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Commerce This represents a change of 0.8% compared to the previous year. Curren-
cy-adjusted the rise was 1.1%. Sales per employee were up by 2.6% from 
EUR 258,400 to EUR 265,000. With its 49.3% share of total external 
sales, Germany remains the most important market for the Otto Group, 
followed by the rest of Europe with 42.4%. Operations in North America 
and Asia made up 6.1% and 2.2% of the Group’s turnover respectively.

The sales trends in the various regions proved varied. While turnover 
in Germany declined by 2.1% – above all as a result of the low demand 
and decision not to pursue unprofitable sales –, Otto succeeded in upping 
sales by 4.5% in the rest of Europe, where the main focuses lie on France 
and the United Kingdom. The decline in turnover caused by the ongoing 
consolidation of the British mail order industry was more than offset by 
sales increases on the continent, most obviously in the countries of cen-
tral Europe. A positive trend was also registered on the north American 
market, which is steadily growing in importance for the Otto Group. Ad-
justed for exchange rate effects, a sales increase of 14.1% was reported. 
By contrast, sales in the Asian segment – which is dominated by Japan – 
remained unsatisfactory, even when adjusted for currency fluctuations.

Multichannel Retail, the core division within the Otto Group, corre-
spondingly contributed EUR 9,524.9 million or 66% of the Group’s to-
tal sales during the past fiscal year. In the context of an adverse market 
environment and a genuinely sluggish universal mail order segment, the  
currency-adjusted sales decline of just 2.5% demonstrates that the inno-
vative incorporation of the three sales channels – catalogues, fixed loca-
tion stores and e-commerce – into a multi-channel strategy has been well 
received by customers. The e-commerce activities once again emerged as 
the main growth engine. Online demand rose by 24.0% to EUR 2.2 bil-
lion during 2004/05. 

The range of retail offerings are complemented by consumer-related  
Financial Services, e.g. loans for shoppers. Currency-adjusted sales 
rose by 4.6% to EUR 1,109.9 million, sustaining the positive trend from  
previous years, although the growth was generated both in the Group’s  
domestic market and abroad. 

The Service division, which contains the Otto Group’s travel and  
logistics providers, recorded sales of EUR 210.9 million during the past 
financial year; the 32.7% increase in sales is the highest in the Group 
during the period. Foreign sales of logistics services rose by 40.0% to  
EUR 146.7 million, while turnover from travel services was up by 25.3%, 
topping the EUR 50 million mark for the first time. 

Sales in the Wholesale division were 9.2% higher at EUR 3,578.4 mil-
lion. Wholesale operations are therefore contributing about a quarter 
of total Group sales. This development has been largely driven by the  

successful turnaround of the Group’s computer distribution activities 
across Europe; following years of consolidation, sales increased signifi-
cantly during the year just ended. 

During fiscal 2004/2005, the Otto Group recorded EBIT (earnings before 
interest and tax) of EUR 448.9 million (previous year: EUR 426.0 mil-
lion). The expenses incurred from the Group’s mixed performance in the 
retail sector, not least in Germany, were compensated by the positive de-
velopment in the Financial Services division. Beyond this, the increased 
wholesale turnover proved a key factor in the Group’s overall improve-
ment. Earnings before tax (EBT) were well above the previous year’s fig-
ure of EUR 307.4 million at EUR 413.5 million. The EBT margin rose 
from 2.1% to 2.9%. The marked increase in EBT was largely due to the 
sale of shares to a previously fully-consolidated company, as shown in 
the financial results. 

The net profit before distribution to limited partners, which represents 
the most important result from the management’s point of view, reached  
EUR 286.0 million following EUR 188.0 million in the previous year.  
Of this sum, EUR 199.7 million (previous year: EUR 109.0 million) 
went to the Group or the shareholders of Otto (GmbH & Co KG), and  
EUR 86.3 million (previous year: EUR 79.0 million) to other sharehold-
ers. The net profit after distribution to limited partners, which repre-
sents the net result according to IFRS, was EUR 187.1 million following  
EUR 97.0 million in the previous year. 

Outlook
Based on the solid, profitable growth of its existing activities, the goal 
of the Otto Group is to reduce net financial debt in the retail and service  
divisions to a level that allows capital market funds to be leveraged at in-
expensive rates, thereby creating scope for further expansion in the me-
dium term. While the general economic environment shows little sign 
of recovery in those markets relevant to the Otto Group, the measures  
instituted (above all in retailing) and the solid growth in the financial 
services segment offer adequate potential for sales and earnings to in-
crease during the next two years. As a consequence, a significant rise in 
earnings is being anticipated in the Group’s operational activities; this, 
however, will not quite match up to the positive influence of the special 
effects from the financial year just ended. We will continue to reduce 
net financial indebtedness in the retail and service segment, including 
examining potential for further disinvestments outside the Group’s core  
business area.

Key Indicators of the Otto Group

2004/ 
2005

2003/ 
2004

Earnings performance

Revenues EUR million 14,424 14,315

EBITDA EUR million 679 636

EBITA EUR million 471 428

EBT EUR million 414 307

EBT as % of revenues % 2.9 2.1

Net profit EUR million 286 188

Financial condition

Total assets EUR million 11,845 12,394

Group equity* EUR million 1,956 1,807

Group equity ratio % 16.5 14.6

Cash flow from operating 
activities EUR million 743 492

Free cashflow EUR million 666 267

Depreciation and amortisation EUR million 230 210

Capital expenditures EUR million 341 252

Other data

Employees Number 54,428 55,406

Personnel expense EUR million 1,975 1,890

Revenues per employee EUR million  0.27 0.26

From the segments
The Otto Group is a leading retail and services corporation that oper-
ates in the world’s major economic regions of Europe, Asia and northern 
America. The Otto Group essentially consists of 123 companies, each of 
which forms part of one of four divisions: Multichannel Retail, Financial 
Services, Service and Wholesale. 

Business development
With its approximately 54,400 employees in 19 countries, the Otto Group 
posted total sales of EUR 14,424 million during the past financial year. 

*  The capital provided by the shareholders



otto group
GROUP COMPANIES AND JOINT VENTURES

The worldwide

Germany

Netherlands 

Belgium

France

Spain

Portugal

Italy

USA Norway

Denmark

Great Britain

Poland

Czech Republic

Hungary

Austria

Switzerland

China

Japan

Korea

EUROPENORTH AMERICA ASIA

2 [ Commerce ] Facts(&)Figures  



3 [ Ecology ] Facts(&)Figures

Ecology

Ecological, social and public responsibility
Sustainable environmental and social policies have been derived from OTTO’s corporate objective 
by the Executive Board, and are now defined in principles that are mandatory for all employees. The  
departments responsible then develop concrete ecological and social programmes which – to the  
maximum degree possible – are quantified and contain set deadlines for completion, and subsequent-
ly implement them. The Department for Environmental and Social Policy helps all employees define  
targets and achieve objectives, and reports directly to the CEO. 

An internal eco audit is carried out by the Department for Environmental and Social Policy each year. 
The results are compiled in an internal eco and social report for the Executive Board and the decision-
taking units. This report forms the basis for defining new objectives and – where necessary – revising  
existing targets. The adjacent matrix provides an overview of the departments responsible for imple-
menting the ecological and social policies. 

The environmental management system at OTTO was first certified according to ISO 14001 in April 
1997. All seven OTTO sites have been integrated into the system since 2002. 

Negative ecological effect may not be linked exclusively to one site in the case of a mail-order organisa-
tion. Service and business activities can also impact the environment. 

Specific functional areas that have relevant environmental impacts at OTTO have been defined. They 
are: textile purchasing, hard goods purchasing, transport & shipping, packaging, and catalogues &  
advertising. The internal environmental audit monitors their eco strategies, programmes and progress.

Strategy development, the description of the eco program and the results of internal eco audits over 
the past five years are all shown in this facts and figures section. The figures refer to the core company  
Otto (GmbH & Co KG) within the stated periods.
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Confirming action principles (Policy)

Deciding/checking strategic aims

Deciding programmes, adjusting aims/special
programmes, implementation

Support of functional areas relevant to 
projects and on-site managers

Preparation of relevant decisions/contact with
external experts

Production of requirement profiles

Advice/training

Controls: Management System

Controls: Conformity with requirement profiles

Controls: Conformity with legal and safety
requirements

Supplier audits

Communication – internal

Communication – external

Informing Environmental and 
Social Coordination
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Environmental policy
Our environmental policy and its ten central principles serve as both 
guidelines and benchmarks for all activities at OTTO which impact 
the environment. A self-declared pledge to a sustained improvement of  
OTTO’s ecological performance lies at the heart of the environmental 
policies.

»We are fully aware of our responsibility to protect and conserve our nat-
ural environment. In order to safeguard the sustained improvement of our 
ecological performance, we have formulated the following policies based 
on »good management practice« as binding for all executive levels:

[1]  We have determined the specific environmental effects of our  
corporate activities, and we monitor and assess these on an ongoing 
basis. 

[2]  For all new activities and processes, the environmental impact is  
determined and evaluated in advance.

[3]  We seek at all times to avoid – and, where this is not pos-
sible, to reduce – burdens on the environment. Our compli-
ance with all the statutory requirements is a matter of course. 
The same also applies to all those other standards we have set  
ourselves. 

[4]  All the issues relevant to the environment are taken into  
consideration in every entrepreneurial decision, for every function 
and on every process level.

[5]  Our environmental management system ensures the continuous im-
provement of our ecological performance. In this context, strategic 
goals and programmes are derived from our environmental policy, 
which are applied to those operational segments impacting the en-
vironment, to our own locations, and the goods distribution centres 
we use. We review and evaluate this management system at regular 
intervals, and adapt it to changing parameters and requirements in 
environmental policy.

[6]  We attach great importance to the responsible, environmentally-
minded behaviour of our staff and any other individuals who work 
for us or on our behalf. This we promote by providing practical tips, 
seminars and comprehensive information. 

[7]  We leverage our communication opportunities to convince suppli-
ers and consumers alike of the importance of environmental protec-
tion, and to strengthen the role of the environment as a factor in the 
supply-and-demand equation.

[8]  We take compliance with environmental norms and standards into 
consideration when cooperating with suppliers, other contractual 
partners and the public authorities.

[9]  We have defined the technical and organisational processes required 
to put this environmental policy into practice. We will regularly  
review their efficacy and suitability and, if necessary, institute  
updates.

[10]  We will keep the public informed by regularly publishing a  
report on our environmental management system and the  
environmentally-related activities at our organisation.«

The Executive Board

Environmental Management System

 
Every executive level is involved in the environmental management system.

