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At B.Braun, we have been living the tradition of the honorable
merchant for 176 years. From generation to generation, we have
passed down a sense of responsibility for our employees, our
society and our environment. As a result, sustainability is de-
fined as one of our core values, alongside innovation and effi-
ciency. To us, this means acting as a “good corporate citizen”
and working for economic, environmental and social goals.

B.Braun’s employees closely identify with our “sharing ex-
pertise” philosophy. They seek out constructive dialogue with
customers and colleagues, as well as with suppliers, partners and
the general public, in order to generate new thoughts and ideas.
In this way, new products and services are created that are de-
signed to improve the safety of the user, the health of the patient
and the efficiency of the health care system.

For example, starting in 2008, we have been reporting on
sustainability at B.Braun in Share magazine, describing our
perspectives on social and corporate responsibility. The present
report shows our position on the key issue of sustainability in
a new form, replacing the Share magazine. For the first time,
we will be following the guidelines of the Global Reporting
Initiative (GRI).

We plan to continue to systematically collect data on sus-
tainability based on our global sustainability strategy. We are
currently optimizing our reporting structures in order to pres-
ent current data, facts and initiatives at regular intervals in the
future. With this report, we plan to routinely document our
company'’s sustainable development.

You are warmly invited to take part in this process by con-
tributing your comments and requests: please let us know at
sustainability @bbraun.com.

I hope you find the report informative!

(e

Heinz-Walter GroBe
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Building ecologically

NOT ONLY GREEN FROM THE OUTSIDE

Instead of building something new outside Berlin's city
limits, B.Braun expanded an existing pharmaceutical fac-
tory and optimized its energy use: “Sunrise Berlin." Sunrise
stands for "Sustainable Realization of Injectables and
Syringes Expansion” and the corporate objective of sus-
tainable production is now in production facilities that are
just as sustainable. The cost and effort paid off because
the building received the coveted LEED Certificate Gold
Award. LEED (“Leadership in Energy and Environmental
Design") is the leading system for classifying ecological
(green) building.
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Climate protection

ELECTRICALLY ON THE CHAMPS-ELYSEES

Since 2012, B.Braun France has relied on electrically-driven
transporters for customer deliveries in Paris. Not because it
is “in vogue," but mainly due to the carbon dioxide savings
compared to conventional transport. Because e-transport is
economical too, it has now become the standard for deliv-
eries weighing between 30 and 500 kilograms. Between
June 2012 and June 2014, more than 3,500 deliveries were
transported in this way and over 80,000 kilometers driven.
The transport service provider is the French family-owned
company Deret.
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STEM FOR THE CHILD

For years, B.Braun worked to promote young talent in the
natural sciences. Thus, the company was the main sponsor
of the Penang International Science Fair in Malaysia, one
of the most important trade fairs for future technologies.
As one of 57 high-tech exhibiting companies, B.Braun
informed visitors about professions in the fields of sciences,
technology, engineering and mathematics - in short STEM.
The information presented was of great interest to the
attendees. More than 50,000 visitors, old and young, came
to the SPICE Arena in Penang.
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0Old roots, young
shoot - family
businesses are aware
of their past, but

act with an eye to
the future.

Responsibilit
in family businesses

More

Than Profit
in Mind

THEY'VE BEEN AROUND A LONG TIME BUT FUNCTION IN A MODERN WAY.
FAMILY BUSINESSES HAVE MANAGED TO STAY SUCCESSFUL FOR GENERATIONS.
THEIR SECRET? THEY CREATE LASTING VALUE: FOR THE FOUNDING FAMILY,

FOR THEIR EMPLOYEES, FOR THEIR CUSTOMERS AND FOR SOCIETY. AFTER ALL,
FOR THEM THERE'S NO PROFIT WITHOUT RESPONSIBILITY.

ans Carl von Carlowitz was already 68

when he had the best idea of his life. One

year before his death in 1714, the senior

mining administrator in the service of

the King of Saxony, Augustus the Strong,
published his Sylvicultura oeconomica oder hauBwirth-
liche Nachricht und NaturmiBige Anweisung zur
wilden Baum-Zucht. It is considered to be the first
work on forestry in the world. It was written in the
midst of an energy crisis, when ore mines and smelting
works in the Ore Mountains, then one of Europe’s larg-
est mining districts, were devouring untold quantities
of trees. Population growth and the expansion of cities
were causing the forests to disappear. The negative
consequences were evident, but regulations governing
use of the forests did not yet exist. The core statement
in Carl von Carlowitz’s book was that quick profits de-
stroy prosperity. He called for handling nature and its
resources “with care.” The theses of his book are by
now generally known: responsible and sustainable
corporate action is known today as Corporate Social
Responsibility (CSR), and includes maintaining the
ecological balance in addition to economic security.
Von Carlowitz went down in history as a pioneer of
sustainable management.

LASTING SUCCESS IS WHAT COUNTS

In today’s business world, responsible action is partic-
ularly stressed in family-managed companies. Accord-
ing to a common definition adopted by an expert group
for the EU Commission, this category includes all com-
panies in which the majority of decision-making rights
! are held by the founders or their family members, in
* T which the majority of decision-making rights are direct
" or indirect, and in which at least one member or repre-
sentative of the family is involved in managing or
supervising the company.

Unlike many companies that are compelled to meet
the expectations of their investors, managers of family
businesses make decisions primarily seeking long-
term success. This point of view is not a reaction to
outside expectations, but is instead based on convic-
tions and personal values. “They perceive their social
responsibility out of an inner drive and creative will,” —=>

PHOTOS: P 8-10, 12, 15: LENA CLARA/FSTOP/PLAINPICTURE
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Ninety-nine percent of Japanese businesses are family
owned. In Italy it is 70, in India 60 percent.

according to the conclusion of a 2011 study by Bertels-
mann Foundation and the Foundation of Family Busi-
nesses. Hence, family businesses view managing as a
long-term decision that has to be made with regard for
and with a view towards future generations. Quick
profits and expansive growth are of secondary impor-
tance. Continuity is paramount.

RESPONSIBILITY FOR SOCIETY AS WELL

Family businesses think of the big picture and consider
their social responsibility when making business deci-
sions. One reason for this: he who builds his growth on
solid footing and creates real value will be able to pre-
serve his company and pass it on to his descendants. As
a result, social engagement is of very great importance
for the majority of German family businesses. A study
by Bertelsmann Foundation shows that family business
owners primarily associate responsible action with cre-
ating value for their business. Their focus is on their
employees, followed by their customers and engage-
ment for the environment. Clearly, family businesses
know about the strategic importance of the competence
and expertise of their own staff, but they are also con-
scious of customer satisfaction as a key component of
the company’s success and survival. Many family-
owned companies have created foundations that take
on social responsibility in very different ways.

This orientation has a lasting impact on society, and
not just in Germany. In Japan, for example, 99 percent
of companies are family-owned. In Italy, the fates of 70
percent of companies are determined by families, and
in India this number is more than 60 percent. Their
economic significance makes family businesses a phe-
nomenon that occupies researchers, with regard to re-
sponsibility as well.

Many family businesses operate internationally, and
their social engagement is international as well, involv-
ing voluntary social and environmental initiatives that
go beyond statutory requirements. These include, for
example, projects to help employees balance work and
family life, programs for efficient use of resources and
the consideration of social and environmental criteria
in the selection of suppliers. But their activities go be-
yond direct business-oriented actions. “Corporate citi-

zenship” also includes social projects in the company’s
surrounding region, projects to improve the ability of
young people to obtain employment, projects aiming to
mitigate social disadvantages and partnerships with
charitable institutions.

FAMILY AS A SOURCE OF STRENGTH
B.Braun Melsungen AG is one of those companies that
merits the term “family business” in the sense described
above. B.Braun celebrated its 175th anniversary in
2014. Three years earlier, Otto Philipp Braun became
the first family member of the sixth generation to join
the Management Board. His father, Prof. Ludwig Georg
Braun, handed over the baton the same year to his Vice
Chairman and CFO, Prof. Heinz-Walter GroBe. Otto
Philipp’s great-great-great-grandfather Julius Wilhelm
Braun purchased the “Rosen-Apotheke” pharmacy in
Melsungen in 1839. Since then, the company has
grown steadily on its own power. As of the end of
2014, B.Braun had more than 54,000 employees in 62
countries.

“One should be conscious of the past. But it’s even
more important to look forward. There is so much po-
tential, so many new trends and exciting tasks that lie
before us,” says Prof. Ludwig Georg Braun of the rela-
tionship between the past and the future. Today, he
oversees the company’s operations as Chairman of the
Supervisory Board. He has taken a mid-sized industrial
company and made it into a global player in the health
care market. When he was 33, he took over the chair-
manship of the management board from his uncle, Dr.
Bernd Braun, who had himself served many years in the
company’s management together with his brother Otto
Braun, acting as Chairman of the Management Board
from 1974 to 1977. For 34 years, Prof. Ludwig Georg
Braun stood at the helm and drove the company’s ex-
pansion. He attributes his success to a functioning fam-
ily structure. “The family must hold together. Every
member has to feel the value of the company and live it
through his work.” He considers the family’s responsi-
bility as a “family bonus.” His cousin Barbara Braun-
Liidicke, who also serves on the B.Braun Supervisory
Board, sees it that way as well. She stresses that each
generation has to act to secure the company’s success: =2

pioneer in family-conscious HR policy.”
— )
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B.Braun plans to invest up to four billion euros

in the next five years.

“The courage to shape the company, looking towards
the future while at the same time preserving our own
values: that is what the Braun family stands for, and
that is the corporate history of B.Braun Melsungen AG.”

TAKING ON RESPONSIBILITY AND RISKS

In terms of sustainability, the family itself is “the
greatest resource for the family business,” says Arist
von Schlippe. The psychology professor holds the
Chair for “Leadership and Dynamics in Family Busi-
nesses” at Witten/Herdecke University. What Prof.
Ludwig Georg Braun calls a “family bonus,” the pro-
fessor refers to as “familiness.” This term, he says,
“encompasses the resources which the family provides
for the company.” One of the sources of strength for
family businesses is the willingness of family mem-
bers to engage with and help each other. “A family
member doesn’t just pack up at five and go home,”
explains Schlippe. If a family becomes a family busi-
ness, the relatives bear the risk and responsibility as
shareholders.

One hundred percent of the shares in B. Braun Mel-
sungen AG are held by the family, and it will stay that
way. Selling shares to outside shareholders is not an
option for the Braun family.” Big companies whose
shares are held in anonymous free float are driven by
the breathlessness of the markets,” says Stefan Heidbre-
der, Managing Director of the Foundation for Family
Businesses. The philosophy “maximum profit in the
shortest possible time” does not leave a lot of room for
shaping and practicing a corporate ethic, agrees busi-
ness consultant Peter Englisch of Ernst & Young. And
moreover: “shareholders in family-owned companies,
whether in India, the US or in Germany, are driven not
by money, but rather by a sense of responsibility, mor-
als and convictions, to create long-term value.”
B.Braun pursues a corporate strategy that not only
avoids the demand of outside shareholders for returns,
but that also excludes outside lenders as much as pos-
sible. The company invested around one billion euros
in new factories, dialysis centers and strategic holdings
in 2013 and 2014. The company can’t do without loans,
of course. But the presence of a stable capital base
means that the company is free to decide for itself

when an investment has to earn profits. In 2014,
38 percent of B.Braun’s financing came from equity,
and this number is set to rise to 45 percent by the year
2020. By then, the company plans to invest up to four
billion.

“Strategic sustainability” is how Dr. Sebastian Cam-
pagna describes the company’s relative freedom from
outside lenders. The economist works at the Hans
Bockler Foundation of the Confederation of German
Trade Unions in Dusseldorf. He has observed that
family-owned companies are more patient with their
cash flow than banks with their credit terms. Banks
often want to see evidence of profitability after just
three to four years. Family businesses think differently;
they ask themselves, “what do we need to do today in
order to be successful eight or ten years from now?”
The principle of striving to implement long-term ob-
jectives independently, if possible, allowed many fam-
ily businesses to survive the 2009 economic crisis in
good shape. “Family-managed companies were not
only able to withstand the turbulence, but actually
came out better than before,” says Sebastian Campag-
na. And Prof. Ludwig Georg Braun was also right when
he stated in 2007 that “thus far, we have survived every
crisis in good shape.”

EMPLOYER OF GENERATIONS

Even family-managed companies have to earn a
profit, of course, but they share a vested interest with
their employees. By expanding production, making
acquisitions and forming new companies, B.Braun

hired more than 4,000 new employees worldwide in/

Financial Year 2014. Its recipe for success: responsible
and far-sighted commitment and continuity. Conti-
nuity plays a key role for B. Braun. Whether in the US,
Brazil or Germany, the company employs whole gen-
erations of families. Take the Griffith family, for ex-
ample. Gus Griffith is an injection molding technicia

at the plant in Allentown, US. 30 years ago, he used
to rave about the company which he worked for to ‘his
two sons. They have long since come to work for
B.Braun themselves, and even work in the same
building: Jason together with his father and Joe in

/
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the quality assurance department. For Gus, joining -
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Benefit for society: in 2014 alone, B. Braun hired more
than 4,000 new employees worldwide.

the company was one of the best decisions of his life,
since “integrity, respect and team spirit are practiced
here every day.”

APPRECIATION FOR EMPLOYEES

The employees are part of the global B.Braun family.
The company offers part-time work opportunities at all
of its locations to accommodate the personal needs and
lifestyles of its “members.” Mothers and fathers are free
to structure their work times in a flexible manner. This
includes home office opportunities, kindergartens and
individual part-time arrangements such as family part-
time, which allows employees to better reconcile their
job with their child care needs, or the need to care for
sick relatives. In recognition for the appreciation that it
exhibits towards its employees, B.Braun received the
Top Employer award in 2009 from the employer brand-
ing institute CRF, while the Hertie Foundation certified
the company as “family-friendly.”

“Sustainable HR policy is a positive label that
generally distinguishes all family-owned companies.
First of all, they invest actively in retaining employ-
ees for the company. Secondly, they know that train-
ing future personnel is the fastest route to success,”

B.Braun opted for a multi-story construction style so as
to take up as little space as possible. Minimal emissions
and high energy efficiency are also on the list of pri-
orities for the building. Energy is supplied by a com-
bined heat and power plant and the building is cooled
in part through the principle of adiabatic cooling, in
which the chills from evaporating water are cleverly
used to help cool the facility. A presence detection sys-
tem ensures that the lights are turned on only when the
building is occupied. “Finding solutions for responsible
production is a continuous process, which will always
be present. But I think we can be proud of what we have
already achieved, such as working in a factory that is
designed to be profitable, energy-efficient and eco-
friendly,” says Dr. Joachim Schulz.

