for the manage-

ment team in 2014 were focussed on the future corporate 

strategy, preparing all departments for the new structures.

Examples of successful 
staff development
We take the personal development of our employees very 

seriously. For this reason, we give them the opportunity  

to achieve qualifications alongside their work at Holle.  

As a result, we are delighted that one of our employees in 

the Exports department has also been studying at the ESB 

Business School in Reutlingen since the 2012/2013 winter 

semester. The MBA programme for international manage-

ment qualifies up-and-coming management staff for the 

growing demands of globalised markets. Another em-

ployee was offered the opportunity to write her Master’s 

dissertation in food technology while working at the  

company. She was therefore able to take responsibility for 

a large-scale project that was a perfect match for the focus 

of her studies: quality management. She was particularly 

happy with the fact that she was able to apply the theory 

she had learned in practice and prepare herself effectively 

for her future career. 
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For a healthy work 
environment

Because our employees primarily work in the office  

and only occasionally have to travel, the risk of occupa-

tional accidents is low. In recent years, there have been 

no injuries in the workplace, and the number of working 

days lost due to illness has also been very low (see  

table on page 72). Naturally, the working environment  

influences the health of our employees. As a result,  

we try to design it in such a way that it makes our staff 

feel good – with ergonomic office furniture and lighting 

that is adjusted depending on how much light is required. 

In July 2014, we also started gradually moving into new 

office space, which is located at our headquarters in  

Riehen. Marketing was the first department to make  

the move to the new space, which provides an atmos-

phere that enables all employees to work in a focussed 

and creative way. The move has also created more  

space in our old offices for employees from other  

departments.

At Christmas 2013, the entire workforce at Holle made a 
collection for the Njuba Kinderhilfe Uganda aid project. 
Each employee donated however much they wanted and 
Holle baby food GmbH then tripled this total. All in all, 
we raised CHF 15,000 for the project. The aim of Njuba 

Kinderhilfe Uganda is to give orphans and other needy 
children a loving and stable home. The children are su-
pervised until they finish school and supported through-
out their vocational training. 

In addition to offering a home to orphans, Njuba also 
aims to support poor families from rural Kasubikamu 
with a range of projects. Primarily, it aims to offer the 
children a bit of variety from their hard daily lives with 
leisure activities. In addition, children can also benefit 
from individual aid and support. 

We will be making a collection once again for Njuba at 
Christmas 2014. For all the latest information on the pro-
ject, please visit www.holle.ch 

EMPLOYEE DONATIONS FOR NJUBA KINDERHILFE UGANDA AID PROJECT
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When Holle celebrates …
The past few years have been characterised by the steady 

growth of our company and an associated increase in the 

amount of work to do. This makes it all the more impor-

tant that we counterbalance work with some downtime,  

as was the case in December 2013 when we celebrated  

the 80th anniversary of the Holle brand. In the beautiful  

setting of the Villa Wenkenhof in Riehen, we celebrated 

the anniversary with a dinner, followed by music and 

dancing – after all, we don’t celebrate a milestone like  

this every year! Two further events invite people to let 

their hair down every year – the summer party, which  

has taken place since 2013, and the Christmas party, which 

is usually a bigger event. The management organised a 

trip to Strasbourg for the employees in 2012, including  

an overnight stay and a special Christmas dinner typical  

of the region. 
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RESOURCES
C H A P T E R  S I X

WE USE RESOURCES WITH CARE.
It is very important to us to reduce consumption of resources so that the environment is protected for future generations. 
Our raw materials are sourced from the most sustainable form of agriculture, and together with our production partners,  
we go to great lengths to continue to reduce our environmental and carbon footprints. These efforts are continued across  

all areas of our company, and always with the aim of keeping consumption to a minimum. 
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F
oodstuffs are at the heart of what we do, 

and therefore nature is, too. This is why  

we are dependent on raw materials being 

produced in the future to the standards that 

we require for our products. For us, this 

means ensuring that our business remains 

in harmony with nature, across the board. The use of raw 

materials from organic or biodynamic sources is just one 

part of this, albeit a large part. After all, we use resources 

in the office, when transporting our products or manufac-

turing our packaging. We are aware of our responsibilities 

and have already started introducing measures to continu-

ally reduce our consumption. Our new ISO 9001-certified  

quality management strategy, which will be launched  

in early 2015, will help us to make our work even more  

efficient in the future. 

Although we keep our environmental and CO₂e footprints 

to a minimum, our production and distribution practices 

unavoidable require various resources. Our production 

partners processed approximately 3,474 tonnes of raw  

materials for our baby foods in 2013 (see “Raw material 

We use

care
resources

Keeping the use of resources to a  minimum is very impor tant to  us.  

We use the most resource-eff icient form of agr iculture and go to great 

lengths to reduce our  environmental footprint in  all  areas.  Only by doing  

so can we maintain what is most valuable to us:  the environment.

quantities in 2013” and “Raw materials purchased in  

2013” graphics on left).

with

ENERGY CONSUMPTION 
(by Holle baby food GmbH)

R E S O U R C E S

2,000

1,500

1,000

500

0
2011 2012 2013

(partially  
estimated) 

kWh / person

1,514.3
District heating

Electricity
1,224.2

988.3

620.7 638.6
615.1
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In addition to the raw materials used directly in our prod-

ucts, such as milk, cereals, vegetables, fruit and meat,  

the resources we use primarily include water, energy and 

agricultural land. The fact that we only use raw materials 

from the most efficient form of agriculture for the manu-

facture of our products is presented in detail in the chapter 

entitled Agriculture (see page 57 et seq.). 

In cooperation with our partners, we have already  

implemented countless measures to reduce our energy 

consumption and are continuing to work on making all 

processes as efficient as possible (see Partnerships, page 

50). This includes reducing our use of materials – an  

aspect that plays a major role in our packaging. We use  

recycled materials wherever possible. For instance, all 

cardboard packaging – a total of 263.85 tonnes – is already 

made from recycled paper, representing around one third 

of the total material we need for our packaging (see  

“Packaging in 2013” graphic on left). However, the largest 

proportion of our packaging material is glass. As a result 

of legal requirements regarding the manufacture of baby 

goods, we are not permitted to use recycled glass by law. 

The remaining packaging is comprised of plastic, tin and 

metal. Our tea packaging also requires a very low amount 

of cellulose. In terms of printing the packaging, our printer 

uses environmentally friendly dyes in combination with 

an energy-efficient printing process. 

RAW MATERIAL QUANTITIES IN 2013  
(as a percentage, by segment)ntual nach Segmenten)

RAW MATERIALS PURCHASED IN 2013  
(as a percentage, by certification)

Total: 3.5 thousand tonnes

38 %

15 %

69 %

31 %

FORMULA

ASSOCIATION- 
CERTIF IED GOODS  
(DEMETER, BIOLAND)

BABY  
PORRIDGES

JARS OF  
BABY FOOD

EU-ECO

41 %

MILK CEREALS

OTHER

2 %

4 %
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Our climate-neutral 
products
Despite going to great lengths to reduce our emissions  

on an ongoing basis, we cannot completely avoid them. 

