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Spatial and Temporal Coordination
The period under review is the calendar 
years of 2006 and 2007. The main fi nancial 
data relates to the 2006/2007 business year, 
which ended on 30.06.2007.
Unless otherwise stated, this report covers 
both domestic (within Germany) and inter-
national business locations. 

The fourth sustainability report replaces the 
report from 2006. It is available in both the 
German and English languages. In accord-
ance with the biennial cycle, the next Miele 
sustainability report will be published in 2010. 

www.miele-sustainability.com

Improvements in the Sustainability Report
The 2008 Miele Sustainability Report is the 
fi rst report that we have produced, which 
applies the guidelines of the Global Reporting 
Initiative (GRI G3). A detailed GRI Index can 
be found at www.miele-sustainability.com. 
Additional information regarding all sectors 
can also be found here, as can a detailed 
collection of data and facts. The printed 
version of the report is a summary of the 
most important information. It should be 
used for orientation purposes, as well as to 
provide a basic level of information. Fur-
thermore, the report is based on the results 
of an international stakeholder survey for 
the fi rst time.

Identifying the Report’s Topics 
Miele analysed the signifi cance of various 
aspects to identify the most relevant report 
topics. These were largely derived from a 
survey of 32 relevant stakeholders, con-
ducted between March and April 2008. The 
topics named by the stakeholders were then 
evaluated for their importance to Miele by 
the various departments.

Scope of the Report

www.globalreporting.org

In this, Miele & Cie. KG’s fourth sustainability report, the 
company has set itself the target of producing a transparent 
report for its stakeholders, which details fi elds of activity 
and strategies in the relevant sectors of corporate social 
responsibility. This report demonstrates how seriously Miele 
takes this responsibility, as well as how sustainability is 
approached within the company as a whole. In addition, 
targets and challenges are described and progress made 
within the fi eld of sustainability is reported.

 Notes about the Symbols

  Link to Miele website

  Link to external website 

Throughout this report references are made 
to employees: these are to be understood to 
refer to both female and male employees. 

www

www

www

www



1956 
First automatic
washing machine

1899 
Miele & Cie. 
founded, 
production of 
cream separators

1900 
Development of butter 
machines and washing 
machines

1912 – 1914 
Construction of cars 
(125 vehicles)

1914 
First powered washing 
machine with integrated 
electric motor

1924 – 1960  
Production of 
bicycles and 
motorbikes 

1927 
Construction of the fi rst 
vacuum cleaner

1929 
Construction of the 
fi rst electric dishwasher 
in Europe

Quality, Tradition and the Power to Innovate - 
These are the Values that Represent Miele.

Since its foundation in 1899, the Miele Company has followed 
the motto „Forever Better“ – an ambitious, even provocative 
maxim. Behind this motto lies the demand that the company 
places on itself and its products: to always improve and to always 
be better than the rest. This basic principle is not just a phrase; it 
is an ideology that is realised on a daily basis by the senior man-
agement and staff at Miele.

Miele is a family-owned enterprise with over 16,000 employees, 
10,000 of whom are based in Germany. The company also has 
subsidiaries in over 40 countries, and through its importers, is 
represented across the globe. Its legal status is a limited partner-
ship, owned by the Miele and Zinkann families. The majority of 
the production takes place in the eight factories in Germany. The 
company also has one factory in Austria and one in the Czech 
Republic, as well as a joint venture in China. 

Miele is a German brand with a reputation enjoyed by only a few 
international brands. The trust placed in the company is largely 
based on its excellent products. Miele manufactures premium 
household appliances and high-quality industrial equipment. All 
of the products have something in common: they feature top of 
the range technology, have long life spans and are of the highest 
quality. Miele products are claimed to be the best.

Miele – “Forever Better”



1958 
First domestic 
dryer

1978 
First washing machine, dryer and 
dishwasher to be controlled by a 
microcomputer

1997 
First message receiver 
for Miele household 
appliances 2001 

Introduction of 
the patented 
honeycomb drum

2005 
Introduction of 
touch-control 
operation 2007 

Miele produces 
its 20-millionth 
washing machine

2008 
Introduction of the Genera-
tion 5000 range of built-in 
appliances

> Miele is the only global premium 
brand for domestic appliances that is 
represented on all fi ve continents. <

www.miele-professional.com/
info/professional.html

* These devices are not produced by Miele; rather 
they are manufactured on the company’s behalf 
in accordance with Miele standards.

Domestic Appliances:

· Washing machines (front and toploaders)
· Washer-dryers
· Tumble dryers
· Rotary ironers
· Built-in ovens and wall ovens
· Hobs
· Cooker hoods
· Steam cookers
· Built-in coffee makers*
· Microwaves*
· Plate warmers
· Dishwashers
· Refrigeration devices*
· Wine storage and conditioning units*
· Vacuum cleaners

Commercial products:

· Washing machines
· Tumble dryers
· Flatwork ironers
· Washer-disinfectors and 
 industrial cleaners
· Laboratory cleaners
· Commercial dishwashers

www
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www.miele-sustainability.com   Facts & Figures
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Sylvia Wölms and Meinolf Schomäcker are a team of 
skilled advisors. In the central offi ce in Gütersloh, they 
provide customers and employees with information 
and advice on Miele products.

www
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Persuasion
QUALITY BRINGS SUCCESS
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Philosophy & Strategy
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Sustainability is not just a trend to be in-
corporated, rather, at Miele it is and always 
has been a core understanding in every part 
of the business. Paying workers what they 
deserve and treating them with integrity 
has always been a matter of course for the 
senior management at the company. The 
fact that our products are always some of 
the safest around, forms the basis of our 
principle of “Forever Better”. Furthermore, 
we regard it as our duty to ensure that 
our products do not damage the environ-
ment and that our devices help to conserve 
resources when in use. And the fact that 
our company, as both an employer and a 
manufacturer, has a responsibility to society 
is anchored into our mindset.

In order to highlight this publicly, Miele 
has been a member of the UN Global Com-
pact since 2004. We embrace the principles 
regarding human rights, working standards, 
environmental protection and anti-corrup-
tion. This report details how we adhere to 
these principles, both at Miele and with our 
relationship to our suppliers.

Dear Reader,

You have in your hands the 4th sustainabil-
ity report by the Miele Company. It is the 
fi rst report that we have produced, which 
has been modelled on the guidelines of 
the Global Reporting Initiative (GRI), and 
the fi rst that includes a survey of interna-
tional stakeholders. Both of these aspects 
have had the aim of further improving the 
sustainability report: by responding to the 
interests of the stakeholders, and by dem-
onstrating how Miele “lives” the principle 
of sustainability in a transparent manner.

We have named our new sustainability 
report “Responsibility for Generations” and 
we believe that this title epitomises what 
the management of Miele has represented 
since it was founded back in 1899. Miele has 
been manufacturing equipment for domes-
tic and commercial use for generations and 
all of these products have been created with 
quality, long life and the conservation of 
natural resources in mind. We are taking re-
sponsibility for the generations that use our 
products – both today and in the future.

Foreword by the Miele Senior Management

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society

Dr. Reinhard Zinkann, 
member of the board of senior management at Miele

Dr. Markus Miele, 
member of the board of senior management at Miele
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Climate change and the forecasted lack of 
resources are two of the greatest challenges 
facing mankind and we are confronting 
these topics in our search for new materials 
and technology. One example is the tumble 
dryer that Miele is currently introducing: 
it features heat pump technology and sets 
new standards with regards to saving energy 
– right at the time when energy prices are 
increasing. 

Demographic change is a further challenge 
that we are confronting. We are doing this 
both by creating user-friendly products, which 
can be used by all generations, and by en-
couraging women to embark upon technical 

careers to obviate the skills shortage.

In order to help combat these challenges, 
during the period under review we have in-
vested over 177 million euros in new equip-
ment and production methods, to ensure 
that they fulfi ll the latest environmental 
protection standards. Over the next fi ve 
years we plan to expand our manufacture 
of electronics at the Gütersloh plant. 22.5 
million euros has been invested. We aim to 
further develop our expertise in the pro-
duction of electronics and thus to increase 
our ability to innovate and to continue to 
develop improved products. This will help 
us to gain and maintain customers and to 
remain a commercial success.

Miele’s philosophy of sustainability has 
seen the company reach a high standing 
and gain a good reputation and we are 
proud of this achievement. But we do not 
want to rest on our laurels; rather we want 
to use this as an incentive to continue to 
be “Forever Better”.

We wish you an inspiring read! 