Environmental programme: measures, responsible parties, deadlines
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Eco programme – textile purchasing
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Target-performance comparison 2004

Item Strategic Goals Actions                    Deadline Status Notes

1 Ecologically optimised textiles (pollutant-checked) 
in line with »Öko-Tex 100« standard

Enforcement of the »Market Qualification« concept (Qualification of key procurement 
markets, targeted qualification of top-selling suppliers)   

Ongoing ¸

Increase in pollution-checked percentage of textiles from 87% to 92% 2004 – 89%

Increase in number of regular eco producers from 374 to 450 2004 – 418

2 Market leader for eco cotton products Qualification of PURE WEAR suppliers: from 6 to 8 suppliers in 2003; 13 by end of 2004 2004 – 12

Incorporation of the Otto Group companies subsidiaries in Turkey and the Far East into the 
PURE WEAR project 

2005 To be 
continued

 

3 Positioning of OTTO as the leading PURE WEAR     
supplier

Awareness and image enhancement of the quality seal PURE WEAR through internal and 
external communication activities (Greenpeace Press Tour, integration of third-party brands)

2005 To be 
continued

4 Exclusion of real fur from the product range Product range reviewed with regard to animal welfare, no real fur Ongoing ¸
5 Complete replacement of  PVC by PUR* For coatings: 

Solvent-based coatings from Autumn/Winter 2005 collection for women‘s outerwear, 
men‘s and boy‘s wear and sportswear
Water-based technology used for children‘s outerwear starting Autumn/Winter 2005  
collection

2004

2005

 
¸ 

To be 
continued

Programme for 2005

Item Strategic Goals Actions Deadline

1 Ecologically optimised textiles (pollutant-checked) 
in line with »Öko-Tex 100« standard

Continuation of the »Market Qualification« concept (Qualification of key procurement 
markets, targeted qualification of top-selling suppliers)   

To be 
continued

Increase in percentage of pollutant-checked textiles from 89% to 92% 2005

Increase in regular eco supplier numbers from 418 to 440 2005

2 Market leadership in supplying eco-cotton Incorporation of the German Otto Group companies subsidiaries in Turkey and the Far East 
into the PURE WEAR project

2005

3 Positioning of OTTO as the leading PURE WEAR  
supplier

Awareness and image enhancement of the quality seal PURE WEAR through internal and 
external communication activities

2005

4 Exclusion of real fur from the product range Product range reviewed with regard to animal welfare, no real fur To be 
continued 

5 Complete replacement of  PVC by PUR* For coatings:
Water-based coating for children’s outerwear from the A/W season 2005

2005

 
* PUR = Polyurethane



10,045

20042000 2001 Number of articles

Number of ecologically optimised textiles (pollutant-checked)
in the main OTTO catalogue

10,880

6,580

7,192

7,580

8,138

2002

7,982

8,736

2003

10,814

11,929

A/W

S/S
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Textiles
The eco programme for textiles has four principal objectives: the expan-
sion of the pollutant-checked product range, the sustained increase in the 
percentage of ecologically optimised textiles (raw cotton from control-
led organic cultivation, ecological optimisation of all further processing 
right through to the end product), the replacement of non-environmental-
ly friendly substances with ecologically compatible alternatives, as well 
as product range analyses reflecting animal welfare concerns. For this 
reason, no real fur or fur trimmings are used with the exception of sheep-
skin, lambskin, goatskin and cowhide. 

A full 89% of textiles in the 2004 textile range carried the »pollutant-
checked and skin-friendly« seal. This meant that the 2004 eco programme 
target was not achieved. The increase to 92% is, however, planned for the 
year 2005.

The quality seal »PURE WEAR – Nature’s own fiber« combines raw 
cotton originating from controlled organic cultivation (eco-cotton) with 
consistently ecological processing. PURE WEAR represents the high-
est ecological standard for textiles at OTTO. Communication activities 
including press releases and customer brochures serve to increase pub-
lic awareness of eco-cotton and PURE WEAR. The Otto Group compa-
nies Apart and Witt Weiden are also offering textiles bearing the quality 
seal PURE WEAR now. At 290 tons, the amount of eco-cotton processed 
during 2004 was disappointingly low. This was primarily the result of 
processing issues, as the eco cotton was not of the desired quality. Once 
these problems have been solved, the volume will be increased again. 

The market qualification concept was continued, but the target of 450 
regular eco-suppliers was not attained. Their number rose from 374 in 
2003 to 418 (at December 2004). The goal now is to establish 450 quali-
fied suppliers by the end of 2005. 

2000 2001 2002 2003 2004 In per cent

Percentage of ecologically optimised textiles (articles) 
in whole product range in the main OTTO catalogue

100

90

80

70

60

50

40

A/W

S/S

20042000 2002 In tonnes

Volume of eco-cotton processed 
(cotton from controlled organic cultivation)

290

523

2001

533

600

2003

600

2000 2002 Number of articles

Number of fully optimised eco-cotton textiles (PURE WEAR)
in the main OTTO catalogue

98

140

2001

221

165

2003

107

168

2004

216

101

226

A/W

S/S

117
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Eco programme – hard goods purchasing
Target-performance comparison 2004

Item Strategic Goals Actions Deadline Status Notes

1 Reduction of environmental impact in 
manufacture and usage

6% of the refrigerators in the energy efficiency category for lower consumption A++ 2004 ¸ 7%

22% of the refrigerators in the energy efficiency category for lower consumption A+ 2004 ¸ 23%

50% of the refrigerators in the energy efficiency category for lower consumption A  2004 ¸ 51%

Refrigerators: discontinuation of energy efficiency category C and below (standard size) 2004 ¸
Sustaining average water consumption at between 46 and 46.5 litres for automatic 
washing machines (standard size) 

2004 ¸ Average water consumption 
still 46 litres

95% of automatic washing machines with low water consumption (< 50 litres water usage) 2004 – 92%

A sustained 100% of washer dryers from energy efficiency categories A – C 2004 ¸
Dishwashers: continued exclusion of energy efficiency category D appliances (standard 
60cm-wide size)

2004 ¸

78% of dishwashers <15 litres water consumption (standard size) 2004 ¸ 80%

2 In addition: environmental controlling of hard goods Stocktaking measures and a heightening of supplier awareness to promote the use of  
stand-by functions in TVs, video and DVD players/recorders and SAT receivers

2004 ¸

3 FSC-certified wood products 30 items of (household) furniture made of FSC-certified wood items offered in the  
catalogue per season

2004 ¸ 47 in S/S
34 in A/W*

28 items of garden furniture made of FSC-certified wood items offered in the catalogue 2004 ¸ 89 items in the range 
 
*  S/S = Spring/Summer 

A/W = Autumn/Winter
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2000 
SS

2000 
AW

2001 
SS

2001 
AW

2002 
SS

2002 
AW

2003 
SS

2003 
AW

2004 
SS

2004 
AW

up to 40 litres 0 0 0 0 0 0 29 16 13 15

41-45 litres 26 39 35 38 47 47 19 30 35 37

46-50 litres 26 39 43 51 41 43 43 46 43 41

51-55 litres 21 10 10 5 4 3 0 0 0 0

56-60 litres 21 6 6 0 4 2 0 3 7 6

61-65 litres 0 0 0 0 0 0 0 0 0 0

66-70 litres 3 4 6 5 4 5 7 3 0 0

71-75 litres 3 2 0 0 0 0 2 2 2 1

Percentage of washing machines in the whole range 
washing machines with water use in %

2000 2001 2002 20042003 In litres

Average washing machine water consumption

60

 

 

50

 

 

40

139

20042000 2002 Number of articles

121

54*

81

2001

82

84

2003

131

134

92

A/W

S/S108

Number of ecologically optimised appliances 
(awarded the eco-tree)

2000 2001 2002 20042003 In per cent

Percentage of refrigerators in entire product range
in the energy efficiency categories

60

50

40

30

20

10

0

Energy efficiency category  

A++      

A+      

A      

B      

C      

 Programme for 2005

Item Strategic Goals Actions Dead-
line

1 Reduction of environmental impact 
in manufacture and usage

10% of refrigerators within the energy efficiency category A++ 2005

25% of refrigerators in the energy efficiency category A+ 2005

90% of refrigerators and freezers in the low-consumption energy efficiency categories 
A, A+ or A++

2005

Refrigerators: continued exclusion from range of the energy efficiency category C and 
below (standard size)

2005

Maintenance of an average water consumption level between 46 – 46.5 litres for 
automatic washing machines (standard size)

2005

95% of washing machines <50 litres water consumption 2005

Maintenance of 100% of dryers in range from the energy efficiency categories A – C 2005

Dishwashers: exclusion of appliances from the energy efficiency category D  
(standard width 60 cm)

2005

82% of dishwashers < 15 litres water consumption (standard size) 2005

2 In addition: eco controlling of hard 
goods

Stocktaking measures and a heightening of supplier awareness to promote the use of 
stand-by functions in TVs, video and DVD players/recorders and SAT receivers 

2005

3 FSC-certified wood products 35 FSC-certified items to be included in the furniture range 2005
 
* Average figures from both seasons.

The discrepancies between 2003 and 2004 are due to a decrease in the 
number of washing machines on offer.



9 [ Ecology ] Facts(&)Figures 

Hard goods/Forest Stewardship Council (FSC)
One key strategic ecological goal in the white goods segment is to re-
duce environmental effects during product manufacture and usage. Since  
OTTO began awarding water-saving household appliances the OTTO 
eco-tree symbol, consumer demand has risen noticeably. Customers are 
more likely to ask for ecologically optimised products if the ecological 
benefit is linked to economical advantages (reduced energy and water 
costs). Since the 1999 autumn/winter season, the volume of ecological-
ly optimised appliances (washing machines, refrigerators, and dishwash-
ers) has risen markedly from 41 models to 139 in the autumn/winter  
season 2004. 

Eco programme targets for white goods were almost fully achieved in 
2004. One of the attained targets: Category C refrigerators have been 
eliminated completely from the product range, as have dishwashers in 
the Energy Efficiency Category D (standard 60 cm-wide sizes), while the  
average water consumption of standard-sized automatic washing ma-
chines was maintained at between 46 and 46.5 litres. The targeted in-
crease of the share of exceptionally energy efficient A+ refrigerators 
to 22% was attained. The increase in the proportion of dishwashers  
using 15 litres of water or less determined – as proposed in the 2004 eco  
programme – proved even more successful than anticipated at 80%. 

OTTO expressly supports sustainable forestry. In the catalogues, home 
and garden furniture manufactured using solid wood from sustain-
able timber industries is accompanied by the green FSC seal (Forest  
Stewardship Council) and a short explanation. The FSC seal identifies 
wood products whose raw materials are produced under verified environ-
mentally friendly and socially compatible conditions. FSC products were 
first introduced to the range in 1999.

In 2004, OTTO, BAUR and OBI@OTTO offered customers a choice of 
412 FSC certified articles, a 23% increase compared to the previous year. 
OTTO stocked a total of 101 items during the year as a whole. BAUR 
stocks the largest range of FSC certified garden furniture (134 items in 
the spring/summer season 2004). The volume of carpets bearing the 
Rugmark was increased slightly.

422

20042000 2002 Number of articles

Number of carpets bearing Rugmark seal in the main 
OTTO catalogue

474

162

350

2001

142

196

2003

240

595

194

A/W

S/S

267

2000 2002 Number of articles

Number of certified FSC wood products in the main 
OTTO catalogue

82

90

2001

41

36

2004

67

34

2003

53

28

26

A/W

S/S

52

The ten principles of the Forest Stewardship Council (FSC)

[1] Compliance with laws and FSC principles
Forest management shall respect all applicable laws of the country in 
which they occur, and international treaties and agreements to which the 
country is a signatory, and comply with all FSC principles and criteria.

[2] Tenure and land use rights and responsibilities 
Long-term tenure and rights of use to land and forest resources shall  
be clearly defined, documented and legally established.

[3] Indigenous people’s rights
The legal and customary rights of indigenous peoples to own, use and 
manage their land, territories, and resources shall be recognised and  
respected.

[4] Community relations and labour rights 
Forest management operations shall maintain or enhance the long-term 
social and economic wellbeing of forest workers and local communities.

[5] Benefits from the forest
Forest management operations shall encourage the efficient use of the 
forest’s various products and services to ensure long-term economic  
viability and a wide range of environmental and social benefits.

[6] Environmental impact
Forest management shall conserve biological diversity and its associat-
ed values, water resources, soils, and unique and fragile ecosystems and 
landscapes, and, by so doing, maintain the ecological functions and the 
integrity of the forest.

[7] Management Plan
A management plan – appropriate to the scale and intensity of the  
operations – shall be written, implemented, and kept up to date. The 
long-term objectives of management, and the means of achieving them, 
shall be clearly stated.

[8] Monitoring and assessment
Monitoring shall be conducted – appropriate to the scale and intensity of 
forest management – to assess the condition of the forest, yields of for-
est products, chain of custody, management activities and their social and 
environmental impacts.

[9] Maintenance of high conservation value forests
High conservation value forests and locations of great significance for 
the environment, social life and culture are to be preserved. They must 
not be replaced with wood plantations or other land uses.