This is why we have decided to offset the remaining  

emissions in order to be able to offer our customers 

CO₂e-neutral products. 

The offsetting of CO₂e is controversial – however, the fact 

remains that emissions must be reduced. And since cli-

mate change is a global problem, it is of secondary impor-

tance where exactly the emissions are reduced from a geo-

graphical point of view. The most important thing  

is to reduce overall emissions. Of course, as a company,  

we understand our obligations and are already highly 

committed to lowering our own emissions. The results  

of our efforts show that our infant formulas have been 

CO₂e-neutral since January 2013, followed by our milk  

cereals and baby porridges as of November 2014.

An overview of our 
CO₂e-neutral products:
Depending on the product, varying amounts of CO₂e  

emissions are released through cultivation, production 

and transportation. We have calculated precise emissions 

figures for each product and offset these with emissions 

certificates. For infant formula, for example, between  

5.391 and 5.682 kilograms of  

CO₂e are emitted per kilogram  

of product.

PACKAGING BY WEIGHT IN TONNES, 2013 PACKAGING BY MATERIAL, 2013 
(as a percentage of total) 

47 %
34 %

14 %

OTHER PLASTICSTIN, METAL

2 %3 %

GLASSPAPER, CARD, 
CARDBOARD

PLASTIC COMPOSITE  
POUCHES

Holle
Lebenswert bio
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CO₂e equates to global warming potential. It determines 
the extent to which a fixed amount of a greenhouse gas 
contributes towards global warming. The term CO₂ is often 
simply used instead.

calculated according to GHG Protocol
soilandmore.com
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EMISSIONS BY INDIVIDUAL PRODUCT, 2013

Demeter Infant Formula 1 400 g 5.36 2.14

Demeter Infant Follow-on  
Formula 2

600 g 5.11 3.07

Demeter Growing-up Milk 3 600 g 5.24 3.15

Demeter Growing-up Milk 4 600 g 5.21 3.13

Organic Milk Cereal with Millet 250 g 6.67 1.63

Organic Milk Cereal with Spelt 250 g 6.62 1.62

Organic Milk Cereal with Bananas 250 g 6.13 1.50

Organic Semolina Porridge 250 g 6.72 1.65

Organic Millet Porridge Apple-Pear 250 g 10.00 2.47

Organic Rolled Oat Porridge 250 g 6.63 1.63

Organic 3-Grain Porridge 250 g 6.48 1.59

Organic Rice Porridge 250 g 10.03 2.47

Organic Millet Porridge 250 g 10.28 2.57

Organic Baby Muesli Porridge 250 g 9.91 2.48

Organic Spelt Porridge 250 g 10.44 2.61

Organic Corn and Tapioca  
Porridge 

250 g 6.44 1.58

The emissions include all stages of the value chain,  
from the field to the shelf. 

PU
  

(p
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gi
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ni
t) 

kg
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O₂
e/

kg
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ct

kg
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O₂
e/

kg
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U

EMISSIONS FOR MILK FORMULA

EMISSIONS FOR MILK CEREALS

EMISSIONS FOR BABY PORRIDGES

43.5 %
37.1 %

15.1 %

PRIMARY  
PRODUCTION

LOGISTICSHOLLE

PROCESSING

PACKAGING

2.8 %
1.5 %

53 %35.8 %

8.3 %

PRIMARY  
PRODUCTION

LOGISTICSHOLLE

PROCESSING

PACKAGING

1.9 %
1.0 %

47.6 %
37.9 %

10.9 %

PRIMARY  
PRODUCTION

LOGISTICSHOLLE

PROCESSING

PACKAGING

2.4 %
1.3 %

Emission sources for 
each product group
When calculating the emissions for our product groups, 

we took into account each stage of the value chain, from 

the field to the shelf.

calculated according to GHG Protocol
soilandmore.com
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“Our CO₂-neutral products 
allow us to show our  
responsibility towards  
future generations. By taking 
a stance on this issue, we 
want to show that medium-
sized companies can also  
be pioneers, too.”

U D O  F I S C H E R
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How we offset our 
emissions
When choosing a project for offsetting our emissions,  

our natural choice was an agricultural-based emission  

reduction project. This is why we decided to work together 

with the company Soil & More, who team up with local 

partners to develop agricultural-based emission reduction 

projects, specifically to avoid methane emissions. Meth-

ane’s effect on the climate is 21 times stronger than that of 

CO₂ and the result of biomass rotting in an uncontrolled 

way. Our partner projects – Sekem in Egypt and Reliance 

in South Africa – address this precise issue. They help  

to ensure the controlled, microbiological composting of  

biomass, comprising garden waste, harvest waste and  

manure, in order to prevent the emission of damaging 

methane. 

Both projects are based on sustainable principles and in 

addition to their focus on agriculture and food production, 

this was particularly important to us. The Sekem initiative 

even goes one step further and also acts in accordance 

with biodynamic guidelines. We will continue to check in 

the future whether we have the opportunity to offset the 

emissions of more products in our range.

calculated according to GHG Protocol
soilandmore.com
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Measures implemented 
in our office to save 
resources

Our awareness of 

resource-efficient 

business goes far 

beyond the manufacture of our products. We have also  

implemented countless measures to protect the environ-

ment at our headquarters in Riehen, too. This includes the 

fact that we largely use energy from renewable sources, 

with our electricity coming from hydroelectric plants in 

the region and our district heating provided by waste  

incineration plants. This has enabled us to significantly 

reduce our energy consumption per capita over the past 

few years. The district heating we use has been heavily  

reduced in particular (see figure on page 81). In 2013,  

we used 20,299 kWh electricity (73.1 GJ) and 32,615 kWh 

district heating (117.4 GJ). Our water consumption was 

61.46 m3, which corresponds to 31,460 litres or 1,862 litres 

per person. Our water comes from the municipal water 

supply. 

We predominantly use FSC-certified paper for our advertis-

ing, which comes from carefully managed forests. This will 

also be used for our photocopying paper from May 2015.  

In a next step, we want to try and make our office partially 

paper-free. In one project that we have already initiated, 

for example, we are working alongside our customers to 

introduce paperless invoicing.

With public transport 
or on foot
Another major factor in calculating our CO₂e footprint is 

our use of various means of transport. This includes daily 

journeys to and from work, as well as business trips or the 

distances travelled by the external sales team. Because  

our headquarters in the Basle region have a very large 

commuter belt, both on the German and the Swiss sides  

of the border, our employees use various means of trans-

port to get to work. In total, they cover a distance of  

56,876 km every year. 23 % of our employees start their 

working days with no emissions at all, i.e. on foot or by 

bike, while a further 22 % of journeys are made with public 

transport and 55 % are made by car. For business trips,  

we take the train wherever this is possible. If we exclude 

the journeys made by our external sales team, more than 

half of all the kilometres travelled on business trips are by 

train. We avoid air travel whenever we can. The topic of 

business trips will be addressed in future in our employee 

handbook with an environmental guideline (see Employ-

ees, page 71).
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Our office’s CO₂e footprint

CO₂e equates to global warming potential. It determines 

the extent to which a specific amount of a greenhouse gas 

contributes towards global warming. In terms of total 

emissions, the overall CO₂e footprint of the Holle baby 

food GmbH office is 52.02 tonnes. Figure Total emissions 

illustrates the individual sources of emissions and their 

proportion of total emissions. Our CO₂e footprint was cal-

culated in line with the Greenhouse Gas (GHG) Protocol. 