EQUIPPED FOR THE FUTURE

Family-owned businesses will be taking responsibility
in the future as well. They are setting the course them-
selves, driving innovation and collecting know-how by
constantly training specialized staff. With their long-
term-oriented decisions, they provide a reliable founda-
tion for the economy and society. The attractiveness of
family-owned companies as a place to work is demon-

‘ says Stefan Heidbreder. In Germany, for example,
family-owned companies account for 80 percent of
. training positions. But not only do owner-managed
- \ ) family businesses provide training to a much greater
: extent than companies with other ownership struc-
tures do, they are also less likely to employ tempo-
rary and contract workers, according to the findings
of the Fraunhofer Institute for Systems and Innova-
tion Research.

In production as well, responsibility is one of the
maxims of B. Braun. “The quality of our products can be
the decisive factor in patients’ health,” says Dr. Joachim
Schulz, management board member for production and
logistics at B.Braun Aesculap. At the same time, the
company has set a goal of being eco-conscious in its
production activities. What this means in practice is
demonstrated by the Innovation Factory in Tuttlingen,
which was recognized for the German Sustainable
Building Council (DGNB) for its sustainability. Since the
factory is located in the vicinity of a residential area,

strated by a survey performed by the Foundation for
Family Businesses. According to this survey, young and
highly-qualified candidates prefer these companies
most of all. Virtues like team spirit and a good working
atmosphere make family-managed companies an at-
tractive place to work for the younger generation, and
lead them to believe that family-owned companies will
continue to exhibit these virtues in the future.

_" _ * ° “We pride Qurselyéé on making optimal
' products, since we bear partial responsibility
for people’s health.”

o
» |
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Apples Instead of Sweets

TO PRO BASKETBALL PLAYER PATRICK HORSTMANN, EXERCISE AND A HEALTHY DIET ARE A ROUTINE WAY OF
LIFE. WITH THIS IN MIND, HORSTMANN (27) HAS LAUNCHED A PROJECT FOR B.BRAUN IN THE UK TO TEACH
CHILDREN ABOUT THE IMPORTANCE OF A HEALTHY LIFESTYLE.

You play basketball in the British professional league
and work at B.Braun in Sheffield. How did you end
Upon completing my college career in the United States,
I was looking for a job that would be compatible with
my athletic career. No other organization of our size
shows as much understanding for pro athletes as
B.Braun! I can arrange my working hours around the
practice and game schedule for my team, the Sheffield
Sharks.

How was the idea for the project “B. Healthy -

We had a brainstorming session with our marketing de-
partment and discussed what we could do to motivate
children in South Yorkshire to adopt a healthier life-
style. Meetings with teachers and education profession-
als helped us to develop a program ranging from talks
on nutrition, goals, professional basketball and dance
instructions and competitions to media workshops.

Why do you think children need extra help with
healthy living?

Unfortunately, the affluence we enjoy here in the West-
ern world also has its downside; i.e. the excess of food
that is available to us. Often, it seems less expensive
and more convenient to eat unhealthily. A growing
number of young people are overweight, which can
have a negative impact on their health. Education is
key to counteract this growing problem. We can really
have a big impact, especially among children whose
families do not serve as role models of a healthy life-
style. Healthy eating and physical activity have a posi-
tive effect on people’s overall health and well-being,
and thus on their whole lives. That’s the message I
want to convey to the children.

25,000 children have already participated in the

program. What kinds of responses have you seen?

The children are very curious, and the program is really
fun for them. Having the opportunity to speak with a

pro athlete, most of them are very receptive and inter-
ested in what I have to say. Informing them about
healthy eating and its implication has a significant
effect, as I continuously experience. When I meet the
children again, they are very happy and proud to tell me
about their successes, such as what they had for break-
fast, that they are drinking less soda and so on.

Every day is different, but each day typically consists
of one or more school visits that include presentations
or workshops on nutrition. Afterward, I often hold bas-
ketball sessions. Then, in the afternoon, I talk about
goals and tell the children about how I became a pro
basketball player. Then I ask about their goals and it’s
exciting to hear that children from the ages of six to
eleven already have a lot of plans and want to accom-
plish great things. The opportunity to work with chil-
dren as part of this project and help them live a health-
ier, more active, and therefore happier life is something
we all really enjoy.

How do you reach out to the children?

In the beginning, the children often want to know things
like my shoe size or how tall I am. But when I start to
talk about our subject, they are very engaged and de-
velop a real interest in that as well. Receiving positive
feedback, such as a twitter feed from one mother who
said that after my visit to her son’s school, he came
home and wanted an apple instead of sweets for a snack,
shows us that we are able to make a difference.

The project has been running for a year and a half.
Do you have any favorite moments?

There are a number of great moments, but the fantastic
atmosphere and buzz surrounding our dance competi-
tions stands out. Also, providing children from two
different schools with the opportunity to attend our
Sheffield Sharks games and play basketball against
each other during the half time break is fantastic. Their
enthusiasm and excitement is really contagious!

MY PROJECT
5

Patrick Horstmann

AGE: 27

JOB: Assistant to the
Executive Board at
B.Braun Medical Ltd

M and forward for the

SSheffield Sharks
ritish Basketball
ague)

- his
estinations are

i Sin Japore and Thailand
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People with disabilities offer
their own individual talents
to business enterprises, an
insight that is gradually being
recognized around the world.

-

Embracing our Differences

MORE AND MORE COMPANIES ARE DEVELOPING CONCEPTS FOR THE INTEGRATION OF PEOPLE WITH
DISABILITIES. THIS ACTION IS PROMPTED NOT ONLY BY LEGAL REQUIREMENTS, LIKE THE UNITED NATIONS
CONVENTION ON THE RIGHTS OF PERSONS WITH DISABILITIES, BUT ALSO BY THE NEED TO RESPOND

TO THE DEMOGRAPHIC TREND, AND BY THE ADDED VALUE THAT MIXED TEAMS PROVIDE.

PHOTO: P. 18: RICHARD BAILEY/CORBIS
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1 billion

people worldwide live with

a disability.

he biggest competi-

tive advantage of the

Berlin IT consulting firm Auticon is its em-

ployees - and their autism diagnosis. “We

exclusively employ consultants who are on
the autism spectrum. They test and analyze highly
complex software systems on-site for our clients and
solve problems,” explains Auticon spokesperson Til-
man Hoffken. “Employees with Asperger’s are virtually
ideal for these tasks, since recognizing patterns, preci-
sion, logic and a particular affinity for finding errors
are among their outstanding abilities. We utilize this as
a quality and sales argument.”

USING EVERYONE'S POTENTIAL

Disabilities as added value: that’s a new perspective on
business and work life. It is the clearest manifes-
tation of an international trend that can be
seen outside of the high-tech world as
well: companies are beginning to rec-
ognize that they are losing skills and
know-how, ideas and competitive
advantages, and therefore money,
when they ignore the potential of
people with disabilities. The reasons
for this new awareness are diverse.
One key factor: the demographic
trend. The population is aging in many
countries. By 2020, for example, the aver-
age German will be more than 50 years old. As

the population ages, the number of people with physi-
cal or mental limitations is growing, since four fifths of
all handicaps are not genetic, but rather emerge over
the course of life as a result of illness, accidents or sim-
ply due to age-related changes. “For companies, and
therefore for B. Braun as well, this means that the supply

80%0

of all disabilities are
acquired after birth.

of healthy and qualified workers is shrinking,
and we may potentially be looking at a short-
age of qualified personnel,” says Astrid Kramer,
employer representative for handicapped employ-
ees at the Melsungen location. “That’s a challenge we
face: developing concepts and offerings to make our-
selves a great place to work for employees with dis-
abilities. After all, we need their know-how and their
skills in order to stay competitive in the long run.”

B.Braun has taken some concrete actions. One is
what is called the preventive shift at the Melsungen
location, which offers education and training for shift
workers with and without disabilities. Employees learn
how to deal with the health problems of shift work
and how they can stay fit for the job even as they get
older. This training benefits the company as well as
employees.

The higher degree of automation and digitization in
various professional areas is also increasing opportu-
nities on the job market for people with disabilities.

After all, these changes make it easier to integrate
people with physical and mental disabili-
ties. Instead of having to undertake ex-
tensive structural alterations in order

to make the office accessible, simply
installing a good home office line is

often enough today to employ a

person in a wheelchair without any

problems. In more and more areas,

mental capacity is becoming more

valuable than physical strength, and

the technical aids that serve to com-

pensate for physical deficiencies are be-
coming constantly better.

Legal conditions are also changing. This is due
above all to the United Nations (UN) Convention on the
Rights of Persons with Disabilities, which was adopted
in 2006 and has since been ratified by 147 countries.
In accordance with Article 27 of the Convention, peo-
ple with disabilities have the right “to the opportunity =
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749000

of personnel directors do
not see any differences

to earn a living in a job market of their choosing
and in a work environment that is open, inclusive
and accessible.” The signatory states, which include all
of the countries in which B.Braun operates, are re-
quired to enable free access to the job market.

In view of these developments, it is easy to under-
stand why inclusion experts like US researcher Jona-
than Kaufman predict a “golden age of inclusion” in the
job market. But it has yet to really begin. At the mo-
ment, the employment rate of handicapped people is
still well below that of people without handicaps, as
can be seen from a glance at the UN World Report on
Disability. There are considerable differences from
country to country. While around two thirds of handi-
capped people are employed in Switzerland and Nor-
way, this figure is just 40 percent in the United King-
dom, 38 percent in the US and just 21 percent in Poland.
Germany is in the middle range of comparable coun-
tries, with an employment rate of 46 percent. On aver-
age, people with disabilities need 100 more days to find
a job in Germany than people without handicaps. And
the unemployment rate among handicapped people is
14 percent, more than twice as high as the general rate.

Experts expect a “golden age”
for employees with disabilities.
But it has not started yet.

Why do these discrepancies exist? Finding out why is
one of the goals of Inklusionsbarometer Arbeit, which
which measures the advance of inclusion in the Ger-
man job market. It is published once a year by the
charity organization “Aktion Mensch” and the Handels-
blatt Research Institute (HRI). In 2014, they surveyed
HR staff and employees at 402 mid-size companies
about their experiences and views with respect to in-
clusion. “It became clear that there are often informa-

in performance.

tional deficiencies on the part
of the companies that make it

difficult for people with disabilities
to access the job market initially,” says Christina Marx,
Educational Director for Aktion Mensch. “For example,
many companies don’t know enough about funding
that they can access.” In many cases, there are also
misconceptions about disabilities: “most handicapped
people have limitations that are hardly noticeable in
everyday life.”

Once the employee is hired, the concerns quickly
dissipate into goodwill. 86 percent of HR directors sur-
veyed who have already hired handicapped people rate
their experiences as good or excellent, and 74 percent
see no difference in performance whatsoever between
employees with and without handicaps. The two groups
also work together entirely without a hitch in most
cases. Birgit Wittich, representative for handicapped
people and equal rights at B.Braun in Melsungen, can
confirm this fact: “around 440 colleagues with disabil-
ities are employed here, substantially more than five
percent of the overall staff,” she says. “They have many
questions for the handicapped employees’ representa-
tives and the works council. Colleagues with and with-
out disabilities tell us that they find the experience of
working together to be enriching.”

A decisive factor for successful inclusion in a com-
pany is, of course, whether it gets underway in the
first place. This is the focus of the Competence Center
for Diversity and Inclusion (CCDI) at the University of
St. Gallen. At its suggestion, Switzerland’s largest job-
seeker portal, Jobscout24, compiles the profiles of job
offers and applicants in anonymized fashion, factor-
ing into its analysis only the applicant’s skills which
are truly relevant for the job in question. “In this way,
the fact that the most suitable candidate for the job
has a disability isn’t a criterion until the job interview
and the 180-degree assessment, and even then, is tak-
en into account only with a view towards ascertaining

how the skills associated with the disability can be -

Daniela Alves, 31
Supply Chain Assistant,
Sao Goncalo, Brazil

Daniela Alves is a born ath-
lete. With colleagues, the
mother of two children often
participates in jogging events,
in which she is generally in the
front. In addition, Daniela
Alves was born with a handi-
capped left hand, but this does
not prevent her from being one
of the best: as a matter of fact,
she has won two gold medals
in a sports competition among
regional companies.

"B.Braun is a great employer, |
love working here. | have al-
ways been treated with utmost
respect, just like all the others.
My handicap is no subject
here." As an assistant, she
currently supports the supply
chain management in our Sao
Gongalo location. Daniela
Alves likes to spend most of
her spare time by the sea.
"Here | train every Sunday
morning in order to stay fit."
She also loves to be on the
beach with her children: “that
is the biggest joy, to spend
some time on the beach with
my children.”

Bernard Gautier joined
B.Braun Boulogne as trainee in
2011. He supported the French
headquarters in the introduc-
tion of the OHSAS 18001 Oc-
cupational Health and Safety
Management System and its
certification, a task in which he
quickly proved to be a deter-
mined and dedicated employee.
He extended his commitment
and also accompanied the
certification at the St-Jean de
Luz location, where he still
works for B.Braun. Here he
feels "fully integrated,” as he
puts it, and no longer mentions
that he was born deaf.

His colleagues call him here
"Befiat." He has already got
used to this nickname and
other customs here in the
Basque region. “I understand
between 80 and 100 percent of
the words and, when necessary,
| read my colleagues' lips." He

S\

Bernard Gautier, 32

Research Assistant for Hygiene,
Occupational Safety and
Environment, St-Jean de Luz,
France

can even do that in production,
where it can be very loud.
"Because the workforce under-
stands my situation very well,
this has helped me very much
to be professionally successful.”

