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Sustainable Goals 2025 – Climate change progress 

These charts show the development of the Brand Group's 
green-house gas emissions. The diagram, first row, illustrates 
the development of our Scope 1, Scope 2 and Scope 3-emissions 
compared to the targets submitted to SBTi (Science Based Tar-
get initiative) with the base year 2023.
Scope 1 refers to direct greenhouse gas emissions that originate 
from our own or controlled sources. These include, for example, 
emissions from combustion in company-owned vehicles or 
heating systems.
Scope 2 comprises indirect emissions resulting from the con-
sumption of purchased energy such as electricity, heating or 
cooling that is not generated directly at the company's site.

Scope 3 comprises all other indirect emissions across the com-
pany’s value chain (upstream and downstream), for example 
from purchased goods and services, transportation, business 
travel, and the use and end-of-life treatment of sold products.

The diagram, second row, shows emissions from electricity  
consumption (market-based). In market-based Scope 2, GHG 
emissions are calculated using the emission factors of the 
electricity supplier, while location-based Scope 2 is based on the 
average emission factor of the respective area. Today, the Brand 
Group uses almost exclusively (almost 100%) electricity from re-
newable sources. The switch to renewable energy sources is an 
important contribution to reducing the company's greenhouse 
gas footprint.
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the year 2025 was marked by significant challenges including 
violent conflicts in Europe and the Middle East, rising geopoli-
tical tensions, and considerable economic uncertainty. In this 
global environment, the Brand Group continues to serve as a 
trusted partner for laboratories worldwide. Our brands BRAND, 
VACUUBRAND, and VITLAB, are at the forefront of solutions for 
today’s pressing issues in the fields of the life sciences, pharma-
ceuticals, chemistry, process analytics, and renewable energies. 
We are dedicated to promoting health, nutrition, scientific 
progress, and ensuring a sustainable energy supply.

Sustainability is not a passing trend for us; it is a fundamental 
belief. Responsible resource management and transparent  
corporate governance are as essential for the future of the 
Brand Group as they are for the future of our planet. In 2025,  
we have not only maintained our commitment to sustainability 
initiatives but also made significant advances in this area.

A significant milestone was achieved with our participation in 
the UN Global Compact. We hereby reaffirm our longstanding 
commitment to human rights, fair labor conditions, environ-
mental protection, and integrity – positioning ourselves as an 
active part of a global movement for responsible corporate 
practice.

This report aims to provide transparent, fact-based information 
on our activities in the areas of Environment, Social, and  
Governance (ESG) – addressing both progress and existing  
challenges. Greenwashing is not consistent with our values.

Our primary areas of focus include climate protection, the 
promotion of a circular economy, and ensuring fair working 
conditions. Our achievements include a reduction in our CO₂e 
footprint, the promotion of flexible working models, and the ex-
pansion of resilient supply chains. We have been engaged in all 
these fields for many years, driven not by-passing trends, but 
by a intrinsic motivation and sense of responsibility.

We continue to report according to the European Sustainability 
Reporting Standards (ESRS), even if we might no longer be  
legally obliged to. Transparency is not just a matter of regula-
tion, but rather an essential part of our culture.

Dear readers, 

Foreword

The group-wide materiality analysis of 2023 and the resulting 
group strategy will lay the foundation for long-term sustainable 
growth and the next step on our path to a sustainable future.

Thank you for joining us on this journey.

We hope you find this information inspiring.

Best,

Dr. Christoph Schöler
Chairman of the Board
Executive Director

Dr. Constantin Schöler
Executive Director

Dr. Constantin Schöler, Dr. Christoph Schöler

Foreword  2025 Sustainability Report
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About this report

Reporting scope

The information in this report relates to the sustainability performance of various companies in the Brand Group with  
Brand Group SE & Co. KG as the parent company. The Brand Group is referred to differently in the report depending on the scope 
of the report. An overview of the designations of the corresponding companies can be seen in the figure below .

BRAND GMBH + CO KG (BRAND KG)

VACUUBRAND GMBH + CO KG (VACUUBRAND KG)

VITLAB GmbH (VITLAB)

BRAND INTERNATIONAL GMBH (BRAND INT)

BRANDTECH Scientific, Inc., USA (BRANDTECH)

BRAND (Shanghai) Trading Co., Ltd., China (BRAND (Shanghai))

BRAND (Huzhou) Scientific Instruments Co., Ltd., CN (BRAND (Huzhou)) 

BRAND Scientific Equipment Pvt. Ltd., India (BRAND Scientific Equipment)

Brand Group SAS, France (Brand Group SAS)

BRAND Scientific Ltd., UK (BRAND UK)

Brand Group 
(DE) Brand Group 

(DE and US)
Brand Group 

(consolidation 
scope)

Brand Group 

INTRODUCTION

Explanation of the labeling of this report

The sustainability report of the Brand Group is based on the European Sustainability Reporting Directive and its sustainability 
reporting standard ESRS (European Sustainability Reporting Standard). 