To do this, the emission factors were primarily based on 

Defra [the British Department for Environment, Food & 

Rural Affairs] and IPCC [Intergovernmental Panel on Cli-

mate Change] databases. The emissions are divided into 

three categories, known as Scope 1, Scope 2 and Scope 3. 

The emissions are then assigned to a category based on 

their location and type:

• SCOPE 1: Direct greenhouse gas emissions from 

sources that are the property of the organisation, or  

are controlled by the organisation. This includes, for 

example, leased company cars. 

• SCOPE 2: Indirect, energy-related greenhouse gas 

emissions that are bought by the organisation, e. g.  

electricity or heating.

• SCOPE 3: Indirect greenhouse gas emissions that  

are not covered by Scope 2 but are still related to the 

company’s activities. In our case, this includes business 

trips with other non-company transport, or our employ-

ees’ commuter transport, for example.

TOTAL EMISSIONS 

36 %
34 %

9 %
12 %

8 %

DISTRICT  
HEATING 
SCOPE 2

TRANSMISSION AND  
DISTRIBUTION LOSSES 
SCOPE 3

WASTE 
SCOPE 3

COMPANY CAR
SCOPE 1

1 %

OTHER 
BUSINESS 
TRIPS 
SCOPE 3

EMPLOYEES’ 
COMMUTER 
TRANSPORT
SCOPE 3
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We would also include all emissions that result from  

our supply chain and product logistics under Scope 3. 

However, our database in this area is not complete.  

Our projects for climate-neutral products (see page 83), 

however, are dealing intensively with this topic. 

Making logistics and 
transport as environmentally 
friendly as possible

A large proportion of our emissions result from logistics. 

As a result, it was particularly important to choose a part-

ner that agreed with our views in this respect. The right 

partner turned out to be Naturata Logistik eG, a logistics 

specialist for health foods with whom we concluded a con-

tract in 2000 for all logistics services. Since then, our two 

companies have gone on to form a very close relationship.

Our logistics strategy also has to be able to react to our on-

going growth. As a result, we established our own ware-

house – Holle Bio Service GmbH – in Grünsfeld in 2012. 

The warehouse is also operated by Naturata Logistik eG. In 

order to further reduce our emissions, we began construct-

ing our own photovoltaics system in 2013, which went  

into operation in 2014. This means that we are now able to  

produce the electricity required by our logistics operation 

ourselves and provide any surplus to the umbrella logis-

tics organisation. 

Since our logistics centre in Grünsfeld was founded, it has 

continued to be expanded and optimised. The logistics 

centre is responsible for the handling, storage, order pick-

ing and shipment of saleable products. Together with our 

partners, we take great care that all logistics processes are 

completed with an awareness of the need to operate an  

environmentally friendly and energy-efficient warehouse 

and logistics centre. Of course, it corresponds with the 

specific requirements of the EU-Eco Regulation on the  

storage of organic products, and is therefore certified to 

EU-Eco. In addition, it is also under review to become  

certified in accordance with the EMAS (Eco-Management 

and Audit Scheme).

In partnership with Naturata Logistik eG, we are continu-

ing to develop our logistics centre for more efficient and 

optimised warehouse and transport logistics. To do this, 

we have invested heavily in expanding IT in the past two 

years, gone ahead with the expansion of the warehouse 

and significantly maximised transport capacities. Our  
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efforts are particularly evident in the emissions per unit 

handled: between 2011 and 2013, emissions per kg of  

product handled were reduced by 4 %. The transportation 

emissions involved were reduced by 10 % to 0.0981 kg 

CO₂e per kilogram transported. And although we had to 

double our storage capacity as a result of growth, overall 

emissions only rose by 15 %. 

Our logistics partners: 
actively working towards 
climate protection

Naturata is aware of the problem of emissions and does 

everything to keep environmental impact to an absolute 

minimum. 

This includes:

• Ensuring that their HGVs represent the state of the art 

in terms of exhaust technology (EU 6)

• The fact that their own photovoltaics system covers a 

large proportion of their energy requirements

• stablishing a natural habitat with fruit-tree meadow, a 

partridge coop, dead wood for insects, and much more

• Ensuring that halls are predominantly lit with ener-

gy-saving bulbs and LED lights that are operated via 

motion sensor or are daylight-controlled

• Heating and cooling the warehouses partially using 

ground-source collectors and heat pumps

• Bundling the flow of goods in order to avoid unneces-

sary HGV journeys

In addition to the measures already in place to reduce 

emissions, we will also continue to work on making our 

logistics operations as resource-efficient as possible.
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SAYING NO TO FOOD WASTE 

As a manufacturer of foodstuffs, we cannot avoid that 
some of our products are occasionally not suitable for 
sale. This can be for various reasons, including being 
stored for too long, or due to damage during transport. 
However, we do not just want to throw them away. 

That’s why we work together with regional food banks 
and associations that collect food for areas affected by 
poverty around the world. This prevents our products 
from being destroyed and ensures that they go towards 
helping people instead. Of course, we keep a close  
eye on the actual destination of our products. When  
donating milk formula, for example, we always make 
sure that we receive prior confirmation that the water 
quality at the destination is suitable for preparing  
formula. Last year, our donations went to the Deutsch-
Syrischer Verein zur Förderung der Freiheiten und  
Menschenrechte e.V. [German/Syrian Association  
for the Promotion of Freedom and Human Rights] and  
to Help and Love for North Korea e.V. 
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In  order  to  keep our  sustainabil i ty goals in  mind,  we have created a targets  

system and allocated specif ic deadlines.  They are derived from our  sustainabil i ty 

analysis,  which appears at the star t  of  this repor t .  The aims serve as a kind of  

roadmap and we will  use them to measure our  success in  the next repor t . 

(Laozi)

destination
will find their way. 

Only those who know

their

 Management
TOPIC WHAT WHEN WHO MEASUREMENT CRITERIA

1.1 Strategy Formulate the Holle (sustainabili-
ty) values; possibly formulate  
a supplement to the corporate 
strategy in the form of a mission 
statemen

Q4 2015 Management (Sustainability) values formulated 
and further steps defined

1 .2 Strategy Formulate a declaration of intent 
with regard to all sustainability 
topics for strategic production 
partners and raw material  
suppliers, as well as wholesale 
customers 

Q4 2015 Management Declaration of intent published 
and communicated to strategic 
production partners and raw  
material suppliers, as well as 
wholesale customers 

1 .3 Holle Brand Brand analysis: identify the  
brand essence as an orientation 
for product development/new  
initiatives/communication

Q4 2015 Marketing Finished analysis document with 
concrete recommendations for  
action
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will find their way. 