Dr. Reto Bazzi, Miele board member
responsible for Sales and Marketing

Dr. Eduard Sailer, senior manager 
responsible for technology

Horst Schübel, responsible for Finances, 
Controlling and Adminstration as board member
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The fi rst principle demonstrates its impor-
tance for Miele:

“Our aim is to produce and market durable prod-
ucts of the highest quality using procedures that 
are both economically and ecologically sound. The 
products should not only offer a high level of per-
formance, effi ciency and safety, but they should 
also have as little impact on the environment as 
possible, throughout their whole lifespan.“

As well as abiding by its own principles, 
Miele is obligated to abide by and apply 
international guidelines: Miele has been 
a member of Global Compact – a United 
Nations initiative – since 2004. Miele 
acknowledges the minimum social, eco-
logical and economical standards, which 
– as formulated in ten principles – have 
been a key part of Miele’s company policy 
since the company was founded. 
The CECED Code of Conduct has similar 
targets. In 2005, Miele’s senior management 
signed the code of conduct of the European 
umbrella organisation for the household 
appliance industry. This created a non-
binding code that largely conforms to the 

A look into a commercial washer Dishwashers in times gone by

Company Philosophy

At Miele company responsibility is more than just a trendy 
slogan. It has been the maxim of senior management 
since the company was fi rst founded and remains so to 
this day. Miele has a responsibility to its customers, its 
staff, to society and to the environment, as well as to 
subsequent generations. As a commercial enterprise, 
Miele has a duty to grow and be successful on an eco-
nomic level. That is sustainability; that is Miele.

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society

Company responsibility and sustainable 
business have been a key part of the com-
pany philosophy since the word go and 
have been formulated in eight principles. 

1996 
The Miele Group releases its 
fi rst Environmental Report

2005 
Obligation to 
adhere to the 
CECED Code of 
Conduct

2004 
Company-wide obliga-
tion to adhere to the 
SA8000 Social Standard 
and entry to the UN 
Global Compact

Milestones & Timeline

2008 
Publication of the 4th 
Sustainability Report, the 
fi rst to be modelled on the 
GRI G3 guidelines, in print 
and online
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www.miele-sustainability.com   Philosophy & Strategy 
 Company Philosophy   Company Principles

www.miele-sustainability.com   Philosophy & Strategy 
 Company Philosophy   Milestones

“A clear commitment to 
company responsibility is 
evident at Miele – issues of 
sustainability are given top 
priority.” 
 
Dr. Oliver Blank, CEO, 
German Electrical and 
Electronic Manufacturers’ 
Association (ZVEI)

Challenges and Targets
The largest challenge is to sustain economic 
success and to maintain financial independ-
ence. Miele has the enviable position of 
being free of external finance. Here, growth 
has always come from within and has been 
financed by the company’s own means. The 
important – if not the key – issues of the 
present and the future are climate protec-
tion and the conservation of resources. 
Keeping within the tradition of the com-
pany motto “Forever Better”, Miele will 
continue to do everything in its power to 
produce the best appliances whilst having as 
little impact on the environment as possi-
ble. This has long been a focal point within 
the development and production stages of 
an appliance. In the future, environmental 
protection will also play an increased role 
in the marketing and communication  
departments.

Global Compact and the requirements of 
the SA8000 standard. Key issues include fair 
working conditions and protecting the envi-
ronment. The code of conduct was adopted 
by the Miele management system and com-
municated throughout the company. Miele, 
along with the other companies taking part, 
provides regular reports detailing how the 
code is being applied.

Company Strategy
The international guidelines, together with 
the company philosophy and its eight 
principles, form the company’s strategy and 
its sustainability management, which is 
integrated into this.
As far as Miele is concerned, only one thing 
can stand in the centre of a domestic appli-
ance manufacturer’s strategy considerations: 
people; those that buy the products and that 
use them in their private spheres. Everything 
centres on the needs of the customer, and 
this includes both economic and ecologi-
cal aspects. The company’s main task is to 
produce high quality, durable and environ-
mentally friendly domestic appliances and 
to act in a socially responsible manner.

www.unglobalcompact.org

www

www.ceced.org

www

2008 
Formulation of a 
companywide code 
of conduct for fighting 
corruption

2008 
Miele & Cie. 
KG recertified in 
accordance with 
ISO 9001 and ISO 
14001

2010 
Miele & Cie. KG 
recertified in accor-
dance with DIN EN 
ISO 13485

2009 
Hong Da location 
certified in accordance 
with ISO 9001

2008 
Locations in 
Germany, Austria 
and the Czech 
Republic certified 
in accordance with 
SA8000

Miele_engl_18.12-neu2.indd   7 08.01.2009   10:49:08 Uhr
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During the 2006/2007 fi nancial year, Miele 
Group’s turnover increased by just under 
eight percent to 2.74 billion euros, the 
highest rate of turnover in the company’s 
history.

With regards to unit production, the com-
pany has also clearly exceeded the previous 
year’s sales fi gures in all divisions of do-
mestic appliances. The various new types 
of appliances and numerous product im-
provements have allowed Miele to sell over 
three million large appliances for the fi rst 
time. This represents an increase of at least 
ten percent. The new laundry care lines 
were so successful that Miele was able to 
sell over 890,000 Miele washing machines 
and around 385,000 tumble dryers. Record 
sales were also reached for dishwashers, 
with almost 600,000 appliances sold.

Miele Abroad
Meanwhile, the Miele subsidiaries recorded 
an above-average development abroad. 
There the turnover increased by a good ten 
percent to 1.95 billion euros; in Germany 
it increased by 2.5 %. The level of Miele 
Group turnover recorded abroad increased 
to 72 %. This success can be traced to the 
company and sales strategies, which have 
both been geared towards growth.

The 2006/2007 Financial Year

In the 2006/2007 business
 year, the turnover of the 
Miele Group increased 
by approximately 8 % to 
2.74 billion euros, the highest 
increase in profi ts in the com-
pany history. The turnover of 
the Miele-subsidiaries abroad 
increased by about 10 % to 
1.95 billion euros, in Germany 
by 2.5%.

Miele’s company motto is “Forever Better”. It is an ambi-
tious concept that provides constant stimulation. The fi g-
ures from the period under review vouch for the success of 
this philosophy. In 2007, for the third year in a row, Miele 
achieved record fi gures.

Main entrance at Gütersloh

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society

3.0

2.5

2.0

1.5

1.0

0.5

2003/04 2004/05 2005/06 2006/07

2.15 2.26 2.54 2.74

Miele Group turnover in billion euros
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www.miele-sustainability.com   Philosophy & Strategy 
 The 2006/2007 Financial Year   Awards

The largest percentage increase in turnover 
for Miele was recorded in Russia and the 
CIS states, as well as in the whole of Eastern 
Europe; from the Czech Republic to Hun-
gary and Poland. The demand for Miele 
appliances continues to grow in the Eastern 
European markets and overseas. Miele is 
specifi cally targeting these markets and at 
the same time the purchasing power is in-
creasing there, as proven by the sales fi gures 
from the last few years. 

During the 2006/2007 fi nancial year, Miele 
has invested exactly 177 million euros, just 
under 31 % more than in the previous year; 
more than 108 million of which has been 
invested in Germany.

Challenges and Targets 
Miele’s global position as a premium brand 
is receiving more and more acknowledge-
ment. The company invests in new markets 
and promotes the development of subsidi-
aries. Additional locations will be added in 
2008. Eastern Europe, Asia, and also Latin 
and South America, are key markets. The 
new branch in Chile set the ball rolling 
here in 2007.

The business strategy focusing on expan-
sion is one of three columns on which Miele 
is building. The other two are marketing 
concepts and innovative product develop-
ments, which are tailored for the individual 
markets and always based on the customers 
and their national habits. The company 
is convinced that this strategy will con-
tinue to be successful and predicts that a 

record turnover will be achieved in 2008. A 
healthy growth and ensuring the fi nancial 
independence of the business are the con-
ditions Miele sets for further investment. 
Over the next few years, over 53 million 
euros will be pumped into modernising the 
production plant in Gütersloh alone. This 
investment will strengthen Miele’s com-
petitiveness and form the basis for further 
economic success as a producer of top-
quality products.

Miele is a company and a 
brand that has a great deal 
of confi dence placed in its 
products. And so 2007 was a 
year in which the Miele com-
pany brand was awarded with 
three honours: “best brand”, 
“Superbrand” and “Most 
Trusted Brand”.

best brands:
www.bestbrands.de

Superbrands: 
www.superbrands.com

Most Trusted Brand: 
www.rdtrustedbrands.com

Awards 2006/2007 www

www





Sustainability Management

Synergies 
THE INTEGRATED 

MIELE MANAGEMENT SYSTEM
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Organisation and Implementation

· Quality management for medical 
 products (DIN EN ISO 13485)
· Social standards (SA8000)
· Environmental management 
 (DIN EN ISO 14001)

The Miele management system is far more 
than just a system of rules; it is an attitude 
to work that is lived throughout the com-
pany on a day-to-day basis. The improve-
ment process is ubiquitous: it is applied 
and strived towards on a constant basis. 
When communicating with suppliers, trade 
partners, service providers and authorities, 
value is placed on recognising potential for 
improvement and receiving suggestions.

