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1. Sustainability 
at erlenbacher

1.1. Introduction – Sustainability as a basis for the future 
Established in 1973 in a bakery in Nieder-Erlenbach, Germany, erlenbacher 
today is one of the leading manufacturers of frozen premium cakes, cream 
products and desserts for the out-of-home (OOH) market in Germany and 
abroad. With more than 600 employees, we produce more than 23 million pre-
mium quality artisan style cakes and tarts for every OOH channel. We‘ve al-
ways stuck to our recipe for success: combining a traditional artisan approach 
with innovation and modern production methods. 

A sustainable approach has been a firmly established part of our corporate 
strategy for many years. We‘re under no doubt that sustainability is an es-
sential basis for our future. Our long-term success relies on a responsible 
approach towards our consumers, customers, suppliers and employees. We 
want to continuously strive to improve everything we do in terms of treating 
people, animals, the environment and resources responsibly and in maintain-
ing our social responsibility. 

1.2. Review – Development of our sustainability activities 
A sustainable approach has for many years been second nature for erlenbach-
er. We set our own high standards, such as our Ingredient Guarantee and sys-
tematic supplier audits. We also attach great importance to verifiable, best 
quality in terms of our products and processes. Quality management systems 
such as BRC and IFS, as well as ISO 14001 (environmental management) and 
ISO 50001 (energy management) standards, are a reliable basis for this. 

In 2008, we joined the partner network of the 
Center for Sustainable Leadership (ZNU) of  Witten/
Herdecke University and underwent our first sus-
tainability check. Our first concrete sustainability 

goals in our company were defined on the basis of this ZNU sustainability anal-
ysis. In order to implement these objectives, four employees received training 
to become sustainability managers. 

In 2012, we initiated the idea of sustainability ambassadors in our own compa-
ny. The objective was to let the concept of sustainability take root among our 
youngest employees and to motivate them to propagate these ideas in every 
department. This resulted in three project teams. Since then, more than 25 ap-
prentices and trainees across the company have been trained as sustainability 
ambassadors in both the commercial and industrial areas of the business. 
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Recurring sustainability checks and the annual comparison between target 
and actual have ensured continuous year-on-year development in sustain-
ability. The logical upshot: In December 2015, erlenbacher became the first 
manufacturer of frozen baked goods certified under the ZNU Standard Driv-
ing Sustainable Change. 

1.3. Organisation – Restructuring of our   
sustainability activities in 2018 
In 2018, we put our sustainability organisation to the test in order to firmly 
establish the concept of sustainability on a broader basis across all corpo-
rate levels and in all areas. We had to recognise that the concept of sustain-
ability cannot be conveyed into the departments by trainees or sustainability 
ambassadors and project groups alone. In the past, this provided a lot of 
impetus. But larger, more long-term projects could only be implemented 
sporadically or outside a holistic sustainability approach. 

It also became clear that our sustainability projects must also contribute to 
the success of the company. And the issues we deal with must be established 
in the practical reality of our employees. Only in this way can we ensure that 
sustainability is a natural part of everyday life at erlenbacher. 

This review has produced a lot of important findings, which have all had an 
impact. As a first consequence, we have restructured our sustainability work 
and set up a Sustainability Council (comprising members of the management 
team) as the senior steering committee. Below this are four interdisciplinary 
project teams: Environment & Safety, Responsible Sourcing, Health & Nu-
trition and Employees & Social. Team leaders came from the departments 
dealing with the relevant issues. The groups are made up of different areas 
of the company. The project teams are supported by a small Organisation & 
Support group, which provides administrative and organisational help and 
all kinds of information. The Communication team is also new. It looks after 
internal and external dissemination of our sustainability communications 

across all areas. Our trainees are naturally included in our sustainability 
work – on a voluntary basis in the field they are most interested in. Further 
details about the project groups are in section 3. 

The second fundamental innovation – in addition to restructuring – is estab-
lishing a multi-year roadmap for our most important sustainability goals. In 
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2018, we defined and adopted this roadmap for the period up to the end of 
2020. In this way, we want to give more weight and emphasis to long-term 
and challenging initiatives. Our current roadmap and further projects are 
presented in detail in the next section.

2. erlenbacher sustainability goals

2.1. Key areas of sustainability work:     
Ecology, Economy, Social

When we were developing the Sustainability Roadmap 2018–2020, twelve the-
matic areas in ecology, economy and social emerged, which we are tackling 
with concrete objectives and measures. In addition, the sustainability teams 
regularly develop other ideas and initiate further projects.

ECOLOGY ECONOMY SOCIAL

Sustainable raw 
materials 

Climate footprint / 
CO2 reduction 

Avoiding plastic 

Promoting 
e-mobility

Conserving 
resources 

Waste reduction

Sustainable power 
generation 

Employee qualifi-
cations

Responsible 
products 

Employee safety 

Employee health 

Social 
engagement

EC
OLOGY GOALS

EC
ONOMY GOALS SO

CIAL GOALS

Our corporate objectives focus on the following areas:
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2.2. The erlenbacher Roadmap 2020
We have set ourselves a total of 26 sustainability goals for the years 2018 to 
2020 as part of our comprehensive erlenbacher Roadmap. Our goals can be 
further sub-divided into individual goals implemented on a long, medium and 
short-term basis.

