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" ABOUT THIS REPORT

About this report

Since 1992, BSH Bosch und Siemens Hausgerdate GmbH has been
reporting annually to its stakeholders as to how it is implementing its
strategy of sustainable development. This report covers all BSH loca-
tions worldwide and presents events and developments, as well as
environmental and employee related figures, for fiscal year 2010. Copy
deadline is April 30, 2011. For simplicity, we frequently speak in the
report about employees. By this, we mean of, course, both our female
and male staff.

The report is based on the current guidelines of the Global Reporting
Initiative (GRI G3) and, at the same time, represents the BSH progress
report to the UN Global Compact. A detailed GRI balance sheet with
additional information, as well as a concise summary of our progress
in implementing the Global Compact principles, is available on the
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2010 was a successful year. We gained market share and created new
jobs.

As one of the leading home appliance manufacturers in the world, BSH
stands for values such as innovation, quality and reliability.

focuses on the principles of sustainability and creates added value for
the company, its employees and society.

Special “Strategically aligning a commitment to sustainability”

To focus, strategically direct and make our activities visible — with this
task, the newly established Corporate Responsibility Department
began its work in early 2011.

we want to be a reliable partner, acting with integrity and opening up
new opportunities.

Special “New consumption patterns promote energy efficiency”
Internet platforms, shopping guides and guerrilla campaigns in the
retail industry show that consumers have become more aware and
are questioning their consumption habits.

we are an attractive employer that offers comprehensive qualification
opportunities worldwide.

Special “Not working less, but working easier”

Demographic change makes it necessary to critically scrutinize the
processes in the production areas. This is because the workforce is
aging overall.

we consistently focus on energy efficiency and resource conservation —
both in our products and in production.

Special “New directions in logistics”

New concepts at Nauen and Giengen show how we optimally combine
modes of transport according to cost and environmental aspects and
shift more traffic to rail transport.

document how BSH is developing consistently and for the long-term
in the areas of economics, ecology and social issues.

In 2010, BSH achieved key corporate objectives and set ambitious
goals for the future.

in an overview and the status regarding the certification of
environmental management.

at BSH headquarters in Munich as well as in Spain, Turkey, China
and the U.S.
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FOREWORD |

“We have extended our leading position in
regards to energy efficiency. We are now
making our super-efficient appliances
accessible to wider and wider levels of
consumers. As a manufacturer of home
appliances, this is the way that we con-
tribute directly to climate protection. The
growing demand for super-efficient appli-
ances shows us that they are addressing

current needs.”

Dr. Kurt-Ludwig Gutberlet

“In our globalized world, efficiency is
becoming increasingly important; from the
economical use of resources up to the
time factor. To remain competitive, we
need to produce more and more effi-
ciently, develop better appliances and
implement innovations more rapidly —
objectives on which we have consistently
and continuously focused our develop-
ment and production processes and which
we are continually improving.”

Milestones 1967-2011

1991-1992
Establishment of the
Environmental Protec-
tion Department in
the Group (1991)

First environ-
mental report
(1992)

Winfried Seitz

1993
Phase-out of
CFC and HFC
use in Europe

Dear Reader,

2010 was a successful year. We gained market share and created new
jobs. Our Super Efficiency Portfolio developed even better than was
hoped and has far exceeded our goals: Last year, 30 percent of our
sales in Europe were due to particularly efficient household appliances.
As a result, our customers are now saving up to 1.9 billion kilowatt
hours of electricity, with a corresponding reduction in CO, emissions.
We have had these figures checked and confirmed by outside
sources.

We have decided to take the necessary steps towards a “low-carbon
economy”. In addition, as a globally active company, we are facing up
to the challenge to open up a broad market with our efficient and
environmentally-friendly home appliances. Because environmental
protection is not just a fashionable trend for us — it is the core of the
business. Through our products and our actions, we would like to
make a measurable contribution to globally sustainable development
and a society that is capable of facing the future. We believe that this
will ensure the success of our company. We have also set ambitious
goals for ourselves in regards to production: as an example, during
the next five years, we intend to reduce the consumption of energy
and water by another 25 percent throughout the Group.

To focus, coordinate and manage our sustainability activities in a
targeted manner, we created the Corporate Responsibility Department
on January 1, 2011. The CR Officer reports directly to the CEO and is
supported by a CR Committee that meets regularly, as well as project-
based work groups. From this, we expect clear objectives for the con-

tinuing development of BSH, incentives for innovation management
and intensive discussions with our stakeholders. Because expecta-

1997
Beginning of envi-

1994 ronmental account- 1999 2000
Implementation of a ing including loca- Production of the first ~ Commencement
Group-wide 1996 tions outside of refrigerators without of apprentice-
environmental policy 1995 Product Europe CFCs and HFCs in China ships in Turkey
First validation environmental 1 1

in accordance analysis

with EMAS (PEA)

Taking back of Environmental
management

old appliances handbook

1998
Environmental prize
from the Federation
of German Industries

(BDI) for the PEA

Global guiding
principles for
occupational

health and safe- ¢
ty policy




tions for companies are rising —in Europe, Turkey and Asia as well as
in the United States — and are decisively shaping the framework for
our global business practices. As a result, the systematic verification
of responsible action in the supply chain will also become more impor-
tant —a complex issue to which we will dedicate ourselves ever more
strongly.

Demographic change is also one of the future challenges. Attracting
qualified young talent will become more difficult. At the same time, we
must pay attention to the needs of older employees, to maintain their
health and their ability to work. For this reason, we are implementing
a variety of ergonomic measures, and, for example, have set up a new
assembly line in Traunreut for older people that have restrictions
because of their health. The fact that, in the spring of 2011, with an
overall ranking of 6th place and a 4th place ranking for engineers, we
were re-elected to the leading group of Germany's most desirable
employers, confirms that we are forward-looking and responsible in
the area of human resources.

With everything that we do, we create value for the company, our
employees and for society. An important basis for this is the credibility
and trust of our partners and customers. This report provides informa-
tion about what accomplishments we could realize and what we want
to achieve in the future. It is oriented to the guidelines of the Global
Reporting Initiative (GRI) and, at the same time, presents our progress
report in regards to the Global Compact of the United Nations.

We hope that all of our readers find this report informative and we
welcome your suggestions at corporate.communications@bshg.com
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Dr. Kurt-Ludwig Gutberlet Jean Dufour Johannes Narger Winfried Seitz

Chairman of the
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Development and Labor
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the United Nations

2004
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mental Technology

Transfer
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ples updated

2005
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of Domestic Equipment
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International B.A.U.M.
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| FOREWORD

“Demographic change poses a major chal-
lenge for us. But we have already initiated
important measures successfully — from
conducting an ergonomic check on work-
places to the lifelong qualification of
employees. At the same time, being recog-
nized as one of the best employers in Ger-
many, we are also offering young talent
attractive opportunities for development.”
Johannes Narger

“Throughout the world, customers rely on
our products because they stand for the
highest quality. As a company, however,
we are, increasingly also judged by how
we design production and logistics in an
environmentally conscious manner, and
how fairly we treat our partners. Our
brands stand for both: resource-sparing
production and maximum customer

2008
German
Sustainability
Award to BSH

benefit.” Jean Dufour
2010
2009 BSH receives IKU
BSH Nauen “Innovation Prize for

“Factory of the Year” Climate and Environment”

Occupational -
Health and Safety Ma;sgﬁ/';tig
2011
Mgnagemznt Systt?tmh Sustainability Founding of
" acc(c));lsaArgciéNOlm management Corporate
Responsibility
Award as Department
“Top Employer in Utopia Award
Germany”




THE COMPANY |

As one of the leading home appliance
manufacturers in the world, BSH stands for values

such as innovation, quality and reliability.

BSH Bosch and Siemens Hausgerdte GmbH was founded in 1967 as a
joint venture by Robert Bosch GmbH, Stuttgart, and Siemens AG,
Berlin/Munich. Today, BSH is the third largest home appliance manu-
facturer in the world and number one in Europe. The product portfolio
includes the entire spectrum of modern household appliances from
cooking, washing, drying, cooling and freezing, all the way to laundry
and floor care as well as consumer products. As of December 31, 2010,
42 factories in Europe, Asia and North America were part of BSH,
along with a worldwide network of sales and customer service compa-
nies in more than 4o countries. In June, 2010, the foundation stone for
the new laundry technology center in Berlin was put into place, where
some 700 people will be employed in the future. At St. Petersburg
(Russia), the refrigerator factory was expanded and the new assembly
line for washing machines, which provides work to more than 70 peo-
ple, was put into service. In addition, construction began on a new
washing machine factory that will employ more than 200 workers
starting in June, 2012. At BSH in 2010, there were 42,841 employees,
which was approximately 3,000 more than in the previous year and of
which more than 70 percent were in Europe.

Growth through innovation

The global economic recovery also benefited BSH. In 2010, revenues
were approximately 9.1 billion euros, almost eight percent more than
the previous year, and earnings before taxes were 700 million euros,
the best ever in the history of BSH. To be sure, business development

from market to market was quite different — somewhat difficult in East-

ern Europe but outstanding in Asia, especially in China. It was there
that BSH invested 7.5 million euros, inaugurated a new center of com-
petence for refrigerators in Nanjing in March of 2011, and laid the
foundation for a new refrigeration plant in Chuzhou. Overall, BSH was

Selected awards in 2010 and 2011

Energy Star Award
USA

’ IKU (“Innovation
I Prize for Climate
and Environment”)

Der Innovationspreis fiir

Klima und Umwelt Ge rm any
Innovative Green Design
Utopia Award Award
Germany USA
Consumer Electronics
Deutschland “365 Landmarks Association Innovations
':-‘:2:'::'-"“" in the Land of Award
sEe ”
Ausgawiahbar O 2001 Ideas USA
Germany

REFUTATION { [,

Spain Reputation Pulse
Spain

TPM Excellence Award
Turkey

Most Trusted Brand
Russia



| THE COMPANY

able to gain market share in 2010; sales in the area of super-efficient
household appliances rose by 70 percent over the previous year and
are now at 26 percent in Europe. This means that the BSH Super Effi-
ciency Portfolio, which is validated annually by auditors, performed
even better than expected. BSH is meeting the needs of different tar-
get groups with a wide range of brands: while Bosch stands for “supe-
rior quality and absolute reliability”, Siemens addresses customers
with “fascinating innovations and groundbreaking progress.” A clear
brand image also characterizes the special brands, such as Neff and
Gaggenau, as well as regional brands in each country.