[10] Plantations
Plantations shall be planned and managed in accordance with Principles 
and Criteria 1 – 9, and Principle 10 and its Criteria. While plantations can 
provide an array of social and economic benefits, and can contribute to 
satisfying the world’s needs for forest products, they should complement 
the management of, reduce pressures on, and promote the restoration and 
conservation of natural forests.
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Eco programme – transport & shipping
Target-performance comparison 2004/2005*

Item Strategic Goals Actions Deadline Status Notes

1 Extension and refinement of the CO2 emission audit Incorporation of CO2 emissions from paper and catalogue transport into total CO2  
emissions 

2/2005 – Incorporation of CO2 
emissions from paper and 
catalogue transport into 
total CO2 emissions 

2 Improvement in know-how, best practice analysis Performing market research on how German organisations manage CO2 emissions generated 
during transport activities

2/2005 ¸ Study survey successfully 
completed

3 Network development, exchange of views and ideas Network development, exchange of views and ideas 2/2005 – For capacity-related 
reasons, creation of a  
working party postponed 
until further notice

4 Changes of transport method
(incoming goods)

Maintaining the percentage of air freight below 12% of all transport activities (km ‘000) 2/2005 – Increase from 11.8% to 
15.4%

Increase in percentage of sea/air freight (km ‘000) to over 2.2% 2/2005 ¸ Increase from 1.9% to 3.0%

Programme for 2005/2006*

Item Strategic Goals Actions Deadline

1 Changes of transport method
(incoming goods)

Maintaining the share of waterbound freight at over 70% 2/2006

Increasing the volume (by weight) of sea/air freight to over 4%  2/2006

Reduction of the share of air cargo to under 14% 2/2006

 
* Figures refer to the period March 1 – February 28.
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Transport & Shipping
Emission reduction helps protect the atmosphere and represents a core 
feature of OTTO’s eco programme. Using various strategies in the trans-
port & shipping department, OTTO is targeting a 45% cut (based on ini-
tial figures from 1993) in transport-related emissions of the greenhouse 
gas carbon dioxide (CO2) by 2005. 

With the aim of achieving the planned emission reduction, five key  
strategic fields and subsequent actions have been defined:

[1] Storage
[2] Logistical optimisation
[3] Technical optimisation
[4] Alternative drive technologies
[5] Competence development

In tonnes

Development of transport-related CO2 emissions 
Incoming and outgoing goods at OTTO

Outgoing 
goods shipments

National incoming 
goods shipments

International incoming 
goods shipments

167,433

1994

11,000
100,000

56,433

1993

14,000
161,100

230,045
54,945

136,378

1996

10,544
74,263

51,571

1997

10,422

130,852

74,455

45,975

1995

10,463
89,700

151,445
51,102

108,986 

1999

10,187 
52,044 

46,755 

1998

10,097 
62,484 

118,542 
45,961 

93,332

2001

7,374
39,120

46,838

95,012

2003

7,419
37,801

49,793

2002

7,585

104,040

48,886

47,569

2004

7,368

104,348

48,991

47,989

2000

9,721
52,084

115,474
53,669

1750 1800 1850 1900 1950 2000

in ppm

Increase in CO2 concentration since 1750

400

 

350

300

 

250

Source: IPCC (Intergovernmental Panel on Climate Change), www.ipcc.ch

In the financial year 2004/2005, transport-related CO
2
 emissions rose by 

a total of, 9,335 tonnes compared to the previous year. This was due to 
the increased use of air transport in incoming goods. Nevertheless, this 
is still 54.6% – or, adjusted for tonnage, 51% – lower than the figure 
for 1993. When adjusted for tonnage, the current CO

2
 emissions are as-

certained according to the present-day ecological efficiency in relation 
to the tonnage determined in 1993, and therefore refer back to a consis-
tent amount every year. CO

2
 emissions from traffic between the Far East 

and Europe have been nearly cut in half since 1993, mainly as a result 
of the shift to combined transport. Using this method, merchandise is 
transported from Far Eastern markets by sea to Dubai and then by air to  
Germany. CO

2
 emissions are reduced by almost 45% per freight tonne in 

contrast to air transport alone. The economic advantage is another bo-
nus: transport costs between 2000 and 2003 were reduced by a total of 
2.16 million euros solely by opting specifically for the combined sea-air 
alternative. 

In terms of transport performance (km ‘000), the 2004/2005 business 
year saw over 71.6% of all inbound merchandise shipped by sea or by a 
combined sea-air route. 
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Eco programme – packaging
Target-performance comparison 2004

Item Strategic Goals Actions Deadline Status Notes

1 Packaging optimisation/know-how transfer Initiation of a working party on packaging within the German Otto Group 9/2004 ¸ Joint meeting on  
November 16, 2004  

2 Packaging optimisation Reduction in packaging through use of size-optimised packaging foils at the sales returns 
point for the main catalogue in Langenselbold

8/2004 ¸ Completed during 10/2004

3 Group benchmarking Implementation of OTTO/BAUR Versand benchmarking to generate optimisation potential 10/2004 – Postponed, integrated into 
the Packaging working party, 
9/2005

Programme for 2005

Item Strategic Goals Actions Deadline

1 Reducing weight of packaging in order to lessen the 
packaging volume

Analysis of potential for reducing thickness of the packaging foils used in dispatch envelopes 2005

Subsequent implementation should testing for item 1 prove successful 2006

2 Repeated use of non-returnable packaging to reduce 
waste 

Examination of possibility of a cardboard fastener for boxes used for final storage  
(final storage boxes) in Haldensleben

2005

3 Packaging optimisation/know-how transfer Continuation of the Packaging in the German Otto Group working party, focusing on  
dispatch packaging – standardisation/packaging controlling

2005
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Packaging
The primary strategic goal in the packaging sector is to avoid non-recy-
clable packaging for both customer deliveries and internal logistics. 

All the non-reusable packaging employed within the company has given 
way to reusable systems. OTTO’s comprehensive environmental control-
ling system for packaging materials is being used for benchmarks in the 
Otto Group as a whole. The reduction in weight of packaging destined for 
consumers is a further major focus. 

20042000 2001 2002 In tonnes

Saving in non-recyclable packaging by using recyclable 
alternatives (internal/customer deliveries) 

2,8012,890
2,694

2003**

2,6672,765

20042000 2002 In tonnes

Total non-recyclable packaging used (not including product 
and transport packaging for hard goods, home and household 
textiles, and packaging for deliveries/transportation)

20,94721,564

2001

19,978

2003*

22,217
20,798

 *  Due to the optimised availability of goods a number of articles were packed 
into cardboard packaging rather than using single goods packaging/plastic foil

  bags. The weight of the cardboard packaging lead to an increase in total in non- 
  recyclable packaging.
 ** The overall use of recyclable packaging materials was slightly decreased   
  compared to the previous year.
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Eco programme – catalogues and advertising materials
Target-performance comparison 2004

Item Strategic Goals Actions Deadline Status Notes

1 Exclusion of illegal woods from range/
establishment of a paper tracing system

Trace wood sources by using recognised forest certification systems as means 
of excluding illegal woods from range

Ongoing ¸

Mipuro catalogue printed on FSC paper 2004 ¸

2 Increase in the percentage of recycled paper based on 
best practices

Demand for highest possible percentage of recycled materials when ordering 
paper; Management using the environmental indices »recycling percentage« 
and »paper quality«

Ongoing ¸

3 ECF/TCF*: policy based on state-of-the-art principles Retention of the current strategy (i.e. TCF bleach is required by contract), 
until consensus between all stakeholders reached; monitoring through annual 
supplier surveys 

Ongoing Partly No supplier survey due to lack of 
capacity  

4 Continuation of measures aimed at reducing concentra-
tions of toluene

-  Maximum acceptable toluene levels based on Europe’s strictest print  
publication regulations: the Danish norm 

-  Seasonal toluene concentration checks at HK
-  Notify commissioned printers of the ascertained toluene concentration 

levels

Ongoing ¸

5 Revision of environmental statistics Initiation of recording of used paper quantities in the area of commercial 
printing** 

2004 ¸

6 Recording of CO2 emissions generated during paper 
transport for main catalogue

a)  Derivation (I) and implementation (II) of measures to reduce CO2  
emissions

b)  Development of a systematic procedure to regularly assess CO2 emission 
from paper transport

c)  Continuation of assessment and evaluation of CO2 emissions from paper 
transport (see eco programme transport & shipping)

a) and b) June 2004
c) Ongoing

Partly Records produced again. Options 
available for reducing CO2 are 
limited and don’t justify the effort 
of regular recording. Target post-
poned until further notice.

 *  ECF = Bleached elementary chlorine free 
TCF = Bleached totally chlorine free

 ** Commercial printing = advertising materials
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Programme for 2005

Item Strategic Goals Actions Deadline

1 Exclusion of illegal woods from range/
establishment of a paper tracking system

Trace wood sources by using recognised forest certification systems as 
means of excluding illegal woods from range

To be continued

Examination of possibility of using FSC paper for another special catalogue To be continued

2 Increase in the percentage of recycled paper based 
on best practices

Demand for highest possible percentage of recycled materials when 
ordering paper; Management using the environmental indices »recycling 
percentage« and »paper quality«

To be continued

3 ECF/TCF*: policy based on state-of-the-art principles Retention of the current strategy (i.e. TCF bleach is required by contract), 
until consensus between all stakeholders reached

To be continued

4 Continuation of measures aimed at reducing concen-
trations of toluene

-  Maximum acceptable toluene levels based on Europe’s strictest print 
publication regulations: the Danish norm 

-  Seasonal toluene concentration checks at HK
-  Notify commissioned printers of the ascertained toluene concentration 

levels

To be continued

5 Revision of environmental statistics Evaluation of inventory in area of commercial printing** and, if applicable, 
derivation of new indicators or ratios

2005

 *  ECF = Bleached elementary chlorine free 
TCF = Bleached totally chlorine free

 ** Commercial printing = advertising materials



99/00 00/01 01/02 02/03* 03/04 in per cent

Percentage of catalogue paper qualities 
of total paper requirement

70
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50

40
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0

 

LWC paper      

SC paper      

AZT paper      

Paper for color      
printing (excluding       

commercial printing)     

2003*

200,000
180,300

19,700

Rotogravure

Offset

2000 2001 2002

144,097
135,181 135,722

In tonnes

Use of paper for catalogues and advertising in tonnes 

2004

219,700
198,000

21,700

Catalogues and advertising materials
High ecological standards have already been attained in functional activ-
ities relating to catalogues and advertising materials. 

Within the scope of the strategic objective of »diminishing the envi-
ronmental impact in raw material extraction/forestry«, every potential 
way to increase transparency in the paper chain has been examined over 
the past five years. This was done with a view to ensuring that primeval 
wood is not used in catalogue paper. Catalogues were printed on FSC 
certified paper for the first time in spring 2004. 

Additional efforts are focusing on sensitisation measures for all OTTO 
paper suppliers. One requirement involves the provision of written con-
firmation that no wood has been taken from forests with a high ecologi-
cal value for use in paper production. 

As in the two previous years, further steps to reduce the amount of tol-
uene in catalogue paper were continued in the realm of »environmental 
impact in printing and paper use« during 2004. Since 1997, the toluene 
concentration in the print sheets of the main catalogue has been meas-
ured every six months. In addition, suppliers are informed in writing of 
the results and thus made aware of this issue. This procedure has led to a 
marked drop in the toluene content in printed paper.
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*  different survey parameters, no basis for comparability 
with the figures of the years before



Eco programme – communication
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Target-performance comparison 2004

Item Strategic Goals Actions Deadline Status Notes

1 Strengthening of public perception of OTTO as a  
champion of socially-responsible trade

Gatefolders devoted to Rugmark in the OTTO main catalogue and OTTO extra catalogue 
plus a free football bearing the »TransFair« seal. Product PR measures and information  
for employees within the »Fair feels good« campaign

2004 ¸

2 Up-to-date information about sustainability at OTTO Update of the »target-performance comparison« in the 2003/2004 Sustainability Report. 
Dispatch together with the 2003/2004 Annual Report on June 29 to the Annual Report 
mailing list via FI.