Explaining the Roadmap:

Ecological / economical / social goals
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erlenbacher goes Zero – CO2 neutral by 2022

Fully replacing plastic films with a 
biodegradable alternative in our packaging by 2022
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100 % of the palm oil used certified in accordance with 
RSPO SG

100 % UTZ MB for cocoa

95 % UTZ MB for hazelnut

Replacing the plastic trays used for cream cakes with a 
biodegradable alternative
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Development and implementation of a long-term and 
sustainable concept for recycling the films used in 
strawberry production in Morocco (18 tonnes per year)

Installation of a charging station for 
electric vehicles in the visitor/shop area

Reduction of food waste in production 
by 20 % against 2017 figures

Development of a concept for sustainable 
in-house power generation

Development of a product range for the education sector 
with products adapted to the nutritional needs of young 
people of differing ages

Promoting occupational safety: 
100 % of our employees with staff responsibility trained 
in accordance with Behaviour Based Safety (BBS)
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100 % coverage of energy requirements 
from certified green energy

Supporting the Henne & Hahn project, 
min. 100 t acceptance annually 
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Reduction of the plastic used for packaging 
by 10 % per year (in relation to the total 
tonnage produced)

Limiting CO2 emissions of company cars 
to max. 130 g/km (in accordance with NEDC)

Promoting sustainable mobility: 
Supporting the use of e-bikes by our employees 
and covering 25 % of the costs

Energy and water savings of 3 % per year

Provision of six training places per year 
in production and administration with guaranteed 
employment for one year

Investment of at least EUR 100,000 per year in employee 
qualifications through training and continuing education

Continuous sugar reduction: 
New product developments generally with 10 % 
less sugar compared to the average in relevant 
product group (new standard every year)

Driver safety training for every employee 
on receipt of a new company car (within six months 
of vehicle handover)
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Promotion of employee health by subsidising up to 40% 
of the monthly membership fee at selected fitness stu-
dios

Organisation of an aid project (e.g. collecting clothes/
toys) for the families of farmers in a developing country 
where erlenbacher sources its raw materials

Promotion of local projects and initiatives in and around 
Groß-Gerau with an annual volume of EUR 10,000 in 
cash and other contributions

Donations instead of Christmas gifts: EUR 10,000 for 
children/youth projects

2.3. Goals and projects in Ecology

2.3.1. Location determination

As a food producer, high ecological 
standards are enormously important. 
And they begin with cultivation, where 
we work intensively with farmers across the world. We have our own in-
house agricultural specialist who regularly visits the growing regions and 
audits the farms. The aim of our From Farm To Fork approach is to work 
closely with farmers and producers in order to train all their staff – from 
those harvesting the crops to the packers at the packing station – in areas 
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such as quality, hygiene, handling pesticides and fertilisers, and occupation-
al safety. We provide training materials in six languages, visually appealing 
posters and displays, a Code of Conduct and appropriate checklists, as well 
as support for daily implementation. 

At our Groß-Gerau site, we continuously invest in the ecological development 
of our facilities and buildings. At the end of 2012, for example, we converted 
our fuel from heating oil to gas, thus reducing our CO2 emissions by 25 %. 
Further technological measures such as the installation of a new condens-
ing boiler, efficient heat recovery from the refrigeration plant and the use 
of exhaust air from our burners and air compressors also led to significant 
savings. Our energy data management system (Hochhuth) also enables us to 
view and control individual consumption of water, gas, electricity and com-
pressed air at any time. In this way, we can identify problems quickly and, if 
necessary, effectively optimise the operating mode. 

As one of the first companies in the baked goods industry, we 
have produced a CO2 footprint (Product Carbon Footprint (PCF)) 
for frozen cakes and cream slices and have calculated the emis-
sions across the whole life cycle. This serves as the basis for 

further measures to reduce CO2. Our declared goal in the medium term is 
for climate-neutral production. 

As a partner of the ZNU, we are in constant dialogue with other food produc-
ers. This enables us to ensure that relevant issues relating to raw materials 
and technologies are detected early and can be jointly dealt with.

2.3.2. Nachhaltige Rohstoffe

Palm oil 

The Roundtable on Sustainable Palm Oil (RSPO), founded in 2004 
at WWF‘s initiative, seeks, as a central organisation, to promote 
sustainable farming methods for palm oil and, in doing so, limit en-

vironmental damage. In addition to environmental organisations, roundtable 
members include companies and institutions from the palm oil value chain, 
including plantation farmers, merchants and industrial buyers of palm oil, as 
well as investors and banks (www.rspo.org). Since 2015, erlenbacher is certi-
fied for the supply chain models Mass Balance (MB) and Segregated (SG). The 
pure palm oil used at erlenbacher, as well as the majority of raw materials 
that contain palm oil, are purchased as RSPO SG certified goods and are reg-
ularly confirmed in audits, most recently in week 43, 2018. The few remaining 
raw materials containing palm oil are also due to be switched to RSPO SG. B

By 2020, we aim to use 100 % of the palm oil in accordance with RSPO SG.

Cocoa

We are a member of UTZ and, as such, support sustainable 
cocoa production. UTZ is a program and quality label for sus-
tainable cultivation around the world (www.utz.org).