Successful in competition

For its innovative and energy-saving appliances, BSH again received
important awards in 2010 such as the Design Award of the Federal
Republic of Germany in gold (Neff) and silver (Bosch), as well as the
award from the critical consumer platform Utopia for the Zeolith® dish-
washer. BSH also had the largest number of test winners among appli-
ances: in 8o percent of the approximately 125 tests, BSH appliances
were the winners or took home the “Best Buy” award. For the fifth
consecutive year, the leading distributors from Euronics International
voted BSH the “Supplier of the Year” and thus rewarded on-time
delivery, product quality and customer service.

The basis for this success is our consistent innovation management,
which achieved a record total 931 initial patent applications in 2010,
and which then led to a total of more than 600 new patents filed.
Thus, BSH, which is involved across a variety of industries, is among
the 50 most innovative companies in Germany and is far ahead of its
competitors. At the German Patent and Trademark Office, BSH was 6th
in the current patent rankings for 2010; in Europe, it is ranked 28th
among the most active patent applicants. These good results and the
even better outlook prompted the credit rating agency of Standard &
Poor's to raise the rating for BSH from A- to A in August 2010. In this
way, the agency showed its appreciation for the BSH business model,
its successful management of the economic crisis and its stable finan-
cial situation.

Sales by region 2010 Employees by region 2010

14.1% Asia

21.0% Germany 23% Asia 33% German

0.5% Latin America

5.9% North America ‘

17.6% Eastern Europe
(incl. Turkey)

1.9% Others 1% Latin America

3% North America =

19% Western
Europe
(not including Germany)

As at December 31, 2010 As at December 31, 2010

39.0% Western Europe
(not including Germany)

21% Eastern Europe
(including Turkey)
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Our strategy focuses on the principles of
sustainability and creates added value for the

company, its employees and society.

Many different challenges shape the future and require new thinking
and innovative solutions. Companies that consistently engage in these
challenges place themselves in important future markets at an early
stage and thus open up new opportunities for growth. As an interna-
tional company, BSH contributes to globally sustainable development
and, as a result, ensures its own long-term success. For us, the focus
is on climate protection and energy efficiency. Fresh water shortages
and demographic change also present challenges that we are facing
with new ideas and innovative solutions.

Principles create obligations

In the future, the strategy with which we will control and carry out our
Corporate Responsibility is tied to the principles of our corporate mis-
sion statement (see Page 11). We have defined six areas as fields of
activity: customers, products, employees, the company, society and
the environment. In addition to the corporate principles, policies that
apply to all employees and at all levels of the value chain at BSH
include environmental policy, the principles of occupational health
and safety policy, and our business conduct guidelines. In 2004, BSH
also committed to the principles of the Global Compact of the United
Nations. In 2005, we signed the Code of Conduct of the European
Committee of Domestic Equipment Manufacturers, the CECED, where
we have played a major role. The award as Germany's most sustain-
able company, which was subject to a comprehensive application and
testing procedure in 2008, confirms our strategy and our actions.

Anchoring responsibility organizationally

The responsibility for the environment, employees and society rests
with the management of BSH. In order to support it in this task — in
addition to central departments such as environmental protection and
occupational health and safety or human resources — a Chief Corpo-
rate Responsibility Officer who reports directly to the Chairman of the
Board was appointed in early 2011. He is assisted by a CR Committee,
in which the leaders of 15 business departments are represented. This
committee meets monthly to decide on projects and prepare decision
documents.

Recognizing challenges and expectations

During the past year, BSH conducted an international survey among
its stakeholders to better assess their expectations. The evaluation of
approximately 70 responses showed that BSH received good marks for
sustainability management: 61 percent of respondents consider it to

r

BSH’s corporate principles,
environmental policy, occupa-
tional health & safety guide-
lines and business conduct

guidelines can be found at
www.bsh-group.com

- What we stand for

UN Global Compact

- www.unglobalcompact.org
CECED (European Committee
of Domestic Equipment
Manufacturers)

-~ www.ceced.org




Materiality analysis
Stakeholder expectations and assessment of business relevance

| OUR STRATEGY

be above average, 33 percent consider it as satisfactory. When asked
where BSH was strongest regarding responsibility, most named prod-
uct and production-related environmental protection, occupational
health and safety, as well as information for consumers. For the respon-
dents important fields of activity for BSH were also in securing jobs,
responsibility regarding suppliers as well as education and qualifica-
tion. The most important issue for the future was identified by the
participants as being the accessibility of home appliances.

Identifying key issues

The expectations of stakeholders and an internal survey in every area
of the company formed the basis for the evaluation of the key issues
(Materiality analysis, see figure) in the newly created CR Committee.
This analysis is the compass for the further development of our CR
strategy and will be repeated regularly in the future.
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Controlling and improving sustainability

Clear structures and defined processes have been established at BSH
in all areas so that we can achieve our ambitious goals. Thus, since
1996, product environmental considerations have made the integra-
tion of guidelines for resource conservation and energy efficiency
mandatory for every development project. Almost all BSH locations
are both 1S0O goo1 certified (quality) and 1SO 14001 certified (environ-
mental protection). For many years, locations and factories have been
measuring their environmental performance on the basis of key fig-
ures (see Page 34). Since early in 2009, the rules related to occupa-
tional safety management at BSH have been directed strictly at inter-
national standard OHSAS 18001.

BSH also contributes a Best Practice Award for the continuous
improvement of processes, which we use for distinguishing the ideas
of our employees worldwide. It was awarded in 2011 for the third time,
and, during the announcement process, more than ever placed the
emphasis on process orientation and sustainability. A total of 116 appli-
cations were received. The special award for employees, the environ-
ment and society was given to the product area cooking for its initia-
tive in increasing energy efficiency in its factories.

Cultivating an exchange with stakeholders
The rising expectations of our stakeholders provide us with important
The objectives of resource conservation and energy ideas for future developments. In order to include them at an early
efficiency characterize the daily work of our employees. stage and to integrate them into our actions, we maintain worldwide
The regular awarding of the Best Practice Award provides . . e . .

- . . contacts with consumer and environmental organizations, to science
extra motivation to act in a sustainable manner. o A R

as well as to customers, authorities and residents — through direct

discussions, open house days at our locations, at fairs, as well as
through our memberships in industry associations and in the German
Global Compact network.

IS0 (International Organization

for Standardization) We are in close contact with consumer associations and organizations,

T wwso.org which address questions on the most widely varying of issues to BSH.
“ OHSAS (Occupational Health As a result, we must prove that the high environmental and quality

and Safety Assessment Series) requirements on our products are taken into account throughout the

~¥ Www.bsigroup.com entire value chain. An important foundation as well as component of

the dialog with our stakeholders is the annual Sustainability Report.
It is based on the internationally recognized guidelines of the Global
Reporting Initiative (GRI), and also makes our actions understandable
and comparable by means of key figures.

“ 10W/future ranking of sustainability reports

-+ www.ranking-nachhaltigkeitsberichte.de

In a ranking of sustainability reports from the 150 largest companies in
Germany, our 2008 report took eighth place. As a result, it was distin-
guished as the best report of the home appliance industry by future e.V.
and the Institute for Ecological Economy Research (I0W), which per-
form the ranking with the support of the German Council for Sustain-
able Development and the German Federal Ministry of Labor and
Social Affairs.
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Strategically aligning a commitment to sustainability

o 8

To focus, strategically direct and make our activities visible — with this task, the newly estab-
lished Corporate Responsibility Department began its work in early 2011. Dr. Peter B6hm, who
heads the Department and was previously responsible for the Energy Excellence Initiative at
BSH, reports directly to the Chairman of the Board, Dr. Kurt-Ludwig Gutberlet, in regards to

corporate responsibility (CR) and sustainability.

CR Committee created

The creation of this new Group function was preceded by a broad review: in order to firmly
establish and extend the leading role played by BSH, every area of the company indicated
where it saw its priorities residing. Strengths were identified as honestly and frankly as
weaknesses. “Our being selected as the most sustainable company in Germany in 2008 has
proven that we at BSH are already far ahead overall. But we must orient and control our
activities more stringently,” said Bohm. The 15-member CR Committee met in February, 2011
for the first time; in the future, the leaders from every area of the company will meet every
month. The agenda includes projects and decisions that are to be discussed across depart-
ments or that indicate a strategic move.

Defining appropriate metrics

To carry out the agenda, work groups were designated in all six action areas — customers,
products, employees, the company, society and the environment. “For all CR activities, we
make sure that the relationship to the business purpose, i. e., household appliances, is
established. In this way, we can make a constructive contribution to sustainable develop-
ment,” said Bohm. After all, it is a matter of credible business conduct. And for that, it also
needs suitable metrics, because “only what can be measured can be improved in a goal-
oriented manner.” Béhm is speaking from experience: the Group-wide Energy Excellence
Initiative has shown what is possible when a cross-cutting issue is integrated into business
planning, goal setting and processes; today, the issue of energy efficiency can be found
everywhere throughout the entire value chain and is shaping the image of BSH and its
brands.