Carmen Lucia Gimenez was
born and raised in Brazil, where
she studied business adminis-
tration. She then decided to do
her internship abroad. A stay in

Carmen Lucia Gimenez, 50
Administrative Officer,
Rubi, Spain

Spain was initially intended only
to improve her job prospects.
After spending some time in
Bilbao and Barcelona, she joined
B.Braun in Rubi in 2007, where
she has stayed ever since. Since
then, she has worked as admin-
istrative officer in the financial
department and does the re-
ceipts for B.Braun Portugal and
Paraguay. Carmen values
B.Braun’s stable work environ-
ment and the informal interac-
tion with her colleagues with
regard to her physical handicap.
She has phocomelia, a very rare
congenital deformation of the
limbs in which hands and feet
are relatively well developed. To
stay fit, Carmen Lucia Gimenez
likes to go swimming. She gets
there by her car that is adapted
to her condition. In private, she
participates in writing and
career workshops. To help other
handicapped people, she works
as volunteer for the "Ecom”
organization in Barcelona.
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Koichi Sugiyama has only
worked for B.Braun since Feb-
ruary 2014, but he already
feels well integrated because
his colleagues work well in a
team, he says. The company
ensures a good working atmo-
sphere and that is very impor-
tant to him. In the morning, he
gets a lot of mail in his office,
which he distributes with a
colleague. His colleague joins
him also on a regular basis and
helps sorting the letters and
packages for customers and in-
house departments at the main
Tokyo location and preparing
them for delivery. Koichi Sugi-

Koichi Sugiyama, 56
Mail Room Staff
Tokyo, Japan

yama was left disabled after a
knee operation, which is why
the former outdoor fan can no
longer be as active in sports. In
his spare time, he often takes
his dog for a walk along the
river in his neighborhood and
he also likes to read. Since
working at B.Braun, he is es-
pecially interested in the pros-
thesis that was inserted in his
operation. His interest in medi-
cal technology has convinced
him to perform meaningful
and important work.
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used most effectively,” says the Director of the Center,
Professor Nils Jent. He is convinced that for complex
tasks, collaborative work performed by people with
and without disabilities is more productive than the
work of homogeneous teams. “Their comparative skills
and perspectives complement each other and produce
a whole that is stronger than the sum of the parts,”
says Jent. For this reason, he and the CCDI have
launched a model of work partnerships in Switzer-
land: teams which are deliberately comprised of both
handicapped and non-handicapped colleagues, on an
equal footing, working together and taking advantage
of their differences.

The fact that diversity creates added value is noth-
ing new for some companies. “We have good experi-

The abilities and perspectives
of people with and without
handicaps complement each
other and ensure better results.

ences with mixed teams, men and women, young and
old, people from different cultures, people with and
without handicaps,” says Heiko Opaterny, Director of
Integration Management and Social Services at Volk-
swagen AG. “Mixed teams work together more effi-
ciently and arrive at more innovative solutions.” The
automotive conglomerate employs nearly 7,000 people
with disabilities in Germany alone, in 90 different areas.
The US telecommunications company Verizon explicit-
ly relies upon the professional and personal expertise of
its handicapped employees. Numerous offerings have
been created for people with visual and hearing impair-
ments, including a nationwide video conferencing
network for the deaf. The company scored a hit with the
“Haven” cell phone, which features a large display, an
easy-to-use interface and accessibility tools. “In just the

The worldwide purchasing
power of people

with disabilites is

8 trillion

US dollars.

first year after
launch, 700,000
customers opt-
ed for the device,”
says Verizon CEO
Ivan Seidenberg. “It’s
one of our most suc-
cessful products.” People with

disabilities are an attractive and growing target group:
the World Bank estimates that their worldwide pur-
chasing power is currently around eight trillion US
dollars.

In many cases, the benefits of inclusion go far be-
yond the company itself. This is very clearly evident on
the Philippine island of Mindanao, where carpenters’
cooperatives have been making furniture for schools
and public institutions with great success for around
15 years. Many of the workers have disabilities and
were therefore dependent on members without disabili-
ties. But things are different now: today, they earn their
own livings, start families and support their relatives.
And even more, their purchasing power goes a long
way towards stimulating the economy in Mindanao.

This example demonstrates that it is beneficial for
society, the company and the economy for people with
and without disabilities to be employed on equal terms.
“With one billion members, people with disabilities are
the largest and fastest-growing minority in the world;
and the only one that most of us will end up joining
over the course of our lives,” says inclusion expert
Jonathan Kaufman. “Businesses and society cannot
and should not ignore that any longer.”
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Sustainable Management

Our core values of innovation, efficiency and sustainability make us what we are: a forward-looking, reli-
able and cost-conscious company that is aware of its economic, environmental and social responsibility.
To us, being sustainable means protecting and improving people's health as well as their living conditions
and environment.

SUSTAINABILITY STRATEGY AND ANALYSIS

B.Braun is a global family business in the health care
sector that plans to grow sustainably in the future as
well. Qur corporate philosophy, “sharing expertise,”
means engaging in a constructive exchange with
customers and partners to develop effective solutions
in order to protect and improve human health. Sus-
tainability is one of B.Braun's core corporate values,
alongside innovation and efficiency. B. Braun Group's
operations are characterized by transparency, trust and
respect.

We want to remain an independent family business,
and plan to do so by posting market-rate growth
based on our own strength and innovation. The Braun
family has committed to this goal in the coming
generation as well. Preserving our independence gives
employees a long-term perspective in which success
is measured by their hard work and creativity, while
ensuring safety and reliability for our partners and
customers. B. Braun is the only family-owned com-
pany among the 20 largest medical device manufac-
turers in the world.

The company also acknowledges its responsibility in
the environmental sphere. Wherever possible, B. Braun
conserves resources, implements alternative and
renewable concepts and performs construction in
such a way as to protect the environment. The
company invests in state-of-the-art production
facilities and office buildings that conform to current
environmental standards. New buildings are designed
to be eco-friendly and to fit smoothly into the
natural landscape. As a growing industrial company,
B.Braun will continue to responsibly handle natural
resources, as well as compile and document environ-
mental data.

We consider ourselves to be a "good corporate citizen,"
and act with a particular view towards future genera-
tions. To us, this means taking on social responsibility
and helping people all over the world.
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The company's corporate social responsibility strategy
(CSR) is based on three pillars: knowledge, regions and
perspectives. This ensures that B.Braun will provide
strategic assistance for projects and initiatives that
are consistent with the company's values.

We want to create sustainable value. The company is
conscious of its responsibility towards its customers
and employees, as well as towards the environment
and society. Business units, which are included in the
sustainability strategy, report to the management
board of B.Braun Melsungen AG on a routine basis
about this initiative.

B.Braun supports the German chemical industry's
“Chemie3" sustainability initiative. The initiative is
sponsored by the German Chemical Industry Associa-
tion (VCI), the Industrial Union for Mining, Chemicals
and Energy (IG BCE) and the German Chemicals Indus-
try Employers Association (BAVC) and is working to
ensure the sustainable orientation of the chemicals
industry.

This publication, appearing in 2015 for the first time,
reports on B.Braun's sustainability activities in 2013
and 2014. We are planning a two-year reporting cycle
in the future. This publication contains standard data
from the GRI G4 sustainability reporting guidelines. It
presents B.Braun's various activities and also reports
on international data and examples. We will continu-
ally optimize our international reporting system,
focusing on countries where at least 1.5 percent of all
B.Braun employees work (see table, p. 26). As of the
end of 2014, a combined total of 84.6 percent of
B.Braun's 54,017 employees were working in those
14 countries.

This information is intended for customers, including
hospital managers, physicians and nursing staff, as
well as for employees, suppliers, business partners,
social organizations and society at large. Especially rel-
evant for our target groups are our company's sustain-
able economic alignment, eco-friendly production

>
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B.Braun employees in selected countries

Country Number of Percentage
employees as of total
of December number of
31, 2014 employees
Germany 13,616 25.2%
Malaysia 7,41 13.7 %
USA 5,850 10.8%
Spain 2,590 4.8%
Poland 2,445 4.5%
France 2,015 3.7%
India 1,854 3.4%
Russia 1,782 3.3%
Brazil 1,758 3.3%
Hungary 1,702 3.2%
China 1,571 2.9%
United Kingdom 1,123 2.1%
Vietnam 1,034 1.9%
Switzerland 945 1.7 %

and engagement for its employees and society. A
systematic compilation of stakeholder interests is
planned in 2015 for the first time as part of a
materiality analysis.

COMPANY PROFILE

B.Braun is one of the leading manufacturers of
medical technology and pharmaceutical products
worldwide, as well as a provider of medical services.

In 2014, the company earned 5.4 billion euros in
revenues (see table p. 27 and diagram p. 29) with more
than 54,000 employees in 62 countries. B.Braun

B.Braun treatment areas and indications

considers itself to be a provider of complete systems
and is active in 18 treatment and indication areas (see
diagram), with a focus on hospitals, medical practices,
pharmacies, nursing and emergency services and
at-home care.

Its products range from infusion solutions to syringe
pumps and accessories for infusion therapy, intensive
care and anesthesia, in addition to surgical instru-
ments, surgical sutures, hip and knee arthoplasties,
dialysis equipment and accessories and wound care
products. Its total assortment includes more than
5,000 products, 95 percent of which are manufactured
by B. Braun itself.

This is in addition to consulting services that help
hospitals optimize their processes and ensure quality.
Other services are directed towards patients and
their families, preparing them for at-home care,
relieving them of formalities and providing them with
transitional care. B.Braun views itself as a provider
of complete systems, developing the best solution for
every case in close partnership with its customers.

In this way, we make a key contribution towards
medical progress with a view towards protecting and
improving human health.

Selected key figures of B.Braun in million euros
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2012 2013
Sales 5,047.8 5,169.5 5,429.6
Cost of Goods Sold 2,752.7 2,824.8 3,041.6
Functional Expenses 1,817.9 1,860.0 1,950.0
Selling, General and Administrative Expenses 1,626.5 1,641.4 1,721.2
Research & Development Expenses 191.4 218.6 228.8
Interim Profit 477.2 484.8 437.9
Operating Profit 469,2 478.5 422.7
Profit before Taxes 403.1 4225 407.6
Consolidated Net Income 288.6 315.5 316.3
EBIT 478.3 487.8 480.3
EBITDA 757.5 784.9 798.4
Sales by division in million euros
B.Braun Hospital Care B.Braun Aesculap B.Braun OPM B.Braun Avitum

2413 2474 2528

1,442 1,444 1,498

2012 2013 2014 2012 2013 2014

The company's operations are broken down into four
divisions: Hospital Care, Aesculap, Out Patient Market
(OPM) and Avitum (see diagram). The Hospital Care
division views itself as the customers' first choice for
products and services which offer the best possible
care for hospitalized patients, especially for infusion
therapy. The Aesculap division is the expert in all areas

-
606 609 644 559 613 38
2012 2013 2014 2012 2013 2014

of surgical and interventional patient care. The OPM
division focuses on patients, medical practitioners and
pharmacies, as well as outpatient and hospital nursing.
The company's products are supplemented by state-of-
the-art care concepts and services. B. Braun's Avitum
division is one of the world's leading providers of prod-
ucts and services for people with chronic and acute

>
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SUSTAINABILITY AT B.BRAUN - AN INTERVIEW WITH THE CHAIRMAN OF THE MANAGEMENT BOARD,

PROF. HEINZ-WALTER GROSSE

“We want to ensure accountability and

be measurable”

Sustainability is a part of B.Braun. Since our begin-
nings 176 years ago, we have taken responsibility for
generations of employees. Our common goal: to pro-
tect the health of people all over the world. Corporate
responsibility was and remains inseparable from the
ideals of the honorable merchant, which are consis-
tently modeled by the Braun family. This is why sus-
tainability is one of our three corporate values. Our un-
derstanding as a “good corporate citizen” can be seen
and felt in projects and initiatives worldwide.

What is special about the responsibility which

We are working to advance human health. Constant-
ly improving in that area and making it possible for
more and more people to access an advanced health
care system is the utmost responsibility for all B. Braun
employees.

Can you name an example of this responsibility?

Given the large number of projects, it’s not easy to high-
light just one. But I would like to mention “B.Braun for
Affrica,” in view of the fact that it’s still a young market.
As a joint project with the German Society for Interna-
tional Cooperation (GIZ), more than 1,000 nurses and
medical students in Kenya have been trained in patient
and user safety, while children, teachers and parents in
80 schools are being educated about the subjects of hy-
giene and preventive medical care. This is also an exam-
ple of how B.Braun shares knowledge.

kidney failure. The division treats patients as a pro-
vider of nephrology and dialysis services.

Through the Aesculap Academy, we have established a
global forum specializing in training and continuing
professional development for hospital-based physicians,
surgeons, healthcare professionals and hospital man-
agement. 2013 and 2014, the Aesculap Academy

What challenges does B.Braun's sustainable
development face in 20157

Today, we are an international company with 55,000 em-
ployees and we operate in one of the most strictly reg-
ulated markets in the world. For us, compliance is the
key pillar of ethical conduct and the standard for our
actions. As a family-owned company, we want to
strengthen our position in the social debate about sus-
tainability and to give an account of our activities.
This publication on sustainability at B.Braun is the
first step in this direction. It helps describe our diverse
array of commitments and documents these commit-
ments using systematically compiled data.

delivered training to approximately 80,000 medical
experts worldwide annually. We are continuing to
expand the range of indication-related workshops. In
the field of laparoscopy, we have further expanded our
virtual simulation techniques using a haptic simulation
trainer. In cooperation with the Surgical Working Group
for Minimally Invasive Surgery (CAMIC), e-learning units
have also been integrated into the training courses.

In addition to its operational activities, B. Braun
Melsungen AG, which is located at the headquarters in
Melsungen, also performs centralized functions for the
Group: aside from global management, other units are
based here that perform company-wide tasks. These
particularly include Group accounting and controlling,
international human resources, purchasing, IT, logis-
tics, the legal and tax department, corporate commu-
nications, knowledge management and the Group trea-
sury. The company, which is not publicly traded, is
completely family-owned.

The corporate bodies are the management board, the
supervisory board and the general meeting. The man-
agement board has seven members, each with clearly
assigned spheres of responsibility, who are jointly
responsible for the company's success. The supervisory
board consists of 16 members, half of whom are
selected by the company's shareholders and the other
half of whom are elected by the employees.

Sales by region in million euros

North America

1,063 1,046 1,090 Germany

2012 2013 2014

2012 2013 2014

Latin America
336 351 373

2012 2013 2014
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SUSTAINABLE GROWTH

Growing on our own power

B.Braun wants to stay a private and independent
family-owned company. The Braun family has made
a long-term commitment to achieving this goal.
Numerous family members work at B. Braun. Prof.
Ludwig Georg Braun, who managed the company for
34 years, has served as chairman of the supervisory
board since 2011. Barbara Braun-Lidicke has been a
supervisory board member since 1992. The sixth
generation of the founding family has numerous
representatives in leading positions at various
locations.

We want B.Braun to achieve lasting success in order
to ensure that the company remains independent.
Accordingly, profitability and system partnership are
the foremost objectives of the company's strategy
through 2020. We plan to further strengthen our

Europe (excl. Germany)

1,784 1852 1921

2012 2013 2014 Asia and Australia

788 811 870

Africa and the Middle East

140 158 176
||

2012 2013 2014

2012 2013 2014
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financial earning power through cost-conscious
practices, acting with the support of streamlined
control systems that are standardized company-wide.

Sustainable handling of economic, environmental and
social resources is a decisive issue for us, in that it
promotes a values-based corporate culture, one that
is cognizant of our responsibility for current and
future generations. Every business decision we make
is based on our values: efficiency, sustainability and
innovation, as well as our "sharing expertise” philoso-
phy. We are convinced that sustainable practices

CENTER OF EXCELLENCE "IV ACCESS" IN PENANG
Innovating with Safety

Making a good product even better - that’s the job of
the B.Braun Centers of Excellence (CoEs) around the
world. To enable ongoing innovations, we pool our ca-
pabilities centrally in various CoEs and work closely
with the users of our products with the goal of meeting
their requirements as accurately as possible.