In October 2015, erlenbacher completed the UTZ preliminary 
cocoa audit for the Mass Balance (MB) supply chain model. The pure cocoa 
products used at erlenbacher, as well as the majority of raw materials that 
contain cocoa, are purchased as UTZ MB certified goods and are regularly 
confirmed in audits, most recently in week 43, 2018. 

By 2020, we aim to switch the remaining raw materials that contain cocoa to 
100 % UTZ MB.

MINUS
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Hazelnuts

In November 2017, erlenbacher completed the UTZ preliminary 
hazelnut audit for the Mass Balance (MB) supply chain model. 
The UTZ hazelnut program is similar in structure to the UTZ co-

coa program and supports sustainable hazelnut production. The pure hazelnut 
products used at erlenbacher, as well as the majority of raw materials that con-
tain hazelnuts, are purchased as UTZ MB certified goods and are regularly con-
firmed in audits, most recently in week 43, 2018. 

Our goal is to use 95 % UTZ MB hazelnuts by 2020.

Green energy

Since 2017, we have been a certified user of 100 % green energy 
in accordance with the Renewable Plus standard. This will also be 
maintained in the coming years.

We are committed to covering our total electricity     
requirements with 100 % green energy.

Henne und Hahn project

We were the first company in the food industry to launch a joint pilot pro-
ject with an egg producer in 2017: The Henne & Hahn project supports the 
rearing of male chicks (Lohmann Brown and Lohmann LSL breed) as cocks 
for slaughter. This rearing program is possible because we are willing to pay 
higher purchase prices for Henne & Hahn eggs. Part of the project also in-
cludes providing picking stones and alfalfa for the hens and cocks in the chick-
en farms. This helps support the natural behaviours of the animals, which in-
cludes pecking and scratching. Nutrient rich and GMO-free animal feed is also 
used in the rearing and keeping of healthy chickens.

We undertake to purchase at least 100 tonnes of Henne & Hahn eggs per year. 
And we are also working to acquire other egg producers for the project and 
achieve a steady annual increase in volume. 

2.3.3. Climate footprint / CO2 reduction

erlenbacher goes Zero – CO2 neutral by 2022

The Center for Sustainable Leadership (ZNU) and its partner 
companies aim to achieve climate-neutrality by 2022. As a mem-
ber of the ZNU, we have committed ourselves to achieving CO2 

neutral (in other words climate-neutral) production at the erlenbacher site 
in Groß-Gerau by 2022. 

The basis for this is a CO2 footprint for the site, which was jointly produced 
with fjol GmbH, and is available as a preliminary report. We use it to derive 
optimisations for erlenbacher, which we can address in targeted projects. 
Wherever CO2 emissions can‘t be avoided, an equivalent is calculated, which 
can then be used in reforestation projects, such as Plant The Planet.

Our goal is CO2 neutral production by 2022.

CO2 emissions from company cars

As part of our Car Policy, we pay particular attention to the CO2 
emissions of the vehicle types and models available for selection. 
There are clear thresholds for all vehicle groups. We make sure 

that CO2 emissions even in the highest group do not exceed 130 g/km (in ac-
cordance with NEDC, as of 2018). 

We are committed to restricting the CO2 emissions of company cars to a max-
imum of 130 g/km (in accordance with NEDC).

We are following the latest discussion about the WLTP standard and will ad-
just our guidelines if it becomes legally binding. In addition, we monitor the 
state of technological development in order to regularly update our guidelines.   
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2.3.4. Avoiding plastic

Replacing plastic films

We actively seek alternatives to the plastic film currently in use. 
We pay particular attention to biodegradable products. Here we have to iden-
tify a solution or, if necessary, develop one with a partner that can satisfy our 
high product safety standards. At the same time, it needs to take into account 
various sales aspects, such as product visibility.

Our goal is to fully replace plastic films with a biodegradable    
alternative by 2022. 

Reduction of the plastic used for packaging

As part of packaging development and other projects to optimise our pack-
aging lines, we are also looking for ways to cut back on plastic. In doing so, 
we try to strike an optimal balance between product protection and conserv-
ing resources based on the principle of “as much as necessary, as little as 
possible” and to continuously reduce the use of plastics in relation to the 
total tonnage produced.

Our goal is to reduce the amount of plastic used for packaging    
by 10 % annually.

Replacing plastic trays for cream cakes

Our cream cakes are currently guided and packaged on a plastic tray. We are 
considering replacing this tray with a biodegradable alternative, using ba-
gasse for example. The basic requirement is that the materials used are safe 
for food applications. 

Our goal is to fully replace the plastic trays used for cream cakes with a bio-
degradable alternative by 2020.

Recycling the films used in strawberry production in Morocco

For reasons of hygiene, plastic film is used between the rows of strawberry 
plants cultivated in Morocco. This plastic film prevents the fruit from coming 
into contact with the soil and from falling victim to potential pests. 

Our 2018 audit revealed that these films are not recycled in an orderly manner 
but are disposed of “wildly”. For erlenbacher production alone, this accounts 
for 18 tonnes of plastic film per year. 

So in conjunction with our local partner Messem, we decided to support the 
Zero Strawberry Mika campaign. The aim is to clear the landscape of film and 
to recycle it. In addition, the farmers are given training in to how to deal with 
the film responsibly and they receive financial support over several years to 
establish good practices. 

Our goal is to establish a long-term and sustainable solution for recycling the 
films used in strawberry production in Morocco by 2020.