—— L/ growth

'

Dr. Peter Bohm
Corporate Responsibility Officer
at BSH

¥ We can only ensure economic
success in the long-term if we
also fulfill environmental and
social requirements. To
always keep this in mind is
the task of our CR strategy,
which creates value for BSH
and for the society. Internally
and externally, it contributes
to acceptance and trust, and
opens up opportunities for
new sustainable business
models.«




FOR SOCIETY |

For society we want to be a reliable
partner, acting with integrity and

opening up new opportunities.

The economic crisis is over, but the gap between rich and poor is
increasing throughout the world. In many regions of the world, society

is facing a crucial test. Values such as integrity, moderation and respon-

sibility, which gained in importance during the crisis, will continue to
remain important. They are prerequisites for social stability, without
which the economy cannot function in the long-term.

Acting with integrity

Integrity and legally compliant behavior is part of the corporate culture
at BSH. Clear regulations, such as the Business Conduct Guidelines
and those pertaining to employee training that have been in force
throughout the company since 2006, are also part of our Compliance
Management as is the systematic investigation of rights violations.

To reliably embed these processes into the company, the Compliance
Team was expanded in early 2010. The facts in the investigation initi-
ated last year by the Munich public prosecutor for unfair sales promo-
tion activities against BSH were able to be fully clarified by the Com-
pliance Organization. The case against the company was concluded at
the end of the year.

Acting in an exemplary manner throughout the world

The BSH Business Conduct Guidelines stipulate our values and princi-
ples in dealing with each other as well as with business partners. They
are obligatory for all employees worldwide and provide guidance in
daily activities. This is particularly important because we operate in
many countries with different cultures and legal provisions. Their
implementation is supported by our Compliance Management team,
which is composed of approximately 5o compliance officers worldwide
at various locations. Employees who wish to report a violation can
contact these experts or an independent ombudsman.

To establish the importance of values and legally conforming actions
within the consciousness of every employee, we started a comprehen-
sive online training program in several languages in 2008. Participa-
tion is mandatory for senior and middle management, and officers and
employees with customer and supplier contact. But every employee
may make use of it. Worldwide, 10,000 people completed the online
compliance training program in 2010. Since 2009, the compliance pro-
gram has been an integral part of the management training courses
offered by the BSH Academy.

Integrity, environmentally oriented and
responsible conduct throughout the value
chain contributes to sustainable develop-
ment - for society and for the company.
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Setting standards in the supply chain

Every year, we purchase more than four billion euros worth of raw
materials, of which about 50 percent come from so-called low-cost
countries. We use our opportunities to work towards socially and
environmentally responsible practices with our suppliers: Since 2007,
the Code of Conduct for BSH suppliers has been part of our vendor
contracts and requires all suppliers to act in accordance with the prin-
ciples of BSH. It is based on the Global Compact of the United Nations,
as well as on the conventions of the International Labour Organization
(ILO).

Our preferred suppliers for production materials have signed a corre-
sponding declaration of commitment. They represent more than 95
percent of our total procurement volume. We also expect them to have
implemented an environmental management system. New suppliers
must accept our Code of Conduct; we also subject them to a basic
audit that takes into account social and environmental considerations.
Since 2009, BSH has been involved with the YADE project of the DEG
(“Deutsche Investitions- und Entwicklungsgesellschaft mbH”) for the
qualification of suppliers in China: Workshops and training provide
expertise in production organization, quality assurance, environmental
protection, occupational health and safety, and social standards. 54
Chinese companies have been involved so far; in addition, all the part-
ners together have compiled a guide for occupational safety.

Contributing to economic development in the regions

In most of the regions where BSH is active, it provides a substantial
proportion of the jobs and the training, and is an important employer
in the domestic economy. Connected with this is a great responsibility
for the sustainability of the regional environment. We come about this
by the proper payment of taxes and fees in accordance with the actual
value added at the location. And we invest in local infrastructure:

For our 29 worldwide buying locations, the fundamental requirement
to favor domestic suppliers and to keep the transport routes short
applies. Particularly in new markets and emerging countries, we
promote the settlement of suppliers at our locations and support
them, for example, by introducing environmental management

systems and occupational health and safety. .
Promoting training and expertise Fair cooperation with our suppliers and qualified training
The greatest and increasingly important contribution that we are mak- at our locations are prerequisites for high quality products

. . e s . . . .. and for having the trust of our customers.
ing to sustainability in the regions is the basic and advanced training ¢

that we offer. As early as 1997, we transferred our dual training sys-

tem, which was proven in Germany, to our locations in China. In 2000,

this successful model was also implemented in the factories in Turkey =~ 5 International Labour
and linked to intensively used training offerings by the junior staff of O'?"““”“f"“ (L0)
our local suppliers. BSH also continues to provide expertise in its sur- i www.ilo.org
roundings: This is the case in Spain, for example, where young people
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To enable people to act in a sustainable manner
through knowledge, expertise and new product
concepts is a matter that is being pursued by BSH
throughout the world. By the plant oil cooker called
Protos, we are also creating jobs.

learn more about energy efficiency through BSH-sponsored energy
saving projects in schools, and in Germany with the project called
“Focus macht Schule”, which offers teaching materials for teachers.

In Turkey, energy experts from our Profilo brand come to informational
presentations at the locations of customers, who also invite neighbors
and friends. All participants receive an manual on saving energy and
learn how to save electricity at home.

Designing user-friendly appliances

User-friendly appliances that meet the particular needs of older or
handicapped people are always in demand. This is because the princi-
ple of “barrier-free design” ultimately makes it easier for everyone to
deal with complicated technology. BSH is therefore pursuing the
concept of “Design for all” and has already received several design
awards in this regard. Together with other home appliance manufac-
turers, consumer organizations and scientists, BSH is working to
develop international standards oriented to the specific requirements
of these user groups.

Developing products for increased sustainability

Production of the second and technically revised generation of our
plant oil cooker Protos was launched last year in Indonesia. These
appliances are produced by a local manufacturer. So far, more than
1,000 cookers are in use in Indonesian households. Where wood was
once burned to prepare food, the plant oil cookers now provide an
environmentally-friendly and health-preserving alternative for devel-
oping countries. Along with this is linked a local production and mar-
keting concept that creates jobs in the production of oil from domestic
plants, in the production of the cookers, and in sales.

Reliably informing consumers

Initiated by the European Committee of Domestic Equipment Manu-
facturers (CECED) and the European Commission, the labeling for a
total of 8o refrigerators and freezers was checked by independent
laboratories throughout Europe within the framework of the ATLETE
project (Appliance Testing for Energy Label Evaluation). In April 2011,
the CECED presented the results: The four tested models by Bosch,
Siemens and Balay were labeled properly in all the categories of the
European energy label. This does not, however, apply to all the 8o
appliances that were tested. BSH will therefore continue to lend

its support for a functioning market surveillance effort in order to
strengthen energy efficiency as a selling point, to retain the confi-
dence of consumers, and to ensure fair competition.
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New consumption patterns promote energy efficiency

Internet platforms, shopping guides and guerrilla campaigns in the retail industry show
that consumers have become more aware and are questioning their consumption habits.
Environmental and social criteria characterize not only the wish list for so-called LOHAS
(Lifestyle of Health and Sustainability). For other consumer groups as well, energy
efficiency, for example, has become an important selling point.

Super-efficient appliances are part of the trend

Because of its Super Efficiency Portfolio, which only brings together the most efficient appli-

ances, BSH has positioned itself as a pioneer in the market. For its new developments in
this area, it has received numerous awards. In particular, the Zeolith® dishwasher, which
uses up to 30 percent less electricity than the previously most efficient dishwasher because
of an innovative drying system, impressed both politicians and consumers: In February
2010, the Federal Environment Ministry distinguished it with the “Innovation Prize for Cli-
mate and Environment (IKU)”, and in October, it received an award from the critical con-
sumer platform Utopia. The jury praised the dishwasher as being “part of the revolution in
home appliances and environmental protection”, which considerably spares user's wallets
and raises energy efficiency to a new level because of its innovative Zeolith® technology.

Energy savings as a selling point

In view of steadily rising electricity prices, it is understandable that the super-efficient appli-

ances from BSH are addressing current needs. But no one had expected that sales would
develop so positively in this BSH segment: with 3.1 million appliances sold, sales in Europe
in 2010 increased by 70 percent over those of the previous year. As a result, BSH generated
approximately 30 percent of its revenues in Europe from super-efficient appliances. But the
differences between individual countries are great, and even in Germany, where 63 percent
of consumers favor “green products”, 58 percent felt that they were too expensive accord-
ing to the study called “Green Brands 2010” by Landor Associates. Manufacturers must
therefore provide tangible monetary benefits through significantly lower operating costs,
even for super-efficient appliances. We would like to better communicate such win-win
situations in the future and consciously support change as a result.

Prof. Dr. Lucia A. Reisch
Copenhagen Business School and
Member of the Board of Trustees
of the Utopia Foundation

¥ Companies must explain
things to consumers, simply
and understandably. This
includes emphasizing the
gains that they will realize as
a result of change. Because
the cost of the necessary
changes will then be more
acceptable. Therefore, for
example, the average energy
costs for the operation of
electrical appliances should
be cited in addition to their
purchase prices. Some sup-
posedly affordable models
will then appear to be quite
expensive.«
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For our employees, we are an attractive
employer that offers comprehensive qualification

opportunities worldwide.

Numerous development opportunities, good working conditions and a
value-oriented corporate culture characterize the reputation of BSH.
We also followed these principles during the economic crisis and have
taken care to retain employees and to offer them attractive career per-
spectives. Today, BSH employs about 3,000 people more worldwide
than in the previous year. Especially in China, but also in Germany,
Turkey and Southern and Eastern Europe, new positions were created
— particularly in manufacturing and in development. In Germany alone,
BSH hired more than 100 engineers last year.