Each section of the report, prepared in accordance with the standard, is marked as follows: 

Identification of the ESRS* standard (currently: general standards and topic-related standards)

Number of the respective disclosure requirement of the ESRS* standard

Labeling of the respective disclosure requirement

BP-1

General principles for the preparation of 
sustainability declarations
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UN Global Compact

Since 2024, our parent company Brand Group SE & Co. KG has been a participant in the UN Global Compact. We have thus com-
mitted to publicly and transparently supporting the ten principles in the areas of human rights, labor, environment, and anti- 
corruption. At the same time, we are actively working towards implementing the UN Global Compact Sustainable Development 
Goals (SDGs) to promote a sustainable and equitable future.

General information  2025 Sustainability Report
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This sustainability report refers to the consolidated reporting 
of Brand Group SE & Co. KG, the parent company of the Brand 
Group, and three sales companies that are part of the Brand 
Group but do not yet belong to the group of consolidated com-
panies included in the consolidated financial statements.

	  BRAND GMBH + CO KG, DE (BRAND KG)

	  	VACUUBRAND GMBH + CO KG, DE (VACUUBRAND KG)

	  	VITLAB GmbH, DE (VITLAB)

	  BRAND INTERNATIONAL GMBH, DE (BRAND INT)

	  	BRANDTECH Scientific Inc., US (BRANDTECH)

	  	BRAND (Shanghai) Trading Co., Ltd., CN 
(BRAND (Shanghai))

	  BRAND (Huzhou) Scientific Instruments Co., Ltd., CN 
(BRAND (Huzhou))

	  	BRAND Scientific Equipment Pvt. Ltd.,  IN 
(BRAND Scientific Equipment)

	  	Brand Group SAS, FR (Brand Group SAS)

	  BRAND Scientific Ltd., UK (Brand UK)

Reporting period from January 01, 2025, to December 31, 2025

BP-1 BP-2

General principles for the preparation of  
sustainability declarations

Disclosures in relation to specific circumstances

This report provides information on the sustainability performance of 
various companies of the Brand Group.

Note: These companies are part of the Brand Group but 
do not belong to the consolidated financial statements of 
Brand Group SE & Co. KG for the financial year 2025. 

The Brand Group

INTRODUCTION
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Brand Group SE & Co. KG is the parent company for the 
following companies: BRAND KG, VACUUBRAND KG, VITLAB, 
BRAND INT as well as the sales companies BRANDTECH, 
BRAND (Shanghai), BRAND Scientific Equipment, Brand Group 
SAS and Brand UK, as well as the manufacturing entity BRAND 
(Huzhou). Together, we are a strong group of companies that, 
with its brands, is at home in laboratories around the world in 
the fields of the life sciences, the pharmaceutical and chemi-
cals industries, process analytics and renewable energies.

BRAND KG is the namesake of the group and has been a 
trusted partner and reference in the laboratory for over 75 
years. The company is a market leader in liquid handling and 
life science products. VACUUBRAND KG is a market leader with 
one of the most comprehensive product ranges worldwide for 
the generation, measurement, and control of rough and fine 
vacuum in the laboratory. VITLAB is one of the world’s leading 
manufacturers of plastic laboratory products.

BRAND INTERNATIONAL is the shared service company of the 
Brand Group, comprising the areas of Human Resources and 
Legal, IT, Finance, Controlling, and Purchasing. It also acts as a 
holding company for the group's global sales companies  
in the United States, China, India, the United Kingdom,  
and France. BRAND INTERNATIONAL is also responsible for 
coordinating and managing the sustainability activities of  
the group.

The dual materiality analysis provides a set of tools that 
enables companies to identify and prioritize the sustainability 
aspects relevant to them and to initiate targeted improvement 
measures on this basis. The materiality analysis considers two 
perspectives: On the one hand the impacts of sustainability 
aspects of a company's own business activities on people and 
the environment (inside-out perspective) and, on the other 
hand, the impact of sustainability aspects on the entire group 
of companies (outside-in perspective). The overarching ob-
jective is to report transparently on sustainability targets and 
measures of the company and to make a positive contribution 
to society. The Brand Group's sphere of influence as well as the 

parameters reported relate to its own business operations and 
those of tier-1 suppliers.

This report is based on the EU Directive for the standardization 
and promotion of transparency in sustainability information 
(Corporate Sustainability Reporting Directive, CSRD), which 
serves to standardize and promote the transparency of sustai-
nability information. This results in a short-term time horizon 
of less than one year, a medium-term time horizon of one to 
five years, and a long-term time horizon of more than five 
years. The time horizons used in this report correspond to the 
requirements of the CSRD. Depending on the outcome of the 
ongoing so-called omnibus procedure, it will be decided whet-
her Brand Group will be subject to the CSRD reporting require-
ment, and if so, whether there will be a legal obligation starting 
in 2028. Regardless, we have decided to report according to 
our current standard to document our ongoing commitment to 
transparency and sustainability.