2.3.5. Promoting e-mobility

Installation of a charging station for electric vehicles

We have set ourselves the goal of promoting e-mobility in the re-
gion. Our medium-term plan is the installation of a charging station for elec-
tric vehicles in the visitor/shop area. The options for technical implementation 
are currently being examined. We also want to discuss the matter with the 
local authority.

Our goal is to install a charging station for electric vehicles    
in the visitor/shop.

PACKAGE

E-M
OBILITY



Page 11 of 22Sustainability 2018

Promoting the use of e-bikes

We promote sustainable mobility among our employees. We organise an an-
nual Bike & Like day when our employees can test e-bikes from the BeGreen 
range with pedelecs. We have agreed special rental conditions with the pro-
vider so erlenbacher employees can hire their bike of choice. We support this 
scheme by meeting 25 % of the costs.

We are committed to promoting the use of e-bikes among our employees by 
meeting 25 % of the costs.

2.3.6. Other projects

Mobility certificate / public transport

We encourage our employees to use public transport. This is why we 
have a dialogue with public transport operators, the local authori-
ty and Darmstadt Public Transport Association to actively promote 

use of public transport. We are examining the general conditions of a job ticket 
for our employees and are planning to renew our mobility certificate in 2019. 

We have set ourselves the goal of adapting our working time model so that 
every employee can get to work and back home again easily on public trans-
port, whatever the shift. A new working time model is to be tested in 2019. 
We are in discussion with the works council about this. 

We are also examining the possibility of erecting a bus stop at the site. To 
this end, we are in dialogue with the public transport operators and with 
neighbouring companies. 

Electric or hybrid pool vehicle

We are following technological developments in the field of e-mobility and are 
examining how far it makes ecological and economic sense to convert our ve-
hicle fleet. As a pilot project, we are planning to purchase at least one pool 
vehicle as an electric or hybrid vehicle as part of our regular fleet update. 

Further development of “From Farm To Fork”

Whether it’s strawberry fields in Morocco and Peru or Global GAP certified 
raspberry plantations in Chile or Serbia, co-operation with farmers around 
the world was intensified through dialogue and regular on-site audits. 
We want to continue developing this co-operation in the future. Close co-
operation with the farmers should culminate in contract cultivation with 
clearly defined framework conditions via the supplying partners. Further 
development includes farm and factory audits, such as SMETA (Sedex 
Members Ethical Trade Audit).

Developing partnership with Messem (Morocco)

We want to continue developing our partnership with Messem, our strategic 
supplier of strawberries in Morocco. In addition to co-operation on the Zero 
Strawberry Mika campaign, other joint activities 
are taking place. One example is a sustaina-
bility workshop at the Deutsche Gesellschaft 
für Internationale Zusammenarbeit (GIZ) in 
Eschborn. We also take part in the annual 
Strawberry Day in Morocco and demonstrate 
how we promote and support sustainable 
fruit production.

Rainwater emergency valve

We take our responsibility towards the environment seriously and regularly 
check where we have room for improvement in our facilities and processes. 
We have two wastewater circuits on our premises, one for production waste-
water and a second for rainwater. The production wastewater is pre-treated 
in our wastewater treatment plant and discharged into the public system ac-
cording to the load (COD value). Here we have established that in the event of 
heavy rainfall in an unfavourable constellation, production wastewater could 
enter the rainwater circuit and be discharged untreated. 

P
U
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In response to this, we have retrofitted a rainwater emergency valve. In the 
case of production wastewater or other contaminants entering the system, 
this prevents it entering the public system. We also use this example as an in-
centive for our employees to always keep their eyes peeled in their daily work 
and to encourage potential improvements. 

2.4. Goals and projects in Economy

2.4.1. Location determination

Handling resources in a responsible and environmentally compatible way is 
not only an expression of ecological responsibility. By making appropriate 
reductions, it also offers clear long-term economic benefits. In addition to 
raw materials, water and energy, we also focus on what is probably the most 
important resource for our daily activities: the qualifications and continuous 
development of our employees. 

Together with the Institute of Culinary Arts 
(ICA), we have developed a certificate course 
for product and process management (ICA 
specialist for frozen cakes and tarts). This 
course benefits our own employees in the 
commercial sphere and is also open to cus-
tomers for their staff training. We are proud 
to have many long-standing employees in 

the company who have undertaken continuous professional development. 
Many management functions are carried out by employees who started 
their careers at erlenbacher as production staff or trainees or who worked 
in administration. Staff development is an essential factor in retaining 
qualified specialists for the long term. 

In addition, employees from different departments regularly take part in 
ZNU workshops and working groups devoted to sustainability in purchas-

ing, marketing or production, as well as in resource handling and other 
specialist areas. We enjoy a lively dialogue with other ZNU partner compa-
nies and can be inspired by their examples of best practice that we can use 
in our own projects. 

In addition to continuously optimising the use of resources in production, we 
also pay strict attention to waste avoidance. This is why we avoid repackag-
ing incoming deliveries in coordination with our suppliers and switch to bulk 
containers. For example, we purchase apple sauce in a 1,000-litre bag-in-
box system. In general, we attach great importance to the fact that packag-
ing of all kinds is recyclable. 