Recruiting qualified young talent

To position BSH in the labor market as an attractive employer and to
continue to recruit qualified young talent, we take part every year in
the “Top Employer Germany” competition sponsored by the CRF Insti-
tute: among more than 100 qualified companies, BSH finished in 6th
place during the spring of 2011. For the first time, we also participated
in the “Top Employer Engineers” (CRF) ranking and took 4th place. In
the category of “Innovation Management”, BSH received a perfect
score and thus the top position. These results also support our activi-
ties for the early commitment of talent, which we strengthened in early
2011 with our new student retention program called “students@BSH”.
Our attractiveness as an employer is demonstrated by our low fluctua-
tion rate: last year at BSH in Germany, it was 2.6 percent.

Personnel development from the start

For many years, we have been offering custom-made ways of getting
started at BSH through attractive programs for high school and uni-
versity graduates. We support the potential of our junior employees
through the Junior Executive Pool (JEP) and the International Executive
Pool (IEP). In 2010, the JEP had 575 junior BSH employees, 40 percent
of whom came from international BSH companies; the proportion of
women was at 29 percent. About 100 young employees for interna-
tional management positions were represented in the IEP, and 15 per-
cent of these were women. In the Senior Executive Program (SEP) for
members of senior management, the proportion of female mangers
was at 13 percent. BSH offers attractive paths for development in every
area. By choosing the career path “Project management”, employees
can systematically build up their experience and qualifications in proj-
ect management for product and IT projects, and develop into Project
Managers, Senior Project Managers or Project Directors.

Part of the corporate culture at BSH
consists in making lifelong learning pos-
sible for employees and promoting open
communication among them.
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Ten Year Anniversary of the BSH Academy Corporate

The BSH Academy Corporate celebrated its tenth anniversary in 2010.
It provides managers and employees throughout the Group with a
broad range of qualification opportunities, and supports lifelong
learning. A focus in 2010 was the expansion of demand-oriented quali-
fication courses. A worldwide qualification program was implemented
for the continuous improvement of leadership skills for all manage-
ment. Multimedia learning opportunities are available to many employ-
ees in their native languages. For example, there is special training on
compliance issues in eleven languages. Besides its own educational
establishment at the convent Zangberg (Germany), the BSH Academy
is represented at every German location, as well as at many interna-
tional locations, and provides an intranet portal for online booking of
trainings. These form the infrastructure for qualification and learning
at BSH.

Communication strengthens company culture

The employee survey that was introduced in 2007 has been succes-
sively extended. In 2010 it was conducted in 22 countries according
to international standards. This means that all BSH countries are now
included in this systematic survey. The average participation rate was
85 percent in 2010 (previous year: 82 percent). It demonstrates not
only the strong identification that employees have with the company,
but also their great interest in shaping the success of BSH. A monitor-
ing system to document and track the measures resulting from the
survey was introduced in 2010 in Germany, Slovenia, Great Britain and
Spain; other countries will follow. In Germany, over 1,600 measures
were identified and carried out.

One of the measures resulting from the BSH employee survey is “Feed-
back for Managers”, first introduced in 2010 in Germany, Poland and
Russia. In an analogous manner, the internationally used “Human
Relations Barometer” was revised for employees in the production
system. Just like the “Feedback for Managers”, it allows an anonymous
evaluation of management behavior and cooperation. BSH manage-
ment promotes open communication, including those that take place
using the dialog platform called “Straight to the Board of Manage-
ment”, which has been available to all employees worldwide since the
end of 2010 over the BSH intranet. It is here that employees can put
questions to the management.
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As a global company, BSH pays attention to
cultural exchange, diversity and equal opportu-
nity aspects, all of which will be even more
important in the future.

Diversity as a benefit

For BSH as a globally active company, cultural diversity represents a
source for creative solutions. To take advantage of this, we are forming
mixed teams for many development projects, teams that integrate dif-
ferent experiences and viewpoints. Diversity and mutual respect are
key principles of our Human Resources Policy and our Business Con-
duct Guidelines. BSH management explicitly supports the exchange
of expertise in the BSH world: currently, 199 German employees are
working in foreign countries (expatriates) and 111 employees from
different nations are employed in BSH companies in other countries
(inbounds and cross-country transfers). Discrimination based on sex,
age, religion or ethnic origin is not tolerated at BSH.

Equal opportunities for women

Throughout the world, BSH ensures that women and men are
employed under the same conditions and have the same opportunities
for professional development. In May 2010, we confirmed this jointly
with other companies by signing the “Miinchner Memorandum fiir
Frauen in Fithrung”. To inspire young female employees in technology,
almost all German locations participate in Girls' Day. In the commercial
sector, 64 percent of our trainees and “DH” (cooperative state univer-
sity) students in Germany are women; in the technical area, however,
the percentage is lower. Because of our flexible working hours, and
part-time and teleworking models, we offer good conditions for bal-
ancing career and family — something that is also becoming more
important for male applicants.

Mastering demographic change

Because of demographic changes, the retention of young employees
and professional personnel development, especially the needs of
older employees, is now coming into focus. Health care, ergonomic
improvements and suitable training opportunities are topics on which
we have been working more and more since 2007. Here again, the
ideas of our employees are valuable: in particular, numerous propos-
als were submitted in the field of ergonomics for the 2011 Best Prac-
tice Award. Even today, the “Ergo-Check” for workstations is standard
at nearly every German and international production site. At the four
largest sites, in-house assembly lines for older employees with health-
related restrictions are running successfully.

Fairness counts

In the European Committee that was founded in 1996, BSH informs
the employee representatives of European BSH sites regarding cross-
national decisions and employee issues in Europe. An annual meeting
also takes place, and it serves for exchanging information and engag-
ing in dialog with BSH management.

BSH calls for temporary workers only from companies that employ
their workers in accordance with an applicable wage agreement. More-
over, as a member of the “Fair Company” initiative, for example, BSH
ensures that trainees are paid appropriately.
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Not working less, but working easier

Demographic change makes it necessary to critically scrutinize the processes in the produc-
tion areas. This is because the workforce is aging overall. The working world must orient
and adjust itself to this fact. To prepare itself and its employees for the challenges ahead,
BSH developed and implemented, along with many other measures, a pilot project dedi-
cated to “future-oriented work systems”.

New assembly line makes working easier

At Traunreut in early 2010, an assembly line went into operation where the stations are
especially suitable for older employees with health restrictions. This assembly line is the
result of successful teamwork between the company doctor, the works council, the repre-
sentatives for people with disabilities, the personnel department, the process planners,
and the shop floor managers. Above all, it is a response to changing requirements for the
appropriate and sustainable employment of aging employees. It is therefore possible to
work on the new assembly line in either a sitting or a standing position. The movements of
the employees will be relieved by tools that assist in inserting and bolting, and a uniform
pace of work will be maintained by controlling the speed of the cycles. Dr. Lothar Gebauer,
Head of Assembly and Planning at the cooking factory in Traunreut said, “There are cur-
rently 15 employees who are more than 55-years old and health restricted working on the
line that is speed-controlled. From an ergonomic point of view, whatever support they need
in order to have an ideal station for working on the line is provided.”

An investment that pays for itself

Of course, all of this must be cost effective. A number of factors are decisive in this regard,
and these go far beyond the mere design of the working stations. For this reason, direct
management in Traunreut was trained with external support, the employees could get to
know each other before the work started, and the employees were introduced to normal
work output over a period of several weeks. That this concept is right has been proven both
by the reduced amount of sick leave and the positive results of the cost effectiveness analy-
sis. For Gebauer, this pilot project is therefore just the beginning: “Together with scientists,
we will develop solutions, so that, in the future, we can employ everyone in an age-appro-
priate manner.”

Dr. Lothar Gebauer

Head of Assembly and Planning
Product Area Cooking,
Traunreut Plant

¥ In the future it will be more
and more important to utilize
employees of all ages accord-
ing to their requirements. Our
special assembly line for
older, health restricted
employees shows that this
also makes sense economi-
cally. The fact that we
involved all the parties in the
development secured accept-
ance by all the parties. This is
how we are successfully fac-
ing up to demographic
change.”
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We consistently focus on energy efficiency
and resource conservation — both in our products

and in production.

At BSH, having comprehensive environmental protection at all levels
of the value chain is one of the principles of corporate responsibility
and, at the same time, a driver for innovation. Last year, in addition to
the requirements for climate protection, which we satisfied by having
the highest energy efficiency in our production and our products, the
topic of material efficiency became a focus of greater importance. This
is because, with populations and prosperity growing around the world,
important raw materials and metals are becoming increasingly scarce.

Developing efficient products

About 9o percent of the pollution that arises during a product life
cycle is caused by the consumption of energy, water and cleaning
agents in the household. Despite the high energy savings that we
have already achieved, we are now paying particular attention to the
utilization phase of our appliances. The fact that these appliances are
among the most economical in the world is proven not only by our key
figures (see Page 25), but also by numerous product tests and many
awards. BSH engineers are working daily on technical solutions to
improve the operating convenience and performance of the appliances
while, at the same time, reducing their electricity and water consump-
tion. As a guide for this, they use systematic product environment
analysis, which was developed by us.

For example, the new i-DOS system for washing machines shows that
they succeed again and again in producing pioneering innovations:
this system automatically detects the load size by itself, as well as the

Environmental protection throughout the product life cycle
Illustrative representation
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degree of soiling, and then dispenses only as much liquid detergent as
is necessary for optimal washing results. This saves both water and
electricity — compared to energy efficiency class A washing machines,
these appliances require 30 percent less electricity and up to 7,000
liters less water per year. Given these successes, we welcome the
newly designed energy label by the European Union even more. Cus-
tomers can now go to their dealers and see the actual appliances that
use the least amount of resources. The new labeling has been in force
since the end of 2010 for refrigeration appliances, washing machines
and dishwashers.