The Braunula was launched in 1962, marking a
big step forward for infusion therapy, which was
growing sharply in importance at the time. Today,
the product is similar, and yet also different: clever
further developments have made the Braunula ever
more reliable to use, with enhanced patient features.
The process is set to continue into the future, too, as
ensured by the “IV Access” CoE headed by Dr. Juer-
gen Schloesser, located at the company’s Asia-Pacific
headquarters, in Penang, Malaysia. This site is home
to development and production operations for veni-
puncture products. For example, developments from
Penang include the safety models of the Introcan and
Vasofix product lines, which feature a metal clip that
automatically encloses the tip of the needle after use,
thereby preventing needlestick injuries.

strengthen our company's organization, stimulate
growth and play a key role in ensuring that we can
remain an independent family business in the future
as well.

Research and development

B.Braun derives its innovative strength from its
corporate philosophy, “sharing expertise,” which
promotes the exchange of information and experiences
within the company as well as with medical profes-
sionals in the hospitals (see box on the right). Main-
taining a dialogue with users of B.Braun products

A prerequisite is the ongoing dialogue with users.
That is crucial, says R&D head for the CoE IVA Her-
mann Riesenberger: “not everything we might think is
great is also well received by practitioners. That’s why
we look for the greatest possible favorable response
before we start large-scale production.” If possible,
product improvements should not change the usual
use of the products. That, too, is an important aspect
in the success story of winged infusion sets from
B.Braun.

allows us to collect information that can then be
incorporated into the development of new products
and services. In this way, B. Braun does its part to
make work flows in hospitals and medical practices
simpler, safer and more efficient, both for patients
and for physicians and nursing staff.

To B.Braun, innovation is a corporate value that
secures the company's future and that of its employ-
ees. Research and development activities within the
B.Braun Group are concentrated in multiple Centers
of Excellence (CoEs), where research, development,
production and marketing activities for specific
product groups are combined and closely coordinated.
Key CoEs can be found in Melsungen (Germany),
Tuttlingen (Germany), Boulogne (France), Penang
(Malaysia), Sempach (Switzerland), Rubi (Spain) and
Allentown (US).

This organization allows the company to respond
quickly to market changes and ensures a timely
exchange of knowledge. B. Braun aims to deliver
added benefit for customers by combining products
and services as a provider of complete systems.

To this end, our IV access activities for example are
concentrated in the "IV Access" CoE at the Penang
site (see box on the left).

Our research and development activities are diverse,
encompassing all of B.Braun Group's treatment areas.
We have steadily increased our spending on research
and development in recent years (see diagram,

p. 32), with a focus on improving patient and user
safety and simplifying hospital procedures. We are
also engaged in the development of clinical nutrition
products, as well as innovations in the fields of
endoscopy, orthopedics, spinal surgery, vascular
systems and state-of-the-art wound closure tech-
nologies. Other components of our research activities
include catheter-based systems for the administra-
tion of medication, a new generation of stoma bags
and improvements in dialysis machines for hemodi-
alysis and acute dialysis. >
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B.BRAUN INNOVATION AWARD
Fifty thousand Euros
for Exciting Ideas _8 *

Improving existing med-

ical products and de-

veloping even more , _
effective systems of ,m‘ N
treatment is the con- (f =~ ‘
stant goal of our

\
work at B.Braun. \\l\
With the B.Braun In- \\\_ s
novation Award, man- S
agement recognizes spe- G\%

A

cial efforts for quality and AN
innovation and rewards out- zﬁ\ N
standing employee performance.

The award is given in five categories,

each of which carries a prize of 10,000 euros. An
interdisciplinary panel comprised of company rep-
resentatives and experts on theory and practice de-
liberated with regard to the 36 submissions that
qualified for consideration in 2014.

In the category of “Best Product Design,” the
panel was won over by the team responsible for the
B.Braun-Cyto-Set®, which serves to prepare and
administer cytostatic drugs in chemotherapy. Cyto-
static drugs are the chemotherapy substances that
diminish unwanted cell growth in tumors.

Users have requested that Cyto-Set® should be in-
tuitively usable so that, even in a clinic’s hectic every-
day routine, the risk of contamination through im-
proper use can be excluded as much as possible. The
basic requirement for chemotherapy continues to be
user safety. Cytostatic agents can cause stress cracks
in infusion sets that, in extreme cases, can result in
chemical contamination. Accordingly, the product
should be designed in such a way leaks cannot arise.

The product now premiering is a true innovation
that improves the safety of patients and users while
strengthening the competitiveness of B.Braun.
The B.Braun Innovation Award was also granted in
the categories of “Best Sharing Expertise,” “Product
& Service,” “Best Costs and Process Innovation”
and “Technological Award for Outstanding New
Technologies.”
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Research and development expenses in million euros

19 229
180 191
155
2010 2011 2012 2013 2014
Investments

To us, sustainable corporate development includes
investing in new production and locations in an effort
to stay competitive. We invested over three billion
euros in the years 2010 to 2014 (see diagram), and
we plan to invest another four billion euros through
2020. Our biggest projects include expansion of our
Penang site in Malaysia, and the modernization of our
Tuttlingen (Germany) site, as well as the acquisition
of dialysis centers in Germany, Russia, Colombia and
the Netherlands, will also ensure the sustainable
development of the relevant B.Braun business units.

Investments in property, plant and equipment,
intangible assets and financial investments,
including business acquisitions in million euros

1,029
931
601 573 589
2010 20M 2012 2013 2014

SUPPLIER MANAGEMENT

B.Braun has a competitive network of suppliers that
is balanced globally while maintaining local roots. In
many cases, this network is built on longstanding
relationships and trust. Our procurement reflects our
brand values: innovation, efficiency and sustainability.
Procurement strategies, processes and guidelines are
constantly optimized and are characterized by mutual
trust and open communication. “Sharing expertise” in
purchasing means maintaining a dialogue with our
cooperating suppliers.

Our goal is to strengthen the economies of the regions
in which we operate through our choice of suppliers.
For this reason, we purchase goods and services directly
from the respective region, whenever possible. This
practice strengthens the regional economy, creates
vital networks in close proximity to our locations and
cuts down on shipping and supply routes.

In the seven countries where our purchasing volume is
the highest, which together account for more than

80 percent of our total purchasing volume, the major-
ity of our purchases are made in the country where
production takes place (see table). While about

50 percent of purchasing volume in Switzerland stays

Share of national purchasing volume per country,
as a percentage

Germany 77.1
Malaysia 72.3
us 93.1
Spain 72.0
France 73.6
Brazil 79.5
Switzerland 53.8

in the country, due to its size, this number is well over
70 percent in most other countries, and over 90 per-
cent in the US. In the coming years, we plan to
compile this data on a regional level as well and make
our supplier policy even more transparent.

As manufacturers of medical devices and pharmaceuti-
cals, we are subject to strict requlations that often
prohibit the use of secondary raw materials. We use
eco-friendly solutions for packaging whenever pos-
sible. For example, B. Braun uses cartons that are made
of 85 percent recycled paper. Given the large quantity
of packaging material, this represents a major contri-

Consumption of packaging material and raw materials

Packaging 2013 m

Paper (in millions of
running meters) 90 91

Corrugated cardboard cartons
(in millions of units) 91 95

Film (in millions of

running meters) 120 125
Raw materials in tons (t) 2013 m
Granulate

Styrol copolymerisate

(PS, SB, ABS) 8,900 9,500
Polyvinyl chloride (PVC) 5,500 6,000
Polyolefins (PE, PP) 34,000 35,000
Chemicals

Salt 19,000 20,000
Amino acids 740 750
Sugar 5,800 6,000
Metals 2,800 2,900

SUSTAINABLE MANAGEMENT 33

bution towards protecting the environment. Consump-
tion of materials remained nearly constant in 2013 and
2014 (see tables).

ETHICAL MANAGEMENT

Human rights

Cultivating relationships built on trust with business
partners, patients, employees and the local communi-
ties in which the company operates is of great impor-
tance for B.Braun and ensures compliance through
internal rules and controls. But compliance means more
than just adhering to legal requirements. It also means
practicing ethical values like integrity, fairness and
sustainability, both internally and externally.

With our products and services, we are committed to
protecting and improving human health, and out of this
commitment comes an obligation to take responsibility
for our employees as well. For this reason, B.Braun has
committed itself to global compliance with the core
labor standards of the International Labour Organiza-
tion (ILO) for the maintenance of humane working
conditions. We guarantee good working conditions, as
well as freedom of association and negotiating free-
dom, and we reject child labor and all forms of forced
labor. We have taken extensive precautions in order to
make this promise transparent. For example, we are
seeking certification in accordance with SA 8000, a
standard issued by Social Accountability International
(SAIl), a non-governmental organization, with the goal
of improving employees' working conditions. This is
supplemented by internal measures and controls.

Free competition

Our business results are achieved through fair and
lawful conduct, in free competition. We rely on the
power of our products and services to win over
customers, and we therefore absolutely reject any
attempt to influence the market by unfair and
anti-competitive means. Violations of competition
law are not tolerated under any circumstances,
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COMPLIANCE
48 Contact Persons
for Clear Rules

B.Braun Group

Code of Conduct

Compliance is not an empty word at B.Braun. It is
monitored by a network of compliance officers, who
are available to our employees to provide advice and
assist in decision-making. On the company intranet,
employees will find the Code of Conduct and will be
able to see at a glance which compliance officer in
their region is available to provide further assistance
if the case requires special consultation. The network
of compliance officers extends over all continents
and currently includes 48 employees.

regardless of the criminal penalties that may be
imposed in individual cases. These violations particu-
larly include price-fixing arrangements and the
division of market segments or customers by compa-
nies on the same level of trade. Unfair competitive
arrangements, bribery, insider trading, fraud and
money laundering are not tolerated and are actively
combated by B. Braun. Anti-competitive conduct is

particularly harmful in the health care sector, since
it means that patients will not be getting the prod-
uct quality that free competition would enable.
Moreover, such misconduct increases the overall cost
of health care.

Compliance organization

B.Braun introduced a global compliance management
system in 2011. The Code of Conduct, which applies
globally, is a key component of this system (see diagram
below).

The compliance management system applies for all
B.Braun Group companies and all companies that are
majority-owned by B.Braun Melsungen AG, directly or
indirectly, domestically and abroad. The companies are
responsible for ensuring that compliance requirements
are adopted and implemented in a legally valid fashion,
in accordance with the applicable rules. Local compli-
ance officers report on the implementation and optimi-
zation of these requirements to the Group Compliance
Office (see diagram on the right).

House of Compliance
The B.Braun compliance management system

Compliance Organization | Compliance Support

Prevent
Detect
React

Compliance: Code of Conduct | Organizational Guidelines
Corporate Strategy

Code of Conduct
In order to ensure ethical conduct in the company,
every employee is required to adhere to ten principles

that are defined in a Code of Conduct. This Code of
Conduct applies for all areas of the company and all
hierarchical levels. We have committed to the follow-
ing principles:

m The personal interests of employees may not come
into conflict with the interests of the company.

m  Our employees protect our company's business
secrets by maintaining confidentiality. Business
partners are also required to maintain confidential-
ity if we disclose business secrets to them.

m  Our employees agree to meet the highest standards
in our global business activities. They do not confer
or accept any unlawful and unjustified benefits.

m B.Braun achieves success in business through
outstanding performance and through fair and

Compliance organization
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ethical competitive practices, not through unethical
or illegal business practices. This includes compli-
ance with all national and international export and
embargo rules.

In addition to broad communication of the guidelines,
more than 1,200 B.Braun employees in Germany

have received specific training through instructor-led
events and through virtual platforms. The concept
includes referring employees to a specific contact
person for consultations (see box on the left).

Supervisory Board BBMAG Audit Committee

GROUP

LOCAL

T Reporting

Reporting
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Customer and Product Responsibility

We see customer satisfaction as the basis of our sustained business success. Physicians, nurses and patients
can rely on the safety of our products and services at all times. To us, safety means using all of our experience
and expertise to continually improve product quality and reliability so that users and patients will continue to

trust us with their most valuable possession: their health.

.
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CUSTOMER SAFETY

We develop, manufacture and distribute high-quality,
safe and reliable products and services. Our actions are
directed towards the safety of patients and medical
professionals: B. Braun's therapy systems are designed
to help medical professionals treat their patients in a
medically flawless manner, and with maximum effi-
ciency and minimum risk.

As a result, our products meet the highest quality
standards and satisfy all statutory and official require-
ments, as well as our internal safety and quality
requirements. Each B. Braun company ensures that
national and international quality assurance require-
ments are implemented and that all complaints are
received and addressed in a timely manner. We comply
with our product surveillance obligations fully and
thoroughly.

In line with our "sharing expertise" philosophy, new
B.Braun products are developed together with custom-
ers in order to enable optimal use in clinical practice.
In addition to the therapeutic benefit of its products,
B.Braun attaches great value to user-friendliness and
user safety. Even during the development stage, the
use of substances and materials that are hazardous
to human health and/or harmful to the environment
is subjected to critical scrutiny in the form of risk
analyses, and risks are eliminated or minimized
whenever possible.

Because of its broad line of products, B. Braun is
positioned to cover entire treatment areas and
processes, which results in reduced potential risks in
the process of use. For example, if an infusion device
is not used properly, there is a risk that air will escape
through the tube into the patient's body and cause an
air embolism. But since the Intrafix® SafeSet infusion
system came on the market about ten years ago,
nursing staff don't have to worry about that any more
thanks to the AirStop membrane, which stops the
infusion when the fluid container is empty. In addi-
tion, the PrimeStop membrane prevents contamina-
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tion from the possible leakage of fluid when the
container is being filled. The Intrafix® SafeSet is the
standard today and is used every day in hospitals all
over the world. B.Braun also offers training on the
execution of infusion treatments through Aesculap
Academy (see box, p. 39).

The design and functionalities of our products improve
the safety of users as well as patients. For example, we
offer IV catheters with a safety shield that covers the
needle tip after use in order to safely avoid needlestick
injuries to the medical staff. This prevents infection
with infectious pathogens like HIV or hepatitis. The
Venofix® Safety IV needle received the highly-regarded
German Design Award in 2014.