The basic targets are revised by senior 
management annually and are reformu-
lated where required. The works managers 
and heads of department are responsible 

A comprehensive and continuous improve-
ment process is a key part of this manage-
ment system. This is defi ned in the sixth 
principle of the company’s philosophy. 
The management system also guarantees 
that Miele complies with all relevant laws 
and standards. The following topics and 
standards are covered:

· Health and safety at work 
 (in accordance with OHSAS 18001)
· Product liability 
· Product safety
· Quality (DIN EN ISO 9001) 

Subsidiaries
Worldwide

Central Sectors
Operation Manager

Factories
Factory Manager

The Miele Management System

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society

In
te

rn
al

SENIOR MANAGEMENT

Targets & Measures

Health and Safety at Work, Product Liability, 
Product Safety, Quality, Quality Management 
for Medical Products, Social Standards, 
Environmental Management

Operative 
Implementation

Recom-
mendation

Since 1992, the implementation of company principles has 
been ensured by an effective management system that has 
been integrated into all sectors of the company. All of the 
relevant topics are gathered and managed systematically 
across all locations.

Strategic 
Aims

Audits

Review

Ex
te

rn
al
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www.miele-sustainability.com   Sustainability 
Management   Miele Management System

www.miele-sustainability.com   Philosophy & Strategy
 Company Philosophy   Company Principles

www.sa-intl.org

“Miele is a proactive 
trading company. This 
is particularly evident in 
the implementation of 
the SA8000 social stand-
ard, which also plays a 
key role in the selection 
of suppliers.” 

Dr. Günther R. Reinelt, 
Head of Central Purcha-
sing, Miele & Cie. KG

for applying and adhering to guidelines. 
They appoint trained delegates for the 
various areas of the management system 
and provide regular reports on improve-
ments made. Processes are monitored by 22 
internal auditors, meaning that variances 
can be identifi ed early and can be addressed 
with appropriate measures. In addition, an 
external audit takes place at all German-
speaking locations, as well as in Unicov, 
as part of a matrix certifi cation. A central 
review by senior management takes place 
on an annual basis, to evaluate the manage-
ment system as a whole. 

In principle, the Miele management system 
is applied at all locations. All factory loca-
tions have been certifi ed in accordance 
with ISO 9001, ISO 14001 and SA8000* (not 
including China). The relevant systems are 
currently being established in the factories 
in Hong Da/China. Those responsible for 
implementing the Miele management sys-
tem have completed training sessions, e.g. 
on “Product Safety Standards in China and 
International Requirements” and on “Law, 
Auditing and Delivery Chain Management”.

Since 2004, all active suppliers have been 
checked on a continuous basis to ensure 
that they adhere to SA8000. The suppliers 
are monitored using checklists and visits 
from representatives of the purchasing 
department. 

Improvements
In autumn 2007, work began on the for-
mulation of a compliance guideline, which 

www

www

was then introduced as a binding code of 
conduct throughout the whole company 
in August. All of the guidelines guarding 
against bribery and corruption concern-
ing gifts, travel and hospitality, confl icts of 
interest, donations and sponsoring, con-
sultancy contracts and secondary employ-
ment were summarised. Current obligations 
formed the basis of the code, including the 
company philosophy, the ethical purchas-
ing guidelines, the principles of the Global 
Compact, the SA8000 social standard and 
the CECED Code of Conduct.

Challenges and Targets
Since September 2007 a quality core process 
model has been implemented at Miele and 
the optimisation of the internal process au-
dit is a key target of this for 2008. The next 
recertifi cation and auditing of the manage-
ment system is due to take place at the end 
of 2008.

Certifi cation in accordance with ISO 9001 
is also due for the Chinese joint venture 
in 2009. The introduction and implemen-
tation of the SA8000 social standard and 
the ISO 14001 environment management 
standard is also due to take place there over 
the next fi ve years.

* Unicov and Bürmoos will probably be certifi ed in 
April 2009 in accordance with SA8000.





Power of Innovation
IDEAS FOR MANKIND AND THE ENVIRONMENT

Product Responsibility
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Product Design 

In order to meet these requirements when 
developing new appliances and technolo-
gies, Miele takes an approach that covers 
the entire product life cycle: the constant 
optimisation of appliances, as well as both 
consumer benefi t and environmental pro-
tection. The design stage is the most im-
portant one. Here the foundations are laid: 
the use of toxic materials in production is 
avoided; it is ensured that the appliances 
help to conserve natural resources when 
in use; and the recycling potential of the 
materials used is considered.

Lots of different departments work closely 
together during product design: Marketing 
and Market Research investigate opportuni-
ties for new products and their potential for 
improvement. Construction/Development 
contributes its knowledge to the develop-
ment of ideas. The Design team applies the 
requirements and comes up with innova-
tions that will then be tested in the applica-

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society

Miele appliances are not only characterised by their dura-
bility, constant innovations and unique design; rather they 
are also very user-friendly, have a high energy effi ciency 
and are very good in terms of their capacity to be recycled. 
Product Design has the task of applying these high criteria 
on a day-to-day basis.

Miele’s measures to reduce environmental effects along the product life cycle of a domestic appliance

Product Design

Miele follows an integrated 
product policy along the complete 
product life cycle, which always 
aims to continuously improve 
products with regards their effect 
on people and the environment.

The new computer system, CAVE, improves the design phase by providing a 
virtual presentation of the planned products

Production

· Use of materials
· Use of energy
· Emissions
· Waste

· Environment management system
· Best technology available
· Use of secondary materials
· Avoidance of toxic materials

Logistic

· Emissionen (e.g. CO2, soot particles)
· Noise
· Traffi c

· Environmentally-friendly transport
· Short delivery routes
· High utilisation

The insights resulting out of the 4 phases is incorporated in the product design.
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Achievements
Miele has been optimising the complete 
concept of product responsibility on a 
continuous basis since the company‘s incep-
tion. The result: Miele’s appliances last 
longer than the rest. Miele tests its appli-
ances to ensure that they have a lifespan of 
20 years and is the only company to do this.

The consumption values of household ap-
pliances have been continually reduced, 
whilst their performance and convenience 
has been increased. In the case of domestic 
washing machines, the water consumption 
has been reduced by 42.4 % since 1990, 
whilst the electricity consumption has 
been reduced by 29.2 %. All Miele washing 
machines and dishwashers across the globe 
have the energy-effi ciency category A. Over 
95 % of refrigeration devices are classifi ed 
with A, A+ or A++. Miele has thus been 
fulfi lling the EU “Eco Design Requirements 
for EUP” directive, which regulates the in-

tion laboratory. This whole process is moni-
tored by experts in Quality Management 
and the Environment Offi ce to ensure that 
departmental standards and legal specifi ca-
tions are adhered to, and also to provide 
expert knowledge. And so, environmental 
concerns are systematically integrated into 
the product design phase using checklists 
and specifi cation sheets.

Miele has been using scenario technology 
since 2006. This helps to identify risks and 
opportunities early on in the development 
phase and allows research and development 
strategies to be applied. Taking laundry 
care products as an example, possible sce-
narios for the year 2020 are systematically 
gathered and strategies are developed and 
measures decided upon. At the same time, 
a constant monitoring system for strate-
gic early diagnosis has been created and 
integrated into the standardised innovation 
management process.

Environmental effects

Measures taken by Miele

Each year more than 
seven percent of the 
annual turnover – 150 
million euros in 2007 – 
is invested in research 
and development.

“The development of ap-
pliances with innovative 
technologies, low prone-
ness to defects, long life 
cycles and maximum eco-
nomic potential are the 
key issues of sustainability 
that a manufacturer of 
household appliances 
must consider. Miele 
has been meeting these 
demands for years and is 
a market leader in many 
of these aspects.” 

Elke Wieczorek, Vice-
President of the German 
Federation for Housewives

Usage Phase

· Water consumption
· Energy consumption
· Indirect CO2 emissions
· Wastewater contamination

· Low consumption values
· Long lifespan
· Update function
· High-quality maintenance and  
  repair service

Disposal

· Disposal of harmful substances

· High level of potentially recyclable 
  material
· High recyclability
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www.ecotopten.de

www

www.test.de

tegration of environmental aspects into the 
design of energy-driven products, for years. 
The avoidance strategy concerning toxic 
materials obviates environmental problems 
before relevant laws are brought into effect. 
Many toxic substances have never been 
used by Miele, or have been replaced years 
before they were banned. In cooperation 
with suppliers, Miele has ensured that all 
products brought into the market since 1st 
July 2006 have been in accordance with the 
specifications of the EU RoHS directive. 