Increasing the sales of super-efficient appliances

We collected our most efficient appliances into a Super Efficiency
Portfolio and, for the first time in 2009, calculated the sales from this
portfolio. In 2010, sales of these appliances in Europe increased by
70 percent over the previous year; the super-efficient appliances had
a 30 percent share of BSH sales throughout Europe. In the future, we
want to continue to increase the sales of our super-efficient appli-
ances. Because of them, we are making a significant and measurable
contribution to climate protection and are helping our customers to
substantially reduce electricity costs. On the basis of sales figures and
the average useful service life of the appliances, we have calculated
that our Super Efficiency Portfolio contributes to reducing power con-
sumption by 1.9 billion kilowatt hours. This corresponds to the needs
of over 500,000 private households. As we have been doing since
2009, we have had these data confirmed by an auditor. In April 2011,
BSH received the Hermes Innovation Prize from the European Institute
for Creative Strategy & Innovation, Paris. With this prize, the jury rec-
ognized the Super Efficiency Portfolio, which positions BSH as the
pioneer in the market.

Increasing resource efficiency at every location

Even in production, we have set ambitious goals for ourselves: In the
next five years, the Group project called “Resource Efficiency 2015”
should reduce the Group-wide need for non-product related resources
by 25 percent. This includes all forms of energy, water and liquids,

such as oils, fats and chemicals, as well as solids, from paper to plas- DIE In 2010 the cost-efficient production
tics all the way to metals. In the Model Factory for Energy Productivity FABRIK thr‘(’j”i?”;g;efe"tt"e Yal:e Cha't“h

. . . . made the actory in Nauen the
(L‘EP) at the Technical Unl\{er5|t}/ of Mumch, BSH employees, together !]ES JAHRES “Factory of the Year” once again.
with students from the university, determined approaches to conserv- AL S L
ing energy and resources. To implement the ambitious reduction tar-

gets, BSH will introduce restructured, systematic energy management.

A top rating for our information technology shows that environmental
goals are consistently followed and implemented at every BSH loca-
tion. An expert investigation of the server and storage areas in the
summer of 2010 resulted in BSH receiving the Best Practice award for
“Green IT”. For example, IT was able to increase server performance
by 100 percent through virtualization without the need for more elec-
tricity. The investment of two million euros into 120 high-definition video
conferencing systems not only saves on travel expenses and time, but
also makes a significant contribution to reducing CO, emissions.
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Providing safety at work worldwide

Matters of environmental protection and work safety often go hand in
hand during production. For this reason, BSH has bundled the tasks.
The Department of Environmental Protection and Safety created bind-
ing internal guidelines and monitors compliance through internal
audits. At all BSH locations, specialists for occupational safety and
environmental protection officers, who report to headquarters, are
designated. For many years, thanks to our high standards for the plan-
ning and construction of new facilities, we have been able to point out
our non-hazardous, as well as ergonomically and safely designed, man-
ufacturing processes. In recent years, we achieved major improve-
ments in occupational health and safety, which depend far more on
the individual behavior of employees, through training, awareness-
building measures and a unified management. Today, in every country
where BSH operates, occupational health and safety has reached a
comparably high level.

Environmentally-friendly disposal and recycling

Although refrigerators and freezers have been free of CFCs since the
early 1990s in Europe, many used appliances that contain CFCs still
come back from households for disposal. For recycling, the waste
management services at BSH must therefore meet and demonstrate
high quality standards according to the state of the art. To check these
requirements, BSH in Germany in 2008 established an external certi-
fied quality assurance system: on behalf of BSH, independent consult-
ants annually perform approximately 100 audits of disposal opera-
tions. As a result, within the framework of our responsibilities as a
manufacturer, we are voluntarily going beyond our legal obligations,
which are to ensure that we operate according to regulations when
performing waste disposal services. Together with associations and
NGOs, BSH implemented field trials in Germany from 2010 to 2011 so
that an independent consultant could determine the CFC quantities
actually recovered during the normal operation of representative facili-
ties. BSH will address the identified improvement potentials and will
take them into consideration in future audits.

BSH implemented concepts in environmental We are also requiring the recovery systems that are working for BSH

protection and occupational safety in every area throughout Europe to check their contract partners according to

of the company - from education and training . .

th ) - accepted industry standards. These standards, which were created

rough production and all the way to logistics. : ) .

with the assistance of BSH, regulate the collection, transport, storage,
handling and, in particular, the preparation of refrigerators and freez-
ers. Currently, they are adjusted and extended to the state of the art
within the European standardization.

Building awareness through environmental commitment

Awareness of environmental issues is part of the training at BSH.

As a result, a tradition developed at the Cerkezkdy site in Turkey:
Starting in 2001, trainees at the BSH location in Turkey together have
been planting trees once a year. For this purpose, each of them
donates five seedlings and BSH doubles the number. The city provides
the constantly increasing plot of land for the forest that now has
approximately 9,500 trees; the local forestry commission advises on
the selection of suitable tree species. In the future, all BSH employees
at the site will actively assist the trainees in their planting activities.
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New directions in logistics

New concepts at Nauen and Giengen show how we optimally combine modes of transport
according to cost and environmental aspects and shift more traffic to rail transport. From
Nauen alone, up to 400,000 more large appliances per year will be transported in the future
by rail. And in Giengen, BSH together with DHL is implementing a multi-modal logistics
concept that optimally combines different carriers, such as trucks, trains and ships. The
objective is to use the railway, the most environmentally-friendly means of transport on
land, as much as possible.

BSH becomes a logistics expert

In 2010, BSH Container Terminals in Nauen went into operation, as well as the world's
busiest logistics site, Giengen, which is located in Baden-Wiirttemberg. Home appliances
start off from there directly by rail — rather than by truck as before —to the ports of Europe.
In the future, hundreds of thousands of large appliances will be sent out from there for
export. The terminal in Giengen provides heavy containers with a storage area the size of a
football field; new tracks with a total length of 700 meters assist in maneuvering. Other
companies can also use this infrastructure: “I find it particularly exciting that value chains
break off here because of rethinking, and businesses undertake entirely new tasks. In this
form, this is unique for us so far,” said Dr. Jiirgen Klenner of DHL.

Networking saves money and reduces CO, emissions

For this project, BSH is both a customer and a service provider at the same time. This is
because it also handles the loading and unloading, as well as the distribution, of goods for
other customers of DHL subsidiaries in the southwest region. BSH has invested a total of
two million euros in this logistics cooperation and created ten new jobs. The results are
impressive: The shift to rail by both BSH and the other participating companies has reduced
CO, emissions by up to 60 percent. Shorter transport times and reduced costs have satis-
fied all the parties. At this time, the successful logistics duo of BSH and DHL is completing
contracts with other service providers and shipping companies in order to use the terminal
permanently and optimally.

Dr. Jiirgen Klenner

Vice President Strategy & Program
Management, DHL Global
Forwarding GmbH

¥ The new container terminal
reduces CO, emissions and
transport costs. For both com-
panies, it is a true win-win sit-
uation that perfectly combines
ecological and economic
objectives. This collaboration
shows the importance of
thinking beyond organiza-
tional boundaries. By
enabling local businesses to
benefit from our convenient
connections to seaports, we
are creating added value for
the region.”
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Sales trend

In the year under review, consolidated sales at BSH were 9.073 billion
euros, which is 7.9 percent greater than the level for the previous year.
In Germany, the Group achieved an increase of 3.4 percent with sales
of 1.906 billion euros. Overall, the foreign share of Group sales rose to
79 percent (previous year: 78.1 percent).

Earnings, taxes and subsidies

In 2010, earnings before interest and taxes (EBIT) amounted to 703
million euros. This corresponds to 7.7 percent of sales. Across the
Group, the tax rate in 2010 was 32.5 percent. Of the total of 224 million
euros in taxes for the Group, Western Europe accounted for 53 per-
cent, thereof Germany for 67.6 percent. In regards to other countries,
Eastern Europe accounted for 8.9 percent, Turkey for 10.9 percent and
Asia for 8.7 percent. During the reporting year, BSH paid 71.3 million
euros in taxes in Germany. For investments, we received approximately
2.04 million euros in state subsidies worldwide in 2010.

Employees and personnel costs

By December 31, 2010, the Group had 42,841 employees worldwide (in
Germany: 14,194; in other countries: 28,647), including apprentices.
This is approximately 8.1 percent more than at the end of December
2009. Recruitment occurred mainly in China, but also in Turkey and
Germany — to a minor extent in Russia, Poland and Slovenia. 33 per-
cent of the employees work in Germany, 19 percent work in Western
Europe (excluding Germany), 21 percent in Eastern Europe (including
Turkey), 23 percent in Asia, three percent in North America, as well as
one percent in Latin America. The total personnel expenses were 1.858
billion euros.

Research and Development expenses

In 2010, the Group spent 283 million euros on Research and Develop-
ment (R & D), which is an increase of 6 percent over the previous year.
With its R & D share being 3.1 percent of sales (previous year: 3.2 per-
cent), BSH is well positioned in international competition. In 2010, the
number of employees in R & D increased to 2,503, approximately
1,400 of whom were in Germany.