Hygiene in hospitals is a growing area of focus, since
every year, thousands of patients all over the world die
of infections with multi-drug-resistant organisms
(MDROs). Especially after surgical procedures, such as
hip replacements, there is a risk that germs will
penetrate the wound and become attached to the
artificial limb. This can be prevented by screenings
prior to the operation, so that possible germs can be
detected early on. Washing patients with Prontoderm®
before the procedure in order to remove MDRO colo-
nies from their skin and mucous membranes can also
prevent infections. For bedridden patients with urinary
tract disorders, the use of permanent catheters may
result in infections if bacteria get into the body
through the catheter as a result of inadequate hy-
giene. B.Braun's Actreen® products feature customized
systems with “no touch” techniques, in which the
sterile catheter is surrounded by a protective sheet to
protect it from direct contact with the hands.

Patient safety plays a big role in dialysis as well. The
company offers a broad range of innovative dialysis
systems for full and safe treatment, treating around
24,000 patients in over 300 dialysis centers worldwide.
In order to prevent infections, our centers enforce
strict hygiene requirements, including precise docu-
mentation of all treatments. We have developed an
online-based reporting system for quality assurance
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that all centers are linked to. Every side effect, and
every medically relevant incident during and after
dialysis, is precisely documented and evaluated by
medical professionals.

DATA PROTECTION

We protect the data of our customers, patients,
employees and applicants from unauthorized access
by third parties, handling this data with care and in
accordance with the applicable rules. We take special
precautionary measures to protect personal data. For
example, our headquarters in Melsungen has a data

RECALL OF NUTRIFLEX®

protection unit that is led by our data protection
officer, who is assisted by data protection coordinators
to help ensure data security and compliance with
applicable laws and internal guidelines.

The data protection team also organizes routine
employee training sessions, provides advice in connec-
tion with the drafting of contracts and marketing
activities, for example, and offers extensive informa-
tion on data protection. A total of 46 data protection
experts and coordinators are at work in 29 German
companies, exchanging information about recent
developments in the field of data protection at
routinely held workshops.

Maintaining Customers’ Trust Through

Transparency

In September 2011, in the course of routine quality
checks on retention samples, we found a problem with
what was then a new product of ours, NuTRIflex®
Omega. The various NuTRIflex® three-chamber bags
contained different nutrients for parenteral nutrition.
The solutions contained in the plastic bags provide pa-
tients with nutrients intravenously and are sold ready-
to-use. There was a possibility that after extended stor-
age of NuTRIflex® Omega bags, microparticles had
accumulated in the solution.

In consultation with the regulatory authorities, we
organized a recall campaign between September 2011
and February 2012 that was unique in the history of
B.Braun, encompassing 65 countries. To ensure that
our customers were cared for during this time, we sup-
plied alternative products, which we purchased from
other vendors where necessary. Investigations were
immediately launched, and these revealed that the dis-
solved microparticles came from a synthetic byprod-
uct of a plastic granulate delivered by a supplier, from

which the NuTRIflex® Omega ~ /
bags were made. Loy,
The particles were not =,
toxic, but their concen- / & '
tration was above y :
the officially ap- o X S
proved limits. For - ' “ :
this reason, the vol- | =,
untary recall campaign was N 4
important, demonstrating ) 7N
that the internal quality ' g
controls at B.Braun were functioning ‘; 2
properly. After the necessary changes
were made to the production process, NuTRIflex® once
again became available worldwide. B. Braun made the
entire recall process transparent for its customers and
provided active support in order to ensure that pa-
tients received the proper care at all times. As a result,
our customers continue to trust NuTRIflex® products
for clinical nutrition.

b
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PRODUCT AND SERVICE SAFETY

B.Braun manufactures primarily single-use products

in large quantities. Statistically speaking, a B.Braun
infusion solution is used to treat a patient somewhere
in the world 20 times every second. We have the largest
and most advanced factory for infusion solutions in
Europe today. In Melsungen, 250 million Ecoflac®plus
containers leave the LIFE production site every year.

The development, production and market surveillance
of our medicinal products and medical devices con-
form to international material and product standards,
as well as standards for quality assurance systems,
environmental protection and worker safety. At
B.Braun, these standards are incorporated into an
"integrated management system" (quality, environ-
mental protection, occupational safety) with harmo-
nized processes for development, production, testing
and market surveillance. This web-based internal

and globally accessible system ensures that all sites in
the B.Braun production network operate in accordance
with the same principles, in such a way as to meet
regulatory requirements in our target markets. Con-
stant risk management ensures that all relevant
information is collected and evaluated, and that action
is taken when necessary.

If, despite all of these preventive measures, there are
still problems with our products or services, we can
quickly respond to customer complaints. A centralized
complaint database ensures a link with our global
distribution organization. As a result, a qualified and
medically sound assessment of the circumstances of
the case can be made by experts in centralized fash-
ion, regardless of the production site, and the appro-
priate action can be taken if necessary. This allows us
to send out a rapid response to the customer, notify
the authorities or take further measures in the market.
In 2011 and 2012, we voluntarily recalled NuTRIflex®
three-chamber bags in more than 50 countries
because it was suspected that microparticles were
forming in the nutritional solution after extended
storage (see box on the left). <
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INJURY PREVENTION IN INFUSION THERAPY
Greater Safety for
Nursing Staff in the
Philippines

“Advanced Care” is the name of our approach aimed
at achieving greater safety in the healthcare sector.
Needlestick injuries are among the greatest risks
faced by medical staff in infusion therapy and in
healthcare in general. With this in mind, reducing
the number of sharps injuries is a goal that B. Braun
pursues on various levels, including through train-
ing activities. At our Aesculap Academies in over 40
countries, we provide nursing staff with optimum
preparation for using various products, including
disposable medical products such as the Braunula.
“Intravenous Therapy Updates,” for example, is the
name of one of the courses regularly offered by the
Aesculap Academy in Manila, Philippines.

Many accidents still take place when replacing
the protective cap on used cannulae. “Of course, the
risk lies not in the injury itself, but in the possibility
of transmitting infections such as HIV or hepatitis B
and C,” says Dr. Maria Buhat, President of the As-
sociation of Nursing Service Administrators of the
Philippines (ANSAP), our partner in offering the
seminars on safety in infusion therapy. During these
events, she gives theoretical and practical instruc-
tions, for example on how to avoid contamination
with particles due to improper handling of glass
ampoules, or on safe administration of cytostatics
in chemotherapy.
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ENERGY AND ENVIRONMENTAL MANAGEMENT Certifications in energy and environmental management

Country ISO ISO

Responsible handling of resources and protection of
50001 14001 EMAS IlI

the environment are tasks that require a joint commit-
ment from all players in society. As a global company, Germany . .
B.Braun takes this responsibility seriously, because its
production processes and other operations affect the

environment, e.g. through the use of water in the France ] ]
manufacturing of our products, the release of harmful

Spain " "

. . . Russia "
emissions, the consumption of materials and through
waste that is created in the course of production and United Kingdom .
operation. .
Switzerland " "
Wherever possible, B. Braun conserves resources, Austria . .

implements alternative and renewable concepts and
performs construction in such a way as to protect the
environment. We analyze all company value-added
processes for their environmental impact and take i.e. the hazardous substances that are released over
measures to optimize them where necessary. This often the product's life cycle.
results in lower purchasing costs, higher energy
efficiency and less waste.

WATER AND SEWAGE
Environmental experts work with production managers

at all our locations to develop goals for achieving In our production facilities we are constantly working
lasting improvements in environmental performance. to meet strict hygiene requirements while using as
Sites in numerous countries have already been certi- little water as possible. Our goal is to limit the use of
fied in accordance with well-known environmental and fresh water in proportion to production volume, e.g. in
energy management systems (see table), and other the production of infusion solutions, by using new

v, sites will follow in the coming years. technologies.

: : *1: L Especially with regard to the production of single-use ~ We also use heat exchangers in production to enable

EDVer nmental Resp OnSIb 111w -\ products, environmental aspects play a key role from use of the heat that is stored in sewage for other
- the development stage on. For example, several stoma  purposes. This effectively reduces the need to produce

care products have been subjected to a life cycle additional thermal energy.
analysis. Here, several criteria are used to examine the
ecological impact of each product, from production to ~ Water and sewage use has been trending slightly up
disposal. The analysis examines the impact on the over the past three years (see tables, p. 42). This is
climate, the consumption of fossil fuels and pollution,  attributable to an increase in production in recent years. =

As a manufacturer, we are aware that our activities use up natural resources, and we work to conserve those
resources as much as possible. This begins with the construction of production sites and the procurement of

raw materials and continues with low-emission energy use, responsible water usage, efficient logistical pro- "P
cesses and the recycling of used products.

PHOTO: P. 40: HAMILTON/REA/LAIF
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ENERGY AND WATER USE IN DIALYSIS

B. Braun Avitum Relies
on High-Efficiency Tech-
nology in the Czech
Republic and Slovakia

Chronic dialysis treatments take several hours and
require that several hundred liters of water be
treated via reverse osmosis, sterilized and heated to
human body temperature. Additionally, consum-
ables containing residuals from patient’s blood
have to be disposed of as clinical waste.

B. Braun Avitum in the Czech Republic and Slo-
vakia has tackled the ecological challenge con-
nected with that process through fundamental ef-
forts to modernize and re-equip its 34 dialysis
centers. All of the dialysis centers have received
certification from TUV SUD for the ISO 14001, I1SO
9001 and IEC/TR 62653 “Good Dialysis Practice”
standards.

To accomplish this, the Czech and Slovak
B. Braun Avitum dialysis centers were equipped
with heat recovery technology as part of an energy
overhaul, and the new B. Braun plant equipment
and systems have dramatically reduced power and
water use. The amount of clinical waste generated
per dialysis treatment has been reduced from 1.8 to
1.2 kilograms, reducing the environmental impact
of hemodialysis by one third. Each year, B. Braun
Avitum sets goals for reducing the environmental
impact of dialysis. There are already plans for fur-
ther modernization activities in other countries in-
cluding Germany and Hungary.

Water consumption and sewage in cubic meters (m3)

Water used 2012 2013 m

Germany 1,039,635 1,042,756 1,082,948

us* 1,581,166 1,899,677 2,148,738

* Production sites: Allentown and Irvine

Sewage 2012 2013
produced

Germany 706,500 713,852 765,417

us* 800,589 897,651 945,607

* Production sites: Allentown and Irvine

In the coming years, we plan to furnish more precise
data as to the development of our resource consump-
tion through consumption data that establishes a
relationship between resource consumption and other
key figures.

ENERGY AND EMISSIONS

We are working to use energy more efficiently and
reduce emissions that harm the environment. In recent
years, B.Braun has increasingly implemented energy
management systems in accordance with the 1ISO 50001
standard in order to more precisely track energy con-
sumption at its various sites and take advantage of
ways to conserve energy (see tables, p. 44).

Sometimes it's the little things that make a big

difference. For example, ultrasound equipment is used
to systematically identify leaks in compressed air lines.
This allows us to reduce the loss of compressed air and

conserve energy. Our continuous efforts to optimize
the energy efficiency of existing equipment demon-
strate that eco-friendly production and profitability
are not mutually exclusive, but rather complement
each other.
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This conviction is also reflected in many of the big
projects that B.Braun has executed in recent years.
This includes the construction of a logistics center in
Austria whose operation is nearly carbon-neutral (see
box below). At our Berlin site, we have erected one of

SUSTAINABLE LOGISTICS CENTER FOR B.BRAUN AUSTRIA

Logistics Partnership Cuts Emissions

Our plant at the Maria Enzersdorf site near Vienna
operates in an eco-friendly manner. 3,000 square
meters of the old building were carried away in 2011
and replaced with a sustainable logistics center that
is heated and cooled via a renewable biomass wood-
chip facility, in nearly carbon-neutral fashion and
without the use of fossil fuels. Additional renewable
energy comes from geothermal probes and solar pan-
els. In this way, B.Braun has been able to reduce
costs by almost 26 percent relative to conventional
fuel sources. More advanced technologies like LED
lighting also help in this regard. As a result, lighting
quality is higher relative to the metal-halide lamps
that were previously used, supplying workstations
with natural light.

The conversion of the logistics center was also un-
dertaken considering sustainable logistics. B.Braun
Austria has been collaborating with Paul Hartmann
since 2012. Both companies had similar supply routes,
but their products could not be any more different:
while B. Braun products have little volume but a lot of
weight, Hartmann products take up a lot of space but
are very light, making it difficult to perform deliver-
ies in an eco-friendly manner. By combining runs and
optimizing supply routes, it is possible to send fewer

and better-equipped trucks out to customers, and to

effectively cut emissions.

>
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Energy consumption in megawatt hours (MWh)

Energy consumption (non-renewable energy)

Energy consumption (renewable energy)

2012 2013 m Electricity 2012 2013 m
Germany Oil 69,642 55,609 11,929 Germany 59,025 60,266 69,508
Gas 229,533 241,769 262,577 us* 4,31 4,963 5,811
Electricity 132,432 125,271 133,135
us* Oil 13 22 22
Gas 2,357 2,166 2,472
Electricity 81,368 76,512 80,877
France* oil 3,800 3,337 3,624
Gas 9,749 10,958 9,175
Electricity 13,718 14,273 12,617
* Production sites: Allentown and Irvine
** Sites: Boulogne, Ludres, Chasseneuil, Nogent
Greenhouse gas and air emissions in tons (t)
Greenhouse gas emissions (from fossil fuels) Air emissions
2012 2013 m Cco 2012 2013 m
Germany co, 64,013 62,812 55,617 Germany 20.25 20.09 18.43
NO, 74.03 72.15 62.47 us* 0.16 0.15 0.17
us* co, 475 439 500 France™* 0.92 0.97 0.86
NO, 0.53 0.49 0.56
France** CO, 2,938 3,059 2,751
NO, 3.42 3.54 3.20

* Production sites: Allentown and Irvine
** Sites: Boulogne, Ludres, Chasseneuil, Nogent

the first industrial buildings in the medical technology
industry to be certified for eco-friendly construction
under the LEED model (see “In view," p. 4). Moreovetr,
our dialysis centers worldwide enforce requirements
for environmental management with a view towards
conserving resources (see box, p. 42).

B.Braun is also blazing new trails in the field of energy
supply. A biomass power plant at the Melsungen site
generates enough clean energy to satisfy the energy
requirements of 10,000 households (see box). This
example demonstrates how two of B.Braun's sustain-
ability goals can be combined: eco-friendly production
and support for the local economy.

In both the US and in Germany, we have been able to
increase our use of renewable energy as a percentage
of overall energy consumption. The renewable energy
share in Germany was 31 percent in 2012, but in-
creased to 34 percent in 2014. This trend was associ-
ated with a reduction in harmful emissions. The switch
from oil to gas as the energy source at some locations
also contributed to a reduction in emissions. In
addition, combined heat and power plants have been
commissioned in Tuttlingen and Bad Arolsen.