In our sales documents and in the construction of our exhibition stands, we 
make sure that we use environmentally friendly materials that are system-
atically re-used. The paper we use for catalogues, flyers or letters are FSC 
or PEFC certified. Print media are produced using environmentally friendly 
paints and printing techniques. System modules or re-usable stand ma-
terials are used for our in-house fairs. Modularity, sustainable materials 
and recycling are key factors in the construction of our exhibition stands. 
For example, the covering used as rear walls and showing pictures of the 
latest product innovations is reworked into carrier bags once the trade fair 
season has ended. These unique recycled items are favourites among em-
ployees and customers.
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2.4.2. Conserving resources

Saving water / 
saving energy

Industrial equipment used in food produc-
tion is cleaned by means of CIP (Cleaning 
in Place). In order to save water during 
cleaning, we have started a reference pro-
ject on our Line 5 (cream/dessert line) to 
optimise the cleaning program. After completion of the test phase, the re-
sults will then be transferred to the remaining lines. 

By optimising the cleaning programs and raising awareness among employ-
ees, this should save a total of 2,352 cubic metres of drinking water per year. 
This accounts for roughly 3 % of the total water consumption in the company. 
To the same extent, we have also set ourselves the goal of saving energy by 
increasing efficiency. 

Our goal is to achieve a 3 % annual reduction in energy and water.

2.4.3. Waste reduction

Waste reduction in production

The out-of-home (OOH) market is changing. And so 
are the consumption occasions, service concepts 
and the customer staffing situation. 

We respond by investing in high-performance cut-
ting technology, for example. Pre-cut round cakes and tray bakes, or cream 
cakes and cream slices, not only make handling easier for the user, they 
also lead to appropriate portion sizes and significantly improved and more 
sustainable waste management. However, due to the uniformity of the por-
tions demanded by the market, cut-offs occur in the production process, e.g. 

cake edges. These are collected and given to a farmer who uses them for 
biogas production. 

Our goal, however, is to reduce these cut-offs to a minimum. We aim to re-
duce food waste in our tray bakes by around 20 % compared to 2017 using 
high-precision ultrasonic cutting technology. 

Our goal by 2020 is to reduce food waste by 20 % (compared to 2017 figures).

2.4.4. Sustainable power 
generation

In-house power generation

Our use of 100 % certified green en-
ergy has already had a significant im-
provement on our CO2 footprint. We 
are also examining whether in-house 
power can be generated in a sustaina-

ble and economically viable way using solar panels or a co-generation plant 
on the site. Key data will be gathered during 2019 so that by 2020 it will be 
possible to develop a concept that will enable us to decide on sustainable 
in-house power generation.

Our goal is to develop a concept for sustainable in-house   
power generation by 2020.
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2.4.5. Employee qualifications 

Training places

Ensuring that the next generation of administration, production and 
warehouse staff are qualified is a key factor for the long-term development 
of the company. This is why we train young people and offer six training 
places in production and administration each year. Once training is 
completed, we guarantee them employment for one year and can often 
follow this up with longer term prospects at erlenbacher. We also support 
dual study models. 

We are committed to providing six training positions per year in 
administration and production.

Investing in our employees

Qualified employees are the basis for effi-
cient, sustainable and successful work. This 
is why we invest in individual employee de-
velopment, alongside compulsory annual 
training in hygiene and occupational safe-
ty. To this end, we investigate our train-
ing needs in all areas annually and set an 
overall budget. Specific training and cours-

es are then agreed with the employees in individual development meetings. 
erlenbacher meets all the costs, from training costs to travel expenses and 
release from regular work.

We are committed to investing at least EUR 100,000 per    
year in employee qualifications.

2.4.6. Other projects

Use of heat recovery

We use refrigeration technology from Nordfrost to deep-freeze 
our cakes and tarts. The storage service provider and deep-
freeze forwarder – a direct neighbour – provides spaces for 

erlenbacher products and supplies the cold required for the production 
process of our cakes and tarts. Nordfrost uses climate-neutral ammonia 
as a refrigerant. When compressed in the compressor, heat is generated 
which we use to preheat the water for cleaning and heating the building. 
The installation of an additional three-way valve is intended to ensure that 
the energy fed into the system can be used more efficiently. The goal is so 
that the water, which currently has an average temperature of 50 to 55 °C, 
no longer needs to be reheated with gas in order to obtain 60 °C hot water 
for the heating and cleaning system. 

Use of waste heat

The heat from the steam of three baking ovens is to be used. The key fig-
ures for this are already available, but they still need to be analysed. This 
will be followed by an economic assessment and development of a concept 
for how the released energy can be used.

Gas saving through solar technology

We are currently using key figures to determine whether water treatment 
can be covered by solar technology. The goal is to further reduce gas 
consumption. 

HEAT/COLD
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Avoidance of packaging and packaging waste

In general, we attach great importance to the fact that packaging of all kinds 
is recyclable. Although we predominantly use paper/cardboard and plastics, 
which lead to both material and energy recycling, we still want to further re-
duce the packaging volume and the thickness of the films used to package 
cakes, e.g. by optimising the sealing process. We have also set ourselves the 
goal of strictly testing and further accelerate the separation of mixed waste, 
such as plastic-coated Euro pallets. 

Sustainability workshop for trainees

We organise an annual sustainability workshop for our trainees in order to 
firmly establish sustainability as a concept from the start. At the same time, 
we want to promote our commitment to sustainable action both within and 
outside the company and in our private lives.