Environmental costs

BSH recorded its environmental protection expenditures and invest-
ments across the Group. Across the Group in 2010, the ongoing expen-
ditures for environmental protection (operating expenses, capital and
personnel costs as well as fees) amounted to 14.8 million euros. This
represents an increase of eight percent over the previous year. Points
of focus were the costs for waste management (52 percent) and for
soil and water conservation (33 percent), while the costs for air pollu-
tion control, climate protection and noise control amounted to 14 per-
cent. 93 percent of the costs for environmental protection by BSH
were incurred in European factories, including 8o percent in Germany.
Environmental protection investments in 2010 amounted to a total of
3.5 million euros. 95 percent of the investments were made at Euro-
pean locations, of which 74 percent were in Germany.
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Energy Efficiency of the Products

By developing energy-efficient home appliances, BSH makes an impor-
tant contribution to climate protection and helps customers reduce
their electricity bills. In recent years, we have substantially reduced
the consumption figures of our home appliances. Today a fridge-
freezer combination uses up to 74 percent less electricity than a com-
parable model from 15 years ago. For washing machines and dish-
washers, the best energy-efficiency class A — until the introduction of
the new EU energy label in December 2010 — has become the market
standard. Our most efficient washing machines and dryers use up to
50 percent less electricity than required for energy efficiency class A
and our dishwashers with their multi-award-winning zeolite technol-
ogy consume 30 percent less electricity than class A appliances. We
have also reduced the water consumption of our appliances consider-
ably in the last 15 years, by as much as two thirds in the case of dish-
washers. Today our most efficient dishwashers only need 6.5 liters of
water per cycle.

That is why we have brought the most efficient of our refrigerators,
freezers, washing machines, dryers and dishwashers together to form
a portfolio of super-efficient home appliances. European sales of
these appliances rose by about 70 percent year on year in 2010, when
super-efficient appliances already accounted for 26 percent of the
total number of units sold in Europe in these product groups (2009:

15 percent). In terms of revenue share, these appliances accounted for
as much as 30 percent. Our 2010 European sales of appliances from
the Super Efficiency Portfolio bring savings of about 1.9 billion kilo-
watt hours of electricity, calculated over the average useful lives of the
appliances. You can find further information about the calculation
basis for these figures at www.bsh-group.com

All dishwashers produced and marketed in Europe by BSH in 2010
belonged to energy efficiency class A. Of those, 28 percent were as
much as 30 percent more efficient than required for class A. The wash-
ing machines are even more impressive, with 96 percent being up to
50 percent more efficient than required by energy efficiency class A.
The super-efficient heat pump dryer, also up to 50 percent more effi-
cient than class A, already has a share of 25 percent (last year: 17 per-
cent).

On December 20, 2010, the European Union modified the energy label
to allow for greater differentiation in the highest efficiency classes.

For refrigerators, freezers, washing machines and dishwashers, up to
three new energy efficiency classes (A+, A++, and A+++) were intro-
duced. The new labels also provide information about an appliance’s
annual consumption of energy and water, as well as its noise emis-
sions. Initially, labelling by manufacturers with the new energy label is
voluntary; it becomes mandatory at the end of 2011. BSH appliances in
the best energy efficiency classes are already on the market in all
three product categories.

Reduction of energy and water
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Energy consumption

During the reporting year, total energy consumption amounted to

850 gigawatt hours (GWh), which was 6.5 percent greater than the
798 GWh for the previous year. At 54 percent, the proportion of electri-
cal energy was unchanged from the previous year. The consumption of
natural gas, which is mainly used for heating and production processes,
increased by seven percent in 2010. The proportion of natural gas used
for energy consumption was unchanged from the 32 percent of the pre-
vious year. 14 percent of energy needs were covered by district heat-
ing, 21 percent of which came from renewable biomass. At 650 kilo-
watt hours (kWh) per metric ton (t) of product, the specific energy con-
sumption was improved by 3.4 percent compared to 2009. This was
significantly below the target value of 684 kW/t of product for 2010.

Water usage

Absolute water demand in 2010 rose by three percent to 1.61 million
cubic meters (m?) because of increased production. 67 percent of the
fresh water (previous year: 66 percent) was supplied to the factories
from the public network, and 33 percent was from the BSH drinking
water supply (prior year: 34 percent). The waste water from produc-
tion processes — 35 percent of the total wastewater from factories

—is subjected to physical and chemical pretreatment. 28 percent of the
total waste water was discharged into surface waters after being puri-
fied; the larger share of 72 percent was supplied to municipal water
treatment plants. The specific water consumption per metric ton of
product decreased from the previous year by 6.6 percent to 1.23 m?
per metric ton of product. This was below the target value for 2010

of 1.30 m> per metric ton of product.

Waste

The amount of waste produced by the Group rose by six percent to
105,000 metric tons; however, the specific key figure decreased by
3.6 percent to 8o kg of waste per metric ton of product. The separate
collection of paper and cardboard, plastic and foil, glass, wood and
metal waste is standard in all of the factories. As a result, 92 percent
of all waste was able to be recycled. The proportion of hazardous
waste in 2010 was two percent of the total waste generated. The spe-
cific figure declined last year to 80.3 kg of waste per metric ton of
product. The target value of 79 kg per metric ton of product was
slightly exceeded in 2010.

Emissions

The release of volatile organic compounds (VOCs) is low because of
the overwhelming use of powder coatings, water-based coatings and
pre-coated sheet metal. In 2010, VOC emissions rose for the first time,
due to increased production, by two metric tons (three percent) to

68 metric tons. Sulfur dioxide emissions result from the sulfur content
of fossil fuels and are not identified separately given the predomi-
nance of low-sulfur natural gas and heating oil. Nitrogen oxide emis-
sions are influenced by heating and were very low in 2010 at a meas-
ured 42 metric tons as a result of optimized combustion plants. The
production-related emissions of CO, at the locations is shown on Page
28 (Scope 1).
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Transport volume and distribution logistics Export transport volume
After the economic crisis, the world economy picked up again in 2010. As a percentage of the total transport volume
Strong customer demand even resulted in shortages in some regions 100

in the transportation market. Thanks to the infrastructure projects that
were implemented in recent years, BSH, however, could respond flexi-
bly and, at the same time, make the transportation of goods to cus-

75

50

tomers as environmentally-friendly as possible. In 2010, the focus of =z %

all the strategic transport concepts was to optimally link the various 25

modes of transport and relocate as many shipments as possible from I . I s E
roads to railways or ships. As a result, the goal set for 2010 has been 0

achieved: BSH was able to reduce the percentage transported by truck 2009 2010

to under 50 percent of the total transport volume. Together with its 1 Rail B Truck
strategic partners, BSH is compensating for the sharp decline in B Short sea e

Europe of single wagon traffic by railway companies through the
expansion of several container terminals with their own rail links.
Block train traffic between Germany and locations in Poland, Turkey,
France and Russia will be continually expanded. As a result, the share
of the transport volume conducted by rail increased by two percent to
36 percent in 2010, and is now more than 50 percent above the EU
average. It is only by expanding the BSH container terminals at Gien-
gen in Baden-Wiirttemberg and the block train traffic between Ger-
many and Poland that CO, emissions could be reduced by nearly 3,000
metric tons annually.

Transport fleet Vehicles meeting Euronorm Il through V
In order to reduce truck transport noise and pollutant emissions in In percent of trucks in operation

Germany, the “Euro Norm Il or better” standard for emissions has 100 m 51 63

applied at BSH since 2001. In 2009 for the first time, all trucks used by

BSH agents exceeded the requirements for Euro Norm Il. In 2010, the »

proportion of vehicles with Euro Norm IV or V increased to 88 percent 5 5

(previous year: 79 percent), thereby surpassing the average in Ger- 37

many, which was 66 percent. Since 2009, the logistics department at 25 35 20 28
BSH has been coordinating not only the transport of products but also

the supply of factories with production materials. Incoming and outgo- 0 ! Bor BlszH BlszH (’German
ing shipments can thus be linked optimally with each other. Because agents agents agents average
the production materials are transported by a particularly environmen- 2008 200 2oL
tally-friendly fleet of BSH agents, CO, emissions could also be B Euro-NormV I Euro-Norm IV
reduced. Euro-Norm Il Euro Norm Il and below
Transport packaging Packaging material shares 2010

To align packaging and equipment to the different requirements, par- In percent (basis kg, Germany)

ticularly for long-distance transport, transport conditions such as 100 = 3 7
vibration or load processes are recorded under real-world conditions 32 93

and simulated in the laboratory. The lessons learned are incorporated ”

into the packaging concept. Moreover, the dimensions of the pack- 5 12

aged appliances have a significant impact on the utilization of cargo 50

space and can thus help to avoid traffic. Since, in addition to simu- 25

lated transport conditions, each packaging concept is also oriented to
the packaging unit dimensions optimized for transport, we obtain the

N A 9 o " Transport packaging Sales packaging
highest possible transport security with the minimum amount of pack-
aging material. The proportions of the materials used for transport | s el il
I Paper and cardboard Polystyrene

and sales packaging remained essentially unchanged.
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CO, emissions
In thousands of metric tons
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I Scope 2 (electricity and district heating)
Il Scope 1 (oil and natural gas from BSH facilities )

*) Data for 2008 corrected because of a calculation error

Carbon footprint 2010

21% Logistics

3% Customer service | ‘

11% Factory sites:
gas and oil

district

heating

7% Business trips

5% Office sites 48% Factory sites:
electricity

The CO, emissions from power generation do not include
the losses during energy distribution. Not included on the
balance sheet are CO, emission from the production of
buildings and facilities, their materials and supplier parts,
as well as their transport. Waste disposal as well as the
taking back and disposal of old appliances are also not
included.

Specific CO, emissions
In kg per metric ton of product

5% Factory sites:

300
224.8
200
100
0 38.4
2008" 2009 2010

I Scope 2 (electricity and district heating)
Il Scope 1 (oil and natural gas from BSH facilities )

*) Data for 2008 corrected because of a calculation error

Carbon footprint

Since 2006, BSH has been determining the so-called carbon footprint
for the operating activities of the Group according to the criteria set by
the Greenhouse Gas Protocol of the World Business Council for Sus-
tainable Development/World Resources Institute (WBCSD/WRI). The
carbon footprint includes all the CO, emissions by a company: direct
emissions from oil and natural gas consumption (Scope 1) as well as
indirect emissions from electricity and district heat consumption for
production and office sites (Scope 2). The site-specific CO,-emission
levels for the consumption of electricity and district heat are obtained
from the power company. Emissions from the “Corporate Value Chain
Standard” (Scope 3), published in 2011 for the first time, are not yet
included. Exceptions are the indirect emissions from activities that are
within the immediate influence range of BSH, such as business travel,
customer service activities and the transport of goods to customers.