WASTE

On the subject of waste as well, environmental and
economic goals can be reconciled: the more waste that
is recycled, the fewer new raw materials need to be
added to the production process. That's good for the
environment and can reduce costs as well. A distinc-
tion is made in waste management between resource
recovery, also called recycling, and energy recovery. In
resource recovery, used materials are added back into
the production cycle. At B.Braun, this involves >
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BIOMASS POWER PLANT IN MELSUNGEN
Really Picking
up Steam

p
g

As of 2014, B.Braun’s energy needs in Melsungen are
supplied by a state-of-the-art biomass-fueled com-
bined heat and power plant with a thermal capacity of
21 megawatts. All of the thermal energy - process
steam and district heating - goes to B.Braun. The
steam is used for the production of infusion solutions
at the LIFE plant, particularly for sterilization. The
clean power which is generated through the combined
heat and power generation process is fed directly into
the public grid, supplying around 10,000 households
in the region with eco-friendly energy.

The biomass plant is one of the projects under-
taken by B.Braun to improve energy efficiency. It is
fired exclusively by raw materials from the region,
such as the crowns of felled trees and landscaping
materials. When untreated wood is used as fuel, it
releases only as much carbon dioxide that becomes
attached to it from the surrounding air over the
course of its growth. In this way, carbon emissions
can be reduced by around 30,000 tons a year rela-
tive to the use of fossil fuels. Biomass power plants
are among the most eco-friendly methods of energy
production there are.

During the 15 months it took to build the power
plant, a great deal of the construction work was con-
tracted out to companies in the region, and all of the
equipment was supplied by Viessmann, a family-
owned company. Planning and operation of the facil-
ity will be undertaken by Prolignis, a company based
in Ingolstadt specializing in biomass power plants.
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LANDFILL-FREE INITIATIVE IN THE USA
Recycling Instead
of Landfill

L 7 i ‘]"

What started in 2013 as a project in Allentown,
Pennsylvania, last year turned into a stated objective
for many plants of B.Braun USA: no waste from in-
dustrial processes should, as far as possible, be dis-
posed of in landfills. All plants in Pennsylvania and
our plant in Irvine, California, can achieve this am-
bitious goal already in 2014, and other plants will
follow the good example.

The term “landfill-free* means that only produc-
tion waste that is not suitable for further use, for
recycling or energy production, is stored in landfills.
To achieve the “landfill-free” status, at least 99 per
cent of the waste must be reused.

The initiative is part of B.Braun’s sustainable de-
velopment strategy and helps us to achieve our en-
vironmental protection objectives. In 2014 alone, we
recycled 5,600 metric tons of waste for use in the
generation of renewable energy. This reduced ap-
proximately 12,100 metric tons of harmful carbon
dioxide from entering Earth’s atmosphere in 2014.

both materials that are discarded in the production
process and recycled single-use articles that, due to
their forward-looking product design, can be reused
as top-quality materials.

In the case of energy recovery, waste with a high
energy content is incinerated and the energy that is
released can then be used as electrical energy, heat
or process steam.

The goal of B.Braun is to use as much as possible of its

waste for one of the two recovery methods described
above. In the year 2014, 3,010 tons of hazardous waste

Waste in Germany in tons per year (t/a)

Hazardous waste

2012 2013 m

Resource

recovery 1,162 977 1,018
Energy recovery 1,228 1,416 1,662
Disposal 546 439 330
Total 2,935 2,832 3,010

Non-hazardous waste

2012 2013 m

Resource

recovery 12,914 11,926 12,351
Energy recovery 5,294 5,539 3,952
Disposal 1,845 1,620 419
Total 20,053 19,085 16,722

was created at all of the company's production sites

in Germany, as well as 16,722 tons of non-hazardous
waste. Almost 90 percent of the hazardous waste was
recovered for further use, which represents an increase
of about eight percent over 2012. For non-hazardous
waste, the recycling rate was actually 97.5 percent.
Here as well, the company registered an improvement
over the 91 percent posted in the year 2012 (see
tables, p. 46)

B.Braun has executed a pilot project in France in
which the waste created after use of the Ecoflac®
infusion bag was sorted and reused. We are currently
examining the extent to which the experiences from
this project can be incorporated into a comprehen-
sive recycling system. In the US, we have launched
the “Landfill-free USA" initiative, with the goal

of recovering all waste for further use (see box

on the left).

LOGISTICS

The goal of our logistical activities is to use energy
and raw materials efficiently and keep emissions to a
minimum. For example, recycling cartons reduces the
company's annual need for packaging. Recycled paper
and foil compactors are also used at the Melsungen
site and this reduction in volume decreases the
number of required disposal shipments.

At our logistics sites, we exclusively use electrical
industrial trucks, which best meet our requirements
for safety and usability in shift operation in an
intra-logistical environment. New technologies like
lithium ion batteries are tested and put to use in
areas where improvements in energy efficiency can
be achieved.
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The consistent implementation of a “lean logistics”
philosophy also results in the conservation of resourc-
es. The core issues in this regard are efficiently rede-
signing existing processes by introducing constant
improvements and optimizations.

Keeping shipping routes to a minimum while optimiz-
ing cargo space and using energy-efficient equipment
is the standard for eco-friendly logistics. We pass on
these standards to our service providers in correspond-
ing requirement profiles.

The distribution of B.Braun products within Germany
takes place primarily via decentralized shipping
centers. On the initiative of B.Braun, return shipments
from our shipping centers are being increasingly
combined with some of our procurement shipments so
that we can avoid empty truck movements, which are
harmful for the environment.

In a survey on the subject of sustainability, all national
haulers used by the company indicated their willing-
ness to engage in eco-friendly practices alongside the
whole supply chain, in addition to using only vehicles
that meet or exceed the EURO 5 exhaust standard.
Expressions of these activities include the definition of
environmental protection goals, reductions in carbon
emissions, use of the latest propulsion technologies
and adherence to environmental management systems.

&
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Responsibility for Our Employees

Our working environment is shaped by trust, transparency and respect. We value our employees as key to
B.Braun's success. We are proud that many of our employees have been with the company for a long time
and we do what we can to support them in various life situations, such as with flexible work options, at-
tractive opportunities for development and a forward-looking pension system.

B.Braun's employees are a critical factor to its success.
The company's working environment is characterized
by trust, transparency and respect. This also finds
expression in our understanding of leadership, which
we have formulated in the form of global rules.
Consistent with our corporate philosophy, ,sharing
expertise,” we are convinced that knowledge grows
through interpersonal exchanges. This conviction is
reflected in the way our employees and senior manag-
ers work together.

Our employees develop their strengths accordingly,
aided by a system that encourages and challenges them,
and creating a working environment that motivates
employees to perform their best. This system is based on
the expression of mutual respect and recognition of the
achievements of each and every employee. Senior
managers have the task of conveying the values and
mission of B.Braun, translating guidelines into concrete
action and implementing the corporate strategy.

EMPLOYEES

The number of employees at B.Braun has increased
steadily in recent years (see diagram). As of December 31,
2014, B.Braun had 54,017 employees in 62 countries,

up 8.3 percent from the year before. This growth is
attributable above all to the steady expansion of produc-
tion capacity and acquisitions. In July 2015, the number
of employees crossed the 55,000 mark for the first time.

The number of employees in Germany has risen by
7.0 percent, to 13,616 (prior year: 12,726). This
growth is particularly attributable to the addition
of new personnel in production and the acquisition
of more dialysis centers (see table on the right).

The number of employees in Europe is up 8.3 percent,
to 15,966 (prior year: 14,740; see diagram, p. 50). The
main reasons for this growth were the expansion and

RESPONSIBILITY FOR OUR EMPLOYEES 49

Change in number of employees

54,017

49,889

46,559

43,676
41,666

2010 20Mm 2012 2013 2014

acquisition of dialysis centers in Russia and the
hiring of employees at production plants in Spain,
Hungary, Poland, Switzerland and the Czech Repub-
lic. The expansion of production capacity at the
Penang site in Malaysia and the opening of a new
production site in China were responsible for an
increase in the number of employees in the Asia and
Australia region. The number of employees has risen
by 10.2 percent, to 14,269 (prior year: 12,946).

New hires in Germany

Under 30 270 352
30 to 50 262 394
Over 50 32 47
Total 564 793
Of which male 344 528
Of which female 220 265
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Employees by region

Germany

12,052 12,726 13,616

North America

5515 5548 5850

2012 2013 2014 2012 2013 2014

Latin America

3,250 3,451 3,791

2012 2013 2014

In North America, 5,850 employees were working for
B.Braun as of the end of the reporting year (prior year:
5,548). This represents an increase of 5.4 percent in the
number of employees relative to 2013. This growth is
due in part to the increase in production capacity of
medical equipment. The number of employees in Latin
America was up by 9.9 percent, to 3,791 (prior year:
3,451), largely due to the increase in production capacity
in Brazil, Peru and Mexico. The number of employees in
Africa and the Middle East was up to 525 prior year:
478), an increase of 9.8 percent from the year before.

WORK AND FAMILY

Work and family are two major pillars in any person's
life. As a family business, B. Braun seeks to help its
employees balance their work and their family life.

Europe (excl. Germany)

15,966
13,504 14,740

Asia and Australia

14,269
2012 2013 2014 11,888 12946

Africa and the Middle East =T —
350 478 525 2012 2013 2014

2012 2013 2014

Moreover, a family-friendly HR policy is becoming an
increasingly important factor in the competition for
talented candidates, especially in view of the demo-
graphic trend and the resulting shortage of skilled
workers.

A large number of flexible working time measures and
models allow B.Braun employees to meet their family
obligations while at the same time pursuing their
careers. Employees can choose among 20 part-time
models. A family-friendly HR policy has been devel-
oped, with the motto "B.Braun for Family" that offers
employees an attractive and flexible environment. It
was also for this reason that B.Braun introduced its
“family part-time model" in 2007, to enable employ-
ees to provide child care or to care for sick relatives
(see box and table on p. 51 and box on p. 52).

Work/family balance in Germany

Parental leave

Men 154 186
Women 240 271
Parental leave overall 394 457

Family part-time (children)

Men 41 54

Women 233 306

Family part-time (nursing)

Men 2 2

Women 15 22

Family part-time overall 291 384
DIVERSITY

Diversity and equal opportunity are part of our
global philosophy, as well as being elements in the
worldwide success of B.Braun. Accordingly, we offer
equal opportunities for hiring and promotion to all
persons as part of our employee development pro-
gram. A respectful and trusting atmosphere creates a
working environment where good ideas can emerge
and thrive.

We respect diversity in all business and employee-
related decisions and we avoid unequal treatment
based on race, age, ethnicity, gender, religion or world
view, disability, sexual identity or any other of the
criteria protected by law.

Diversity and equal opportunity are the basis of our
talent management. We develop new entrants and
high-performers alike by offering challenges and =4
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FAMILY PART-TIME IN GERMANY
B.Braun Supports
Families

For many B.Braun employees, work and family are
two major pillars in their lives. It's not always easy
to reconcile the two, because each area of life re-
quires attention and, above all, time. That's why, as
of 2007, B.Braun has been offering all employees
the option of family part-time, which allows them to
combine both areas of their life.

Under this program, B.Braun employees have the
option of working part-time when raising their chil-
dren or caring for severely ill family members. To
qualify for the program, employees must have been
permanently employed in Germany for at least two
years and they must return to work no later than one
year after their maternity leave ends.

On their first time taking advantage of this op-
tion, or caring for a family member, employees re-
ceived a bonus of 15 percent on their salary with a
part-time ratio of 50 percent. When taking advan-
tage of the program a second time, the bonus is in-
creased to 25 percent and is extended for up to eight
years in all, even for fathers.

In this way, family part-time allows employees to
continue their professional development while at the
same time having enough time to raise their children
or care for sick family members.
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the opportunity for growth. We aim to fill open posi-
tions with in-house replacements, which allows employ-
ees to advance their careers by taking on more responsi-
bility. Our development process, which applies for all
units and countries, facilitates the transfer of knowledge
and therefore contributes to sustainable growth. Al-
though our talent management system focuses on
employees with high potential, it keeps in mind external
applicants as well. The target group ranges from trainees
to experienced managers internally, and from interns to
sought-after experts externally.

B.Braun promotes the transfer of knowledge between
locations with the international exchange of employees.

WORK LIFE BALANCE AT B. BRAUN FRANCE

Family Bliss Times Three

Céline Daval-Issad joined B.Braun France in 2006 as a
Sales Representative and is now Regional Account
Manager for the Southeast region. In recent years she
has occupied three positions for B.Braun and had two
children. “The trust that has been placed in the quality
of my work has done a lot to help me find a balance
that works for me between those two areas of my life.
I'm pregnant again and I'm expecting my third child
with absolute confidence,” reports Céline Daval-Issad.
For her, this means professional success and even more
family bliss. For B.Braun France, she is a big win with
even more potential.

Lifestyles like those of Céline Daval-Issad confirm
to us that the ability to reconcile work and family and
the placing of men and women on equal footing are
key components of our company’s success. At B. Braun
France, employees with children who decide to work
part-time receive a bonus added to their salary until
their children attend high school. Female employees on

Targeted development, the opportunity to take part

in international projects and the rotation of specialists
and executives contribute decisively to B.Braun
Group's ability to innovate.

Around 200 international assignments were coordi-
nated and managed in 2014 based on the global rules
for foreign assignments. The primary destinations were
Malaysia, Germany, China and Vietnam. Our foreign
assignment rules ensure harmonized standards and
equal treatment of all employees sent abroad.

Practicing diversity also means preventing unequal
treatment based on gender. Fair pay for men and

shift duty can request to be taken off the night shift for
half a year after the birth of their child so as to enable
them to better care for their children.

women is a key aspect in ensuring equal rights and a
good working atmosphere. Existing collective bargain-
ing agreements state that compensation must be
based on the employee's work and qualifications, so
that differences in pay between men and women are
excluded. The percentage of women in leadership
positions in Germany is currently 11 percent for
top-level management positions and 13 percent in
second-level management. The seven-member man-
agement board includes one female executive (see
table) and the 16-member supervisory board includes
three women.

Women in leadership positions in Germany*

Top-level Top-level
management 1 management 2
Total 36 38
Of which
women 4 (11%) 5 (139%)

* Date: 30 June 2015

Employment by gender, in percent

Percentage Percentage
of women in of men in
total number total number
of employees of employees

Germany 37 63
Malaysia 62 38
Spain 52 48
France 61 39
Brazil 47 53
Hungary 75 25
Switzerland 37 63
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The number of handicapped employees in Germany in
2014 remained at the prior-year level (see table).
B.Braun easily exceeds the rate of 5.0 percent that

is required in accordance with Book Nine of the Social
Code. In addition, B.Braun awarded a total of

2.7 million euros in contracts to various sheltered
workshops in 2013 and 2014.