 Product responsibility
TOPIC WHAT WHEN WHO MEASUREMENT CRITERIA

2.1 Product  
portfolio

The entire product portfolio  
is based on nutritional  
recommendations 

Ongoing QM New production lines are gradual-
ly being supplemented or reorgan-
ised, and nutritional recommen-
dations are supplemented on the 
packaging

2.2 Quality  
assurance

Risk definition of operational  
topics (in line with ISO 9001)

Ongoing Management Monitoring measures have been 
transferred to all those respon-
sible 

2.3 Quality  
assurance

Ongoing expansion of new cri-
teria for quality assurance have 
been successfully adopted,  
dealt with and implemented  
by production partners and  
individual raw material suppliers 
(monitoring)

Ongoing QM Auditing plan implemented and 
any measures for improvements 
initiated 

2.4 Legal  
compliance

Implementation of the EU  
Regulation on the Provision of 
Food Information to Consumers 
(entered into force on 13 Dec)  
in good time

13 December 
2014 

Marketing / QM All points of the regulation have 
been fully implemented in the 
Holle product portfolio

2.5 Conflict-free  
products

We guarantee that only con-
flict-free ingredients are used  
in products, thanks to long-
term supply relationships with 
certified raw material suppliers, 
proactive monitoring and product 
improvements 

Ongoing QM Only conflict-free ingredients  
are used. We predominantly use 
association-approved goods, 
while non-certified goods are  
audited specifically by Holle

2.6 Customer  
satisfaction /  
customer  
information

Concept development for  
dialogue with the end consumer 
(dialogue/communication),  
including focus groups for  
Switzerland and Germany; use  
of new media to support the  
dialogue

Q4 2015 Marketing Finished results of the customer 
dialogue with concrete recom-
mendations for action

2.7 Customer  
satisfaction /  
customer  
information

Processing and compilation of all 
complaints, as well as monitoring 
the reasons for complaints from 
end consumers, retailers and 
wholesalers 

Ongoing QM / Sales Fast processing of all complaints. 
All reasons are evaluated sta-
tistically and recommendations 
for action derived from these 
statistics 

2.8 Customer  
satisfaction / 
customer  
information

Survey of retailers and whole-
salers (as part of ISO 9001)  
during the annual review

Q4 2015 QM / Sales Finished results of the reviews 
with concrete recommendations 
for action

QM = Quality Management 
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 Partnerships
TOPIC WHAT WHEN WHO MEASUREMENT CRITERIA

3.1 Long-term  
supplier  
relationships 

Professionalise strategic supplier man-
agement: establish priorities, define 
flagship projects (in line with the raw 
material strategy: more local produce = 
increased transparency in the production 
chain = higher quality) 

Q4 2015, ongo-
ing thereafter

Manage-
ment

Strategic supplier management 
defined and measures derived

3.2 Long-term  
supplier  
relationships

Intensify the dialogue along the produc-
tion chain through dialogue between 
Holle and raw material suppliers and 
production partners (focus on product 
optimisation and safety/process  
optimisation/transparency = quality) 

Annually Manage-
ment

Dialogue measures in the key  
production chains successfully 
implemented, documented and 
measures derived

3.3 Long-term  
supplier  
relationships 

Products and raw materials sourced  
from regional production partners  
and raw material suppliers wherever 
possible

Ongoing Manage-
ment /
Strategic 
Procure-
ment

Ongoing audit of regional raw  
material sources has been estab-
lished in the procurement process 

3.4 Supplier  
assessment

Concept development and implementa-
tion of a supplier assessment (quality, 
sustainability, staff) 

Q4 2015 Manage-
ment / Pur-
chasing /
QM 

Concept for the supplier assess-
ment has been developed and 
successfully implemented 

3.5 Supplier  
assessment

Expansion of the audit plan with  
additional sustainability criteria  
(in line with the declaration of intent) 

Annually or 
every other year, 
depending on 
the partner 

QM /  
Marketing

Sustainability is one topic of the 
audit 

 Agriculture
TOPIC WHAT WHEN WHO MEASUREMENT CRITERIA

4.1 Promoting  
organic/ 
biodynamic 
farming

Increasing the association standards  
of raw materials purchased

Q4 2015 Strategic 
Procure-
ment / QM 

Proportion of association-certified 
quality in products purchased in 
% > 75 %

4.2 Biodiversity Commitment to the use of true-to-seed 
varieties through membership of  
associations and initiatives (including 
promoting research and adopting more 
true-to-seed ingredients)

Q4 2015, ongo-
ing thereafter

Manage-
ment / QM 

Strategy available with action to 
be taken/activity report on action 
regarding true-to-seed varieties 
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QM = Quality Management 

 Employees
TOPIC WHAT WHEN WHO MEASUREMENT CRITERIA

5.1 Personnel Job descriptions for Holle baby food 
GmbH

Q2 2015 Manage-
ment

Definition of job descriptions  
complete and documented 

5.2 Remuneration Working out a remuneration model based 
on the job descriptions and standard 
market conditions

Q2 2015 Manage-
ment

Document complete and shared 
with all employees 

5.3 Remuneration Implementation of the new remuneration 
model 

Q4 2015 Manage-
ment

All employees are remunerated 
based on the model

5.4 Working  
conditions 

Regulations defined in writing for all em-
ployees (in addition to overtime and flex-
itime, also explanations of the company 
pension plan and remuneration model)

Q1 2015, then 
ongoing devel-
opment 

Manage-
ment

Employee handbook complete and 
shared with all employees

5.5 Staff  
development

Ongoing training for all employees in 
their specialist area

Ongoing Manage-
ment

Employees have taken part in training 
measures as outlined in the training 
plan

5.6 Satisfaction Independent staff satisfaction survey (to 
gauge the mood) to be carried out

Q2 2015 Manage-
ment

Finalised results of the survey  
available 

5.7 Staff develop-
ment

All employees had at least one meeting 
with a supervisor

Annually Manage-
ment team

All employee meetings are docu-
mented with finalised minutes

5.8 Internal commu-
nication

Organisational model with assigned 
skills to be launched (e. g. management 
workshop, etc.)