2004 ¸

3 Additional accolades and therefore increased awareness 
of environmental campaigning at OTTO

Submission of the 2003 Sustainability Report in various respected competitions (e.g. DURA); 
submission of the eco-cotton project for the Bremen Environmental Prize.

Ongoing 
until 2005

Partly The eco-cotton project 
was awarded third place in 
the Bremen Environmental 
Prize competition.

Programme for 2005

Item Strategic Goals Actions Deadline

1 Cementing OTTO’s reputation as a sustainability leader 
in the »expert communities«

Cooperation with the Global Reporting Initiative. Involvement in the production of the 
Guideline Supplement for the retail trade.

Ongoing

2 Boosting internal perceptions of OTTO as a proponent 
of socially-responsible actions 

Inventory of actions taken and derivation of potential optimisations End of 
2005/2006 
fiscal year

3 Up-to-date information about sustainability at OTTO Updating of the »Facts&Figures« section of the 2003 Sustainability Report. Release of the  
updated version as a PDF file in September 2005 

2005

4 Additional accolades and therefore increased awareness 
of environmental campaigning at OTTO

Submission of the 2003 Sustainability Report to various respected competitions End of 
2005/2006 
fiscal year



Eco programme – Hamburg-Bramfeld site
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*   These targets were added to the environmental programme during the fiscal year.

Target-performance comparison 2004

Item Strategic Goals Actions Deadline Status Notes

1 Reduction in heating energy Improvement of exterior (façade) insulation in Building 2; 30% still to be completed 2004 Partly 15% completed

Restructuring of the 3-conductor induction system in Building 1, 6th floor; approx. 70% as part of area renovation 2004 – Postponed until 2005

Installation of a heat pump to heat kitchen water in Building 1 using cool water recovery 
from the computer centre 

2004 in 
planning

– Not implemented on 
economic grounds

Renewal of the gas burner in Building 9, improved regulation of burning performance and output* 2004 ¸
Renewal of the old gas boiler in Building 214 (constructed in 1980)* 2004 ¸

2 Reduction in water consumption Use of waterless urinals in all WC facilities in Building 2, ground floor north 2004 ¸
3 Reduction in energy consumption for 

electricity, heating, air conditioning
Extension of digital temperature, cooling and heating regulation in Building 10; 2% remaining 2004 ¸

4 Reduction in electrical energy Magnetic valves to reduce air loss in the compressed air network in Building 4 2004 ¸
5 Reduction in energy consumption for 

electricity
New energy-saving lighting concept in Building 1, second floor, automatically keyed to daylight* 2004 ¸

Execution of a campaign to reduce electricity consumption, including by IT equipment 2004 – Not completed as a result 
of reprioritisation

6 Other actions Modification of the central air compression unit in Building 4 
a) Reductions in internal pressure losses 
b) System expansion due to increased requirements
c) Use of a speed controlled compressor for optimised operation

2004 ¸

Installation of a ventilation system with exceptional heat recovery performance for ventilating the Active Center* 2004 ¸

Programme for 2005
Item Strategic Goals Actions Deadline

1 Reduction in heating energy Improvements to façade insulation on Building 2; 15% remaining 2005

Restructuring of the 3-conductor induction system in Building 1, 6th floor; approx. 70% as part of area renovation 2005

2 Reduction in energy consumption for 
electricity

New energy-saving lighting concept in Building 1, sixth floor, automatically keyed to daylight 2005

3 Reduction in water consumption Use of waterless urinals in the new WC facilities in Building 2, ground floor south 2005

Modernisation of the cooling towers in Building 1 incorporating water-saving technology 2005

4 Reduction in energy consumption for 
heating

Renewal of the air conditioning system used to cool the canteen in Building 1 –  with exceptional 
heating recovery performance 

2005

5 Reduction in energy consumption  Modernisation of the cooling towers in Building 1 2005

6 Other actions Use of a cooling system that can be switched to free cooling to reduce temperatures in server areas in Building 2 2005

Establishment of a textiles cleaning facility particularly reflecting environmental and work safety aspects 2005



The Hamburg-Bramfeld Site
The strategic targets for the eco programme at the Hamburg-Bramfeld site are energy saving and an increase 
in energy efficiency, as well as waste avoidance, reduction and additional recycling. 

The levels of power and water used (district heating, electricity, gas, heating oil and, respectively, drinking 
water and rainwater) are recorded at the OTTO premises in Hamburg-Bramfeld. Data will also be produced 
for the office supplies and equipment used, including computers units and monitors. Site-related CO

2
 emis-

sions, sewage volumes, land usage plans, waste levels, disposal costs, and the number of returned household 
appliances and televisions constitute further key eco figures.

The number of appliances returned by customers was slightly below the previous year‘s level due to the long-
er useful lives of the more modern technology. 

There were marked increases in the volume of waste and disposal costs at the Hamburg-Bramfeld site in 
2001. This is attributable to the disposal of residual waste. 

CO2 emissions at the site have levelled out at between 25,000 and 27,500 tons annually, the fluctuations  
being due to the weather.

In mobility-related operations, the number of vehicles in the company fleet and the »job tickets« issued  
(season tickets for public transport in Hamburg) are determined. The figures demonstrate that the number of 
season tickets for employees has remained constant over the last few years.

Input

Energy 2000/01 2001/02 2002/03 2003/04 2004/05

District heating (MWh) 21,701 23,266 21,633 24,515 20,419

Electricity (MWh) 35,795 35,703 37,427 38,513 39,015

Gas (MWh) 3,639 3,985 3,782 3,165 3,415

Heating oil (m3) 43 23 14 16 8

Water 2000/01 2001/02 2002/03 2003/04 2004/05

Drinking water (m3) 78,623 84,379 74,958 83,380 78,045

Rainwater (m3) (collected) 8,883 9,023 9,216 9,455 9,403

Total water consumption (m3) 87,506 93,402 84,174 92,835 87,448

Output

Air emissions (t CO2)* 2000/01 2001/02 2002/03 2003/04 2004/05

District heating* 3,364 3,606 3,353 3,800 3,165

Electricity* 21,477 21,422 22,456 23,108 23,409

Gas 582 638 605 506 546

Heating oil 113 60 36 42 20

Total 25,536 25,726 26,451 27,456 27,140

Water 2000/01 2001/02 2002/03 2003/04 2004/05

Waste water (m3) 70,076 74,027 63,476 71,923 66,886

Water used in air conditioning (m3) 17,430 19,375 20,698 20,912 20,562

Total (m3) 87,506 93,402 84,174 92,835 87,448
 
 * not on site
 ** For purposes of comparability, the same conversion factors have been used, although these change every year. Due to the 
   retrospective change in the values, no meaningful comparisons can be made with former data. 
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Conversion 
factor for  

CO2 emissions

Units

District heating 0.155 t/MWh

Electricity 0.600 t/MWh

Gas 0.160 t/MWh

Heating oil 2.623 t/m³
 
Source: German Environmental Office (UBA)



Waste volume and disposal costs at the Hamburg-Bramfeld site

20042000 2001 2002 In tonnes

Total waste

6,973

8,848

12,562

7,513

2003

7,530

20042000 2001 2002 In euros

Total disposal costs 
(destruction and recycling)

68,612

208,564

502,670

2003*

45,571
-888
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* including BAUR
In units

Electrical appliances returned by customers
Coordination via the Group head office in Hamburg-Bramfeld

TV sets etc.

White goods
(i.e. washing machines)

Refrigerators

36,686

2000*

35,407

2001*

32,373

2002*

31,250

2004*

33,164

2003*

Total waste 
destroyed (t)

Total waste for 
recycling (t)

Percentage 
of waste 

destroyed (%)

Percentage of 
waste recycled 

(%)

Total costs of 
destruction 

(EUR)

Total costs 
of recycling 

(EUR)

2000 722 8,126 8.2 91.8 114,187 94,377

2001 2,353 10,209 18.7 81.3 241,224 261,446

2002 638 6,876 8.5 91.5 110,964 -111,852

2003 583 6,947 7.7 92.3 105,815 -60,244*

2004 600 6,373 8.6 91.4 91,747 -23,135
 
* Figure corrected

Waste requiring 
particular 

supervision (t)

Waste requiring 
supervision (t)

Waste not 
requiring 

supervision (t)

Card/cardboard/
paper (t) 

Foils and 
film (t) 

Wood (t) Domestic 
waste (t) 

2000 65.4 933.3 7,849.1 6,318.5 575.0 79.0 659.3

2001 1,027.5 4,231.6 7,302.6 5,397.7 585.8 81.8 632.0

2002 111.8 655.9 6,746.5 5,290.7 552.2 67.1 564.1

2003 132.0 631.4 6,766.8 5,444.5 558.2 66.6 517.4

2004 122.9 659.2 6,190.9 4,729.7 563.5 180.9 567.9

* Figure corrected



Inventory

Use of space 2001 2002 2003 2004 2005

m2  % m2  % m2  % m2  % m2  %

Built-up areas 78,657 34.8 77,289 34.2 77,289 34.2 65,682 29.0 65,682 29.0

Surfaced areas 105,003 46.5 106,371 47.1 106,371 47.1 115,257 50.9 115,257 50.9

Green areas 42,380 18.7 42,380 18.7 42,380 18.7 45,392 20.1 45,392 20.1

Total area 226,040 100 226,040 100 226,040 100 226,330 100 226,330 100

 
*    estimated  
**  no figures available

***  The figures stated in the last report have been corrected following recalculation.
****  29.8 tons of the white paper shown for 2004/2005 was ordered but not used.
*****  Paper volumes that were ordered for the photocopiers and print centre or distributed via the central warehouse.
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2000/ 
2001

2001/ 
2002

2002/ 
2003

2003/ 
2004

2004/ 
2005

Vehicles 33 35 35 35 36

including Euro 3 and Euro 4 19 23 28 28 29

including Euro 2 14 12 7 7 7

Jan. 
2001

Jan. 
2002

Jan. 
2003

Jan. 
2004

Jan. 
2005

Public transport passes, 
entire Group, first and 
second classes + trainees

2,756 2,701 2,682 2,699 2,570

Public transport passes, first 
and second classes (only 
Otto (GmbH & Co KG) incl. 
trainees)

2,218 2,153 2,090 2,069 1,933

Office equipment 2000/ 
2001

2001/ 
2002

2002/ 
2003

2003/ 
2004

2004/ 
2005

PC units plus monitor 3,848* 3,813 3,801 3,978 4,166

Fax machines n.a.** 200 207 210 210

Laser printers 1,400* 1,339 1,300 1,443 1,154

Photocopiers 84 92 96 96 98

Paper consumption***** 2000/ 
2001

2001/ 
2002

2002/ 
2003

2003/ 
2004

2004/ 
2005

Recycling paper (A4) (t) 215.8 196.8 222.8 218.8 181.5

Recycling paper (A3) (t) 10.1 15.6 15.7 19.9 10.9

Total recycling paper (t) 225.9 212.4 238.5 238.7 192.4

Percentage of recycling paper 94.6 95.5 87.7*** 85.0 71.0

White paper A4 and A3 (t) 12.8 10.0 33.4*** 42.0 78.6****

Percentage of white paper 5.4 4.5 12.3*** 15.0 29.0

Total paper
A4 and A3 (t)

238.7 222.4 271.9*** 280.7 271.0



Billbrook Burbach Haldensleben

2000 2001 2002 2003 2004 2000 2001 2002 2003 2004 2000 2001 2002 2003 2004
Usable space (m2) 32,947 32,947 32,947 32,947 32,947 46,800 46,800 46,800 46,800 46,800 112,100 112,100 142,800 142,800 142,800

Electricity consumption (MWh) 2,275 2,217 2,374 2,167 2,158 1,813 1,796 1,866 1,854 2,012 14,493 14,912 15,684 22,122 22,269

Electricity generated using wind energy 
(MWh)