Number of employees with disabilities in Germany

2013 m

Total 682 710

TRAINING

B.Braun has been engaged in training for many
years, raising the number of available training
positions every year and designing state-of-the-art
training concepts. It is a key component of the
company's HR strategy, especially in light of demo-
graphic changes. Training at B. Braun means allowing
trainees to take on responsibility in performing
exciting tasks on their own for an international
company in an innovative environment, promising
opportunities for professional development in a
forward-looking working environment and compe-
tent supervision by a training team that, together
with partners, creates incentives and promotes
individual skills, in addition to team spirit and

hard work.

A total of 720 young people successfully completed
their training in 2013 and 2014 at our sites in Brazil,
Germany, Poland and Switzerland. The company has
taken on 441 trainees in the past two years. In the
year 2014, 1,149 young people were in training in
Brazil, Germany, Poland and Switzerland (see box and
table), representing a 14.7 percent over 2013.
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VOCATIONAL TRAINING IN SWITZERLAND

Strengthening Skills and Team Spirit

. V
| ¥ e

B.Braun Switzerland is currently training 30 young
people at three sites in eight different commercial and
technical professions. In Sempach, plant operators, lo-
gistics specialists, merchants and computer technicians
are being trained. In Escholzmatt, we offer entry into
technical professions such as plastics engineers, poly-
mechanics and plant operators. A learning workshop is
also available there. In Crissier, plant operators, labora-
tory technicians, logistics and other specialists are
trained for operational maintenance.

A certificate of proficiency is awarded upon com-
pletion of the three or four-year basic vocational

training, which is made up of practical training, ap-
prenticeships, the vocational school and industry
courses. Depending on the course of study, classes
are attended at the vocational school one or two days
a week. Trainees spend the remaining days working
in operations, learning various areas of their practi-
cal craft.

Training at B.Braun Switzerland offers exciting du-
ties in an international company and promising op-
portunities for professional development in a future-
oriented working environment.

B.Braun offers graduates prospects for continued
employment through job security agreements.

Many young people are interested in combining on-the-
job training with study at a university or vocational
school: at the moment, 111 young people are engaged in
dual study with B.Braun in Germany. Parallel training in
theory and practice is also available in Brazil. The jobs
where training is available include electrician and
maintenance engineer. In this way, trainees are opti-
mally prepared for their future careers and receive a
salary from B.Braun while still undergoing training.

B.Braun supports the development and implementa-
tion of similar concepts at other international loca-
tions as well. These concepts are based on a dual study
system and are adapted to meet local requirements.
57 young people were trained in Malaysia in the year
2014 in conjunction with the Penang Skills Develop-
ment Centre and Universiti Malaysia Perlis. At our
location in Vietnam, we continued our mechatronics
training program in 2014 in cooperation with the
German Society for International Cooperation (Gl2)
and the Hung Yen University of Technology and
Education, and the first class of twelve trainees has
completed the final examination.

PROFESSIONAL DEVELOPMENT

Qualified employees are the prerequisite for lasting
success in business. B.Braun offers an extensive array

Number of training positions in Germany

2012 2013 m

Commercial 286 264 257
Technical 504 524 530
Total 790 788 787
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of advanced and continuing education offerings to
support the professional development of its employees.
In the year 2014, each employee in Germany received
an average of five days of advanced and/or continuing
education, for which the company invested around

6.8 million euros.

The offerings include a range of methods and process-
es for management, feedback and employee develop-
ment, so as to develop employees' potential and the
entire organization's capacity for innovation and
performance in a sustainable manner. B. Braun has
defined core competences that apply worldwide for all
employees and executives. These offer orientation for
all HR management processes, from selection for
continuing education as well as employee and organi-
zational development to international assignments and
filling of key functions.

Annual interviews about goals and results, skills,
training, mobility and development are fixtures of
the employee management process. For example,
the “conducting employee interviews professionally”
program teaches managers how to build trust,
conduct respectful interviews, give constructive
feedback and motivate employees to achieve goals
and develop.

The B.Braun executive development program was held
for the second time in 2013 and for the third time

in 2014. For 2015 and 2016, modules are planned
which offer a more in-depth examination of strategic
management, innovation and leadership. These courses
will be organized in conjunction with ESMT, the
European School of Management and Technology in
Berlin.

The B.Braun Business School offers harmonized
continuing education opportunities Group-wide as
part of a global curriculum in order to ensure con-
tinuous, goal-oriented and target group-specific
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continuing education. In 2014, we conducted

240 training sessions at the B.Braun Business School
with around 2,070 participants, including 140 train-
ing sessions at Kloster Haydau, with 1,301 people
taking part. This included extensive training on
management skills and leadership, employee devel-
opment and communication, marketing and sales,

as well as quality, languages and information
technology.

The Hotel Kloster Haydau seminar and convention
center in Morschen, located a few kilometers south of
company headquarters in Melsungen, is also available
to provide sustainability in continuing education. The
convention center is the site of the B.Braun Business
School and a center of training for employees from
all over the world. The idea is that bringing interna-
tional employees to Group headquarters in Germany
will make them more familiar with B.Braun's tradi-
tions and help form a lasting attachment to the
company.

CO-DETERMINATION

The working relationship between management and
employee representatives is marked by longstanding
tradition and trust. This is evident in Germany, for
example, in the job security agreement model.

In these agreements, which go as far back as 2004,
B.Braun has agreed on extensive assurances with its
social partners - unions and the work council - in
order to protect jobs in the future.These agreements
additionally include provisions excluding dismissals
for operational reasons, increasing training positions
and allowing employees to share in the company's
earnings, as well as commitments to make invest-
ments and create new jobs at German locations.

TRANSITION TO RETIREMENT

In the course of their careers, employees will acquire
valuable experience, a very large bank of knowledge,
an extensive network and longstanding contacts. We
would like to continue to benefit from these resources
even after employees leave the company and go into
retirement. To this end, we do what we can to help
them plan their transition into their next phase of life
in a sensible way.

Work models such as “60-plus part-time" and partial
retirement, in conjunction with long-term working
time accounts, allow employees to flexibly transition
from work into retirement. In particular, the transi-
tional models take into account extensions to lifetime
working hours and offer individualized options.

HEALTH MANAGEMENT AND WORKER SAFETY

Working for people's health is at the core of B.Braun's
corporate activities. This is true not just for patients
and medical professionals, but for our employees as
well (see table and box, p. 58).

We are continually expanding our cooperation with
workplace health management partners at B.Braun
locations in order to better integrate the broad range
of workplace health management subjects and mea-
sures with the regional expertise at B. Braun locations.
The requirements in each individual country are
decisive in this regard. For example, B. Braun Vietnam
built its own on-site clinic in 2011 in order to allow
employees to seek medical advice quickly and without
complications (see box).

The Fit@B.Braun inter-location workplace health
management system helps employees in Germany
maintain or recover from a health issue. The system
combines a diverse array of components: among the

partners in the Fit@B. Braun system are clinics, rehab
facilities, medical specialists, health experts, service
providers and universities.

The goal of these activities is to establish measures
that perfectly fit the needs of the various categories of
B.Braun employees in Germany and enable them to
adopt individualized living and working methods that
promote health. Fit@B. Braun informs employees
about the numerous company measures with regard to
health subjects, educates employees about structural
and personal prevention and motivates them to take
part.

All health management partners have been working
together closely to further establish the Fit@B. Braun
program at the company's German locations in 2014.
This cooperation benefits employees as well as the
company health insurance funds and the persons they
insure. The fact that these activities are working is
evident from the disability rate, which was 6.2 percent
in 2014, remaining on the previous year's level.
Workplace safety experts are continuing to work at
every location in order to ensure the safety of our
employees. To this end, we do more than just comply
with applicable workplace safety laws. At many >

Days lost due to accidents
(accidents with and without mandatory reporting)

2012 2013 m

Germany 2,622 3,345 2,658

Number of workplace accidents
(accidents with and without mandatory reporting)

2012 2013 m

Germany 362 354 340
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MEDICAL CLINIC IN VIETNAM
Quick Help not Only in
a Case of Emergency

With the commissioning of the new production plant,
B.Braun Vietnam opened in 2011 at the Hanoi loca-
tion its own clinic for the employees. In two doctor’s
examination rooms in La Thanh and Thanh Oai, a
nurse is available around the clock. Every Thursday,
a general practitioner is available on site for addi-
tional consultation at both B.Braun premises.

The medical personnel is the first point of con-
tact for B.Braun employees when they have medi-
cal issues at work. It provides primary basic health
care and helps with the right medications. In case of
emergency, the nurses are available to provide first
aid and care for the employee until the ambulance
brings him/her to the hospital. Other tasks of the
medical personnel also include medical examina-
tions and consultations as well as diagnosis and
treatment for common symptoms.

With the service of the clinic, B. Braun comple-
ments the public health care system and improves
the quality of the health care of its employees on
site. On average, ten people per day are treated in
both facilities.
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B. BRAUN SPAIN
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Every year, 270 million employees are injured at work,
and another 160 million people fall ill due to issues
arising from their jobs. Steadily reducing these world-
wide figures is the goal of the World Day for Safety and
Health at Work that took place for the first time on
April 28, 2014. At B. Braun in Spain, mascot Prudencio
(“the prudent one”) greeted our employees as part of
the initiative and promoted the long-term campaign
“Living without accidents.” The character of Prudencio
is the result of a drawing contest held in 2014. He pro-
motes the five most important safety rules at work:

m Report risks as soon as you notice them.
m Use only marked routes and make phone calls
only in designated areas.

=

ARy

Keep your workstation clean and tidy.
Know and respect the safety instructions.
Use railings on stairs.

Together with a brochure of the campaign, a blister
of five “prudenzoles” - mint sweets packaged as
medicine - were issued to all Spanish employees,
likewise representing the five safety rules in “Living
without accidents.” The campaign also included
training for the entire management, whose members
will share the knowledge in turn with their employ-
ees during training sessions. B. Braun Spain hopes
the campaign will help reduce the number of occupa-
tional accidents to zero.

locations, we have also introduced management
systems based on the OHSAS 18001 standard on a
voluntary basis in order to document and improve
workplace safety organization.

PENSIONS

Responsible treatment of employees has a long
tradition at B.Braun, and an example of this is in the
area of pensions. 11,600 active employees in Germany
today have a claim to employer-financed pensions.

Comprehensive pension systems have been in place
since the 1970s. Ever since 2007, B. Braun has offered
a pension plan satisfying the latest requirements, the
"Vorsorge Plus” plan, which provides an employer-
financed pension along with a deferred compensation
self-financing option.

The company also offers various other forms of
employer-financed supplementary pensions through
deferred compensation. As a result, between the
pension arrangement defined in the collective bar-
gaining agreements, direct insurance and special
investment models for non-collective employees, all
employees are free to choose the pension form that is
most attractive to them. B.Braun Germany currently
has more than 3,800 pensioners, who are allotted
more than 22 million euros in pensions every year.
Even in the US, where company pensions are more
the exception than the rule, we have offered a
defined-benefit pension plan since 1979 (see box

on the right). <
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COMPANY PENSION PLAN AT B.BRAUN USA

Saving for the Future

The company pension plan at B. Braun Melsungen has
a long tradition. This is also an important tradition in
the US as well. B.Braun USA provides all full-time
employees with several important sources of retire-
ment income to assist them with achieving a success-
ful retirement plan. The company-provided Pension
Plan was established in 1979. All full-time employees
are vested in the B.Braun Medical Inc. Pension Plan
after completion of 3 years of service if hired before
April 1, 2013.

Currently, the company provides all full-time em-
ployees with an annual company contribution into
their 401K retirement Savings Plan. About 76 percent
of employees participate in the B.Braun Medical Inc.
Savings Plan (401k), which provides participants with
another excellent opportunity to build a diversified
retirement savings portfolio. B. Braun, as required by
law, also contributes 6.25 percent of an employee’s
wages to partially fund social security retirement
benefits provided by the US government.



As a "good corporate citizen," we have been supporting social projects at B.Braun locations for many years.
We take a strategic approach in this regard and promote activities that expand knowledge, strengthen
regions and create prospects for those in need. We want to be a model for other companies and motivate
them to work purposefully in the areas of education and health care on behalf of future generations. With
this kind of commitment, we can even provide opportunities to those who cannot take advantage of them
on their own.

Our CSR (Corporate Social Responsibility) strategy rests
on three pillars: knowledge, regions and prospects. It was
developed in 2008 and is mandatory for all B.Braun
companies worldwide. A checklist is used for applications
to determine whether a project fits the strategy and
therefore merits support. Thirty-two of 62 national
companies are currently providing aid for social projects
(see table). B.Braun particularly supports projects in the
fields of education, health and future generations.

Number of CSR projects supported by B.Braun 2014

Country

Germany 49
Malaysia 13
USA 3
Spain 4
France 13
India 1
Brazil n
Hungary 15
China 2
United Kingdom n
Vietnam 3
Switzerland 5
Others 52
Total 182

EXPANDING KNOWLEDGE

For a company that has adopted “Sharing Expertise”
as its motto, promoting knowledge plays a key role in
its social commitment. More than 40 years ago, the
B.Braun Foundation was established to support the
continuing education and training of nurses and
physicians in clinical practice. The foundation awards
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grants and organizes symposiums and colloquiums,
one example of which is the annual Kassel Symposium
for physicians. Since that time, the company has
invested more than nine million euros in the future of
science.

Also engaging in the field of continuing education is
the international Aesculap Academy, which provides a
forum for medical training (see p. 28). The B.Braun
Prize is awarded to students of social sciences and
health at schools in Germany, Austria and Switzerland.
B.Braun also invites study groups at universities and
other educational institutions to investigate subjects
in the area of health care, with the subject rotating
every two years, and to submit papers, which are then
evaluated and recognized by an expert panel. In
addition, the B.Braun Prize for Social Innovation was
awarded for the first time in 2013 by the Aesculap
Division in Tuttlingen. The prize is awarded to initia-
tives that distinguish themselves through their special
innovative character, effectiveness, sustainability and
applicability.

The company's relationship with the University of
Kassel has a long tradition and has produced many
initiatives. UNIpace, for example, stands for “Polymer
Application Center,” and is a partnership between the
Institute for Materials Engineering and B.Braun
Melsungen with the object of identifying research
questions with practical relevance and assisting
scientists in making new findings. The testing of
results by B. Braun provides the institute with key
data and information regarding the further optimiza-
tion of materials. Current research projects involve
the processing of silicone with the objective of
making the production of medical products more
sustainable.