In 2010, the BSH carbon footprint amounted to 475,000 metric tons of
CO,. About eleven percent of the carbon footprint was due to direct
emissions from oil and natural gas consumption by BSH factories.

58 percent was due to indirect emissions arising from electricity con-
sumption at production and office locations, as well as from district
heating. Approximately ten percent was the result of travel activities
and customer service trips. The distribution of goods through the
logistics department has a calculated share of 21 percent.

Transport-related CO, emissions

The CO, data that results from travel activities include air travel, busi-
ness travel by car and rail as well as trips with sales and customer
service vehicles. 28 percent of CO, emissions result from air travel,
71 percent from passenger car service trips and trips by customer
service technicians, and one percent from rail travel. Passenger car
business trips by customer service and sales representatives, as well
as other service trips, are primarily made using rented and leased
vehicles. Finished appliance transport through logistics refers to the
distance between production sites and BSH customers. The data for
this Scope 3 type of accounting were extrapolated from verified
regional records (Germany and Europe). For the worldwide transport
of goods by truck, rail, barge and ship to customers, CO, emissions
amounted to a total of 102,000 metric tons. This figure is derived from
an extrapolation of averaged distances of carriers.

Specific carbon footprint

This specific BSH key figure — that is, the amount of production-
related CO, emissions (Scope 1 and Scope 2) — is 250 kg CO, per met-
ric ton of product (previous year: 263 kg). Due to the activities of BSH,
an average of approximately 15 kg of CO, emissions can be attributed
to a household appliance weighing 60 kg. Based on the direct CO,
emissions from natural gas and heating oil consumption at the pro-
duction and development locations (only Scope 1), the specific value is
38.7 kg of CO, per metric ton of product, and thus at a similar level as
last year.
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Input flows 2008 2009 2010 Units
A Fixed assets

I Land 4,931,140 4,452,487 4,431,365 m?2
1. Developed 2,070,458 1,989,401 1,928,949 m?2
2. Undeveloped 2,860,682 2,463,086 2,502,416 m?2

Il Percentage developed 42 45 44 %

B Current assets

. Environmentally relevant substances
1. Raw materials)? 702,502 770,756 786,177 t
2. Auxiliary materials)? 17,614 15,390 16,000 t
3. Process materials)? 3,241 3,640 3,012 t

1. Energy 859,224 797,875 849,770 MWh
1. Electric energy 451,032 434,282 455,801 MWh
2. Light heating oil 860 3,086 3,754 MWh
3. Gas 313,068 255,677 273,397 MWh
4. Others (district heating, wood etc.) 94,264 104,830 116,818 MWh

1. Water 1,711,432 1,559,829 1,605,636 m3
1. From public supply 963,262 1,033,350 1,083,464 m3
2. From own supply 748,170 526,479 522,172 m3

Output flows
A Products

I Products (numbers) 41,251 40,491 44,746 1,000 items
1. Products (tonnage) 1,245 1,186 1,307 1,000 tons
1. Packaging 81,698 77,314 86,671 t
B Waste 112,125 98,738 104,963 t
l. Waste for disposal 9,362 7,788 8,086 t
of which hazardous waste 1,965 2,112 2,227 t
1. Waste for recycling 102,763 90,950 96,877 t
1. Percentage recycled 92 92 92 %
C Waste water 1,389,662 1,369,011 1,426,287 m3
I of which directly discharged 582,695 579,952 402,251 m3
1. of which indirectly discharged 806,967 789,059 1,024,036 m3
11I. Waste water, treated in neutralization plants 517,438 439,055 494,877 m3
D Vaporous or gaseous emissions
I Organic substances 76 66 68 t
1. Volatile Organic Compounds (VOC) 76 66 68 t
1. Inorganic substances 55,069 45,606 50,574 t
1. Oxides of nitrogen 54 46 42 t
2. Carbon dioxide* 55,015 45,560 50,532 t

! Metals (steel, copper) and plastic granulates

2 Paints, enamels

3 0ils, emulsions, solvents, acids and caustic solutions

4 Excl. electricity generation, district heating and transport operations

The representation of the input-output streams includes sented via figures. The continuous and structured collec-
all locations and factories in which BSH carried on produc- tion of environmentally relevant data is an essential

tion during the report year (as of 31.12.2010). The new requirement for indicating improvement potentials. From
assembly line for washing machines at the St. Petersburg the total amounts, specific key figures are formed that are
(Russia) location, which went into operation in July 2010, used to calculate consumption and emissions in regards

is not yet included in the statistics for 2010. Based on the  to all the produced appliance tonnage. This allows an
input-output model balance, BSH includes all environmen-  evaluation of the environmental performance, regardless

tally relevant material and energy streams that pass of fluctuations in the production volume. In its data collec-
through our factory gates. Thus, all significant environ- tion, BSH is in accordance with international standard I1SO
mental aspects of activities at BSH locations are pre- 14031 on environmental performance evaluation.
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Incidence of accidents, BSH international
Accidents resulting in at least one day’s incapacity
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Occupational health and safety

Since 2000, BSH has recorded accidents according to uniform, cen-
trally prescribed criteria: Accidents were reported that occurred while
working in the factories and that led to at least one day of work lost
because of the accident. The rate of accidents per million hours
worked — as a key figure for the frequency of accidents — fell compared
to the previous year. The average downtime per accident as a measure
of the severity of the accident was also reduced. Of increasing impor-
tance for accident prevention was the recording and evaluation of
near-accidents and hazardous situations. Since 2007, accidents that
occurred to employees who were employed by foreign firms have been
recorded separately as part of the BSH occupational safety statistics
so that occupational safety and accident prevention could also be
taken into greater consideration by our service providers. The key fig-
ures that were determined were used for the establishment of target
values and therefore the control of measures within the framework of
the occupational health and safety management systems that are set
up in factories in accordance with OHSAS 18001. During the reporting
year, there were no fatal work-related accidents.

Company suggestions initiative

The company suggestions initiative at BSH (Top Idea) was established
in 2010 in 15 countries. 11,793 employees submitted 46,517 Top Ideas.
This means that 33 percent of all 36,048 employees who have access
to the company suggestions initiative participated actively in Top Idea
with an average of 1.29 ideas. 53 percent of all the ideas have been
successfully implemented. Since 2004, the rate of implementable sug-
gestions for improvement has been more than 50 percent. An annual
net benefit of over 200 million euros has accrued to BSH from all the
ideas of the past decade.

Education and qualification

Capable and motivated employees, as well as excellent managers, are
a fundamental basis for ensuring business success. Comprehensive
education and qualification measures make it possible for BSH to find
the most suitable employees for the company, to retain them, and to
support and develop them. One focus in 2010 was the expansion of
demand-oriented qualification programs. Investments in education and
qualification in 2010 throughout Germany were a total 18.2 million
euros (previous year: 17.4 million euros).

Tailored careers for new recruits

As a part of our entry programs, we offer dedicated school graduates
and university graduates a Tailored Careers for New Recruits program
(“Einstieg nach Mass”) with many opportunities for a career start. A key
component of the program is dual professional training in various occu-
pations, such as in mechatronics, electronics, industrial sales and IT.
In addition to Germany, BSH is also implementing this professional
training concept in China and Turkey. In 2010, 770 apprentices learned
a profession at BSH (previous year: 735). BSH makes it possible for
committed high school graduates to study at a “DH” (cooperative state
university). Several specific trainee programs, which prepare high
school graduates in a targeted manner for later technical, managerial
and project tasks, complete the portfolio of entry programs.



The BSH Academy

During the last ten years, more than 90,000 participants attended
training courses at the BSH Academy Corporate. Overall, 5,440 pre-
sence training and 50,000 web-based training courses were held dur-
ing this time period. The qualification program at the BSH Academy
is available worldwide for employees through a learning platform in
German and English, which are the official languages for the Group. To
continuously improve leadership quality, an international leadership
qualification program for managers that was started in 2009 was
implemented worldwide in 2010. This program is based on leadership
principles and the BSH competence model, and is designed to have

a practical orientation. In 2010, 11,209 participants worldwide com-
pleted online compliance training. Training in compliance is available
in eleven languages.

Employee structure and employment

Worldwide, the average age of our employees fell in 2010 to 38.1 years
(previous year: 38.6 years). The average length of service decreased
marginally to 10.5 years. It is especially high in Germany at nearly 17
years, followed by Austria at 14 years. In 2010, approximately 3,200
employees were recruited. The number of apprentices and trainees
worldwide in 2010 was 798 (previous year: 765).

Internationalization

The increase in international deployment supports unchanged the
internationalization of BSH. As of December 31, 2010, 199 German
expatriates (previous year: 194) were working abroad in 32 different
countries, as well as 86 inbounds at German BSH sites (previous
year: 71). In addition, there were, just as in the previous year,

25 cross-country transfers, i.e., assignments between foreign sites.
A total of 17 countries deployed staff. International, Group-wide
junior talent pools are used to identify and to promote suitable per-
sons with high potential worldwide in a targeted manner. The Inter-
national Executive Pool (IEP), for example, consists of 97 junior
managers from a total of 18 countries.

Career and family

Flexible work schedules have been implemented in 19 of the 21 largest
BSH companies and thus introduced for 99 percent of its employees.
These schedules offer good conditions for balancing career and family
—an issue that is important not just for women but is also becoming
increasingly important for men. In the 21 largest BSH companies, part-
time work is possible for approximately 73 percent of BSH employees:
approximately 61 percent of BSH employees in eight countries can use
teleworking. In Germany, the part-time proportion is 9.9 percent;
worldwide, it is approximately five percent. Approximately 99 percent
of BSH employees in the 21 largest companies have the option to take
parental leave or are entitled to similar arrangements.