Annually Manage-
ment

Atmosphere gauged via annual  
reviews/staff survey confirms the 
benefit of the organisational model

5.9 Diversity Reintegration of employees after having  
a child, illness or other time off (e. g. ex-
tended maternity leave or part-time work), 
adapted to the needs of the employee and 
the company 

Ongoing Manage-
ment

Personalised, quick response

 Resources
TOPIC WHAT WHEN WHO MEASUREMENT CRITERIA

6.1 Management 
systems 

Introduction of ISO 9001 at Holle baby 
food GmbH

Q1 2015 QM ISO 9001 certification successfully 
complete

6.2 Environmental 
footprint

Check to see if CO₂e neutrality can be 
rolled out to other product categories 

Ongoing Manage-
ment/Sus-
tainability

Baby porridges and milk cereals 
switched over in 2014. The rest  
of the range is constantly being  
assessed

6.3 Environmental 
footprint

Reduction of paper usage by optimising 
processes (e. g. paperless communica-
tion, printing requirements)

Ongoing Sustaina-
bility/IT/
Sales/Pur-
chasing

Paperless invoicing established for 
all suppliers and customers 

6.4 Avoiding food 
waste

Minimising food waste: develop a  
concept for production and warehousing 
(BBE for goods)

Q4 2016 QM Concept established
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The applicat ion of the GRI  G4 guidel ines requires information on general 

standards in  terms of the company,  and detailed information about the  

major  areas of act ion in  the f ields of core business,  environment and  

society.  So that these aspects can be found quickly and easily  

in  this sustainabil i ty repor t ,  a  structured content index is par t  of  

the GRI  G4 repor t ing method. 

key to this report

The andGRI Index
Sustainability Flower:

T
he Global Reporting Initiative (GRI) is a 

non-governmental organisation founded  

in 1997 that develops guidelines for the  

creation of sustainability reports. Transpar-

ency is the basis for this reporting. As a  

result, it is important to create comparabil-

ity of data and the standardisation of methods of presenta-

tion. The GRI continues to work on establishing an ongo-

ing, international dialogue regarding the principles, 

standard disclosures and specific indicators in a participa-

tory process with companies, non-governmental organisa-

tions (for the environment, human rights, working condi-

tions) and government institutions. The guidelines apply 

to all sizes of company and all industries, along with sec-

tor supplements for the industry in question. The latest  

version of the guidelines was published in 2013 and,  

as the fourth revision, is known as GRI G4.

GRI Index
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GENERAL STANDARD DISCLOSURES

STRATEGY AND ANALYSIS

G4-1 Statement from the most senior decision-mak-
er in the organisation 

Management, pp. 6–7 

ORGANISATION PROFILE 

G4-3 Name of the organisation Management, p. 15

G4-4 Primary brands, products and services Management, p. 15

G4-5 Headquarters Management, p. 15, Imprint, p. 110

G4-6 Countries where the organisation operates Management, pp. 21–23

G4-7 Nature of ownership and legal form Management, p. 15 

G4-8 Markets served Management, p. 23

G4-9 Scale of the organisation Management, p. 15

G4-10  Employee details Management, p. 15

KEY ASPECTS AND LIMITS

G4-11 Employees covered by collective bargaining 
agreements 

Co-determination at our company is not subject to  
collective bargaining agreements and will not be subject 
to them in the near future. 

G4-12 Description of the supply chain Management, p. 22, Partnerships, p. 42 et seq. 

G4-13 Significant changes in the organisation Management, pp. 6–7 and 21, 
Partnerships, p. 46, Employees, p. 70 

G4-14 Treatment of the precautionary approach Introduction, p. 6 

G4-15 Sustainability charters, principles, or other  
initiatives supported by the organisation 

Management, p. 19, Partnerships, p. 46 

G4-16 Membership of associations Management, p. 19, Agriculture, p. 62 

G4-17 Entities included in the organisation’s  
consolidated financial statements or equivalent 
documents 

Report profile, p. 4, Management, p. 15 

G4-18 Process for defining the report content and the 
aspect boundaries 

Report profile, p. 4, Materiality matrix, p. 106 et seq. 

G4-19 Material aspects defined  Management, pp. 8–9, Materiality matrix, p. 106 et seq. 

A Essential  at  the farming level

P Essential  at  the production leve

H Essential  within Holle  baby food GmbH 

Essential  /  repor ted 

Essential/par t ially repor ted

Non-essential/not repor ted

LEGEND FOR THE GRI INDEX
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Essential/repor ted   Essential/par t ially repor ted   Non-essential/not repor ted

G4-20 Aspect boundaries for each significant aspect 
within the organisation 

GRI Index, p. 96 et seq., Materiality matrix, p. 106 et seq.

G4-21 Aspect boundaries for each significant aspect 
outside of the organisation 

GRI Index, p. 96 et seq., Materiality matrix, p. 106 et seq. 

G4-22 Effects of any restatements of information This is our first sustainability report in line with the Glob-
al Reporting Initiative so no statements can be made 
with regard to previous reports. 

G4-23 Changes in the scope of the report This is our first sustainability report in line with the Glob-
al Reporting Initiative so no statements can be made 
with regard to previous reports. 

STAKEHOLDER ENGAGEMENT 

G4-24 Stakeholders engaged by the organisation Report profile, p. 4 

G4-25 Basis for identification and selection of  
stakeholders 

The selection of relevant stakeholders took place as part 
of an intensive dialogue with the entire company, i. e. all 
employees and company boards were closely consulted. 
In addition, we also explained the various aspects of 
sustainability through conversations with our partners 
on both the purchasing and sales sides. 

G4-26 Organisation’s approach to stakeholder  
engagement 

We want to continue to intensify and improve our dia-
logue with our stakeholders. See also: pp. 4 and 37–38 

G4-27 Key topics and concerns raised through  
stakeholder engagement 

Report profile, pp. 37–38

REPORT PROFILE

G4-28 Reporting period Report profile, p. 4 

G4-29 Publication of most recent report This is our first sustainability report in line with the Glob-
al Reporting Initiative so no statements can be made 
with regard to previous reports. 

G4-30 Reporting cycle Report profile, p. 4 

G4-31 Contact point for questions regarding the  
report 

Imprint, p. 110 

G4-32 “In accordance” option for GRI and the  
GRI Index 

Report profile, p. 4, GRI Index, p. 96 et seq. 

G4-33 External assurance for the report No external audit will be made

MANAGEMENT 

G4-34 Governance structure of the organisation Management, p. 16 

G4-54 Ratio of annual total compensation Employees, p. 74
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ETHICS AND INTEGRITY 

G4-56 Codes of conduct and codes of ethics Our understanding of a sustainable approach to the en-
vironment, society and our employees is something that 
we have enshrined in our day-to-day business process-
es. We want to continue to establish this understanding 
in the future and anchor it in a mission statement. To do 
this, we will use the Seeds of Sustainability as a guide, 
which provides a structure for our activities in the field  
of sustainability. See also: Seeds of Sustainability,  
Management, pp. 8–9 and 17 

SPECIF IC STANDARD DISCLOSURES 

ECONOMIC

G4-EC DMA Economic performance H Management, pp. 16–19, Management targets, p. 92 

G4-EC1 Direct economic value generated and  
distributed 

H Management, p. 15, Employees, p. 75 

G4-EC4 Financial assistance received from  
government 

H Holle baby food GmbH has not received financial  
assistance from the government. 

G4-EC DMA Indirect economic impacts H Agriculture, pp. 57–62 and 94 

G4-EC8 Indirect economic impacts H Agriculture, pp. 61–62 

G4-EC DMA Procurement practices H Partnerships, pp. 42, 44 and 94 

G4-EC9 Proportion of spending on local suppliers H No information currently available. For our responsibili-
ties, see Product responsibility, p. 31 and Partnerships, 
p. 45 

ENVIRONMENTAL

G4-EN DMA Materials H Resources, pp. 81–82 and 94–95 

G4-EN1 Materials used by weight or volume  H Resources, pp. 81–82 

G4-EN2 Percentage of materials used that are  
recycled input materials 

H Resources, p. 82 
Note: Since our raw materials are generally fruit,  
vegetables, cereals and milk, this indicator only  
applies to packaging. 