The materials used are generally recognised 
as safe for later re-use. Miele manufactures 
approximately 70 % of all plastic parts 
itself. They are mainly made from materials 
generally considered as physiologically safe, 
like acrylnitrile-butadiene-styrene, polyeth-
ylene or polypropylene. The high levels of 
metal used – e.g. over 85 % in washing ma-
chines – is a guarantee for a conservation of 
natural resources, as metals have excellent 
recycling properties. 

Challenges and Targets
Miele is constantly required to recognise 
ecological and societal trends early on and 
to treat them accordingly so that it can 
remain the leading premium manufacturer 
of domestic appliances.

In view of the ever-increasing lack of re-
sources, Miele is striving to create further 
energy savings in its appliances. One target 
is to reduce the electricity consumption of 
washing machines to under 0.17 kWh/kg 
dry laundry by 2009. Tumble dryers with 
heat pump technology are about to be 
launched. Alongside the reduction of noise 
emissions, Miele is also trying to achieve an 
even more efficient usage of detergents in 
washing machines and dishwashers. 

Furthermore, future changes to consumer’s 
needs, e.g. through the ageing of society, 
will mean that new paths will have to be 
trodden in product design. Miele is already 
working in line with the concept of “Uni-
versal Design” today. This includes auto-
matic functions that can be used by inexpe-
rienced users or people with handicaps, as 
well as sensor-managed programmes that, 
in the case of dishwashers for example, 
automatically recognise the dishes’ level of 
soiling and treats them accordingly.

Philosophy & Strategy	 Sustainability Management	 Product Responsibility	 Employees	 Society

Awards

Stiftung Warentest
In 2007, the German product test founda-
tion awarded six Miele appliances as the 
“Best Appliance in the Test”. International 
product tests also confirm this. 

EcoTopTen
In its consumer information campaign 
“Eco Top Ten”, released in 2006, the in-
dependent Öko-Institut e.V. quoted Miele 
appliances as being particularly economi-
cal and environmentally-friendly. 

www.miele-sustainability.com   Product Responsibility   
 Product Design   Test Results

www.miele-sustainability.com   Facts & Figures
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Miele demands that its suppliers use 
environmentally-friendly technology and 
substitutes, and asks that the parts can be 
recycled in an environmentally-friendly 
way. This is confi rmed with all suppliers 
through the use of checklists. Pre-requisites 
for this are an established quality manage-
ment in accordance with ISO 9000 ff. and 
an environmentally-friendly approach in 
accordance with ISO 14001.

The equipment, including technical equip-
ment, and processes used in Miele factories 
are optimised for their energy-effi ciency. In 
2007, the energy consumption was reduced 
by 7.7 % in comparison with the previous 

Environmental management, based on 
the ISO 14001 standard, is part of the 
integrated Miele management system. The 
works managers are responsible for this in 
the production phase. Adhering to valid 
standards like RoHS and, more recently, 
implementing REACh, are self-evident. 

Environmental Protection in Production
Miele is very conscious of the environmen-
tal effects of its production of domestic ap-
pliances. With a level of vertical integration 
of almost 50 %, which is unusually high for 
the sector, the company takes on a large 
responsibility.

The company’s own desire to continue to 
improve the company’s environmental 
protection is particularly obvious in this 
phase of the product life cycle: Right from 
the word go, the planning of equipment 
and processes is based on avoidance, reduc-
tion and recycling. Environmental equip-
ment and processes have been developed 
by Miele and continue to be optimised. 
Key pre-requisites include using the best 
technology available and monitoring and 
controlling the environmental effect using 
environmental fi gures. These allow senior 
management to set targets and to plan nec-
essary investments for particular measures 
to be implemented. 

Training programmes teach employees 
about environmental protection and, as 
part of the company suggestion plan, staff 
are encouraged to make suggestions for 
environmental improvements.

Production and Logistics

Miele places the highest priority on environmental protection
in production and sales across the company. An effective 
environmental management system ensures that resources 
are handled carefully, and energy, emissions and waste are all 
reduced. In order to achieve a positive environmental bal-
ance, the Production, Product Packaging and Transport and 
Logistic sectors are all integrated into this system.

Electric melting furnace in the foundry

In the 2006/2007 fi nancial 
year, the money spent on 
protecting the environment 
rose by 1.64 % to 
6,891,389 € in all factories 
(except Hong Da). 

Castings
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Environmental Protection in Product 
Packaging
Miele uses as little packaging as possible. 
The materials are ideal for recycling and are 
often recycled themselves. Miele uses main-
ly corrugated cardboard made from almost 
100 % secondary materials; untreated wood; 
polyethylene foil and as little expanded 
polystyrene as possible. The application 
of the latest packaging technology means 
that, since 1996, despite an 87 % increase in 
production, Miele has managed to limit the 
increase in product packaging to just 6.5 %.

year, despite a production increase of 5.5 %. 
The introduction of temperature controls 
in buildings meant that the heating costs 
were reduced. Between 2006 and 2007, the 
proportion of district heating from a CHP 
generation plant was increased to 75 % 
in the Gütersloh factory. This meant that 
factory energy production was reduced 
from 42 MW to under 15 MW. Regarding 
reducing emissions during the produc-
tion phase, Miele uses the latest technol-
ogy, equipment and fi lter technology, for 
example in the CO2-emission-free electric 
melting furnaces in the foundry.

Miele’s waste water management is based 
on a consistent avoidance strategy through 
the circulation of operating supplies. Waste 
water treatment equipment ensures that 
fi xed limits regarding the indirect fl ow of 
waste water into the municipal drain sys-
tem are adhered to. Regular measurements 
are taken and documented.

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society

www.miele-sustainability.com   Product Responsibility 
 Production & Logistics   Environment Management

www.miele-sustainability.com   Product Responsibility 
 Production & Logistics   Energy-saving Measures

www.miele-sustainability.com   Product Responsibility
 Production & Logistics   Emissions

Assembly staff at work Stainless steel suds container Final assembly of washing machines

www
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Environmental Protection in Transport 
and Logistics
Miele uses environmentally-friendly and 
economic means of transport and avoids 
ineffective movement. This means that the 
routes from the German factories to the 
central warehouse in Gütersloh are short 
– a massive logistical advantage that ensures 
lower costs and less damage to the environ-
ment. Goods are stored, prepared and des-
patched at Gütersloh. Some Miele domestic 
appliances destined to be exported overseas 
are transported from Minden by boat, 
train or lorry to the ports of Hamburg and 
Bremerhaven. Around 50 % of the export 
containers follow this concept. The propor-
tion of Miele products transported by rail 
is approximately 10 %.

In 2007 the number of Euro 4-classifi ed 
vehicles in Miele’s fl eet increased from 
48.4 % to 69 % and the number of light-
duty commercial vehicles increased from 
8.1 % to 27.1 %. 

Daily despatch of 1,000 tonnesOn the move in a high-bay warehouse

 Further information 
regarding targets can be 
found in the facts and 
fi gures section.

Cars

2006 2007
EURO 1 1.1 0.6
EURO 2 3.6 2.3
EURO 3 46.9 28.1
EURO 4 48.4 69.0
Total 100.0 100.0

Miele vehicle fl eet with emission standards 
in %*

Light-duty commercial vehicles 

2006 2007
EURO 0 0.9 0.5
EURO 1 5.4 2.7
EURO 2 3.3 2.9
EURO 3 82.3 66.9
EURO 4 8.1 27.1
Total 100.0 100.0

*Rounded numbers
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In order to keep domestic appliances up-to-
date with the latest needs, Miele has been 
offering the Update Function to update 
programmes since 1995. These ecological 
methods mean that the constant need to 
replace household devices becomes a thing 
of the past. Moreover, the well-developed 
customer service guarantees wide-ranging 
support and has replacement parts for up 
to 15 years after the product has been taken 
off the production lines. 
Since 2004 Miele has offered domestic ap-
pliances that can be networked and control-
led by using Powerline technology. A more 
recent development is that Miele domestic 
appliances can now be connected to other 
bus systems in a house via a gateway. The 
networked household gives the customer 
more convenience, additional security and 
a wide-range of services. The Miele@home 
system is of particular advantage for less-
able pensioners or people with disabilities.

Challenges and Targets
By connecting appliances to complex house 
bus systems, Miele has created several ad-
vantages for the consumer. The networking 
means that Miele appliances can be shown 
on displays and controlled from there. This 
system allows for the implementation of 
innovative energy management scenarios, 
which can even be combined with other 
devices in the house, for example with the 
heating or lighting systems. 