2.5. Goals and projects in Social

2.5.1. Location determination

Acting in a sustainable manner not only means harmonising ecology and 
economy. Social sustainability is equally important. We want to engage with 
the needs of our employees and do whatever we can to ensure a pleasant 
working environment. All employees are encouraged to get involved in social 
or health-enhancing projects. 

In 2018, for example, we received the prevention award for occupational 
safety from the German Social Accident Insurance Institution. The award 
was for a project initiated by employees that ensures greater safety when 
working on the cream line. 

erlenbacher employees have for a long time been familiar with issues of 
nutrition and health through regular nutrition training and projects that pro-
mote health and fitness. It’s important to us that health is firmly established 

as a concept among our employees. Cakes, tarts and desserts are treats and 
much of the flavour comes from sugar and fat. Since 2008, we have been fo-
cusing attention on nutrition, health and wellness. In 2016, for example, we 
revised all our sponge mixes and reduced the sugar content by about 10 % 
without affecting the taste and quality. 

In addition, a large proportion of saturated fatty acids (SFAs) have already 
been replaced by unsaturated fatty acids in the form rapeseed oil. The 
amount of trans fatty acids is less than 1 %.

2.5.2. Responsible products

Continuous sugar reduction

The sugar content in food is one of the most hotly discussed top-
ics in the food industry. As a manufacturer of sweet treats, we 
have a special responsibility here. We have therefore set our-

selves the goal of continuously developing our product ranges. We will re-
duce the added sugar content in newly developed products by 10 %. 

The comparative value is the average for the respective product category. 
We will make sure that the product doesn’t lose any of its taste or sensory 
appeal. The sweetness of the products should not dominate but form a har-
monious combination with other flavouring sources. 

For this purpose, we have calculated average values for the sugar content 
and the types of added sugar. In addition, competitor products were consid-
ered in order to better classify the status quo at erlenbacher. 

On this basis, we formulated appropriate specifications for product 
development in autumn 2018, which are updated annually as a new and 
lower standard. 

We are committed to reducing the added sugar content in all new products 
by 10 % compared to the average for each product category.

HEALTH
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Cakes and kids

The “overly sweet diet of children” is a very sensitive subject both socially and 
politically and one that we, as a manufacturer, want to address. And it is in 
catering in educational establishments (nurseries, schools, colleges) where 
we see great potential. In contrast to private consumption, a pre-selection is 
already made through what is offered. Together with partners from science 
and practice, we intend to develop a range of cakes and sweet snacks that 
meet the nutritional requirements of young consumers of all ages. 

From our point of view, a scientific basis is essential here. We are therefore 
currently conducting initial exploratory talks with potential partner colleg-
es and institutions. The partners for this project are expected to have been 
finalised by the middle of 2019. Implementation will then be one of our key 
issues in 2019 and 2020.  

Our goal is to develop a product range for the education sector adapted to 
the nutritional needs of young people by 2020.

2.5.3. Employee safety

Promoting occupational safety

Occupational safety is eminently important in all areas of our company. Pro-
duction employees with management tasks already receive twice yearly train-
ing according to the Behaviour Based Safety (BBS) standard. We want to roll 
this out 100 % to our employees with staff responsibility.

Our goal by 2020 is to train all of our employees with staff responsibility 
according to the BBS standard.

Driver safety training

Our field staff and management team drive long distances every year due to 
the nature of their work. In order to minimise the risk of accidents, it is essen-
tial to be able to assess vehicle behaviour in extreme situations. 

This is why we organise driver safety training with ADAC with the financial 
support of the German Food, Beverages and Catering Union (NGG). 

This applies to all employees on receipt of a new company car. Driver safety 
training must be done within six months of vehicle handover.

We are committed to organising driver safety training for all employees on 
receipt of a new vehicle.

2.5.4. Employee health

Promoting employee health   
through sport

Physical fitness maintains health and im-
proves performance. We promote employ-
ee health by subsidising membership at 
selected fitness studios. We pay up to 40 % 
of the monthly membership fee. 

We have negotiated special conditions with local partners and we also support 
the use of fitness studios in the local areas for employees who may not live in 
Groß-Gerau. 

We also have a sponsorship agreement with a local children’s gymnastics club 
to support membership among our employees’ children.

We are committed to promoting employee health by subsidising up to 40 % 
of the monthly membership fee at fitness studios.
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2.5.5. Social engagement

Aid projects

We always source our raw materials from the best possible areas of pro-
duction for the quality that we require. Particularly in the case of fruit, this 
is often developing countries. In addition to fair purchasing conditions, we 
want to strengthen our relationship with our partners along our value chain. 
So we organise annual aid projects for the families of our farmers in the rel-
evant countries. For 2018 we have chosen Chile, which is where we source 
our raspberries. The projects for the following years are still to be decided. 

We are committed to organising annual aid projects for the families of our 
farmers in a developing country from where we source our raw materials.

Promoting local projects

Our roots are in Groß-Gerau and we want to play an 
active part in the life of the local community. This is 
why we support local projects and initiatives in and 
around Groß-Gerau in the form of cash and other 
contributions. For example, we support the annual 
Groß-Gerau running event with our own team and a 
catering stand for runners and supporters. 