This year, we publish an expanded report according to the 
European standard to transparently inform about the Brand 
Group's sustainability performance. The 2025 report is inten-
ded to serve as a benchmark to identify any deviations from 
the new European reporting standard in the report for the year 
2025. The objective is to have proven processes for reporting 
purposes. This report covers the reporting period from Janua-
ry 01, 2025 to December 31, 2025, which corresponds to the fi-
nancial year of the parent company, Brand Group SE & Co. KG. 
As this report is the second according to the ESRS (European 
Sustainability Reporting Standard) of the CSRD, we report any 
deviations in the respective chapters.

For quantitative parameters with a high degree of measure-
ment uncertainty, our assumptions regarding the raw mate-
rials purchased are often based on quantities rather than units 
of mass (see GOV-5 for further details). The “spend-based” 
method was used for the Scope 3-calculation, and emissions 
data from other countries was used in some cases. This can 
lead to inaccuracies (further information under section Climate 
Change). Furthermore, we have set an intensity target for 
waste, which depends on our main revenue and therefore 
entails some methodological uncertainty. We are committed to 
continuously reduce all of the aforementioned uncertainties in 
the coming years.

The current figures for the reference year and the forecast in-
formation on the planned measures are subject to uncertainty 
regarding possible economic or social changes in the coming 
years.

BP-1 | BP-2 | SBM-1

General principles for the preparation of sustainability  
declarations | Information in connection with specific  
circumstances | Strategy, business model and value chain

General information

Corporate structure

General information  2025 Sustainability Report
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The role of the administrative, supervisory and management bodies 

Brand Group SE & Co. KG as the parent company of the  
Brand Group is represented by its general partner, Brand SE.  
In addition to the Annual General Meeting, the Administrati-
ve Board of Brand SE is the governing body of the company. 
The Administrative Board is responsible for managing the 
company, defining the basic principles of its activities, and 
monitoring the implementation of these. The administrative 
board has one female and two male members. Brand SE is 
represented externally by one or more Executive Directors.  
The Chairman of the Administrative Board and Executive 
Director is Dr. Christoph Schöler. Two further non-executive 
members of the Board of Directors have been appointed.  
Dr. Constantin Schöler has been appointed as a further  
Executive Director. Separate management teams have been 
appointed for the manufacturing companies of the  
Brand Group. They conduct the business of these companies 
as managing directors.

A broad spectrum of scientific, technical, and commercial  
graduate and post-graduate education combined with many 
years of professional experience ensures that the leadership of 
the individual companies in the Brand Group are aware of the 
material impacts, risks, and opportunities. Both internal and 
external consulting are available for specific issues.

For implementation and management purposes, the material 
impacts, risks, and opportunities are assigned to the responsi-
ble members of the management of the manufacturing com-
pany via the organization and allocation of responsibilities.

The effectiveness of the measures and target achievement will 
be reviewed.

GOV-1

INTRODUCTION
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The Administrative Board of the Brand Group actively exercises 
its duty of care around of sustainability. As a rule, the  
management of the manufacturing companies are continu-
ously informed about the results and effectiveness of the 
strategies, targets, measures, and parameters that have been 
decided upon. The respective strategy at the level of the 
manufacturing companies is approved by the Administrative 
Board. In contrast to the specific strategies of the manufactu-
ring companies, the ESG strategy and the targets derived from 
it are developed based on the results of the dual materiality 

The inclusion of sustainability-related benefits in incentive 
systems has not yet been introduced at the Brand Group.

analysis for the Brand Group as a whole and transferred to the 
individual manufacturing companies with specific responsi-
bilities. Representatives of all the management teams of the 
manufacturing companies and the Administrative Board of the 
parent company were involved in carrying out the dual materi-
ality analysis. The measures defined to implement the strategy 
and achieve the targets are implemented mainly at the level of 
the manufacturing companies. Responsibility for developing 
the parameters to be reported lies with the manufacturing 
company.

Information provided to and sustainability matters addressed by the company's administrative, management and  
supervisory bodies

Integration of sustainability-related performance in incentive schemes

GOV-2

GOV-3

General information  2025 Sustainability Report
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Risk management and internal controls over sustainability reporting

Risk management is an essential part of any organization.  
It aims to identify, evaluate, and manage potential threats to 
the achievement of the corporate objectives. Internal proces-
ses are essential as they comprise the systematic procedures 
and control mechanisms that help to minimize risk and ensure 
organizational efficiency and compliance. Integrating risk 
management into internal processes strengthens the resilience 
of a company to unexpected events and ensures its long-term 
success. We identify the actual and potential impacts, risks, 
and opportunities along the entire value chain. The manage-
ment has carried out an assessment to evaluate the various 
potential impacts, risks, and opportunities. Following the 
evaluation, the impact and financial aspects were prioritized. 
As a result, eleven actual and potential impacts, risks and 
opportunities were identified.