Miele allows its customers to infl uence their 
levels of consumption: the Energy Saving 
programme, for example, allows customers 
to wash and rinse in keeping with require-
ments. In the case of ovens and wall ovens, 
automatic programmes and functions such as 
residual heat utilisation help to limit energy 
consumption. The AllWater washing machine 
offers savings potential through the use of 
non-mains and hot water. The AllWater’s 
hot-water operation allows for energy savings 
of up to 43 % – recently confi rmed by the Eco-
logical Institute in Freiburg. All dishwashers 
have also been made suitable for connection 
to a hot-water supply many years now. 

The usage phase of domestic appliances accounts for 
around 90 % of the total energy expenditure during the 
product life cycle. This is the challenge that Miele faces and 
the answer is to continuously seek to optimise the energy-
effi ciency of appliances. Furthermore, Miele offers its cus-
tomers optimised functions and services, which are in line 
with customers’ requirements and gentle on the environ-
ment throughout the appliance’s 20-year life cycle. 

Usage Phase

Operational concepts that connect generations

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society
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www.miele-sustainability.com   Product Responsibility          
 Disposal   Materials in a Washing Machine

www.miele-sustainability.com   Product Responsibility                
 Disposal   Disposal Systems

Challenges and Targets
The recycling of disused refrigeration appli-
ances is of particular importance. At least 
90 % of HCFC still present in old cooling 
devices is to be retrieved and disposed of 
in an environmentally-friendly way. For 
this reason, Miele has specifi ed treatment 
and recycling goals for its disposal partners. 
In the future, Miele will continue to place 
a high priority on recycling, at least until 
alternative methods come into being.

Miele domestic washing machines are 85 % 
metal; with commercial machines this fi g-
ure is almost 90 %. This high proportion of 
metal and other recyclable materials makes 
a large contribution to effi cient recycling. 
In order to improve manual disassembly, 
Miele has reduced the types of materials 
and number of different screws used and 
labelled the plastic parts in accordance with 
the international standard DIN ISO 11469.

With regards to older appliances, in 29 Euro-
pean countries Miele has either set up its 
own return and recycle system or partici-
pates in collective systems. The aim is to be 
able to recycle old appliances in an ecologi-
cally-friendly and economically-viable way, 
either by returning the materials to the 
business cycle or by using an alternative 
recycling procedure. Miele played a decisive 
role in setting up the systems required for 
the implementation of the EC WEEE direc-
tive (Reduction of Waste Electronic and 
Electrical Equipment). Furthermore, Miele 
is active in diverse study groups, which deal 
with the topic of waste and disposal, both 
at a national and at an EU-level.

Miele is active in all EU member states and 
in other countries with regards comprehen-
sive return systems for recyclable product 
packaging. The disposal systems in place in 
each of the countries ensure that the mate-
rials used for transportation and packaging 
are returned to the business cycle.

Disposal

With the securing of environmentally-friendly disposal, Miele 
completes the product life cycle of its appliances: Miele has 
incorporated the experiences of the waste disposal industry 
in recycling procedures into the Product Design stage and, in 
cooperation with disposal partners, is actively promoting the 
optimisation of recycling procedures.

Between 2005 and 
2007, the number of 
different screws used in 
washing machines and 
dryers was reduced by 
around 27 %.

The Miele Return and Recycling System for Used Electrical 
Domestic Appliances

www

Miele

Specialist Retail/
Professional Tradesmen

Household

Disposal 
Partners

Recycling

Public Collection Points 
for Old Appliances

Cooperation 
Agreement

Old 
Appliances

Old 
Appliances

Old Appliances
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The Miele employees

Miele employees are used to communicat-
ing with one another and the company 
spirit has always fostered interpersonal 
communication. This contributes to the 
fact that the employee fl uctuation rate is 
comparatively low. Over the last ten years, 
the fl uctuation rate within Germany has 
averaged at 1.86 %. In 2007 it was even 
lower, at 1.05 %. 112 people left the com-
pany in 2007. During the period under 
review no jobs were relocated abroad and 
no forced resignations occurred at Miele. 
On the contrary, the number of employees 
rose at a rate of over 4.4 % in relation to the 
increase in unit production, in order to stay 
inline with the company’s growth rate.

The two jubilee events that take place each 
year are a tradition within the company, 
and not without reason: Over 9,500 people 
have celebrated jubilees throughout the 
company history, and these people have 
contributed to the success of the Miele 
brand by working for the company for 25, 
40 or even 50 years. 

The company’s founders and their succes-
sors have always valued this contribution. 
As a family enterprise, Miele is as duty-
bound to its staff as it is to its customers 
and to the general public. In order to fulfi l 
its responsibility to its employees, extensive 
social services have been established for the 
staff and these will be described on the fol-
lowing pages.

A fl at organisational structure across all 
departments means that employees have 
the chance to develop their skills, whilst 
short paths for decision-making give the 
individual the opportunity to experience 
a great deal of responsibility, individuality 
and fl exibility.

At the end of 2007, 16,091 
people worked for, and identi-
fi ed themselves with, the com-
pany across the world. Every 
one of these employees bears 
responsibility for the implemen-
tation of the motto “Forever 
Better”. The employees are 
aware of this and apply it on 
a daily basis at work.

Developing high quality and innovative products is not an 
automatic process: It is those people who have absorbed 
the Miele philosophy of quality and who spend each day at 
their work place who are responsible for this. Without their 
dedication and their creativity the company would not be 
a success, in fact, it would not exist at all.

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society
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15,088 14,727 15,410 16,091

Total staff of Miele & Cie. KG
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TOP Employer

Trendence Institut Berlin

Corporate Research Foundation

Fair Company – 
A better chance for graduates

www.sa-intl.org

“Miele distinguishes 
itself from its competitors 
due to its loyalty to its 
location and the enor-
mous responsibility it has 
towards its employees. 
The future challenge is to 
retain qualifi ed employees 
whilst maintaining cost 
effi ciency.”

Karsten Tacke, Managing 
Director and head of the 
department for tariff and 
social policy at Gesamtmet-
all, Employers‘ Association 
for the Metal and Electrical 
Industry (Gesamtverband 
der Arbeitgeberverbände 
der Metall- und Elektro-
Industrie e.V.)

The demands placed on the employees are 
high. A successful company needs people 
who are willing to work to keep the com-
pany at the top. Success is the best motiva-
tion; it is enjoyable to belong to the best.

Then there are those factors that turn 
employees into motivated staff: fairness 
and open dialogue, and the feeling of being 
accepted and valued as a person. It comes 
as no surprise that so many employees feel 
that they belong to the “Miele family”. 
Many members of staff working at Miele 
today are the second, third or even fourth 
generation of the same family who have 
worked for the company.

Social and Ethical Standards
At Miele it is a matter of course that each 
member of staff is treated with respect and 
in a responsible manner. The standards of 
employment were further strengthened in 
2004, when Miele undertook the obligation 
to fulfi l the SA8000 social standard in all 
of its own production locations. In order 
to ensure adherence to this measure an ex-
ternal assessor carries out inspections. The 
standard includes the following criteria:

· No child labour or forced labour

· No discrimination

· Adherence to health and safety 
 standards at the work place

· Freedom of association and collective 
 bargaining

· No disciplinary measures allowed, e.g. 
 psychological or physical sanctions

· Working hours and level of remuneration 
 in accordance with legal or contractual 
 regulations

Challenges and Targets
Miele is pleased to be so popular amongst 
job seekers but nevertheless places a great 
value on highly qualifi ed applicants. In 
view of the demographic development and 
the resulting lack of skilled labour, Miele 
faces a great challenge. The targeted devel-
opment of skilled labourers and manage-
ment personnel from within the company, 
and the assembly of an international talent 
management scheme, are both key tasks 
for the personnel department. The over-
riding aim is to be able to recognise the 
potential of employees and applicants, and 
to encourage this potential in whatever way 
possible. The measures being used by Miele 
to address these challenges are described in 
detail over the following pages.

Awards received in 2006/2007 confi rm 
Miele’s responsible personnel policy

www
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training during the period under review, 
went on to gain full employment in the 
company. 
In addition to the training programmes, 
apprentices have the option of gaining 
further education and further distinguish-
ing themselves. There are, for example, 
additional study groups (Factory Manage-
ment, Trainee Newspaper, Supervision of 
School Work Placements). One of Miele’s 
unique ventures is the vacuum cleaner 
shop in Gütersloh, which is completely 
run by trainees on their own initiative.

A Dual Degree: 
Combining Training and Studying
Since 1995, Miele has offered dual degrees 
in both sales and technical fi elds. Here 
students can gain a trainee qualifi cation 
alongside their studies. The courses com-
bine practical training in Miele factories 
with theory-based studies at a university. 
With the dual degree, highly motivated and 
above-average youngsters can give them-
selves the ideal basis for a successful career.