 – – – – – – – – – – 277 220 256 189 293

Water (m3) 2,416 2,285 1,847 1,908 1,869 1,940 2,252 2,107 1,720 1,350 13,824 15,241 16,502 22,599 18,837

District heating (MWh)  –  – – – – – – – – – – – – – –

Gas consumption (in MWh) 1,910 2,523 2,597 2,742 2,373 5,963 5,992 5,848 6,089 6,203 11,563 13,914 16,815 20,176 17,104

Gas consumption (in m3) 162,431 208,556 218,703 229,810 206,430 542,091 544,727 531,636 553,545 563,909 1,051,182 1,264,909 1,528,636 1,760,168 1,554,909

Built-up area (m2) 13,840 13,840 13,840 13,840 13,840 41,800 41,800 41,800 41,800 41,800 n.a. n.a. 126,000 126,000 126,000

Surfaced area (m2) – – – – – 33,000 33,000 33,000 33,000 33,000 n.a. n.a. 103,200 103,200 103,200

Green area (m2) – – – – – 3,200 3,200 3,200 3,200 3,200 n.a. n.a. 310,800 310,800 310,800

Total area (m2) 13,840 13,840 13,840 13,840 13,840 78,000 78,000 78,000 78,000 78,000 n.a. n.a. 540,000 540,000 540,000

Waste requiring particular supervision (t) 0.3 0.2 0.3 0.4 0.3 12.2 0.1 0.8 0.0 1.0 5.1 7.5 2.7 2.7 26.7

Waste requiring supervision (t) 19.0 14.4 11.7 19.9 16.1 70.5 61.2 39.0 6.3 6.3 152.0 110.7 113.4 104.5 101.9

Waste not requiring supervision (t) 67.9 63.1 101.7 88.7 66.5 261.1 265.8 293.7 257.1 261,7 4,281.0 4,579.4 5,107.9 5,711.9 5,947.2

Total waste (t) 87.2 77.7 113.8 109.0 82.9 343.8 327.1 333.5 263.4 269.0 4,438.1 4,697.0 4,438.1 5,819.1 6,075.8

Card/cardboard/paper (t) 57.6 52.7 58.7 64.6 50.8 87.3 91.9 63.1 64.8 95.2 3,954.4 4,199.5 4,646.4 5,185.5 5,451.2

Foils and film (t) 7.4 7.1 9.4 9.3 7.3 33.6 33.8 33.7 28.4 28.9 27.8 34.6 30.0 39.2 33.2

Wood (t) – – – – – 136.3 131.8 143.6 120.0* 94.1 57.3 47.2 60.5 72.0 42.7

Domestic waste (t) 19.0 14.4 11.7 19.9 16.1 70.5 61.2 39.0 6.3 6.3 79.9 80.7 84.9 69.9 68.7

Certification under ISO 14001 + + + + + + + + + + + +
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* The figure stated in the last report has been corrected following recalculation.



Löhne Norderstedt Ohrdruf

2000 2001 2002 2003 2004 2000 2001 2002 2003 2004 2000 2001 2002 2003 2004
Usable space (m2) 148,000 150,000 165,450 168,680 169,680 30,000 30,000 30,000 30,000 30,000 95,000 95,000 95,000 95,000 95,000

Electricity consumption (MWh) 3,241 3,755 3,420 3,353 4,068 2,045 2,080 2,016 1,827 1,935 4,417 4,529 4,582 4,590 4,565

Water (m3) 3,902 5,795 5,979 5,166 5,196 1,218  1,394    1,378 2,032 2,079 4,144 3,976 3,737 3,676 3,594

District heating (MWh) – – – – – – – – – – – – – – –

Gas consumption (in MWh) 7,080 8,267 11,189 11,348 12,906 4,356  4,403    4,306 3,209 3,209 8,301 10,010 9,503 9,462 9,466

Gas consumption (in m3) 643,594 751,569 1,017,181 1,031,636 1,173,273 396,000 400,273 391,454 445,474 291,727 754,636 910,000 863,909 791,293 860,545

Heating oil consumption 401,429 251,748 12,500 15,100 16,200 – – – – – – – – – –

Built-up area (m2) n.a.. n.a. n.a. n.a. n.a. 25,635 25,635 25,635 25,635 25,635 70,000 70,000 70,000 70,000 70,000

Surfaced area (m2) n.a.. n.a. n.a. n.a. n.a. 14,230 14,230 14,230 14,230 14,230 140,000 140,000 140,000 140,000 140,000

Green area (m2) n.a.. n.a. n.a. n.a. n.a. 16,814 16,814 16,814 16,814 16,814 27,700 27,700 27,700 27,700 27,700

Total area (m2) n.a.. n.a. n.a. n.a. n.a. 56,678 56,678 56,678 56,678 56,678 237,700 237,700 237,700 237,700 237,700

Waste requiring particular supervision (t) 2.7 8.3 8.5 12.3 4.6 3.2 2.9 1.7 0.3 0.5 169.2 12.1 6.3 28.9 23.9

Waste requiring supervision (t) 322.2 398.1 396.4 239.6 292.1 34.6 0.7 0.7 0.7 0.7 122.1 153.6 113.7 127.1 110.0

Waste not requiring supervision (t) 423.1 1,124.5 770.5 724.7 790.1 255.2 259.2 353.5 356.2 304.9 540.9 690.7 692.8 630.6 682.6

Total waste (t) 748.0 1,530.9 1,175.4 976.6 1,086.8 293.1 262.8 355.8 357.2 306.0 832.1 856.4 812.7 786.7 816.0

Card/cardboard/paper (t) 179.3 182.5 224.1 307.6 337.2 174.0 194.9 276.3 285.2 255.2 108.2 124.1 121.0 93.6 117.8

Foils and film (t) – – – – – 63.2 4.2 0.0 4.6 0.0 20.8 17.5 18.9 18.7 24.9

Wood (t) 234.2 687.0 533.1 384.8 429.9 7.7 11.7 12.1 10.4 7.3 368.9 505.2 505.6 297.0 290.7

Domestic waste (t) 322.2 398.1 396.4 239.6 292.1 30.7 0.7 0.7 0.7 0.7 120.0 151.5 106.8 125.1 88.9

Certification under ISO 14001 + + + + + + + + + + + + +
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Social Affairs

Compliance with prescribed social standards is always a factor when the 
German Otto Group and OTTO UK initiate business relations. Before the 
Otto Group awards any contracts, its suppliers must undertake to guar-
antee basic rights for their employees. This entails the supplier monitor-
ing compliance at its own premises and at those of its sub-contractors as 
well. The term sub-contractor denotes organisations or individuals that 
provide services; the term sub-supplier, by contrast, is used to describe 
suppliers in earlier stages of the value chain, i.e. entities providing mate-
rials or components.

Every year since 2000, Otto has published a list of those markets 
where audits have been performed and details of their results in the 
Facts(&)Figures section of its Sustainability Report.

Given the current replacement of the Otto Group’s* present internal  
social programme with the AVE Sector Model Social Responsibility (see 
also page 41 of the Magazine section), awareness workshops for suppli-
ers have been held in the core markets since 2003. More than 650 suppli-
ers and sub-contractors were integrated into the programme through the 

awareness workshops. In addition to the workshops, suppliers were di-
rectly addressed by local offices and agencies as well as through a man-
ual explaining the implementation procedure of the standards and giving 
examples of successful implementations. 

During the 2003 and 2004 financial years, a total of 176 textiles suppli-
ers** and sub-contractors underwent audits for the first time in ten im-
port markets and a further 32 submitted to re-audits.

During the initial audits, 14% of the companies were assessed as »good« 
while 28% were seen as in need of improvement. 58% of suppliers were 
classified as »critical«. 

In most cases, the »critical« ratings were based on violations of the so-
called core employment standards. These include the areas of health and 
safety, wages and salaries, the payment of social insurance contributions, 
working hours and freedom of association. It is important that suppliers 
whose social performance is determined to be in need of improvement or 
»critical« are not excluded completely, but rather given the opportunity 
– through workshops and seminars – to acquire qualifications enabling 
them to comply with the Code of Conduct.

Since mid-2003, so-called qualification tours have been held in all those 
relevant import markets where the AVE social programme is applied. 
These tours have included specialist workshops on specific topics and 
factory visits at the production sites. The initial successes of the qualifi-
cation programme can already be seen in the largely positive results of 
the re-audits. During these, a good two-thirds of suppliers and sub-con-
tractors were assessed as »good« (69%). A mere 6% were classified as 
being in need of improvement, while 25% were evaluated as »critical«. 
This represents an improvement rate of 55%. While 86% of suppliers and 
sub-contractors failed to satisfy requirements in the initial audits (audit 
results »critical« and »in need of improvement«), the percentage in the 
re-audits declined to just 31%.
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Qualification, remedial measures,  
re-audits, certification audits
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Social
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Social
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Operating 
teams

Departments
•  Environmental and 

social policy
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• Quality management
• Legal department
• Purchasing
  controlling
• Coordinators

Social policy
Code of Conduct

Every company level, from the Executive Board through to the operational teams, is included.

Internal and 
external 
communication,
reporting

  * Companies from the German Otto Group and OTTO UK
**  Encompasses the following product categories: textiles, home textiles, 

footwear and toys



In per cent

Re-audit results of suppliers graded as »improvements needed« 
and »critical« in 2003 and 2004

Good

Improvements needed

Critical

6
69

25

28

In per cent

Distribution of results from first audits of suppliers
in 2003 and 2004

Good

Improvements needed

Critical

14

58
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Implementation of the AVE Sector Model Social
Responsibility in the German Otto Group and at
OTTO UK

Conjointly with other trading companies belonging to the AVE (Außen-
handelsvereinigung des Deutschen Einzelhandels e.V.) [German Retailers 
Foreign Trade Association], OTTO supports the consistent implementa-
tion of social standards in German retailing in line with the international 
certification system Social Accountability 8000 (SA8000). 

The aims of this joint initiative by German retailers include the establish-
ment of more efficient processes for implementing social standards, time 
and cost savings for producers and retailers by avoiding multiple audits, 
a strengthening of competitive advantages, and improvements in mer-
chandise quality.  

Within the scope of a three-year public-private partnership project un-
dertaken in cooperation with the German Federal Ministry for Economic 
Cooperation and the German Society for Technical Cooperation, a sys-
tem for supplier auditing and qualification is being set up in the key im-
port markets. The auditing firms are all accredited with the New York-
based organisation Social Accountability International (SAI). This helps 
guarantee an independent, transparent and hence credible review of 
working conditions.

Flow chart showing the AVE Sector Model Social Responsibility

Sensitisation phase
(Introductory workshops)

AVE
Sector Model

Audit

Corrective stage 
Qualification measures
(Implementation monitoring/

                coaching/training)

Unsuccessful

Not successful
           (final)

Successful

Supplier´s decision on 
SA8000 certification

Decision by participating 
AVE member organisation

Repetition no later than three 
years after the audits

Conversion to the SA8000 certification procedure is voluntary and possible at any stage.

Re-Audit

Audit report with 
corrective action plan

In per cent

Distribution of suppliers in key procurement markets 
that are included in the AVE Sector Model 

China (incl. Hong Kong, only textiles)

India

Turkey

Vietnam

Bangladesh

Pakistan

Indonesia

Bulgaria

Thailand

United Arab Emirates

Other

eac
h with 2

3

6

4

38

16

23
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AVE
Außenhandelsvereinigung des 
deutschen Einzelhandels e. V.

Overview of elements comprising the AVE Sector Model 

                   1. Standard/
Sensitisation

a) »Minimum social and 
ecological requirements«

b) Best practice (SA8000 or similar)

2. Auditing
by independent
auditing firms

3.  Qualification
by participating trading
companies

4. Re-Auditing
by independent auditing firms

5. Certification 
according to SA8000 

(voluntary)

The Elements of the AVE Sector Model Social 
Responsibility

The minimum social and ecological requirements of the AVE Sector 
Model Social Responsibility are based on the national legislation govern-
ing labour, social affairs and the environment in each country, together 
with the core global norms of the International Labour Organisation 
(ILO).