When preparing the sustainability report, completeness is an 
important aspect, if information is missing, this is noted in 
the report accordingly. As part of our ongoing commitment 
to continuous improvement, we are currently engaged in 
efforts to enhance the efficiency of our existing processes 
and data collection systems. While the 2023 sustainability 
report has established important foundational elements, we 
are continuously advancing our sustainability management. 
The present 2025 report represents another milestone in this 

In 2022, BRAND KG underwent an audit by the EcoVadis rating 
platform for the first time. The company was awarded the silver 
medal for its sustainability activities. In the following year, all of 
the manufacturing companies of the Brand Group in Germany 
underwent an EcoVadis audit. In 2025, BRAND KG was awarded 
silver medal for its sustainability activities. VACUUBRAND KG was 
awarded with a silver medal and VITLAB with a gold medal.

The EcoVadis audit is an opportunity for the continuous review 
and improvement our sustainability efforts. Implementing the 
recommendations of EcoVadis ensures an annual optimization 
of our performance. This enables us to actively reduce potential 
risks and strengthen our credibility with our stakeholders. 

process, where we transparently highlight that some areas 
are still under construction or refinement. This aligns with our 
objective to continuously improve our sustainability reporting 
and performance. The key figures and parameters in the “Envi-
ronment” section of the report are based on data collected by 
our certified environmental and energy management system 
at BRAND KG as well as by the environmental management 
system at VACUUBRAND KG and VITLAB. Where available, we 
use data that guarantees a high level of reliability such as in-
voices and waste balances from waste disposal companies. We 
also use data from our ERP system. The calculation of Scope 3- 
emissions is based on various estimates and empirical values 
for the respective emission factors and consumption. For a 
comprehensive overview, please refer to the Climate Change 
section.

Various cross-checks are carried out at different points in the 
organization to check the information in the report. The data 
is currently obtained from the management system of the 
company and validated there. There are also plans to establish 
a dual control principle for sustainability reporting data. 

Declaration of due diligence

GOV-5

GOV-4

DEC 2025

DEC 2025

DEC 2025

recognition.ecovadis.com/ 
iQlC9KkR7kuZR1hI6TsiYw

recognition.ecovadis.com/ 
SQ_GZ9_oikOA1bgKrwpbsg

recognition.ecovadis.com/ 
iYStsp1AUE2w73At0dNg2A
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VITLAB GmbH at the Großostheim site

General information  2025 Sustainability Report
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The Brand Group is a globally active group of companies with 
the three main product brands BRAND, VACUUBRAND, and 
VITLAB and has approx. 1,000 team members. We develop, 
manufacture, and distribute high-quality and innovative 
laboratory equipment, vacuum pumps, and vacuum systems.

Our customers are primarily researchers and technicians in  
laboratories in the life sciences, the pharmaceutical and  
chemical industries, and process analytics. Our most import-
ant suppliers include companies in the plastics, electronics, 
and glass industries. When selecting our suppliers, we value 
cooperative relationships between equals, a long-stand-
ing presence in the market, highest quality standards, and 
business models based on economic thinking and sustainable 

Market position, strategy, business model and value chain

corporate governance along the entire value chain. We are in 
regular contact with these supplier partners to ensure that 
we achieve our common goals. The number of our employees 
by geographical area can be found in section Social (S1-6). 
The defined sustainability targets apply to all product groups 
of BRAND KG, VACUUBRAND KG, and VITLAB. The focus is on 
energy efficiency of our products and the reduction of their 
environmental impact in the areas of waste reduction, service 
life, and return to the circular economy as well as the substan-
ces they contain.

Value chain of the Brand Group

SBM-1

Information about potential impacts, 
risks, or opportunities

Raw materials

Raw material source

Transportation of 
goods and services

Storage Use

Customers

Most important resources: 
plastics, electronics and 

glass

Main activities: Production 
of laboratory equipment and 

vacuum systems

Most important sales 
channels: Trading partners 

and direct customers

Most important customer  
segments: 

Laboratories in the life sciences, 
pharmaceutical and chemical 

industry and process analytics.

Our global team

Service/
Repair

DisposalRaw Material Production Transportation / SalesProduction



17

Stakeholder interests and positions

The most important stakeholders of the Brand Group include: As part of the materiality analysis, selected stakeholders were 
involved regarding the impacts, risks, and opportunities identi-
fied in order to create a solid basis for further approach.

The results of this input were incorporated into the develop-
ment of our sustainability strategy as well as the measures and 
targets derived from it.

SBM-2

1.		 Users of our products
2.		 Distribution partners
3.		 Employees
4.		 Suppliers
5.		 Competitors
6.		 Shareholders
7.		 Governmental and other regulatory bodies
8. 		 Society

Aerial views of BRAND KG’s and VACUUBRAND KG’s Wertheim sites

General information  2025 Sustainability Report
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Material impacts, risks, and opportunities and their interaction with strategy and business model

The material impacts, risks, and opportunities for the Brand Group were assigned to the following 11 topics:

SBM-3

Material impacts  
based on the ...