The Entry Programme: 
From Studying to Working in One Step
Miele has been systematically training 
new management since 1989. Since then, 
over 100 trainees have graduated from 
the entry programme with a diploma or 
a Master degree.

A new Miele position was created at the 
end of 2007: “Technical Assistance to the 
Factory Management“. As a staff function, 
it is directly attached to the factory man-

Even though the company enjoys great 
popularity amongst those seeking work, 
in some sectors there is a shortage of the 
highly qualifi ed employees that the compa-
ny needs. The motivation to employ more 
women in technical fi elds is, therefore, 
of importance and is supported by a whole 
range of job opportunities for trainees, 
students and university graduates.

Professional Apprenticeships: 
A Solid Foundation
Miele provides a systematic and wide-
ranging occupational basis for its trainees. 
There are currently 29 different roles avail-
able, and this number is likely to grow. In 
2007, 457 trainee positions were occupied. 
All 264 youngsters, who completed their 

Working for Miele

The success of a company is largely dependent upon its 
staff. Thus, one of Miele‘s key principles is to discover 
talent, to encourage it to grow and to challenge it, and 
fi nally, to make this talent a part of the company over 
the long-term.

Vacuum Cleaner Shop: Managed by Miele trainees

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society
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aim of encouraging women to take on 
management roles and to develop their 
skills in this fi eld.

Challenges and Targets
Trainee engineers are in great demand, in 
general and at Miele. A two-year graduate 
programme is going to be introduced in 
2008/2009. It focuses on graduates from 
technical courses with a Bachelor degree. 
Miele is also planning on maintaining the 
quantitative and qualitative level of trainee 
positions and dual degrees. The number 
of employees should remain in line with 
the company’s growth strategy. Moreover, 
Miele will continue to support projects like 
PePon, to encourage women to try their 
hand at technical careers and to take on 
leadership roles. 

agement. These employees support and 
take some of the burden off the manager 
of the factory with regards their opera-
tive and strategic tasks. Candidates for 
this position must have graduated with 
a technical degree.

Encouraging Women to Try Technical Careers
22.8 % of Miele’s workforce in Germany is 
female and these female employees work 
largely in business-related careers. Only 
7 % of those training in the technical 
courses are women, in comparison with 
60 % of the business-related courses. The 
percentage of women in management po-
sitions is 8 %. Here, Miele recognises both 
a need for action and a chance to fi nd 
qualifi ed personnel. It is for this reason 
that the company takes part in a number 
of schemes, including ”Girls’ Day“, with 
the aim of encouraging female pupils to 
consider a career in a technical occupation. 
In 2007, 20 female pupils visited Miele as 
part of this region-wide day for action.

In September 2007, Miele supported the 
13th “Women in Engineering” National 
Congress in Bielefeld. This led to the de-
velopment of a regular meeting of female 
engineers, designed to provide a place for 
them to exchange their experiences and 
information.

Furthermore, Miele is involved in the 
PePon (Using Personal Potential) mentor-
ing programme. 16 companies from the 
East Westphalia-Lippe region took part in 
the pilot project in 2006/2007, with the 

Doctorate
(technical courses of study)

Master

Bachelor
(technical courses of study)

Support Programme
Technical Assistance
Plant Management

Trainee Programme

Bachelor Programme

Different entry programmes for university graduates

www
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Further Education and Life-Long Learning

development potential, further training 
possibilities and desires are discussed. Con-
tinuing education has three pillars:

· Internal development
· External development
· Open development

Miele also actively supports a systematic 
development of management and specialists 
with the help of various programmes.
 
The Three Pillars of Continuous Education
Within internal development, training 
programmes are offered in: Communica-
tion/Team Work, Organisation/Working 
Methods, Sales and Technical Topics, IT, 
and Foreign Languages. Employees can 
also attend external events, which relate to 
their specialist fi eld, as part of the exter-
nal development. This generally concerns 
specialist topics that are directly related to 
the job. Every member of staff has the right 
to an annual skill enhancement as part of 
either internal or external development, so 
long as it is necessary for the fulfi llment or 
development of their role at Miele. In 2007, 
employees attended over 11,600 days of 
training courses, 8,700 of which were inter-
nal and 2,900 external.

The vocational training programme forms 
the third pillar of personal development. 
In contrast to the internal/external develop-
ment, these events take place in employ-
ees’ free time and are fi nanced by Miele. 
They range from IT to foreign languages 
to relaxation courses. There were 2,781 

Very few jobs stay the same. Change and 
further development are constant compan-
ions. In order to stay on top of the chang-
ing requirements, Miele has a range of 
opportunities available. 

The foundation for personal development 
is an annual employee meeting, in which 

In the 2006/07 fi nancial 
year, every member of staff 
received an average of 8.05 
hours of training.

The average employee age 
at Miele is 43.4 years.

Personal development is a priority at Miele. This company’s 
employees are its most important capital and they are 
invested in with passion.

190 management staff learn at the 3rd 
“Competition” symposium

Internal 
development

External 
development

Open 
development

Based on 
demand

Based on 
offers

The three pillars of continuing education at Miele

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society

Guest lecture by 
Dr. Alfred Hutterer, 
Trumpf Maschinen, Austria
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with the administration and management 
of further education. 

One large challenge in the increasingly 
complicated world of work is the identifi ca-
tion of promotion material and the encour-
agement of professionals with specialist 
knowledge. In order to guard against a lack 
of specialists, Miele employees are encour-
aged to systematically develop their techni-
cal, methodical, social and personal compe-
tences. 

In order to keep in line with the growing 
internationalisation, Miele is currently 
establishing a “cross-border network” based 
on transferring management and leadership 
knowledge across borders and factory loca-
tions. Since 2006, annual internal symposi-
ums have been taking place on this topic. 

The main aim of personal development 
goes without saying: to stay in touch with 
the changes to job requirements and roles 
in the company and with the needs and 
expectations of employees. 

participants in 2007; equivalent to 1,000 
employees (some employees attended mul-
tiple courses).

Miele places particular emphasis on the 
development and encouragement of man-
agement material. True to the principle of 
demanding and encouraging above-average 
achievements, Miele seeks to fi nd future 
management amongst its own staff. A 
mentoring programme sees experienced 
employees give advice to the managers of 
the future, helping them with their careers, 
giving them contacts, supporting their 
projects and providing feedback.

Challenges and Targets
Personal development is infl uenced by 
a range of factors. As mentioned above, 
demographic change also plays a role here. 
Further training concerns all employees at 
Miele, whatever their age. One example is 
the “Learning after 40” programme. In order 
to guarantee a high level of knowledge 
transfer, specialist programmes are to be in-
tensifi ed in 2008 and 2009. Since October 
2006, a model project has been running at 
Lehrte in which employees who are about 
to go into retirement pass their knowledge 
onto their successors. It is a project based 
on the transfer of professional knowl-
edge and one that embraces valuable life 
and professional experience. Since April 
2007, a “corporate learning” project has 
been running with the aim of introducing 
streamlined teaching methods for all Miele 
locations across the world. In 2008, there 
are plans to install software that will help 

www.miele-sustainability.com   Employees
 Further Education and Lifelong Learning 
 Development of Managers and Future Leaders
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Health and Safety at Work

and service centres work as safety offi cers 
alongside their main roles and are therefore 
contact persons for all their colleagues. 
The work-safety committee meets four times 
each year at the national and international 
levels. Alongside, the occupational health 
and safety manager, the factory managers, 
department managers, works doctor, work-
ers’ council and safety offi cers all meet in 
Germany. This responsibility is also taken 
seriously at the international level. 

Whether discussions be about adhering to 
regulations, measuring noise and danger-
ous substances, or about personal protective 
clothing or ergonomic issues; the occupa-
tional health and safety specialists play a 
large role. Safety discussions and inspec-
tions, which take place regularly in every 
department of the factory, guarantee the 
accurate application of important measures. 
Approximately 20 to 25 inspections are 
undertaken each year in Gütersloh alone. 
All safety offi cers take part in a training ses-
sion every quarter. Through an annual total 
of around 90 external professional training 
courses and 30 specialised training sessions 
in almost all departments, the necessary 
knowhow is passed on to all employees and 
kept up-to-date. 

These consistent preventative measures are: 
Accidents at work have been signifi cantly 
reduced over the past ten years. The average 
number of notifi able workplace accidents 
at Miele per million man-hours that have 
occurred in Germany over the last fi ve years 
(excluding commuting accidents) is 12.92 
cases annually.

The fi elds of Occupational Safety and Health 
Protection are regulated and organised by 
the Miele Management System, mentioned 
in chapter 3, which regulates the contents 
and their implementation down to the 
smallest detail. The standards are high and 
they cover the globally recognised OHSAS 
18001 standard, although they are not 
certifi ed in accordance with this.