The regulations in the AVE Sector Model Social Responsibility [1 a] are 
keyed to promoting compliance with maximum working hours, the free-
dom of association and the right to enter into collective negotiations, as 
well as the right to fair pay. Child labour, discrimination, forced labour 
and physical punishment are prohibited. Working conditions must be 
safe and free from health hazards. The environmentally friendly treat-
ment of waste, chemicals and sewage is also covered.

The AVE Sector Model Social Responsibility also establishes basic  
requirements as to documentation and the delegation of responsibilities 
in production companies. According to this model, the company also as-
sumes responsibility for its sub-contractors. 

In the event that a producer has been given a positive assessment with-
in the scope of the AVE Sector Model Social Responsibility and is  
further seeking SA8000 certification, any prior achievements from this 
certification procedure or comparable systems will be recognised. SA8000 
places additional demands on the management structures in the produc-
tion companies as regards documentation and communication; this also 
encompasses complete responsibility for the value-added chain extend-
ing through suppliers, sub-suppliers and home workers [1 b]. SA8000 is 
a certification process developed by Social Accountability Internation-
al (SAI) in New York to regulate social standards in labour (for further  
details, see www.sa-intl.org).

The AVE social audits, i.e. the reviews to determine compliance with 
local rules and regulations, are conducted using uniform processes and 
documents. Only auditing firms which have been accredited by the New 
York-based organisation Social Accountability International and which 
have signed a basic agreement with AVE are eligible to conduct these au-
dits. The categories used to rate the production plants [2] are »Good«, 
»Improvements Needed« and »Critical«.

The qualification of a production facility according to the requirements 
of the AVE model is based on the results of the audit and the Correc-
tive Action Plans (CAP’s) set forth therein. The CAP’s describe precisely 
which deviations have been ascertained and which corrective measures 
need to be instituted. Implementation reviews and coaching programs [3] 
are designed to lead directly to qualification in the event that a need for 
improvement has been determined. 

The qualification procedures are either conducted directly by the AVE 
member companies participating in the Social Responsibility sec-
tor model or by providers engaged by member companies. Within the  
German Otto Group and at OTTO UK, the qualification procedures are 
handled by Systain Consulting GmbH (see also page 20 of the Magazine 
section) with the support of the local civil law bodies (NGO’s, employ-
ee associations). In addition, it is possible to involve local qualification 
chapters of the German Society for Technical Cooperation. A renewed 
evaluation of a company’s social performance, the »re-audit« [4],  
follows once the qualification phase has been completed. 

The companies are encouraged to seek certification according to the 
highest standard, i.e. SA8000, particularly if there are indications that 
the company in question will be able to meet the requirements [5].  
An entity’s potential for SA8000 certification is reviewed within the 
framework of the AVE procedures. If the company is seeking SA8000 
certification, the supplier will already have information on the additional 
corrective measures which will be required.



Qualification measures in India 
and Thailand

Qualification measures in  
Turkey and India

Qualification measures in India and Pakistan

July 2004

Qualification measures in China, 
Indonesia and Thailand

A
ugust 2004

Qualification measures in 
Vietnam and India

O
ctober 2004

Qualification measures in 
Bangladesh, Thailand and 
Indonesia

D
ecem

ber 2004

Qualification measures in China

Septem
ber 2004

Qualification measures in 
China and India

N
ovem

ber 2004

Participation by Mauritius and the United Arab 
Emirates in the Otto Social Programme

Since autum
n 2004

M
arch 2005

A
pril 2005

Planned qualification meas-
ures in Bulgaria, China, 
Mauritius, Vietnam, the 
United Arab Emirates  
and Korea

A
ugust 2005

Sensitisation workshops in Bangladesh, 
Thailand and Vietnam

January 2004

Ongoing: completion of audits,  
re-audits and SA8000-certification  
processes in all markets

Since A
ugust 2003

Schedule for the Implementation of the AVE Sector Model Social Responsibility for the German Otto Group*

Qualification measures in Bangladesh, China and 
continuation in Turkey

M
ay 2005

Qualification measures in PakistanJune 2005

Qualification measures  
in India

Sensitisation workshops in India and 
end of sensitisation phase

Feb. Mar. Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar.

2004

Jan.

M
arch 2004

July 2005

Qualification measures in Turkey

January 2004

April May June July

2005

April May June July Aug. 2006
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*  Companies from the German Otto Group and OTTO UK partici-
pating in the AVE Sector Model



Employees

A diverse range of competencies, expertise and dedication to service 
make human resources at OTTO the central component in the organi-
sation’s success. Respect for and the encouragement of employees,  
regardless of age, gender, race, nationality or disability, is a key concern 
at OTTO.

The most important figures taken from regular employee assessments are 
published here; for example, total staff numbers, percentage of female 
employees, human resource and pension costs within the company, etc.

OTTO began developing an active health management system, based on 
the link between social responsibility and sensible economics, a number 
of years ago. This internal system – named aktiv.net – is founded on a 
holistic approach, and the protection and promotion of good health. Al-
though OTTO regards this area as a management responsibility, employ-
ees too are under obligation to participate responsibly in the programme. 
The target groups, objectives and activities of aktiv.net are depicted in 
this data section as a balanced scorecard (BSC). 

The growing number of employees with disabilities at OTTO reflects the 
company’s successful endeavours to continuously increase their share in 
the workforce and promote the integration of this group. The recruitment 
of severely disabled trainees has also been advanced energetically in  
recent years.

The data section also contains information on the number of appren-
ticeships and details of training schemes; intensive training is, after all, 
the only way to safeguard the high level of competence and motivation 
amongst employees and young trainees alike. A comprehensive range of 
training courses for the whole workforce as well as special seminars for 
specific target groups – e.g. for new staff and managers – are providing 
qualified personal and professional training for employees. These ongo-
ing training programmes at OTTO are tailored to the company’s manage-
ment guidelines and its corporate goals. 

Financial security figures prominently as well. OTTO offers several  
attractive opportunities in addition to the company pension scheme, as 
evidenced, for example, in the extensive participation in the standard 
pension scheme.
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2004 20052001 2002 2003 Numbers in February

Employee numbers at OTTO 

10,109

11,502
12,200 11,845 11,696

2004 20052001 2002 2003 Numbers in February

Employee numbers at OTTO, converted 
to full-time positions

7,301

8,534
9,258 9,018 8,816

The decrease of the number of employees is mainly due to the outsourc-
ing of storage operations and additional restructuring measures.

50,368

99/00 00/01 01/02 02/03

53,770 55,271 54,098

25,218

25,150 26,226

27,544

27,685

27,586

27,487

26,611

Number

Employee numbers in the Otto Group

In Germany

Outside Germany

55,406

03/04

26,102

29,304

Personnel structure

Employees number number in % 

2004/05 2003/04 Change

Multichannel-Retail 41,750 43,255 -3.5

Financial Services 4,871 4,674 +4.2

Service 5,325 4,879 +9.1

Wholesale 2,234 2,345 -4.7

Holding Company/Consolidation 248 253 -2.0

Group 54,428 55,406 -1.8
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4,958
5,143

2003 20042000 2001 2002 Numbers in June

Number of employees in part-time positions 
by gender at OTTO 

741 833655

5,097

773

4,984

715

        Female

Male

4,908
2,301

1,992

2003 20042000 2001 2002 Numbers in June

Number of employees in full-time positions 
by gender at OTTO 

2,532 2,5532,639

2,700

2,629

2,488

2,571

Female

Male

2,340

2000 2001 2002 2003 2004 In per cent

Percentage of female employees at OTTO

100

75

50

25

0

Almost 70% of OTTO employees are women.

550

458

2003 20042000 2001 2002 Employees

Non-German employees

127 103129

705

134

643

135

Industrial

Administrative

579

423

355

576
509

444

The proportion of non-German colleagues at OTTO is 4.5% at present. 
Language courses are provided to aid integration.

Percentage of employees

Origins of non-German employees in %

Other

Turkey

Poland

Ghana

Croatia, Serbia-Montenegro

Iran

Vietnam

7.0

5.2 5.0

16.4

13.8

8.1 44.5

  

Number of employees

Number of non-German blue-collar employees by division

Warehousing
Hamburg-Bramfeld

location

Returns management

Other divisions

189

148

121

30% of non-German blue-collar workers come from Turkey and Poland.

Employees by gender

Non-German employees
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2000 2001 2002 2003 2004 In per cent

Fluctuation rate at OTTO
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Employees with disabilities

20042000 2001 2002 2003

Mandatory quota

Percentage among
public employers

in Hamburg

Percentage at Otto

Percentage among
private employers

in Hamburg

In per cent

2000 2001 2002 2003 2004 In per cent

Percentage of employees paid according to wage settlements 
negotiated in collective bargaining
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Almost 90% of all employees are paid in line with industry-negotiated 
wage settlements.

04/0500/01 01/02 02/03 03/04* In EUR million 

Personnel costs in the Otto Group

1,840
1,975

1,882 1,907 1,890

  

Since 2000, the employment quota for staff with disabilities at OTTO has 
been above average for the private sector in Hamburg. 

Employees with disabilities

20042000 2001 2002 2003 In EUR '000

Compensatory payments

416

134

367

224

171*

**

Human resources expenditure/fluctuation rate

* application of new 
  accounting standards

*   This figure has changed since the last report 
where the gross amount (as opposed to the  
net amount) was shown.

**  Adjusted for deductible contributions.

* Data is not available at the expiration of the editorial deadline.

* 
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Equity participation

2001 2002 2003 2004 2005

Subscribed capital in EUR 10,201,551 7,762,250 8,288,500 4,768,000 3,435,750

Average subscription amount 
in EUR

1,919 1,602 1,624 1,037 930

Total jouissance shares 
in EUR ‘000 
(at balance sheet date)

56,177 62,654 66,320 69,637 66,311

Number of participants 5,316 4,845 5,103 4,596 3,694

Percentage of workforce 
participating

25.2 22.2 23.4 21.5 19.1

Type of pension scheme
2004 calendar year OTTO

Volume Number Percentage*

Remuneration conversion EUR 1.090 million 1,173 11.60%

Direct insurance EUR 1.559 million 1,294 12.80%

Pension schemes agreed 
collectively

 EUR 1.356 million 6,512 64.42%

Pensions from 2002 to 2004 – Participating Employees

 
*  The quota was ascertained based on employees eligible for participation.

00/01 01/02 02/03 03/04 04/05 In EUR million

Pension costs at Otto Combined Group* 

49.351.5 52.0

46.3

62.7

The increase in costs for 2002/2003 resulted from the introduction of a 
standard pension scheme based on tariff negotiations.

 
The figures refer to companies eligible for participation.

Pensions and capital sharing

Pension payments made OTTO

Volume** Number

Fiscal year 2002/2003 EUR 11.2 million 3,502***

Fiscal year 2003/2004  EUR 11.9 million       3,660

Fiscal year 2004/2005 EUR 12.4 million       3,764
 
**   The quantities shown do not include payments based on direct insurance.
*** Figure corrected.

 
* Figures for 2000/2001 to 2001/2002 in accordance with the German Commercial Code,  
   starting in 2002/2003 according to IFRS 



Excerpts from the balanced scorecard for health management »aktiv.net« (safety at work, occupational medicine and social consulting), October 2003 

Goal:  Sustained health management to promote physical, psychological and social well-being, performance potential  
and commercial success as part of OTTO‘s corporate culture

To be achieved by:  Systematic cooperation between social, medical and security-related competencies in aktiv.net which cooperates  
with partners to respond to specific needs within the company and actively support and initiate relevant measures.