Effect | Risk | Opportunity and concerns … Effect on …

	 Subject
Impact  
assess- 

ment

Financial 
assess-

ment

Upstream value 
chain Own business division Downstream value 

chain People Environ-
ment

1 Adaptation to climate 
change (E1) ✘ negative impact ✘

2
Climate change mit-
igation and energy 
(E1)

✘ ✘ risks risk; negative 
impact ✘

3 Environmental  
pollution (E2) ✘ ✘ risk; negative impact

risk, negative impact; 
opportunity, positive 
impact

✘

4 Resource inflow and 
consumption (E5) ✘ ✘ risk; negative impact risk; negative impact risk; negative impact ✘

5 Resource outflow 
(E5) ✘ positive impact ✘

6 Waste (E5) ✘ negative impact negative impact ✘

7 Occupational health 
and safety (S1) ✘

positive and negative 
impact ✘

8
Working conditions 
and data protection 
(S1)

✘ ✘ risks; positive impact ✘

9 Training and skills 
development (S1) ✘ positive impact ✘

10 Consumers and end 
users (S4) ✘ opportunity ✘

11 Corporate policy (G1) ✘ positive impact ✘ ✘
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The analysis of the impacts, risks, and opportunities arising 
from our business model and along the entire value chain is 
essential for the development of our strategy and the resulting 
decisions. For this reason, these areas receive special attention 
at Brand Group. Through measures already introduced and 
some to be introduced in the future, we integrate these ma-
terial topics into our daily actions to reduce negative impacts 
and strengthen positive impacts.

Integration is an ongoing process that requires a considerable 
amount of time. As part of the Brand Group’s ESG strategy, we 
analyze all material topics (impact, risk, and opportunity) and 
anchor them in our corporate activities by formulating specific 
requirements, targets, and measures.

The identification of the material sustainability aspects (im-
pacts, risks, and opportunities) for the Brand Group was carried 
out by means of a double materiality analysis along our entire 
value chain according to the requirements of the Corporate 
Sustainability Reporting Directive (CSRD). As part of the dual 
materiality analysis, an assessment is carried out from two 
perspectives. This includes the impact perspective (impact 
materiality) and the financial perspective (financial materiality). 
From the impact perspective, potential and actual negative 
and positive impacts of the business activities were identified. 
The assessment was based on the criteria of extent, scope, and 
irreversibility as well as the probability of occurrence using a 
six-point evaluation scheme. For the second perspective, finan-
cial materiality, financial opportunities and risks were identified 
for each sustainability aspect.

The assessment of the financial extent and probability of occur-
rence is based on a classification tailored to the Brand Group. 
The result of the assessment is the financial impact on the 
Brand Group resulting from impacts, opportunities, and risks 
along the entire value chain. As part of the double materiality 
analysis, internal and external stakeholders were involved, 
including employees, NGOs, and associations of Brand Group. 
In conducting the process, we cooperated with an external part-
ner. As part of the process, 11 material aspects were identified 
from 18 potential aspects. These form the basis for our sustaina-
bility strategy, our sustainable actions, and future reporting 
according to the requirements of the CSRD.

Description of the process for identifying and assessing the material impacts, risks, and opportunities

IRO-1

General information  2025 Sustainability Report

Overview of material topics

Environment Own workforce Consumers and end users GovernanceMaterial topics of the Brand Group:

Quality products

Waste

Climate change mitiga-
tion and energy

Resource inflow and 
consumption

Occupational health 
and safety

Working conditions 
and data protection

Training and skills devel-
opment

Environmental pollution

Resources outflow

Adaptation to climate 
change

Corporate policy

M
at

er
ia

lit
y 

of
 

im
pa

ct
Financial  

m
ateriality



20

Climate change

Climate change poses a significant global challenge for our 
current generation and those to come. We remain committed 
to contributing to the global goal of the Paris Climate Agree-
ment to limit global warming to 1.5 °C. However, scientifically 
based forecasts indicate that this goal will not be achieved by 
2030. As a company, we are committed to closely monitoring, 
regularly reviewing, and, where possible, reducing our ener-
gy consumption concerning greenhouse gas emissions. 

As part of the materiality analysis, the following topics were 
identified as material in the context of the chapter “Climate 
change”:

	  Adaptation to climate change

	  Climate change mitigation and energy

Our greenhouse emissions targets for our Scope 1 and 2 are in 
line with the Paris Agreement. Furthermore, based on the first 
assessment in 2023 we have set a target for Scope-3 emissions. 
A key objective is to increase the transparency and specification 
of our products by calculating and publishing the product car-
bon footprint. The product carbon footprint measures the total 
emissions associated with our products – from raw material 
extraction to the factory gate.