G4-EN DMA Energy H Resources, pp. 81 and 87 

G4-EN3 Energy consumption within the organisation H Resources, p. 87 

G4-EN6 Reduction of energy consumption AP Partnerships, pp. 50–52 

G4-EN DMA Water H Resources, pp. 81 and 87 

G4-EN8 Total water withdrawal by source H Resources, p. 87 

A  Essential  at  the farming level      P  Essential  at  the production level      H  Essential  within Holle  baby food GmbH
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G4-EN DMA Biodiversity AH Biodiversity is generally influenced by the type of  
agriculture, see Agriculture, p. 57 et seq. 

G4-EN11 Operational sites in or adjacent to areas  
of high biodiversity

H The office headquarters in Riehen, Switzerland,  
is adjacent to the Au Valley conservation area 

G4-EN12 Impacts of the organisation on biodiversity A
H

Regulated by organic/biodynamic farming guidelines, 
Agriculture, p. 59 

G4-EN DMA Emissions H Resources, pp. 81 and 95 

G4-EN15 Direct GHG emissions (Scope 1) PAH Resources, p. 88 

G4-EN16 Energy indirect GHG emissions (Scope 2) PAH Resources, p. 88 

G4-EN17 Other indirect GHG emissions (Scope 3) PAH Resources, pp. 88 and 83 et seq. 

G4-EN DMA Compliance H Resources, p. 81 

G4-EN29 Fines for non-compliance with environmental 
laws and regulations

H None

G4-EN DMA Transport H Resources, p. 89 

G4-EN30 Environmental impacts of transportation PAH Resources, p. 90 

G4-EN DMA Total H Resources, p. 86 

G4-EN31 Total environmental expenditures and  
investments by type 

H The costs for emissions certificates amounted to EUR 
40,068 for 2013. 
Resources, p. 83 et seq. 

G4-EN DMA Evaluation of suppliers with regard to  
environmental aspects 

H Product responsibility, p. 33, Partnerships, pp. 45 and 94 

LABOUR PRACTICES AND DECENT WORK 

G4-LA DMA Employment H Employees, pp. 66 and 95 

G4-LA1 Overview of employees and trends H Employees, p. 67 

G4-LA2 Benefits H Employees, p. 74 

G4-LA3 Parental leave H There was no requirement for parental leave during the 
reporting period. 

G4-LA DMA Employee/employer relationship H Employees, pp. 70 and 95 

G4-LA4 Minimum notice periods regarding operational 
changes  

H Employees, p. 70 

G4-LA DMA Occupational health and safety H Employees, p. 75 

G4-LA6 Injuries, occupational illnesses, absences H Employees, p. 72 

G4-LA DMA Training and education H Employees, pp. 74 and 95 

G4-LA9 Training per employee H Employees, p. 72 

Essential/repor ted   Essential/par t ially repor ted   Non-essential/not repor ted
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G4-LA10 Programmes for skills management and  
lifelong learning 

H Employees, pp. 73 and 74

G4-LA11 Performance reviews H Employees, p. 74 

G4-LA DMA Diversity and equal opportunity H Employees, pp. 71, 73 and 95 

G4-LA12 Breakdown of employees and composition  
of governance bodies according to diversity 
categories 

H Management, p. 16, Employees, p. 70 

G4-LA DMA Equal remuneration for women and men H Employees, pp. 71 and 95 

G4-LA13 Ratio of salaries of women to men H Employees, p. 73 

G4-LA DMA Supplier assessment for labour practices H Product responsibility, p. 33, Partnerships, pp. 45 and 94 

HUMAN RIGHTS

G4-HR DMA Non-discrimination H Employees, pp. 71 and 73 

G4-HR3 Incidents of discrimination H No incidents of discrimination have been reported. 

SOCIAL

G4-SO DMA Anti-corruption H No incidents of corruption have been reported.  
Corruption goes against our principles of business and  
is not tolerated in any form. The basic risk of corruption 
in our industry is extremely low. We do not carry out  
anti-corruption training for our employees. 

G4-SO3 Operations assessed for risks related to cor-
ruption

H None

G4-SO DMA Public policy H Management, p. 19 

G4-SO6 Political contributions H Management, p. 19 

G4-SO DMA Compliance H Product responsibility, p. 33 

G4-SO8 Fines for non-compliance with laws and regula-
tions 

H None

G4-SO DMA Supplier assessment for impacts on society H Product responsibility, p. 33, Partnerships, pp. 45 and 94 

PRODUCT RESPONSIBIL ITY 

G4-PR DMA Customer health and safety H Product responsibility, pp. 30 and 93 

G4-PR1 Health and safety impacts H Product responsibility, pp. 30 and 35 

G4-PR2 Non-compliance with regulations and  
voluntary codes 

H Product responsibility, p. 35 et seq. 

G4-PR DMA Product and service labelling H Product responsibility, pp. 34 and 93 

A  Essential  at  the farming level      P  Essential  at  the production level      H  Essential  within Holle  baby food GmbH



102

I N D I C E S  A N D  E VA L U AT I O N

G4-PR3 Type of product and service information  
required 

H Product responsibility, p. 34 

G4-PR4 Non-compliance with regulations on  
products and services

H Product responsibility, p. 34 

G4-PR DMA Marketing H Product responsibility, p. 37 

G4-PR6 Sale of banned or disputed products H The Holle baby food GmbH product portfolio does not 
contain any banned or disputed products. 

G4-PR7 Non-compliance with regulations or voluntary 
codes concerning marketing communications 

H None

G4-PR DMA Compliance H Product responsibility, p. 33 

G4-PR9 Fines H Product responsibility, p. 34 

FOOD PROCESSING SECTOR SUPPLEMENTS 

G4-FP2 Percentage of purchased volume which is  
verified as being in accordance with credible, 
internationally recognised responsible  
production standards 

H Resources, p. 82 

G4-FP3 Percentage of working time lost due to strikes H Holle baby food GmbH is not affected by strikes. 

G4-FP5 Percentage of production volume manufac-
tured in sites certified by an independent third 
party according to internationally recognised 
food safety management system standards 

P Product responsibility, p. 33 

G4-FP6 Products with lowered saturated fat, trans  
fats, sodium and added sugars

H No products in the range contain lowered saturated fats 
or trans fats. There is no added sugar or salt in any of our 
products. Sources of sodium and sugar are only added  
if they are deemed necessary by legal requirements  
regarding nutritional values. 

G4-FP7 Products containing increased nutrients such 
as fibre, vitamins, minerals, phytochemicals  
or functional food additives

H Added vitamins in line with legal requirements for infant 
milk formula, milk cereals, baby porridges, rusks and 
biscuits. See also p. 34 

G4-FP9 Animals raised and/or processed A
H

Animals raised in line with organic/biodynamic  
agricultural guidelines. See also pp. 46 and 59 

G4-FP10 Physical alterations and the use of  
anaesthetic

A
H

Animals raised in line with organic/biodynamic  
agricultural guidelines. 