.
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* Balanced scorecard

aktiv.net Strategic Goals
(3 – 5 years)

Initiatives, Actions

Finances
Costs/
Efficiency

•  Realisation of cost/benefit effects in the area of health 
management at OTTO (including external locations) and the 
Group

•  Examination of alternative options with the goal of optimising the use of funds and making the organisation  
and use of capacity more efficient

•  Concentration of effective activities with corresponding 
monitoring of success rates

•  Active use of BSC* (task planning, agreeing goals): updating, aktiv.net-wide use and coordination
•  Monitoring the success of current activities

•  Social advisory services provided by company to be highly 
effective

•  Development and evaluation of methods to ascertain the success of counselling
•  Development of own evaluation system

Quality
Internal processes and 
systems (performance 
quality)

•  Sustainable health management system involving all the divisions 
(AS, SO, Amed) with a common orientation

• Optimisation and implementation of the system (internally/externally)
• Efficient teamwork/communication

In per cent

Percentage of employees with and without periods of absence

With periods of absence

Without periods of absence

72

28

During the past five years, the average age of the workforce increased from 
39.9 to 41.9. In stark contrast, the rate of absenteeism declined.

2000 2001 2002 2003 2004
In per cent/

In years

Absenteeism due to sickness (incl. long-term sickness) 
compared to employee average age at OTTO  

Percentage of 
employee absences 

Average employee age 
at Otto 

(GmbH & Co KG)
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8

 

6

 

4

 

2
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Health management



aktiv.net Strategic Goals
(3 – 5 years)

Initiatives, Actions

Customers
Corporate executive
Managers
Employees
Organisation and 
personnel
Works Council
Group personnel 
management

Employees – Group

•  Creation of a preventive health culture with excellent basic 
services for managers and employees

• Encouragement and leverage of employees’ own initiatives

a) Examination of possible ways of improving customer orientation/integration of executive staff

b) Attractive, target group-oriented offerings tailored to real needs with specific focuses (annual programme etc.)

c) Communication on topic of health

d)  Health report with more detailed presentation of individual divisions/areas

e)  Health promotion activities tailored to target group, via the working party for warehousing employees, particularly  
• The »...move with OTTO« project 
• The systematic health cycle 
•  Training and counselling at the workplace, including the evaluation of the various measures taken

f) Psychological risk analysis in call centres, including workshops

•  Positioning of OTTO as an employer pursuing attractive health 
policies

Strategic communication and activities

a) Involvement in networks seeking to improve health in the company

b) Incorporation of the subject into internal and external reports on the company

•  Further development of social advisory provisions including 
publicity outside organisation

Based on experiences and developments, annual thematic focuses including the examination of new approaches 
and strategies in 2003: 
•  Conflict management concept
•  Seminars specifically for employees aged 45 and over (life planning etc.)

•  Reconfiguration of support at technical facilities in special areas Group-wide directive for the construction and conversion of technical facilities (CE Declaration of Conformity)
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Working days 
absent per year

Accident statistics for the past five years at OTTO 

In the workplace

Outside the workplace

3,308

2004

1,669

1,639

3,987

2000

1,918

2,069 3,782

2001

1,583

2,199

3,987

2002

1,841

2,146

2003

1,853

4,214
2,361

Incidents per year

Accident statistics for the past five years at OTTO 

In the workplace

Outside the workplace

304

2004

118

186

415

2000

168

247
419

2001

156

263
417

2002

178

239

2003

154

405
251

 Total      

In the workplace      

Outside the workplace      

2000 2001 2002 2003 2004
Accidents per 

1,000 employees

Accident statistics at OTTO 

40

30

20

10

0
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Average work absence resulting from an accident while travelling is  
higher than the time off following an occupational accident.

All accidents, including those not resulting in absence from work, were  
recorded.

Accident statistics

aktiv.net campaigns 2004 Participants

aktiv.center (company-own keep-fit studio) 500 (ongoing)

Ergonomics consulting 109 (ongoing)

First Aid training 73 (ongoing)

Driving safety training 152

Firefighting training 264

Fitness at the workplace 47 (ongoing)

Flu vaccinations 441 

Healthcare courses 200 (ongoing)

Melanoma screening 400

Mobile Massage 45 (ongoing)

Smoke-free campaign 140

Seminar »Advanced careers« 40 (ongoing)

Total 2,411

Social consulting

2003 2004

Number of counselled employees 
(total)

1,399 1,192

Total number of counselling sessions 1,565 1,343

on specific issues

Debts 655 582

Illness 332 370

Job 281 157

Management 151 126

Addiction 58 46

Family 88 61

Number of peoples participating
in aktiv.net courses/activities

2003 2004

Training for driving safety 265 152

Health check not available 80

»Health days« at Otto approx. 500 approx. 

Total training sessions  
(number)
(participants)

 
27 
96

 
13 

200

Consultations 210 109

Health care

Blood donations approx. 120 –

Flu vaccinations approx. 850  441

Screenings (number of participants)
Check up for bowel cancer
Melanoma screening

 
1,078 

–

 
– 

400

First Aid training course (number of 
participants)

68 73

The decrease in the number of accidents can be attributed to a spin-off of 
warehouses.
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Total trainees in German Group companies

Appointed in 
2004

Total
2004

 

Planned 
appointments 

2005

Total 
2005

371 1.050 433 1.151

The number of trainees in the German Otto Group is expected to  
increase again in 2005. A total of 433 apprentices entered employment 
within the Group. 

2004 2005 (Plan)2001 2002 2003 Number in February

Number of trainees at OTTO

268
254

289 286
264

As a result of the training agreement, the number of apprenticeships rose 
by 14 in 2005.

The ongoing, target group-orientated qualification of our employees is 
a major success factor in the sustained implementation of our corporate 
strategy. Management staff seminars were part of further education until 
2002. They were removed from the programme in 2003 and assigned to the 
Management Academy. This also applies to the Management Development 
Programme (MEP) and the Executive Programme (LP).

Apprenticeships and training schemes at OTTO

At the Hamburg-based head offices alone, over 200 trainees complete 
an apprenticeship annually in one of numerous professions offered by 
OTTO.

• Business administration (HSBA)
• Business clerks
• Business management (NAK)
• Specialist computer scientists
• Qualified warehouse logistics staff
• Warehouse managers  
• Retail and wholesale business 
• Computer scientists in business 
• Chefs
• Media designers
• Computer scientists in economics

 

Apprenticeships and training schemes

     Number of    
        seminars

  Number of
participants

   Number of 
training days

2001 2002 2001 2002 2001 2002

Training programme 229 203 2,620 2,340 5,838 5,164

Advanced programme 13 26 119 276 185 455

Management development 
programme 6 6 61 57 108 94

Executive programme 19 16 1,038 767 1,136 857

Total 267 251 3,838 3,440 7,267 6,570

     Number of    
        seminars

  Number of
participants

   Number of 
training days

2003 2004 2003 2004 2003 2004

Training programme 178 144 2,015 1,518 4,666 2,900

Advanced programme 20 23 205 169 348 258

Management Academy 
Levels II-III 40 25 393 161 667 294

Management Academy
Levels IV/MEP 3 3 26 45 61 105

Management Academy
Level IV/Executive programme 16 16 718 734 247 606

Total 257 211 3,357 2,627 5,989 4,163



Report content according to GRI guidelines

In producing this report, OTTO is performing its duty to act as a corpo-
rate citizen in its communications as well, and promote transparency in 
the cause of a global trend towards sustainability. The 2003 Sustainabil-
ity Report »Shaping awareness« is based on the guidelines pub-
lished by GRI, the Global Reporting Initiative of Boston, MA, U.S.A.,  
(www.globalreporting.org) and has been designed as an »In-Accordance 
with Report« (see Part A).

The sustainability reporting guidelines contain the GRI’s reporting 
framework and are the result of continuous discussions at a global lev-
el involving many different stakeholders. These include experts, interna-
tional corporations, NGO’s, consultants, auditing firms and professional 
associations. The Global Reporting Initiative has set itself the goal of de-
veloping standards for reporting as well as universally valid and indus-
try-specific benchmarks.

In our view, the GRI’s internationally recognised criteria for sustaina-
bility reporting offer a framework for comprehensive and structured  
reporting of a high standard. It further facilitates comparisons between 
the sustainability performances of companies in differing industries, 
both domestically and in the international arena.

Additionally, when drawing up this report, we took account of the cri-
teria for sustainable reporting drawn up by the Institut für ökologische 
Wirtschaftsforschung GmbH (Institute of Ecological Economic Research 
GmbH) of Berlin, as well as the requirements stipulated in the European 
Sustainability Reporting Awards (ESRA). These overlap to some extent, 
as they do with the GRI reporting guidelines.

»This report has been prepared in accordance with the 2002 GRI Guide-
lines. It represents a balanced and reasonable presentation of our organi-
sation’s economic, environmental, and social performance.«

Dr. Michael Otto 
Chief Executive Officer, Otto Group
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GRI Item Details

Item 1.1 Vision and strategy Magazine section Preface/»The OTTO 
Discussion«/Commerce

Item 1.2 Preface of the Chairman Magazine section p. 1

Item 2.1 Name of the company Magazine section Commerce

Item 2.2 Products and services Products and services

Item 2.3 Corporate structure Magazine section Commerce

Item 2.4 Main operating segments Magazine section Commerce

Item 2.5 Countries of operation Magazine section Commerce, F&F Commerce

Item 2.6 Ownership structure Annual Report 2004

Item 2.7 Markets Annual Report 2004, 
Magazine section Commerce

Item 2.8 Scope of organisation Annual Report 2004, 
Magazine section Commerce

Item 2.9 Communication with stakeholders Magazine section Ecology/Social Affairs/
Employees

Item 2.10 Contact person for report Contact information

Item 2.11 Reporting period Magazine section »About this Report«

Item 2.12 Date of last report Magazine section »About this Report«

Item 2.13 Limits of report Magazine section »About this Report«

Item 2.14 Key changes Magazine section Social Affairs, 
F&F Social Affairs

Item 2.15 Joint ventures, subsidiaries etc.  
contained in report

Magazine section Commerce

Item 2.16 Corrections None

Item 2.17 Decision not to apply the GRI guidelines Not taken

Item 2.18 Criteria/definitions for costs and benefits None

Item 2.19 Change to measurement procedure F&F Ecology/Transport & Shipping

Item 2.20 Accuracy and reliability of report Magazine section Ecology, F&F complete

Item 2.21 External verification of report Magazine section p. 59/60

Item 2.22 Reference to additional information Entire document
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GRI Core 
Indicators
No.* Contents Details Page

Customers

EC1 Net sales Annual Report 2004, F&F Commerce 99 pp./ 
1 pp. 

EC2 Geographical breakdown by market Annual Report 2004, F&F Commerce 75 p./
2 pp

Suppliers

EC3 Costs of all purchased goods, 
materials and services

Annual Report 2004 99 

EC4 Percentage of contractual agreements 
remunerated 

OTTO fulfills all its contractual 
obligations on the basis of, and within 
the framework of, the relevant laws 
and contract legislation.

Addendum 
EC11

Suppliers by organisation and country F&F Social Affairs, based on available 
information

24 p. 

Employees

EC5 Total wages, salaries and social 
contributions paid

Annual Report 2004, F&F Employees 99 p./
30 pp. 

Investors

EC6 Payments to investors Annual Report 2004, 
Magazine section Commerce

106/ 
14  

EC7 Changes to revenue reserves in 
reporting period

Annual Report 2004, 
Magazine section Commerce

99 p./ 
14 

Public Sector

EC8 Tax payments Annual Report 2004, 
Magazine section Commerce

99 pp./ 
14 

EC9 Subsidies received None

EC10 Donations Magazine section Employees and 
Society, based on data currently 
available

54

 
* If additional statistics were incorporated, this is noted at the figure shown.