As part of our sustainability strategy, we have set the goal of 
reducing the absolute emissions of our activities at our sites 
(Scope 1 and 2) aligned with the 1,5-degree target). For our  
value chain, we have set an ambitious greenhouse gas goal  
(Scope 3) that clearly aligns with the “well-below 2°C” pathway. 

Key projects are implemented through our sustainability strate-
gy in areas such as fuel use at our production sites, the energy 
efficiency of our vacuum pumps, the sustainable sourcing of 
products and services, as well as the optimization of the raw 
materials used in our products. Furthermore, we continuously 
identify and open up further areas for action to minimize our 

©
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50
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Transition plan for climate change mitigation | Strategies re-
lated to climate change mitigation and adaptation to climate 
change | Targets related to climate protection and adaptation 
to climate change policies

Description of the procedures for identifying and evaluating 
assessing the material climate-related impacts, risks, and 
opportunities

ESRS 2 IRO-1

E1-1 | E1-2 | E1-4

ENVIRONMENT
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ecological footprint along the entire value chain. We are also 
dealing with business trips incurred in the context of our global 
sales activities. The goal is to bundle business trips to reduce 
our greenhouse gas emissions. By 2030, our goal is to reduce 
greenhouse gas emissions from business trips by 10% compared 
to the base year 2023.

For Scope 1- and 2- GHG emissions, a strategy including targets 
up to 2030 was adopted in July 2023 based on the greenhouse 
gas balance and published on our respective company websites. 

Climate change  2025 Sustainability Report

In 2023, we committed to the Science Based Targets initiative 
(SBTi). In 2025, we finalized the 1.5-degree target for Scope 1 
and 2 as well as the well-below 2°C Scope 3 target and submit it 
for review. We finished this step in September 2025. Hence, we 
publish our GHG near-term goal in validated. 

Brand Group SE & Co. KG commits to reduce absolute scope 
1 and 2 GHG emissions 42.0% by 2030 from a 2023 base year. 
Brand Group SE & Co. KG also commits to reduce absolute 
scope 3 GHG emissions 25.0% within the same timeframe. 

Transition plan 2023 - 2030 
Scope 1 +2 
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Emission of GHG and pollutants have a significant influence on 
the development and effects of climate change. We are there-
fore aware that we bear responsibility for emissions in the ma-
nufacturing and use of our products at all stages of the value 
chain. Greenhouse gas emissions have the greatest impact on 
the environment. In our GHG reporting for Scope 1 and Scope 
2 are guided by the requirements of the GHG Protocol. Scope 1 
includes direct emissions that arise directly from our activities. 
These include the use of natural gas for our combined heat 
and power plant as well as the operation of parts of our vehicle 
fleet with fossil fuels. The indirect emissions that are not 
directly caused by us as a company fall under Scope 2 and 3. 
Scope 2 includes emissions caused by our electricity purchases 
since we do not produce the electricity ourselves but require 
it to operate our sites. Scope 3 includes 15 categories for other 
emissions in the upstream and downstream value chain.

Greenhouse gases
Upstream emissions are caused, for example, by the produc-
tion and transportation of raw materials for our production 
and operations. Downstream emissions include the transpor-
tation of our products to our customers and the disposal of our 
waste. The majority of the GHG emissions caused by the com-
pany (Scope 1) result from the combustion of primary energy 
sources such as natural gas and fuel. Natural gas is used to 
generate electricity and heat for our offices and production 
areas. Due to the profile of our company, no other gases or 
emissions are produced.

Greenhouse gas equivalents from various databases are used 
as a unit of measurement, for example, from the Emission Fac-
tor Database (EFDB) of the Intergovernmental Panel on Climate 
Change (IPCC) and Stadtwerke Wertheim GmbH.

ENVIRONMENT
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The following changes were made to the chapter "Climate 
Change" in the previous report:

	  Changes of Scope 3 calculation (Transportation 3.4 and 3.9)

	  Extension of data by category 3.1 Purchased goods and 
services of BRANDTECH

	  Change in emission factors for fuels (diesel and petrol) in 
categories 1.2 and 3.3 to separate upstream processes and 
combustion processes – retroactive for 2023 and 2024

	  Extension of data by category 3.12 Waste of sold products

This section outlines our transition plan through 2030 explaining 
how we intend to meet our greenhouse gas (GHG) reduction 
target. The plan emphasizes on decarbonizing operations, 
transitioning to electromobility, and leveraging broader grid 
decarbonization trends.

	  Fleet electrification: We will transition our fleet to electric 
vehicles (EVs) progressively, prioritizing high-mileage 
segments and providing charging infrastructure at key sites. 
This transition will lower direct (Scope 1) emissions, reduce 
fuel-related costs, and improve local air quality.