‘ SOCIAL INDICATORS ‘ INDICATORS

BSH Academy
Number of participants
25,000

12,500

2005 2006 2007 2008 2009 2010
I Presence training [ Web-based training

Compliance training (web-based)

Employees by region

23% Asia 33% German

1% Latin America

3% North America —

19% Western
Europe
(excl. Germany)

As at December 31, 2010

21% Eastern Europe
(incl. Turkey)
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Overview of employee benefits 2010 Equal opportunities
Percentage of Of the approximately 42,800 employees at BSH, approximately 29 per-

employees”) cent are women. Providing them with the same opportunities as men
is a principle at BSH and is exercised in practice. The proportion of
women in middle and upper management currently averages in total
13 percent at the German locations. Candidates for new hires may not
Flextime 96.6 98.1 be discriminated against because of gender, age, religion or origin.
Across the Group, BSH has made this mandatory with its signing of
the Global Compact of the United Nations 2004. At BSH locations in
PErime werns 775 72.9 Germany, the employment rate for severely handicapped persons was

at 5.7 percent.

2009 2010
Flexible Working Models:

Teleworking/home office 65.5 61.4

Parental leave 95.8 9982,

Social welfare provision

In countries where BSH operates, the current market revenues and the
Trust-based flextime 31.9 31.5 legal framework are used as a basis for determining the wages and
salaries that are paid to employees. Voluntary social services are not
standard throughout the Group, but depend on regional needs and
conditions. For this reason, BSH in Germany, for example, has a com-
Basic state provision 97.2 98.4 pany pension scheme, which is the so-called pension fund. At the
present time, a total of 43 million euros from company pensions is

Sabbatical 13.6 13.3

Social Welfare Provision

Company retirement benefits 70.3 73.7 . . . .
being paid to former BSH employees. In addition, BSH offers attractive

Additional voluntary opportunities for employee-funded company pension funds, loans to

health insurance 68.7 70.7 employees, long-service anniversary payments and special leave.

Other voluntary benefits 93.6 96.0

Donations and sponsorings
Healthcare programs 96.4 93.6 The BSH disaster relief fund “BSH Katastrophenhilfe e.V.” was estab-
lished in 1999 and is active worldwide. Since that time, BSH employ-
ees and the company have donated a total of approximately 1.3 mil-
lion euros for people in disaster areas. Last year, support was focused
*) Degree of coverage: The figures relate to the 21 largest on helping the earthquake victims in Haiti and the victims of the flood
BSH companies, which means 99 percent of the total . . . . . .
number of employees disasters in Pakistan, as well as our long-term tsunami relief project,
the “Sahana Nivasa” home for children in Sri Lanka. BSH locations
and subsidiaries are also involved in numerous local projects, includ-
ing donating products for social purposes. BSH itself primarily sup-
ports measures that make young people sensitive about the impor-
tance of climate protection and resource efficiency. In 2010, for exam-
ple, this included supporting a teaching project on sustainability.
Overall, BSH in Germany has distributed approximately 250,000 euros
in monetary donations and supplies during the reporting period.

Company physician 94.0 89.1

Purchase of production material by region Supply chain

Worldwide, BSH purchases more than four billion euros of manufactur-
3% North and South America ing materials annually. The basic principle of “buying locally” applies
at every location; even in China, Eastern Europe and America, we obtain
the overwhelming proportion of our materials from local suppliers.
Since 2007, the Code of Conduct for BSH suppliers has been a part of
supplier contracts and requires all suppliers to act in accordance with
the principles of BSH. It is based on the Global Compact of the United
27%Eﬁf‘t)+ 48% Western  Nations and the conventions of the International Labour Organization

(incl. Turkey) (ILO). Our preferred suppliers for production materials (A and B suppli-
ers), who represent more than 95 percent of our total procurement
volume, have signed a corresponding statement of commitment.

22% Asia




| PROGRAM

Objectives for 2010 Achievement of objectives 2010 Objectives 2011

Sustainability management

B Materiality analysis (analysis of the issues that are ® Implemented B Implementation of a company-specific
fundamental to sustainability management) sustainability strategy
Environmental management
B Implementation of key audits at five locations B Achieved, six locations B Implementation of key audits at five
locations
B IS0 14001 certification of St. Petersburg location B Delayed until September 2011 B SO 14001 certification of

St. Petersburg location

B Further improve data quality of CO, contribution B Achieved for goods transport and customer B Improvement of data quality for office
from goods transport, customer service and office service; delayed until 2011 for office locations and in-house storage
locations locations facilities

Location-related environmental protection

B Reduction of specific energy and resource consump- M Development of specific energy and m Continuation

tion in accordance with BSH objectives (2005 —

2010):

— Energy target value: 684 kWh/t (-3% per year)

— Water target value: 1.3 m3/t (-5% per year)
— Waste target value: 79 kg/t (-2% per year)

resource consumption:

— Energy: -3% (650 kWh/t)
— Water: -7% (1.23 m3/t)
— Waste: -4% (80 kg/t)

In each case, 63% of the factories exceeded

Target values 2011:

— Energy: 618 kWh/t (-5%)
- Water: 1.17 m*/t (-5%)
—Waste: 78 kg/t (-2%)

m Continuation

B Implement location-specific environmental objec- u
tives and programs in air pollution control and cli-
mate protection, soil and water conservation, waste
management and communications

the targets (percentage reduction) for
energy, water and waste

Product-related environmental protection

B Continue to support EU product studies on [ ]

“Eco-design”

Achieved (in particular for vacuum cleaners, |

coffee machines and cookers)

Cooperation in the development of
standards for the recycling of old
appliances

B Further improve consumption values for household ™ Achieved (see p. 25) m Continuation
appliances
B Develop BSH-wide system for hazardous material B Standard form for hazardous material decla- ® Continuing development of an in-
declaration rations and documentation system devel- house tool for Life Cycle Analysis (LCA)
oped and introduced of household appliances
Employees
B Introduction of the ERA (“Entgeltrahmenabkom- B Both objectives achieved; ERA introduced at M No new objective for 2011
men” - framework for reforming remuneration) at Berlin location and a variable remuneration
Berlin site; implementation of a variable compensa- system (Global Performance Bonus) imple-
tion system (Global Performance Bonus) mented
B Focus on leadership development (new qualification M Objectives attained and successfully imple- ™ No new objective for 2011
program, tools such as “Feedback for Management”) mented
B New version of Learning Management System B Version change for Learning Management B Completion of extension of function
System has taken place; extension of func- range for the Learning Management
tion range as planned still in process System
B Develop further measures for the requirements of B  “ERGO-Check” rolled out worldwide with B Develop further measures for the
demographic change BSH production system, “ERGO-Line” in requirements of demographic change;
Traunreut in operation; health management points of focus: knowledge manage-
measures being implemented ment, ergonomics, health mainte-
nance
B Implementation of employee survey in 22 other B All 22 countries have participated in the B Implementation of employee survey

countries; to be accompanied by measures from the

2009 employee survey

employee survey; accompaniment of meas-
ures by monitoring tool established

in 20 countries (28,000 employees);
international documentation of
measures

B Demand-driven recruiting and devel-
opment (international talent manage-
ment/qualification) of skilled employ-
ees and managers

B Sustainable positioning of BSH as an
attractive employer

B Strategic development of diversity
management

*) as published in the 2009 sustainability report



OUR SITES

Sites certified under ISO 14001

China

Germany

France

Greece
Poland

Slovakia

Slovenia

Spain

Thailand

Turkey

USA

@ Group Headquarters

@ Subsidiaries

Factories

= Cooking B Washing/Drying
B Refrigeration/Freezing ~ W Consumer Products
B Dishwashing B Motors, Pumps

Wide-coverage sales and customer service network

As at May 2011
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‘ CONTACT PARTNERS

BSH Group

BSH Bosch und Siemens Hausgerdate GmbH
Headquarters Technology Environmental Protection
and Occupational Health and Safety

Dr. Herbert Mrotzek

Carl-Wery-Strafie 34

D-81739 Munich

Telephone: +49 89 45 90-21 95

Fax: +49 89 45 90-21 48

E-mail: herbert.mrotzek@bshg.com

BSH Bosch und Siemens Hausgerdte GmbH
Corporate Communications

Stephanie Reuter

Carl-Wery-StraBe 34

D-81739 Munich

Telephone: +49 89 45 90-22 31

Fax: +49 89 45 90-21 28

E-mail: stephanie.reuter@bshg.com

Environmental management officers
for the regions

BSH in Spain

BSH Electrodomésticos Espafia, S.A.

José Angel Ruperez

Telephone: +34 9 76 57-8113

E-mail: jose-angel.ruperez@bshg.com

BSH in Turkey

BSH Ev Aletleri Sanayi ve Ticaret A.S.
Jan Bellenberg

Telephone: +90 282 736 66 28
E-mail: jan.bellenberg@bshg.com

BSH in China

BSH Home Appliances Co., Ltd.
Baocheng Sang

Telephone: +86 025 85 43 99 88-71 00
E-mail: baocheng.sang@bshg.com

BSH in the USA

BSH Home Appliances Corporation
Ricky Tucker

Telephone: +1 25 26 36-43 24
E-mail: ricky.tucker@bshg.com
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B Konzern-Geschéftsbericht 2010

B Group Annual Report 2010

B Verantwortung fiir Umwelt und Gesellschaft 2010
B Environmental and Corporate Responsibility 2010
Corporate Communications

Telephone: +49 89 45 90-28 09

Fax: +49 89 45 90-21 28

E-mail: corporate.communications@bshg.com
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