G4-FP11 Animals raised A
H

Regulated by organic/biodynamic agricultural guidelines 

G4-FP12 Hormone treatments A     
H

Regulated by organic/biodynamic agricultural guidelines 
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IN T E L L E C T U A L  L I F
E
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What is the 
Sustainability Flower?
The Sustainability Flower was developed in 2009 by an 

IAP (International Association of Partnership in Ecology 

and Trade) initiative. It is one answer to the question of 

what constitutes sustainable agriculture. The IAP compa-

nies are either active in organic or biodynamic farming 

themselves – some of them for decades now – or sell prod-

ucts made in this way. Some such companies include Aars-

tiderne (Denmark), Alnatura (Germany), Ambootia (India), 

Eosta (Netherlands), Lebensbaum (Germany) and Sekem 

(Egypt). Aspects relating to the environment and humans 

are covered by the nine dimensions of the Sustainability 

Flower. One particular feature is the topics of soil and in-

tellectual life, which are both missing from many other 

definitions of sustainability. The Sustainability Flower is 

based on a system of indicators that are themselves based 

on those of the Global Reporting Initiative and the Sus-

tainability Assessment of Food and Agriculture Systems by 

the FAO (the UN’s Food and Agriculture Organisation). The 

Sustainability Flower is used as a basis for sustainability 

reporting, auditing and management. 

Sustainability 
Flower index

In addition to developing the content for this report, Holle 

baby food GmbH also asked Soil & More International to 

evaluate the data in line with the Sustainability Flower. 

Where required, the results directly influenced the key 

definitions of the Seeds of Sustainability (sustainability  

dimension). These are listed on page 92 onwards. 

Soil & More is specialised in supporting companies in the 

development of sustainable business practices and supply 

chains. It focuses in particular on organic agriculture.

Sustainability Flower
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SOIL

Holle baby food GmbH could only have a direct impact on the soil as a result of its office buildings. 
There were no instances of hazardous substances being released into the soil or water. 
Growing raw materials using organic or biodynamic methods helps contribute to soil improvement  
instead of leaching, which is often the result of conventional agriculture. This also has a positive  
effect on the air and water. Holle baby food GmbH is planning to gradually make its Holle range 
CO₂e-neutral (taking into account all emissions from the field to the shelf). To do this, it purchases 
emissions certificates that promote soil improvement through composting in Egypt and also in South 
Africa as of 2014. All Holle infant formulas have been certified CO₂e-neutral as of 2013. Holle baby  
porridges and milk cereals have also been CO₂e-neutral from November 2014. 

 
 
 
Agriculture, pp. 57–
62 
 
 
Resources, p. 83 et 
seq. 

PLANTS AND ANIMALS 

The Holle baby food GmbH product range includes products from true-to-seed vegetable varieties. Ge-
netically modified organisms are not permitted in products owing to organic certificates. Membership 
fees of the Demeter and Bioland associations promote the cultivation of plants and seeds in accord-
ance with the relevant organic/biodynamic criteria. Suppliers raising animals for meat also adhere to 
organic/biodynamic criteria: the chicken used in Holle products has been sourced from the Bruder-
hahn Initiative, which represents ethical chicken farming, as of 2014. Although the office buildings in 
Riehen, Switzerland, are located on the edge of a conservation area, there was no direct impact on the 
surrounding biodiversity as a result of soil sealing, etc. The responsibility for maintaining biodiversity 
is primarily down to our raw material suppliers. Demeter and Bioland have high requirements in terms 
of the biodiversity of farms (the raw materials used by Holle are at least EU-Eco-certified, with two 
thirds of them being Demeter-certified and the proportion of Bioland materials continuing to increase). 

Product responsibi-
lity, pp. 30–31 

Partnerships, p. 46  
 
 
 

Agriculture, p. 61 
Resources, p. 82 

ENERGY

The energy required by Holle baby food GmbH comes from 100 % renewable resources (electricity from 
hydropower and district heating from waste incineration). Since 2011, Holle has reduced energy con-
sumption per person by 13 %, despite a significant simultaneous increase in the number of employees. 
This means that overall energy consumption is not rising as quickly as the number of employees. 

Resources, p. 87 

AIR

At Holle baby food GmbH, 1.58 t CO₂e are produced per employee per year (reporting year: 2013). The 
main sources of emissions are employees’ commutes (predominantly car-based transport) and business 
trips (primarily external sales/car). The emissions cannot be compared with other years because busi-
ness trips and commutes were not measured in 2012. If the employee has the option of using public 
transport, it would be beneficial to establish an incentive for using it. Transport emissions of our prod-
ucts equate to 0.0981 kg CO₂e per transported kg. For the product groups listed above, emissions are 
offset via the projects listed under “Soil”. 

Resources, p. 88 

WATER

At Holle baby food GmbH, the only water used is in the sanitary facilities. As a result, water  
consumption is low. 

Resources, p. 87 

Evaluation in line with the Sustainability Flower 
for Holle baby food GmbH for 2013

Approaches established for sustainable business 

Approaches in place for sustainable business but significant potential for improvement 

No approaches for sustainable business

(with particularly significant individual aspects of the value chain)
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ECONOMIC LIFE 

Product portfolio: Holle baby food GmbH offers a wide range of products for baby nutrition, all of which 
have been developed in line with nutritional recommendations to the greatest extent possible. Should 
product failures occur, good alternatives are available, including Organic Infant Goat Milk Follow-on 
Formula 2, but also thanks to the Holle and Lebenswert bio double-brand strategy. Several products 
have either been heavily processed or feature added vitamins as a result of legal requirements. It 
would be sensible in future to integrate the nutritional recommendations as part of the standardised 
development process of a product. 
Responsibility to customers: At Holle, the interaction with consumers is currently directed towards  
customers (e. g. publications by Holle, customer helpline). The dialogue could therefore be expanded 
in order to recognise needs and use these findings as an opportunity. The complaints management 
system for major customers should be analysed and clustered in order to make it more accountable 
and conclusions should be drawn from this. 
Innovation: Innovations are mainly achieved through the intensification of partnerships between Holle 
baby food GmbH and its production partners and raw material suppliers. The new product qualities 
promote organic/biodynamic agriculture, healthy baby nutrition and social/ethical aspects (e. g. Bru-
derhahn Initiative Deutschland or the Ziegenmilch-Offensive Schwarzwald [Black Forest Goat’s Milk  
Initiative]). 
Materials/processes: Raw materials are certified to EU-Eco at the very least, while 67 % of them carry 
the Demeter logo. In terms of packaging, boxes are made from recycled material, accounting for 34 % 
of packaging weight. As a result of legal requirements and other packaging laws, it will be a challenge 
to increase the proportion of recycled material in packaging. For our new pouch products, we recom-
mend optimising the packaging in partnership with the packaging manufacturers with regard to  
resource efficiency along the life cycle of the product. By the end of 2014, the Holle baby food GmbH 
quality management system was certified to ISO 9001. Almost all of the production partners have al-
ready been certified with regard to food safety. 
Partnerships: Long-term partnerships with production partners and raw material suppliers are seen  
as an essential part of raw material procurement. Although there is no guideline telling Holle to do this, 
Holle strongly prefers regional produce. Holle sets fixed purchase quantities every year. 
Distribution of economic values: The Holle baby food GmbH result has developed positively and the 
company is independent of external creditors. The range of income is good at 1:7, as expected of  
Switzerland. In addition, requirements with regard to statutory pensions and disability insurance (BVG, 
Swiss occupational plans) are more than fulfilled by the company pension plan. 