16 specialists are employed within the 
factories to deal solely with occupational 
health and safety. They advise the factory 
manager with the planning, implemen-
tation and maintenance of operational 
plants; the acquisition of technical equip-
ment; the introduction of procedures and 
substances; and in the structuring of jobs 
and operational procedures. In addition, 
176 employees in the factories and sales 

The safety of staff at work is a key part of Miele‘s com-
pany philosophy. Life should be protected and health 
maintained and promoted. It is for this reason that safety 
measures are an inseparable part of all work.

Miele employees working out Important: Communication 
at the workplace

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society
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Health Care
In the Gütersloh factory, the largest loca-
tion, there has been a company physi-
cian on site since 1973. One occupational 
health practitioner, three nurses and three 
medical assistants carry out the necessary 
preventative medical check-ups on all 
members of staff. They treat job-related 
accidents and on-site emergencies, as well 
as acute illnesses and offer annual fl u vac-
cinations and bowel cancer prevention. 
The Bielefeld factory includes a doctor and 
a nurse. Statutory health insurance physi-
cians and medical personnel cater for staff 
at the other locations. 

Preventative Care
Miele believes in motivating its staff to do 
something to help maintain their health. 
Various types of sports courses are avail-
able as part of the vocational training 
programme. In order to help motivate staff, 

interesting events take place each year in 
Gütersloh: In 2007, the mountain climber 
Reinhold Messner visited the main factory 
to discuss the success of extreme personal 
motivation. 

The company addiction help group is avail-
able for discussion and positive help. People 
have been getting advice from here for over 
20 years and, since 2001, a regulator has 
been in place to regulate processes and pro-
cedures. Around three employees are given 
addiction help and support each year.

Challenges and Targets
The number of accidents at work, occupa-
tional diseases and damage to health should 
be further reduced in the future. In order 
to achieve this, the programmes described 
above will continue to work intensively. 
Intensive training sessions also take place in 
the international factories.

40
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Miele Mechanical Engineering / Metal 
Worker’s trade union association

Industrial trade union 
association

Trend of Notifi able Accidents at Work (not including commuting accidents) per 1 million working hours

The trend of notifi able accidents 
at work for every 1 million hours 
worked shows that the fi gures lie 
noticeably below the fi gures of 
the Association of Commercial 
and Industrial Workers‘ Com-
pensation Insurance Carriers and 
the Machine Construction/Metal 
Accident Prevention & Insurance 
Association. (The associations‘ 
fi gures for 2007 were not avail-
able at the time of print.)
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Flexible Working Hours
Miele allows its staff to enjoy a fl exible 
model of working hours, meaning that 
they can balance their jobs with their many 
other commitments. 5.1% of the employees 
in Germany work on a part-time basis, in a 
variety of different ways: day shifts or night 
shifts; mornings or afternoons; on certain 
days of the week or every day. There is a 
fl exible shift model within the production 
departments. Set “target group models” do 
not exist; rather solutions are found on the 
basis of the requirements of the individual 
and the company. 

Family and Career
Employees actively take parental leave from 
the company. During the years of 2006 and 
2007, 54 and 66 employees took parental 
leave in Germany respectively. Men are 
increasingly taking advantage of this op-
tion: in 2006 only one male employee took 
parental leave; in 2007 this number had 
increased to ten.

Fair Remuneration
Appropriate levels of pay are a matter of 
course when the company‘s spirit is taken 
into account. They are based on labour-
agreement and operational policies and 
adhere to the regulations set in the SA8000 

standard. In Germany, the collective agree-
ment in the metal and electronics indus-
try from North-Rhine Westphalia/Lower 
Saxony applies to Miele; in Austria it is the 
collective workers’ agreement for the iron 
and metal industries and the collective 
agreement for employees in the industry – 
Association of the Austrian Machinery and 
Metalware Industries. In the Czech Repub-
lic and China, the levels of remuneration 
are calculated in accordance with the cost 
of living and infl ation levels.

Extensive Fringe Benefi ts
The company’s retirement arrangement has 
a long tradition. It was created back in 1929 
by the company’s founders. Today the com-
pany guarantees post-retirement benefi ts, 
calculated in accordance with the average 
annual salary. Within Germany, Miele also 
helps secure its employees’ future by offer-
ing deferred compensation via the Metall-
Rente programme.

Challenges and Targets 
Miele wants to continue offering fl exible 
working models so that the individual 
requirements of its employees can be met. 
However, it remains important that the 
company‘s interests, for example a change 
in units to be produced, can be conciliated 
with this working model.

Benefi ts for Employees

The founders of the company have constructed it in such a 
manner that, right from its inception, it has acted in a just 
and respectful way towards its staff. This spirit has been 
maintained by Miele to this day and has led to the creation 
of a strong common “we” identity.

www.eratv.de

www.miele-sustainability.com   Employees   Benefi ts 
for Employees    Fringe Benefi ts
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Employee Participation

Employee surveys are carried out regularly 
in certain sectors, for instance, in the elec-
tronics factory in Gütersloh. In 2006, an 
employee survey on the topic of company 
culture was undertaken. The questions 
addressed aspects relating to cooperation 
and communication, with the main aim 
of investigating the relationship between 
the staff and the management. The results 
were discussed in feedback talks and then 
introduced as direct measures.

The general works council was, of course, 
involved in the management’s decision-
making process. Here, an open and con-
structive dialogue plays a key role in over-
coming the challenges that are being faced. 

Challenges and Targets
One example is the topic of temporary 
employment. Miele employs temporary 
workers so that it can react to fl uctuations 
in production and employment. The Miele 
workers’ council also takes on responsi-
bility for the occupational health and 
safety, equipment and working hours of 
the temporary workers. In March 2007, 
an agreement was reached stating that the 
number of staff employed as temporary 
workers would increase from 2.5 % to 4.5 % 
in the factories. It was also decided that 
the temporary employment agencies used 
by Miele must have an unlimited permit 
(as described in the Law on Temporary 
Employment), as well as a labour agree-
ment with a trade union belonging to the 
Confederation of German Trade Unions. 
As far as international locations are con-

Transparency

It is the people that make a company what it is and this is 
especially true with Miele. The cooperation of Miele staff 
is characterised by employee participation – direct talking 
as a fi rst medium of communication. Even members of the 
senior management team are approachable and can be 
contacted – and this is true as much for administrative staff 
as for staff from the production lines.

Togetherness

cerned, employee participation is to be 
guaranteed in accordance with the state-
enforced framework conditions. In the 
Unicov factory there is a workers’ council, 
whilst the employees are represented by 
a department of the KOVO trade union, 
which was founded in February 2008. In 
Hong Da, the SA8000 social standard is to 
be implemented and a number of addi-
tional workers’ representatives are an-
chored to this.

www
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Initiatives and Affi liations
Miele has been a member of B.A.U.M. since 
1997 and, with the Bielefeld CCI, is also 
a founding member (1991) of the “Envi-
ronmental Initiative of the Industry in the 
Region of Gütersloh” and the associated 
“Environmental Foundation of East West-
phalian Industry”. Since 2004, Miele has 
been involved in the development of an 
industry-wide collection system and is a 
sponsor of the “Elektro-Altgeräte Register“. 
Furthermore, Miele is particularly active in 
the numerous working groups of the ZVEI. 
It deals with environmental protection and 
disposal, as well as with “intelligent living” 
and “CSR”. On a European level the compa-
ny cooperates with the European Commit-
tee of Domestic Equipment Manufacturers, 
representing the interests of the domestic 

appliance industry. During the product de-
sign and optimisation phases, Miele works 
with scientifi c bodies, e.g. with the universi-
ties in Bielefeld and Munich, as well as with 
the Fraunhofer-Gesellschaft.

Stakeholder Survey
In 2008, Miele carried out its fi rst survey 
of international stakeholders. A total of 
32 stakeholders were interviewed, each of 
whom had a connection to Miele and were 
considered to be a suitable representative of 
their group. They included representatives 
from the fi elds of science, economics, poli-
tics and administration, society, employees 
and NGOs. The aim was to investigate the 
interests of relevant stakeholders regarding 
sustainability and their demands for manu-
facturers of domestic appliances. Miele has 
addressed the key topics in this report, and 
provided answers.