	  Geothermal conversion: Starting in 2027, we will replace 
our combined heat and power (CHP) units with geothermal 
systems that use brine heat pumps. This measure will signi-
ficantly reduce combustion-related emissions and improve 
the efficiency and sustainability of our thermal energy 
supply.

	  Grid decarbonization: We anticipate a general reduction in 
emissions per kilowatt-hour (kWh) of electricity in Germany 
and in the countries where our group operates, driven by the 
international expansion of renewable energy. As the carbon 
intensity of the grid decreases, our Scope 2 emissions will 
proportionally fall, complementing our own efficiency and 
electrification initiatives.

These measures form a coherent pathway to reaching our 2030 
GHG goal of shifting energy consumption toward low-carbon 
sources, electrifying heat and transport, and leveraging the on-
going decarbonization of electricity grids. We will track progress 
through standardized emissions accounting, regularly review 
milestones, and adjust actions as needed to ensure alignment 
with our targets.
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Scope-3 categories were defined using an evaluation process. 
In 2025, category 3.7 Employee Commuting was added, as well 
as calculations for category 3.12 Waste of Sold Products.

	 3.1 Purchased Goods and Services 

	 3.2 Capital Goods 

	 3.3 Fuel and Energy-Related Emissions  
	 Not Included in Scope 1 and 2 

	 3.4 Upstream Transport and Distribution 

	 3.5 Waste from Operations 

	 3.6 Business Trips 

	 3.7 Employee Commuting 

	 3.9 Downstream Transport and Distribution 

	 3.11 Use of Sold Products

	 3.12 Waste of Sold Products

Our environmental management concepts are also part of the 
training plan for new employees, to create awareness of this 
important topic right from the beginning. 
In 2024, we made adjustments to the calculations, which led to 
adjusted outcomes due to updated emission factors. The base 
year was changed from 2022 to 2023 to ensure the baseline 
years of our Scope 1 & 2 and Scope 3 goals are identical. In 
2025, only adjustments were made following comments from 
SBTi as described above.

In 2023, we also expanded our greenhouse gas balance for 
the first time to include Scope 3. Due to the high workload, 
we utilized the available simplifications. Reporting of Scope 3 
emissions is carried out according to the GHG Protocol "Corpo-
rate Value Chain (Scope 3) Accounting & Reporting Standard". 
In 2024, we extended our Scope 3 reporting to three additional 
categories and applied this methodology retrospectively for 
2023. In all Scope 3 calculations, we fully adhere to the mini-
mum requirements defined by the GHG Protocol. The five main 
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The greenhouse gas calculation of relevant categories was 
carried out using different methods. The calculation of 
category "3.1 Purchased Goods and Services" is done using 
the "Average" and “Spend-based” methods. We rely on the 
multiregional “Environmentally Extended Input Output (EEIO)” 
database according to the GHG Protocol. Activity data from our 
ERP system serves as the basis for the calculation. We also use 
the possibility of abstraction from data (product groups) and 
interpolate results for items representing less than 10% of total 
spend, based on the largest expenditure for purchased goods 
and services. The continuous improvement of our data quality 
and the use of primary data from our suppliers is a permanent 
goal for the coming years.

For the acquisition of capital goods (3.2), we precisely diffe-
rentiated within the category "3.1 Purchased Goods" to speci-
fically identify and separate the product groups that qualify as 
capital goods. The emission calculation of these capital goods 
follows the spend-based method. 

The calculation of fuel and energy-related emissions (3.3) is 
based on precise primary data from our Scope 1 & 2 records, 
including fuels used for company vehicles, purchased natural 
gas, and heating oil. Emission factors that already include prior 
emission values have been used for German company vehicles, 
therefore only vehicles outside Germany were considered in 
this category. The average method was employed in choosing 
emission factors. In addition, we integrated country-specific 
grid losses into our calculations using the World Bank data-
base.

Our calculations for upstream transport and distribution (3.4) 
rely on solid data from our ERP system, supplemented with 
detailed information from our transportation service providers 
and informed estimates of distances and transportation 
means. The distance-based method was consistently applied. 
In addition, relevant procurement data (order call-offs, 
Incoterms, supplier information on packaging/shipping) were 
systematically incorporated to close gaps in mass data and to 
verify assumptions regarding distances and modes of trans-
port. In cases where mass data was missing for ton-kilometer 
calculations, we interpolated them carefully. In addition, infor-
mation from our transport service providers is integrated. 

For category “3.5 Waste from operations”, the activity data ac-
cording to the “waste-type-specific” method was used. 100% 
of the waste generated by the Brand Group was included in the 
calculation without interpolation measures. For the US, China, 
and India, assumptions and calculations were employed due 
to the lack of precise information regarding waste type and 
amounts.

The distance-based method was used for “3.6 Business trips”. 
For air travel, we have always used the emission factor for 
international air travel. Furthermore, we expanded the emis-
sion factors to include "Well-to-Wheel" emissions to consider 
upstream emissions as well.