Product responsibi-
lity, pp. 30–31 

Product responsibi-
lity, pp. 37–38 

Product responsibi-
lity, p. 30 

Partnerships, p. 46 

Resources, p. 82 

Product responsibi-
lity, p. 34 

Product responsibi-
lity, pp. 31 and 33 

Partnerships, pp. 31 
and 45 

Management, p. 15 
Employees, p. 74

LEGAL L IFE 

Health/staff loyalty and motivation: Only a few points were raised with regard to working conditions at 
Holle baby food GmbH. The existing provisions for flexitime and overtime should be formally outlined 
for all staff once again. Additional temp staff and establishing a more efficient ERP IT system will help 
to relieve the pressure on the core workforce. More support for healthy food in the workplace would be 
very welcome. 
Diversity/equal opportunities: The ratio of men to women is one third to two thirds. However, in the 
management this ratio is inverted. The same remuneration is paid for the same work in all staff catego-
ries. Legal requirements with regard to maternity leave are upheld, although there has been no need 
for it so far. This should be adapted on a one-to-one basis as the situation requires (with extension of 
maternity leave, part-time work, etc.). 
Management: Until now, there has been no written definition of sustainability values, for example in a 
code of conduct. This would aid understanding of the mutual business principles for employees and 
business partners. The Seeds of Sustainability, developed in 2014, are a good basis for this. 
Auditing: The annual auditing of production partners and a selection of raw material suppliers focuses 
on the topic of quality. In future, further criteria relating to sustainability and management will also be 
included. 
Public commitment to sustainability: The focus of our public commitment is on working with the  
associations Demeter, Bioland and BNN, as well as on various other smaller projects. Holle has also 
funded own initiatives against GMO and industrialised farming. 

Employees, p. 66 et 
seq., pp. 71 and 74 

Employees, pp. 67 
and 70 

 
Seeds of Sustaina-
bility, pp. 8–9

Management, p. 19

Product responsibi-
lity, p. 33, Manage-
ment, p. 19 
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INTELLECTUAL L IFE 

Training and education: Staff training continued to go ahead over the course of 2014. Holle established 
the need for training in regular staff meetings and planned the necessary action for the coming year. 
Self-fulfilment and vitality: The management team includes the heads of department, who function as 
a link between the top-level management and the staff. This makes it easier for staff to voice their 
needs and ideas with regard to the management. This opportunity should be emphasised more clearly 
to employees. 
The move to bigger offices in 2014 led to improvements in individual working conditions. Promoting 
the creativity of employees to a greater degree, and in a more targeted way, is recommended in order 
to involve them in shaping the company and its products. 
In addition, the company supported the orphan project in Njuba, Uganda, as well as donating products 
to NGOs that either had a “best before” date that was too short to make them saleable, or which had 
been damaged in transit.
Research and development: Research and development is indirectly facilitated through the support of 
farming associations (see above). 

Employees, p. 74

Employees, p. 70
 

Employees, p. 75

Employees, p. 75
Resources, p. 91

Product responsibi-
lity, pp. 30 and 33 

OVERVIEW OF TOPICS
(Colours correspond to those on the Sustainability Flower, p. 103) 

1. Compliance
2. Farming
3. Animal welfare 
4. Healthy and safe foodstuffs 
5. Market (fair pricing,  

innovative markets) 
6. Staff turnover  
7. Marketing practice  
8. Soil 
9. Staff training  
10. Market development  
11. Biodiversity

12. Employee satisfaction  
13. Customer satisfaction  
14. Consumer education  
15. Research and development  
16. Product footprint  

(environmental and social) 
17. Organisational processes 
18. Emissions
19. Supplier training  
20. Innovation success  
21. Initiatives to develop standards  
22. Partnerships 

23. Food security  
24. Diversity and equal opportunities 
25. Fair wages for employees 
26. Energy 
27. Water 
28. Finance
29. Integration of stakeholders  
30. Promoting health  
31. Working conditions  
32. Data privacy  
33. Other cultural projects 
34. The rights of indigenous populations 

The materiality matrix was created in the process of  

developing this report, as described in the Report profile 

(page 4). It illustrates the relevant sustainability topics  

at Holle baby food GmbH from the stakeholders’ and  

company’s point of view. It also outlines the limits to the 

topics. This addresses the question of whether the topics 

are considered significant within or outside of the com-

pany. Topics outside of the company primarily affect our 

production partners and raw material suppliers. The  

infrastructure and Seeds of Sustainability – defining the 

major areas of action for the sustainability of Holle baby 

food GmbH – were developed for this report on the basis 

of this analysis (pages 8–9). The topics discussed as part 

of the materiality analysis were derived from the G4  

guidelines of the Global Reporting Initiative and the  

Sustainability Flower.

Materiality matrix
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MATERIALITY MATRIX

Very high 

High 

Low

Very low 
Very low  Low High Very high 

Significance of the economic,  
environmental and social impacts  

of the organisation 

Influence on the assessments  
and decisions of stakeholders

29 24

23

1

6

2130

31

14

12

9

15

19

33
34

11

8

3
2

26

27

18

20

13

10

7

22

17

28

32

5

25

4

16

Essential aspect only within Holle baby food GmbH 

Essential aspect only outside of Holle baby food GmbH 

Wssential aspect both within and outside of Holle baby food GmbH 
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C O N C L U S I O N

Dear readers, 

We have now reached the end of our first sustainability  

report. Its extensive format offers an in-depth perspective 

into our business approach and activities. The report also 

illustrates our current situation, shows the impact that  

our day-to-day work has, and highlights where there is 

room for improvement. Primarily, it helps us to integrate 

the topic of sustainability even more intensively in our 

daily work. 

Our sustainability reports will also not only summarise 

what has been achieved in the past, but will aim to open 

up perspectives for the future and show the direction in 

which we want to develop as a company. 

With the regular publication of a sustainability report,  

we are also pursuing another goal: to make the principles 

we live by something that can be experienced externally. 

After all, we all set great store by transparency. This  

includes ongoing reporting on our business activities, 

showing how we are living up to our business  

responsibilities. 

This report is another step towards putting the topic of 

sustainability, which is so ubiquitous in our company, at 

the top of the agenda. And of course, we also want to keep 

improving on our sustainability reporting, too – so if you 

have any questions or comments, please write to us.  

We’d be happy to hear your thoughts. 

Until our next sustainability report is published, we will 

continue to walk this path together, always with a view  

to the targets that we have set ourselves. 

Yours,  

Anne Mutter, Peter Kropf and Udo Fischer 
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