GRI Item Details

Item 3.1 Corporate governance structure Magazine section Commerce

Item 3.2 Management Annual Report 2004

Item 3.3 Expertise possessed by Executive Board 
members 

Annual Report 2004

Item 3.4 Measurement by Executive Board of risks 
and opportunities related to sustainability

Magazine section Commerce, 
F&F Ecology/Social Affairs

Item 3.5 Correlation between attaining financial and 
non-financial targets

F&F Ecology

Item 3.6 Sustainability organisation F&F Ecology/Social Affairs

Item 3.7 Mission/value statements Magazine section Commerce/Social Affairs 
(»Code of Conduct«), F&F Ecology/Social Affairs

Item 3.8 Shareholders recommendations to the 
Executive Board

None (owner-managed company)

Item 3.9 Identification of stakeholders Magazine section Ecology/Social Affairs Employees

Item 3.10 Taking stakeholders’ interests into account Magazine section Ecology/Social Affairs/Employees

Item 3.11 Concerns of stakeholders Magazine section Ecology/Social Affairs/Employees

Item 3.12 Use of stakeholder information Magazine section Ecology/Social Affairs/Employees

Item 3.13 Precautions Magazine section Commerce

Item 3.14 Voluntary economical, social and ecological 
initiatives

Magazine section Employees and Society

Item 3.15 Membership of organisations Entire document, www.otto.com

Item 3.16 Management of effects within the 
production chain (supply chain 
management)

Magazine section Ecology, F&F Ecology total

Item 3.17 Management of indirect effects Magazine section Ecology/Social Affairs, 
F&F Ecology/Social Affairs

Item 3.18 Changes relating to locations of activities None

Item 3.19 Programmes and procedures Entire document

Item 3.20 Certification status of socio-ecological 
management systems

Magazine section Ecology, F&F Ecology Location/
Social Affairs
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GRI Core 
Indicators
No. Contents Details Page

Material

EN1 Total usage of materials by type, 
excluding water

Annual Report 2004, F&F Ecology 125/
5 to 
23

EN2 Percentage of used materials, of waste 
(treated or untreated) from sources 
outside the company

F&F Ecology 12 to 
23

Energy

EN3 Direct energy consumption, broken 
down by primary energy user

F&F Ecology/Location 19 to 
23

EN4 Indirect energy consumption: energy 
costs for the production and delivery 
of energy used

No suitable data available for analysis

Addendum 
EN17

Initiatives for using renewable energies 
and/or increasing energy efficiency

Magazine section Commerce 
(Haldensleben), F&F Ecology/
Location

21/ 
22

Water

EN5 Total water consumption F&F Ecology/Location 19

Biodiversity

EN6 Location and size of land owned, 
leased or cultivated in high-biodiversity 
habitats

Not relevant for Otto 
(GmbH & Co KG) 

EN7 Products, services, activities having 
significant effects on terrestrial, marine 
or freshwater eco-systems

Comprehensive analysis of effects 
only partially possible. See F&F 
Ecology/Textiles, Magazine section 
Ecology

6 pp./ 
27 pp.

GRI Core 
Indicators
No. Contents Details Page

Emissions, Sewage and Waste

EN8 Emission of greenhouse gases (as 
described in Kyoto Protocol)

Magazine section Ecology, F&F 
Ecology/Location/Transport & 
Shipping

35/11 
and 19

EN9 Emissions of gases detrimental to 
ozone layer

F&F Ecology 11

EN10 Direct airborne emissions (e.g. NH3, 
HCl HF, Nox, SO2) from the company

F&F Ecology/Location/
Transport & Shipping

11 and 
19

EN11 Total volume of waste by type and 
treatment method

F&F Ecology/Location 20 to 
23

EN12 Direct emissions in sewage (oils/fats, 
metals, organic chemicals where 
biodegradability is difficult) from the 
company

Of little relevance to Otto 
(GmbH & Co KG), hence no 
systematic data collected

EN13 Significant quantities of spilt chemicals, 
oils and fuels

F&F Ecology/Location 20

Products and Services

EN14 Environmental effects of products and 
services

F&F Ecology/Textiles/Transport & 
Shipping, Magazine section Ecology

6 and 
11/ 23 
and 27

EN15 Acceptance of used products Magazine section Ecology, 
F&F Ecology/Location

32/ 
20

Compliance with Legislation

EN16 Fines for non-compliance with relevant 
international declarations, conventions, 
treaties and national, regional and local 
regulations concerning environmental 
issues

No known infringements

Transport

Addendum 
EN34

Significant harmful effects on 
the environment resulting from 
transportation involved in logistics 
operations

F&F Ecology/Transport & Shipping 10 pp.
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GRI Core 
Indicators
No. Contents Details Page

Employment

LA1 Breakdown of workforce F&F Employees 28 pp.

LA2 Average fluctuation and creation  
of jobs (net)

F&F Employees 30

Addendum 
LA12

Employee bonuses over and beyond 
legal requirements

Magazine section Employees and 
Society, F&F Employees

48/ 
31

Relations between Employees and Management

LA3 Employees with union-negotiated 
contracts 

F&F Employees 30

LA4 Corporate principles and procedures 
for informing, advising and negotiating 
with employees

Form part of the legally regulated 
worker participation scheme at 
Otto (GmbH & Co KG)

Health and Safety

LA5 Documentation practices for the 
recording and analysis of work accidents 
and sickness

F&F Employees 34

LA6 Formal employee and management 
bodies dealing with health and safety

There are legally regulated health and 
safety committees at all locations and 
target-group oriented councils in all 
sections. Works committee delegates 
are represented on all committees.  

LA7 Data on injuries, working days lost, 
absences from work and employment-
related deaths

F&F Employees 32 pp.

LA8 Description of principles and 
programmes concerning HIV/AIDS

OTTO runs general health screening 
programmes; see also Magazine 
sections Employees and Society, F&F 
Employees

45 pp./ 
32 pp.

Addendum 
LA15

Agreements with employee 
representatives concerning health  
and safety at work

There are general company 
agreements concerning work 
protection issues.

GRI Core 
Indicators
No. Contents Details Page

Training 

LA9 Average annual training hours per 
employee (broken down by employee 
category)

F&F Employees 35

LA10 Equal opportunities programmes Magazine section Employees and 
Society, F&F Employees

49 pp./ 
30

LA11 Proportions of male/female employees 
holding management posts

Partly documented in Annual  
Report 2004

8, 
163 pp.

Addendum 
LA16

Description of support programmes 
securing employees’ ability to continue 
their jobs and helping them at the end 
of their careers

Magazine section Employees and 
Society, F&F Employees

49 pp./ 
31 and 
35

Addendum 
LA17

Specific principles and programmes 
relating to skill management and lifelong 
learning

Magazine section Employees and 
Society, F&F Employees

50 pp./ 
35

Human Rights

Strategy and Management

HR1 Principles, guidelines, corporate 
structure and procedures as relevant 
to dealing with all areas of human 
rights

Magazine section Social Affairs, 
F&F Social Affairs

42/
24 to 
27

HR2 Observation of human rights in 
decisions on investments and 
acquisitions, including the selection  
of suppliers

Magazine section Social Affairs, 
F&F Social Affairs

38 pp./ 
24 to 
27

HR3 Principles and procedures concerning 
selection decisions taken and the 
observation of human rights in the 
supply chain, including monitoring 
systems and the results of monitoring 

Magazine section Social Affairs, 
F&F Social Affairs

38 pp./ 
24 to 
27

Addendum 
HR8

Training employees in principles  
and procedures concerning the 
observation of human rights as 
relevant to the organisation’s 
commercial activities

Magazine section Social Affairs, 
F&F Social Affairs

38 pp./ 
24 to 
27
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GRI Core 
Indicators
No. Contents Details Page

Non-Discrimination

HR4 General principles and procedures/
programmes to prevent all forms of 
discrimination

Magazine section Social Affairs, 
F&F Social Affairs

38 pp./ 
24 to 
27

HR5 Principles concerning freedom of 
association, and the extent to which 
these principles are universally 
applicable (irrespective of local, 
regional or national legislation) 

Magazine section Social Affairs, 
F&F Social Affairs

38 pp./ 
24 to 
27

Child Labour

HR6 Description of the principle precluding 
child labour

Magazine section Social Affairs 
(»Code of Conduct«), F&F Social 
Affairs

42/
24 to 
27

Forced Labour and Compulsory Work

HR7 Description of the principle preventing 
forced labour (and compulsory work) 
(ILO Convention No. 29, Article 2)  

Magazine section Social Affairs 
(»Code of Conduct«), F&F Social 
Affairs

42/
24 to 
27

Relations with Community

SO1 Description of the effects on the 
social environment and procedures for 
establishing/maintaining dialogues with 
stakeholders

Magazine section »The OTTO 
Discussion«/Employees and Society/
«About this Report«

4 pp./ 
44 pp./ 
58

Addendum 
SO4

Awards for achievements related to 
society, ethics and the environment

Detailed by topic, comprehensive 
description on the Internet at www.
otto.com

51

Bribery and Corruption

SO2 Principles, procedures/programmes, 
anti-corruption monitoring systems

Magazine section Employees and 
Society, ICC Guideline

52

Political Support

SO3 Description of the policies and 
processes underlying political lobbying 
and political involvement

Magazine section »The OTTO 
Discussion«/Employees and Society

4 pp./ 
52 pp.

GRI Core 
Indicators
No. Contents Details Page

Product Responsibility

Consumer Health and Safety

PR1 Principles ensuring consumer health 
and safety, including monitoring 
systems/results of monitoring

Magazine section Ecology, 
F&F Ecology/Textiles/Hard goods/FSC

24 pp./ 
5 to 9

Addendum 
PR6

Voluntary compliance with codes, 
product labels and awards relating to 
social or ecological responsibility

Magazine section Ecology/Social 
Affairs, F&F Textiles/Hard goods/FSC

24 pp., 
38 pp./
5 to 9

Products and Services

PR2 Principles, procedures/management 
systems, monitoring mechanisms 
relating to product information and 
labelling

Magazine section Ecology/Social 
Affairs, F&F Textiles/Hard goods/FSC

24 pp., 
38 pp./
5 to 9

Protection of Privacy

PR3 Principles, procedures/management 
systems, monitoring mechanisms 
serving to protect the consumer’s 
privacy

Otto (GmbH & Co KG) observes the 
legal requirements relating to data 
privacy protection.
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1.  With the letters dated 16 December 2003, 19 May 2004 and 17 February 
2005 PwC Deutsche Revision AG was engaged by Otto (GmbH &  
Co KG) to audit the »Facts(&)Figures« supplement of the Sustainabil-
ity Report 2003. 

2.  The objective of the audit procedure was to evaluate the correctness, 
completeness and materiality of the quantitative information given in 
»Facts(&)Figures«. We have conducted our audit in accordance with 
the Audit Standards »Principles for the Proper Execution of the Audit 
of Environmental Reports« of the German Institute of Certified Public 
Accountants (IDW PS 820).  

3.  The responsibility for the proper management of the sustainability 
management system on the different levels of the company and the  
responsibility for the accuracy and completeness of the statements 
made in »Facts(&)Figures« lies exclusively with the Executive Board of  
OTTO.  

4.  Our work in connection with this engagement is subject to the  
General Terms of Engagement for auditors and auditing firms dated  
1 January 2002, as well as to our Special Conditions for an extension 
of our liability dated 1 January 2001. These conditions are also appli-
cable in relation to third parties. 

5.  We investigated the workflow of putting together »Facts(&)Figures« 
and formed a judgement if the established procedures are effective 
enough to guarantee the correctness, completeness and materiality 
of the collected data regarding sustainability. Additionally we veri-
fied our judgement by conducting reviews of several single issues. In  
accordance with the scope of the audit the following opinion refers 
solely to the printed German version of the report.   

6.  Our audit established that the quantitative information given in 
»Facts(&)Figures« as a whole are correct and not in contradiction with 
other information and evidence of the company. In our opinion the  
information given on the company’s ecological and social activities 
fairly presents all material matters.   

PwC Deutsche Revision 
Aktiengesellschaft 
Wirtschaftsprüfungsgesellschaft

       
 

(Bernd Saitz)  (Dieter Horst) 
Auditors

Frankfurt/Main, 1 September 2005

Auditor`s Certificate – PwC Deutsche Revision AG
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