We are committed to providing EUR 10,000 in cash and other contributions to 
support local projects.

Donations instead of Christmas gifts

We stopped giving Christmas gifts to customers and business partners some 
years ago and instead give financial support to children and youth projects. We 
want to continue doing this in the future. 

We are committed to donating EUR 10,000 each year to children and youth 
projects instead of Christmas gifts. 

2.5.6. Other projects

Natural raw materials

Fruit purees and fruit preparations are among the main ingredients of cakes 
and desserts. Our goal is to convert as many products as possible to 100 % 
fruit puree, as fruit preparations contain added gelatine and sugar. Another 
goal is the in-house production of fruit preparations. We want to avoid addi-
tives by adapting our recipes.

Clean Label – Development of our Ingredient Guarantee

We have been relying on the natural taste of our raw materials since 2008. The 
“erlenbacher Ingredient Guarantee” guarantees the customer that if aromas 
are used at all, then only natural ones are used. Since 2014, we have not added 
any additives to our products that are subject to declaration. In addition, all 
erlenbacher products are manufactured without colourants or preservatives. 
But what was pioneering years ago is often standard today. So we want to go 
one step further with Clean Label and revise our Ingredient Guarantee. For 
example, we are currently examining the possibility of completely dispensing 
with animal gelatine. Our goal is to take into account the current and future 
expectations of our customers and consumers as far as possible in terms of 
the composition of our products.

Healthier eating in the canteen

We want to raise awareness about healthier nutrition among our employees as 
part of our company health promotion scheme. It is not our aim to criticise or 
prescribe but to create a gradual change of behaviour through raising aware-
ness and by making optional offers. To this end, we will work closely with an 
external nutritionist for specialist input and with our canteen staff. We are not 
questioning the ever popular dish of the day but intend to gradually extend the 
vegetable content with alternative offers. Providing information about ingredi-
ents, general nutrition tips, self checks and offering individual nutrition advice 
should gradually change minds and attitudes. 
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Workplace healthcare

We offer our employees a wide range of health initiatives and take preventive 
measures as part of workplace healthcare to protect our employees. This 
includes free vaccinations (flu jab), vision tests and computer glasses (with 
co-payment) as well as restricted work (based on workplace inspections).

Hazardous materials container

Hazardous substances are sometimes used in development and production. 
In order to reduce the risk of accidents, these are to be moved to outdoor 
areas. A suitable container has been applied for from company management 
and is scheduled to go into operation in spring 2019.

Sports event in 2020

In order to strengthen the sense of community and promote sport among our 
employees, we are planning a sports event for summer 2020, e.g. a summer 
party with sporting activities or a football tournament (erlenbacher teams 
versus teams from other local companies or against customer or supplier 
teams). The proceeds from this will be donated to a good cause. 

3. erlenbacher sustainability teams
In 2018, we established a Sustainability Council and set up four project 
teams. Central teams provide support with organisation and communication. 
Each of the four project teams has a member of the management team as 
an advisory sponsor, as well as a team leader from a specialist department. 
The groups meet monthly to discuss the status of projects and to co-ordinate 
individual topics. Meanwhile, projects are dealt with in small groups and 
actively progressed. 

Commitment to the project teams is purely voluntary. The motivation to 
actively participate is the basis for developing ideas in the group and the 
creative will in project implementation. All interested erlenbacher employees 
are therefore invited to become actively involved in one of the project teams. 
Each of the four project groups has formulated its own mission statement 
and defined overarching goals that describe what is at the heart of its 
sustainability commitment. 

3.1. Sustainability Council
As the highest steering committee for sustainability at erlenbacher, the Sus-
tainability Board is made up of members of the management team from all 
corporate divisions. The Sustainability Council meets every two months.

Its core tasks are:

• Defining the overarching sustainability agenda 
• Release of projects from the working groups 
• Provision of budgets for the work of the teams 
• Ensuring that sustainability work is recognised in the departments and 

that employees are given the necessary time
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Other topics and projects are also directly initiated by the Sustainability 
Council and progressed:

• erlenbacher goes Zero – CO2 neutral by 2022 
• Limiting CO2 emissions from company cars 
• Installation of a charging station for electric vehicles    

in the visitor/shop area 
• Electric or hybrid pool vehicle 
• Provision of training places 
• Investing in our employees 
• Donations instead of Christmas gifts 
• Promotion of local projects and initiatives in and around Groß-Gerau 
• Workplace healthcare

3.2. Environment & Safety

3.2.1. Mission & goals

Our mission:

We ensure that the relevant sustainability issues relating to energy and water 
consumption, as well as occupational safety, will continue to be our focus and 
subject to continuous improvement.

Our core goals:

• Strengthen and improve awareness of safe working for internal and ex-
ternal employees 

• Improve occupational health and safety conditions for internal and exter-
nal employees 

• Strengthen and improve awareness for handling resources in an environ-
mentally compatible way 

• Start projects in order to assess a sustainable reduction in resources

3.2.2. Projects

The following topics and projects are handled by     
the Environment & Safety team:

• Rainwater emergency valve 
• Energy and water saving 
• Reduction of food waste in production 
• Development of a concept for sustainable in-house power generation 
• Use of heat recovery 
• Use of waste heat from our ovens 
• Gas saving through solar technology 
• Promoting occupational safety / BBS training 
• Relocation of hazardous material container

3.3. Responsible Sourcing

3.3.1. Mission & goals

Our mission:

We want to meet our responsibility to procure our raw materials sustainably 
and to encourage our suppliers/producers to focus on sustainability and 
environmental protection.