Dialogue with Society

Miele places a high value on transparency and communi-
cation. The company considers it to be self-evident that 
this openness also applies to public dialogue and this is 
stipulated in the company’s philosophy.

www.miele-sustainability.com   Society   Dialogue 
with Society  Memberships

Relevant Trends and Topics relating to Sustainability for Miele & Cie. KG
Mentions in the sectors in %

Product 
Responsibility

Environmental 
Protection in 
Production

Employees

CSR in the 
Supply Chain

Social 
Responsibility

Economy

Ecological Products, Disposal/Recycling, 
Product Quality

40

Environmental Protection in Production 
and on Location, Transport and Logistics

23

Responsible Management, Production in 
Germany, Corporate Governance

14

Social Standards, Training and Further 
Education, Securing Workers

14

Taking Social and Ecological Responsibility, 
SA8000

8

Commitment to Bodies/Associations 1

Philosophy & Strategy Sustainability Management Product Responsibility Employees Society
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In 1974, the Miele Foundation was founded 
on the 75th anniversary of the company. On 
the company’s 100th birthday the founda-
tion’s capital was increased to 2.5 million 
euros. The aim of the foundation is to en-
courage the common welfare of the town of 
Gütersloh. The company itself provides na-
tionwide support, with a particular focus on 
projects for children and young people, who 
have some sort of connection to employees. 

Commitment to Children
The Miele Foundation has been fi nanc-
ing the Gütersloh “Ferienspiele” for over 
30 years. This festival gives children the 
chance to play games and have fun under 
supervision and instruction.  It is mainly 
for those children who are not able to go 
on holiday. 

“Gemeinsam zum Sport” (“Playing Sport 
Together”) is the name of a cooperative 
project run by the town of Gütersloh and 
fi nancially supported by Miele. Here chil-
dren with behavioural problems learn how 
to accept the rules governing society. Sport 
acts as a medium for integration and gives 
them a chance to gain recognition and to 
develop their own self-confi dence. They are 
brought to the project by the youth welfare 
offi ce or their carers and are then given 
continued supervision and accompanied 
to the sports classes. This method works: 
Many of the children go to training inde-

pendently and on a regular basis and there 
are very few drop-outs.

Commitment to Culture
Local culture is also valued highly by Miele. 
The Miele Foundation has been supporting 
the Westphalian Philharmonic Chamber Or-
chestra of Gütersloh since 2002. The orchestra 
plays at events and concerts across Germany.

In 2003, out of solidarity with the town of 
Gütersloh and its citizens, the Miele Foun-
dation promised two million euros for the 
construction of a new theatre. Construc-
tion began in May 2008 and the opening 
premier is due to take place by the end of 
2009. The new theatre will help to raise the 
quality and attractiveness of the area.

Commitment to the Region

Supporting youth sport is a matter of key importance for Miele

Miele is a family-owned enterprise and this concept is 
central to its attitude towards social responsibility. Thus 
the focus of Miele’s activities is to be found on the factory 
locations and in the areas to which both the founding 
families and Miele employees have a connection.

www.miele-sustainability.com   Society  
 Commitment to Society   The Miele Museum

www
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Commitment to the Region 

Maria Unger, Mayor of 
Gütersloh

Miele has strong ties to the Gütersloh 
region. How would you describe the com-
pany’s involvement in the local society?

Miele is actually very closely linked to 
the town. This is demonstrated both 
by the Miele and Zinkann families and 
the employee structure. There is a lot of 
truth in the notion that whole families, 
often several generations, work or have 
worked for Miele. I think that this results 
in a commitment to the town, which in 
a way stems from the staff. Here are a 
few examples: Miele is, together with our 
other local global player, Bertelsmann, 
currently supporting the construction 
of Gütersloh’s new theatre by contribut-
ing fi ve million euros to the project. The 
“Ferienspiele” games festival has been tak-
ing place in Gütersloh for over 30 years. 
It is funded by the Miele Foundation and 
gives the youth and children of Gütersloh 
the chance to enjoy an extensive range 
of courses, sports and events during the 
Easter and summer holidays. One fur-
ther example: With the help of the Miele 
Foundation, which fi nanced this multi-
year project as part of the town’s anni-
versary in the year 2000, we have been 
able to research the town’s development 
and history and publish a much-admired 
chronicle of the town.

Furthermore, Miele has always been 
a key partner; especially with regards 
cultural, sporting and other town-related 
events, such as the “Gütersloher Som-
mer“ or the NRW Landesturnfest 2008 
– a large and successful event that took 
place in May here in Gütersloh.

Miele maintains a close connection with 
the community. As a representative of the 
town, how do you consider the dialogue to 
be with Miele?

My previous answers are also relevant 
when discussing the dialogue with the 
town. The many local connections 
help to create a culture of dialogue in 
which there is regular and direct contact 
between the key fi gures in the town and 
the company. I fi nd our exchanges very 
open and full of trust and personal em-
pathy; they are also not always related 
to matters concerning the company. 

It is clear that the senior management at 
Miele are very interested in the state of 
local affairs and the topics that are high 
on the local agenda. This was true and 
indeed continues to be true, as much for 
the senior generation as for Dr. Markus 
Miele and Dr. Reinhard Zinkann.

Interview with Maria Unger, Mayor of Gütersloh
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Glossary

A
Audit
Procedure for monitoring the management system. 
The audit is carried out by a trained internal or 
external auditor. 
 
AÜG (German Law on Labour Leasing)
The German Law on Labour Leasing regulates the 
commercial leasing of temporary workers in order 
to guarantee their social protection. 

B
B.A.U.M.
German Environmental Management Association: 
an environmental initiative by the industry that 
has over 450 members and operates above party 
lines.

C
CAVE
Computer aided virtual environment: a projection 
technology that creates a three-dimensional virtual 
reality, with which it is possible to interact.

CCI
Chamber of Commerce and Industry

CO2

Carbon dioxide

CSR
Corporate Social Responsibility (CSR) describes the 
level of responsibility of a company whose business 
affects the society, its employees, the environment 
and the economic surroundings. 

Confederation of German Trade Unions
The umbrella organisation of eight individual trade 
unions, which together represents the key indus-
tries.

E
Elektro-Altgeräte Register
(Old Electronic Appliances Register)
This foundation guarantees all authorised bodies 
that manufacturers/importers with an obligation 
for recycling comply with their duty in accordance 
with the Law for Electric and Electronic Goods. 

ElektroG
The Law for Electric and Electronic Goods stipu-
lates that, from March 2006, all old electric and 
electronic appliances must be able to be handed in 
to a communal collection point free of charge. The 
ElektroG ratifi es the EC WEEE directive RoHS into 
German law.

Emissions
All contaminating materials, heats, noises, vibra-
tions, etc. in solid, liquid or gas form that leak from 
factories or technical processes into the environ-
ment. 

Energy Effi ciency
The energy-effi ciency category is an evaluation 
scale for the European energy label; a label which 
all large domestic appliances in particular product 
groups must be labelled with to be traded. The label 
provides information regarding energy consump-
tion and performance and allows the consumer to 
compare the energy effi ciency of different models 
from the same product group.

Environmental Protection Costs
Costs that occur in a company due to voluntary or 
legal requirements.

ERA
An agreement reforming collective wage agree-
ments, in which the division of those receiving 
wages and those receiving salaries was abolished 
and a common remuneration was introduced.

EuP 
Environmentally-friendly design of energy-con-
suming products (EU directive 2005/32/EC) for the 
integration of environmental aspects into the devel-
opment and design processes concerning energy-
consuming products.

G
Global Compact 
A United Nations initiative that calls on compa-
nies to respect the ten principles regarding human 
rights, working standards, the protection of the 
environment and the fi ght against corruption. 
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GRI 
The Global Reporting Initiative is an independent 
institution designed to develop guidelines for the 
compilation of sustainability reports. The third ver-
sion has been available since October 2006 (G3).

H
HCFC 
Hydrochlorofl uorocarbon

I
ISO
The International Standard Organisation, which 
develops global standards..

K
KG
Private limited partnership

kWh
Kilowatts per hour (1kW = 1000 watts)

M
Matrix Certifi cation 
A certifi cation audit requires that individual loca-
tions are appraised. The appraisals of these sites 
are then considered to represent the company as a 
whole. 

MW 
Megawatt (1 MW = 1 million watts)

MWh 
Megawatts per hour (1 MWh = 1000 kWh)

O
OHSAS 18001
Occupational Health and Safety Assessment System

P
PePon
Making the most of personal potential: a mentoring 
programme for women that has been introduced in 
18 East Westphalian companies.

R
REACh
Registration, Evaluation, Authorisation of Chemicals 
(EU regulation from 1st June 2007).

RoHS
Restriction of the use of certain hazardous sub-
stances in electrical and electronic equipment (EU 
directive 2002/95/EC).

S
SA8000 
A standard developed by the NGO SAI (Social Ac-
countability International), designed to guarantee 
an improvement in working conditions.

Stakeholders
Groups who have a direct or indirect relationship 
to the company through business activities (e.g. cus-
tomers, employees, suppliers, politicians, scientists 
and society).

W
WEEE Directive 
Waste Electrical and Electronic Equipment (EU 
directive 2002/96/EC).

Z
ZVEI 
The German Electrical and Electronics Industry 
Society: a lobby group for the German electronics 
industry.
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