Other elements of the strategic partnership include the
Otto Braun Fund, which supports research work in the
natural sciences above all, and the North Hessen
Innovation Society (GINo), which works to patent
university inventions and provides support for founda-
tion professors.
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The quality of care in hospitals and educating the
population about the subjects of hygiene as well as
preventive medical care are the mission of “B.Braun
for Africa” in Kenya. As of 2010, children, teachers and
parents at 80 schools have been learning how to be
health-conscious and prevent ilinesses. In addition,
more than 1,000 nurses and medical students have
been trained in patient and user safety as part of a
joint project with the German Society for International
Cooperation (GIZ). The newly formed B.Braun company
in Kenya will continue to support these and similar
activities.

For B.Braun, expanding knowledge means making
children and adolescents excited about science. In
2013 and 2014, Children's and Youth Weeks were held
at the company's headquarters in Melsungen for the
sixth and seventh times, respectively. In the course of
the two-week program, students learn about scientific
phenomena in the “research tents" located in front of
the gates to the B.Braun plant. In Tuttlingen, the 25th
edition of the Children's University was held in No-
vember 2014, in which even the smallest children have
the opportunity to follow exciting experiments.
B.Braun was also the chief sponsor of the Penang
International Science Fair, which is the largest science
fair in Malaysia, with 50,000 visitors (see p. 7).
B.Braun supports knowledge-related projects in many
countries, including its collaboration with "Arsenal do
Bem" in Brazil (see box on the right).

STRENGTHENING REGIONS

The local character of these projects describes the
second key aspect of B.Braun's CSR strategy: we want
to strengthen people in the regions where we maintain
locations and where we have been a part of society for
many years. Aside from educational projects, our
activities in this regard focus above all on investment,
health, cultural and athletic projects.

On the occasion of the company's 175th anniversary
in 2014, B.Braun donated around 6.2 million euros to

renovate the Melsungen Comprehensive School, where
open and accessible spaces will be created for joint
learning through 2016. Kloster Haydau, a former
monastery near Melsungen, was thoroughly restored
through 2013, as an entire complex of buildings, and
converted into a seminar center and hotel. In 2014,
B.Braun launched the "Kiichengarten" [kitchen garden]
integration project in conjunction with the religious
aid organization Baunataler Diakonie Kassel at a site
adjacent to the "Hotel Kloster Haydau." Here, twelve
employees with and without disabilities grow fruit and
vegetables based on the rules of organic farming and
sell them at a new store located in old masonry.

As a manufacturer of medical and pharmaceutical
products, B.Braun is also very engaged in social
projects relating to health. In the "B. Healthy -
B.Braun" campaign in the United Kingdom, more
than 11,000 children since 2008 have learned why a
healthy lifestyle is important, including prevention
offerings as well as sports and dance workshops (see
p. 16). In the Philippines, B. Braun employees advise
families in all matters relating to healthy nutrition
as part of the "Busog-Lusog Nutrition Support
Program.” In Australia, B.Braun finances a car
service to take leukemia patients from their homes
to the hospital. And in several European countries,
B.Braun does what it can to help hospitalized
children forget about their iliness for a little while
(see box, p. 64).

B.Braun is also active in supporting cultural events
in Germany. This commitment is an expression of the
company's strong roots, e.g., in Melsungen and
Tuttlingen. Examples of this commitment include the
company's support for the Kultursommer Nordhessen
and Kasseler Musiktage music festivals and the
Honberg-Sommer festival in Tuttlingen, which fea-
tures a diverse and attractive program every year for
lovers of classical and modern music, theater and
drama, ballet and dance, song and jazz, workshops
and festivals. As of 1992, B.Braun has an extensive
collection of contemporary art, with over 700 items.
This collection is based on the idea of supporting

young, and as yet unknown artists from countries in
which the company maintains production and distri-
bution sites.

We also support athletic clubs, small and large, at
B.Braun locations. For example, B.Braun sponsors the
top-notch men's handball teams of MT Melsungen
and Gydngyosi Kkin Hungaru, as well as the women's
handball team SG Kirchhof and the ice hockey club
Schwenninger Wild Wings.

CSR PILLAR KNOWLEDGE - BRAZIL
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CREATING PERSPECTIVES

As a "good corporate citizen," B.Braun is particu-
larly interested in giving those in need hope for a
better life. This is why B.Braun created the “B.Braun
for Children" initiative in 2004. The goal of the
initiative is to give children and young adults per-
spectives for the future. "B.Braun for Children” is
international in scope: in 2014, we provided assis-
tance for 38 projects in 24 countries, benefiting
28,704 children.

Vocational Preparation in Sdo Gongalo

Real life is the center of the “Arsenal do Bem” initiative
of B.Braun Brazil. Students in their last high school
graduation year can receive here, among other things,
training in pneumatics and hydraulics. Daniel Lessa
had visited the summer school in 2014 and is now feel-
ing better prepared for professional life. “I was already
interested in mechanics, pneumatics and hydraulics,
and my father supported me with it a lot. He is a bus
driver and had always wanted to know how the mech-
anism for opening and closing the doors worked. After
I attended the course of B.Braun, I was able to explain
it to him, and now I am even thinking about studying
mechanical engineering.”

B.Braun has been working on this project for more
than 7 years in partnership with the Dalila de Oliveira
Costa High School, located in Sdo Gongcalo, Rio de Ja-
neiro, in the vicinity of B.Braun. To date, more than
150 youngsters have graduated from “Arsenal do
Bem;” 17 were even hired by B.Braun. In 2014, 24
young people attended the summer school. “Arsenal
do Bem” is based on the convinction that training pro-
vides young people with the opportunity for a better
life. “We impart knowledge to them, which can be
very useful on the labor market, and at the moment
industrial automation technology is very much in de-
mand. Everything the students learn here will be im-
portant for them in the future,” emphasizes Neemias
Almeida Gomes who taught courses in mechanics and
hydraulics in 2014.

A mature personality is also necessary for a life with
perspectives and chances. “Arsenal do Bem” imparts
important soft skills to the young people and develops
an understanding among them for their role in society.
They learn how to take responsibility for their health,
the environment and their fellow human beings. There-
fore, “Arsenal do Bem” is not only a summer school that
provides practical knowledge - the young people are
fully qualified for a successful life as adults.
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CSR PILLAR REGIONS - EUROPE

Encouraging Children in the Hospital

&

Having to stay in a hospital is particularly difficult for
children. The environment, such as devices and noises,
can upset them, their daily routine turns upside down
and their family and friends may not always be able to
stay with them. That is why it is very important to
provide distractions and a feeling of security to chil-
dren in hospital. In this way they forget their worries
and fears for a while and get better more quickly.
B.Braun supports a number of projects devoted spe-
cially to hospitalized children.

“B.Braun for Life“ in the Czech Republic sends en-
tertainment professionals to the pediatric wards in or-
der to play with hospitalized children and, in addition,
they arrange checkups and screening examinations.
Péva Vrastilova, head physician in the outpatient On-
cology Department of the University Hospital in Motol,

The array of supported projects is diverse: since
2014, we have supported the “"Siamo tutti Cittadini
del Mondo" ("We are all citizens of the world")
integration project in Milan, Italy. Through this
project, 200 third and fourth-graders from immigrant
families have been taught the value of cultural
differences, while strengthening mutual trust and
self-confidence.

emphasizes that the joy of the children is also shared
by her employees: “In the oncology department, we
cannot cure all patients, which is also a burden for the
psyche of the medical personnel. When B.Braun for
Life sends their employees to us, this is a day full of joy
that is enjoyed by all.“

B.Braun also supports sick children in hospitals in
Bacau and Singureni in Romania. “Happiness for Chil-
dren in Hospital” is the name of the on-site project of
our colleagues, which provides the children with toys,
medication and medical equipment. Alice Chirica,
medical representative at B.Braun Romania, reports:
“words fail me to describe how glad the children were
that someone came in the hospital with so many pres-
ents. They were overwhelmed.”

Eating and enjoying food is not always easy for
children who have been fed artificially. That is why the
chef Anne-Sophie-Pic goes out of her way and cooks
with 3 to 9-year-olds in the training program “A taste
ride,” that the B.Braun Foundation France supports in
Valence. “Eating is not simply to satisfy hunger - for
the little participants in the program it is also a chal-
lenge to develop the sensory functions¢ points out Vé-
ronique Leblanc, psychologist and gastroenterologist
in the University Hospital Robert Debré in Paris.

About 20 employees of B.Braun Belgium go to a
hospital every year to paint Christmas cards together
with the children. The winning cards are sent by
B.Braun Benelux as Christmas greetings to colleagues
and clients. All children receive presents as a thank
you. In the Netherlands B.Braun works together with
the Jack Rabbit Foundation to make the stay for chil-
dren in a hospital more pleasant by providing the chil-
dren’s department with toys and a colorful decoration.

Since 2005, through the "Compartir El Pinar" project
in Rubi, Spain, we have supported the integration

of adolescents in the El Pinar district. The project
includes various educational, nutrition and entertain-
ment programs, and a total of 180 children took part
in 2013 and 2014. In Bafado Norte, Paraguay, B.Braun
works with the "Girls, Boys and Adolescents Protection
in Vulnerable Situations” organization, providing

medical and psychiatric care and material support to
50 children every year.

In the Bulgarian capital of Sofia, B.Braun employees
organize celebrations at an institution for orphans and
socially disadvantaged children. We also help repair and
equip the facility, in which 57 children live. Kinderburg
Rappottenstein in Austria is a place where children can
recuperate after an illness, with a diverse array of
offerings. B.Braun has supported the project since 2011,
and in 2014, 19 families were able to spend time there.

At a kids camp in the Swiss Paraplegic Centre in Nottwil,
Switzerland, 20 paraplegic children are given the oppor-
tunity to play games with their siblings and parents that
they would otherwise be excluded from. B.Braun hosts
the camp in conjunction with the Swiss Paraplegic
Association. In Hungary, we have supported the Kaposz-
tasmegyer Sport Klub soccer club in the capital city of
Budapest since 2005 (see box on the right).

B.Braun provides assistance not just in long-term
projects but also in areas where there is an acute need
for aid. B.Braun opened a donor account for employees
to contribute to the victims of Typhoon Haiyan in the
Philippines on November 8, 2013, which killed more
than 7,000 people and caused catastrophic damage. As
it has done previously, in the case of the disasters in
Haiti, Pakistan, Japan and Thailand, the company
doubled the donated amount and delivered the funds
in June 2014 to the disaster relief organization Dia-
konie Katastrophenhilfe, which used the funds in part
to rebuild two small elementary schools in the village
of Basey, in West Samar Province. From the beginning,
the villagers were actively involved in the rebuilding
effort. For example, parents helped with the logistics,
as well as plastering and painting the walls, and were
paid for their work. The new classrooms provide a safe
learning environment for 290 students in Basey.

B.Braun is also giving a new perspective for children in
Nepal. Following the disastrous earthquake in spring of
2015, we provided assistance to rebuild a school that

had been destroyed. <
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CSR PILLAR PERSPECTIVE - HUNGARY
A New Life with Soccer

oy

There are no rolling cameras at Kaposztasmegyer — a
Budapest sport club; no world stars are playing here
for a good cause. Young people here play soccer for
themselves. Here, in the farthest northern part of the
Hungarian capital, there is also not sufficient place
for a big soccer game: this is a small soccer field in
the Kdposztasmegyer district, which serves as a so-
cial hub.

The head coach Zoltan Sarai had the idea to start
the sports club in 2005, and B.Braun has sponsored
the club since its founding year. The club provides a
perspective to more than 100 children and youths
from families in difficult family and social situa-
tions: when the young people have a purpose here,
it is easier for them to find their role in society, to
fight the threatening poverty and learn how to resist
drugs. Here, they learn how to take care of them-
selves when many individuals form a community in
which every one of them is interested.

This was the idea that convinced B. Braun and led
to its long-term support of the club. The sport pro-
vides the children and the young people with the
motivation they need in order to get the chance of a
better life. The head coach, also after ten years, is
still Zoltan Sarai: ,,our most important goal is that
children, whose families normally cannot afford it,
are able to come to the sports field.” B.Braun is al-
ways supporting this idea. Most recently we financed
a new lawn and team cabins for the sports club.
Enjoy the game!
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A Tradition

1839

Julius Wilhelm Braun
acquires the Rosen-
Apotheke pharmacy
in Melsungen.

1919

B.Braun creates the
pension fund for company
employees, with

50,000 Reichsmark in
capital.

1923

The B.Braun company
health insurance plan is
created.

1929

Creation of the Carl Braun
Memorial Pension Fund,
later the Carl Braun
Memorial Benevolent Fund.

1963

First large-scale employee
volunteer engagement with
the formation of the
B.Braun company athletic
club, which celebrated its
50th anniversary in 2013.

Creation of the B.Braun
Foundation for the con-
tinuing education and
training of physicians and
nurses. The foundation's
capital comes from the sale
proceeds for the newspaper
"Die Schwester."

1972

B.Braun establishes the
Karl Thomas Prize to
recognize advances in
surgery.

of Sustainability

1980

First award of the B.Braun
Prize for the promotion

of quality training in health
care.

1989

The company creates the
Otto Braun Fund to award
scholarships in conjunction
with the University of
Kassel.

1989

B.Braun creates an
environmental protection
department.

1989

Launch of a program to
balance work and family
which now exists in many
countries. B.Braun allows
parents and employees with
family members in need of
care to resume their careers
after interruptions.

1996
B.Braun Melsungen AG

becomes the first European
medical/pharmaceutical
company to be certified
under the environmental
audit.

2001

Conclusion of the first job
security agreement secures
long-term investments

in the Melsungen site.

2003

B.Braun creates the
“Perspektive Plus” initiative
in order to make it easier
for teenagers without a
training position to enter
the work force.

The "B.Braun for Children”

initiative is formed.

In the 2014 jubilee year,
B.Braun promotes activities
to improve the future of

a total of 28,704 children.

2007

B.Braun offers its employ-
ees basic occupational
pension coverage with the
"Vorsorge Plus” plan.

2008

B.Braun agrees on a single
global CSR concept for
the promotion of social
projects.
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With its global "Code

of Conduct,"” B.Braun
introduces a set of rules
defining ethical conduct
by all employees.

2015

The first B.Braun Sustain-
ability Report is published.
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Sustainability

at a Glance
4,000

new employees

B.Braun produced

229 139%0

million euros on research R€SpOHS}blllty for the lless eniie clssae &
Sustainable and development Environment Germany in 2014 than it

in 2014. o
Management did in 2012.

B.Braun spent

worldwide in 2014.

Responsibility for

Employees Employees can
choose from more than

20

part-time

97.500

of non-hazardous
waste in Germany
is recycled.

B.Braun USA
purchased

job opportunities.

3.1%

of all goods and services
from national
suppliers.

National companies
are currently
providing support for

20 times

per second,

a B.Braun infusion
solution is used
somewhere
in the world.

182

social projects.

Customer and

Product Responsibility /
/ Social
Responsibility