Our core goals:

• Promote animal welfare / animal protection 
• Environmental protection at all stages of the value chain 
• Conservation of resources through efficient purchasing 
• Create transparency along the supply chain
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3.3.2. Projects

The following topics and projects are handled by     
the Responsible Sourcing team:

• 100 % of the palm oil used certified in accordance with RSPO SG 
• 100 % UTZ MB for cocoa 
• 95 % UTZ MB for hazelnuts 
• 100 % coverage of energy requirements with certified green energy 
• Supporting the Henne & Hahn Project, min. 100 t acceptance annually 
• Alternatives to plastic films 
• Annual reduction of the plastic used for packaging 
• Replacing plastic trays for cream cakes 
• Recycling the films used in strawberry production in Morocco 
• Further development of From Farm To Fork 
• Developing partnership with Messem (Morocco) 
• Avoidance of packaging and packaging waste

3.4. Health & Nutrition 

3.4.1. Mission & goals

Our mission:

We want to pick up on trends and findings in health and nutrition and develop 
solutions that meet the requirements and reality of the wide range of working 
and living conditions of our customers and consumers.

Our core goals:

• Develop up-to-date and nutritional products that offer an optimal balance 
between enjoyment and mindful eating 

• Develop existing products and recipes with regard to nutritional values 
and ingredients 

• Offer assistance in the use and marketing of cakes and tarts in the context 
of mindful eating  

3.4.2. Projects

The following topics and projects are handled by the Health & Nutrition team:

• Continuous sugar reduction 
• Cakes and kids 
• Natural raw materials / fruit puree 
• Clean Label / Development of our Ingredient Guarantee

3.5. Employees & Social

3.5.1. Mission & goals

Our mission:

We want to establish a positive connection between erlenbacher and our cur-
rent and future employees, suppliers, customers and the town of Groß-Gerau.

Our core goals:

• Positively contribute to the satisfaction, health and    
performance of our employees 

• Strengthen relationships with our partners along the    
value chain (beyond business) 

• Partnership and active co-operation in the life     
of the community of Groß-Gerau 

3.5.2. Projects

The following topics and projects are handled by     
the Employees & Social team:

• Promoting the use of e-bikes 
• Mobility certificate / public transport 
• Sustainability workshop for trainees 
• Driver safety training 
• Promoting employee health through sport 
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• Aid projects for families of farmers in developing countries 
• Healthier eating in the canteen 
• Sports event in 2020

4. Communication

4.1. Internal communication – Raising awareness    
among employees 
Communication is essential in order to firmly establish sustainability as a con-
cept in the minds of all employees. It is very important that our employees 
understand that acting in a sustainable way contributes to securing our future 
– one of our top corporate goals. Only if we take responsibility for what we do 
and produce, while striving to continuously improve all of our processes and 
products, can we operate in a sustainable way. 

Once a month there is a general information meeting for leading members of 
staff from all corporate divisions. Reports are given on current sustainability 
projects and special measures are presented. Participants are encouraged to 
share this information in their departmental meetings. 

The most important activities are communicated as notices in display cases 
both in production and in administration and made available digitally in the 
info pool. The quarterly employee magazine “Froneri News” regularly reports 
on the successes of our sustainability work. 

An internal newsletter about sustainability is planned for 2019. In addition, in-
formation on the most important topics will be provided as a screen pop-up at 
the workplace. In order to help those employees without a computer worksta-
tion get further information, the purchase and installation of brochure stands 
for printed material is being examined. In addition, existing screens in the can-
teen are to be reactivated and used to communicate key sustainability issues.

4.2. External communication – Transparency    
and clear positions
Sustainability is a living corporate culture at erlenbacher and as such should 
also be communicated to the outside world. We publish our sustainability 
goals in our annual catalogue entitled Backzeit and present them transpar-
ently on our homepage. 

An overview of our most important sustainability topics is an integral part 
of every company presentation. Anyone who is interested can find out more 
about sustainability at erlenbacher on our website www.erlenbacher.de. I

n addition to our goals, there are also clear position papers on important 
sustainability issues. We also address the issue of sustainability in social 
media and in press reports. In so doing, we pay particular attention to pro-
viding transparent information without becoming over-
ly promotional in our messages. 

For 2019, we plan to integrate relevant sustainability 
topics into our B2B newsletter. In addition, company ac-
counts with Xing and LinkedIn are to be set up. We will 
also use these to provide information on how sustaina-
bility is lived at erlenbacher. 

We are convinced that sustainability is the foundation for erlenbacher’s 
long-term success. We want to communicate our conviction to the outside 
world and take our customers, suppliers and other stakeholders with us 
along the way. 



Why sustainability is 
so important to us at 
erlenbacher backwaren

Sustainability is a top priority at erlenbacher. 

Why? Because the earth is our most impor-
tant asset. That’s why we are continuous-
ly working on producing in an even more 
environmentally friendly and resource-
saving way and hope to be able to inspire 
other companies to follow this path as well. 

Even the smallest contribution makes 
the world we live in a little better. 
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