Category “3.7 employee commuting” was calculated by de-
termining the one-way distance between home and workplace 
(address/ZIP matching, adjusted from straight-line to road dis-
tance), applying an assumed commuting frequency (workdays, 
home office, leave/sick days), and assigning a primary trans-
port mode (e.g., car, public transport, bike, walking). Annual 
commute kilometers were computed as distance × 2 × effective 
commuting days and multiplied by mode-specific emission 
factors. Where individual data were missing, plausible aver-
ages were used and assumptions documented. 

The calculation of category "3.9 Downstream Transport and 
Distribution" aligns with the category "3.4 Upstream Transport 
and Distribution." 

When calculating greenhouse gas emissions in the category 
"3.11 Use of Sold Products," assumptions were made regarding 
usage duration and user behavior. The calculation includes 
direct usage emissions (energy consumption) and indirect usa-
ge emissions (e.g., cooling of devices in specific installations). 
The average worldwide emission value per kilowatt hour was 
selected as the emission factor due to the global use of our 
products.

Category “3.12 Waste of Sold Products” covers emissions from 
the waste treatment and disposal of sold products at the end 
of their useful life. We calculate this category using estimates 
of the materials contained in our products and the resulting 
typical end-of-life treatment routes – especially disposal 
pathways such as recycling, incineration, or landfill – and 
quantify the associated emissions accordingly.

In general, our selected emission factors for all Scope-3  
categories are based on databases from EXIOBASE, UBA 
(ProBas), DB Sustainability Report, GEMIS (Global Emission 
Model for Integrated Systems), EPA (Environmental Protection 
Agency), EIA (International Energy Agency), BEIS (Department 
for Business, Energy & Industrial Strategy), and BAFA (German 
Federal Office for Economic Affairs and Export Control)  (EEW 
Information Sheet CO2-factors (2025), dated May 5, 2025. In 
addition, we repeatedly had to take abstraction measures to 
assign emission factors to the activity data.

ENVIRONMENT
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Greenhouse gas emissions are closely linked to the energy 
consumed during the manufacturing of our products. Con-
sequently, the efficiency of our production and the efficient 
use of resources in our office buildings are important factors 
influencing greenhouse gas emissions. Every kilowatt-hour 
saved – including electricity from renewable sources – leads to 
long-term savings in resources and emissions. For this reason, 
we have long been committed to using resources sustainably 
and manufacturing in an environmentally friendly way.

With regard to energy, the respective corporate policy has 
clearly defined goals. The continuous improvement of energy 
efficiency is a top priority. We provide the necessary informa-
tion and resources for this purpose. This is how we expand our 
environmental protection performance. The topic of energy 
management is relevant throughout the Group but is handled 
differently within individual entities.

The Brand Group makes the CO₂e emissions of its products 
transparent and can calculate the product carbon footprint 
(PCF) in accordance with DIN EN ISO 14067:2018 for all German 
locations. The methodology to calculate CO₂e emissions 
has been validated by an independent testing agency. PCF 
calculation follows the "cradle-to-gate" principle and take into 
account relevant, production-related company emissions  

Energy

Product Carbon Footprint 

BRAND KG has an energy management system certified 
according to DIN EN ISO 50001. Even without certified energy 
management, all energy consumption at the other companies 
in the Group is continuously recorded and evaluated in order 
to identify potential savings. Responsibility for monitoring 
target achievement lies with the top management level of the 
Brand Group. This ensures an interdisciplinary since because 
the heads of all business areas including the Shared Services 
(Finance, Controlling, Purchasing, HR, and IT) are represented. 
At present, most of the GHG we produce are caused by natural 
gas. The goal of reducing these emissions is therefore also 
reflected in our energy consumption and use. In addition to 
reducing GHG emissions, increasing the energy efficiency of 
production operations is a key part of our corporate strategy.

(Scope 1–3) across key life cycle phases: raw material extrac-
tion and supply, upstream transport, production, and storage. 
Recognized emissions databases (including BEIS, GEMIS,  
EXIOBASE), supplier information, and internal activity data 
serve as the data basis. Initial PCF information on specific 
products (e.g., Transferpette® pro) has already been published; 
detailed reports can be requested.

Climate change  2025 Sustainability Report
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Specific action plans were developed to achieve the established 
targets. The primary measures for achieving the targets are 
outlined below. These include the consistent and gradual con-
version of the vehicle fleet to electric vehicles and/or vehicles 
that do not operate on non-fossil fuels. Additionally, we are 
developing a strategy to phase out the use of gas as an energy 
source for heating in our production facilities. Specific plans and 
measures are currently being devised to gradually reduce our 
natural gas consumption and use alternative energy sources.

Our biggest contribution to the environment has been the use of 
green electricity from Stadtwerke Wertheim GmbH since 2021. 
This enables us to save up to 1,500 t of CO2e per year. We had 
already been generating some of the electricity ourselves using 
a CHP station, thereby reducing emissions.

Over the next few years, we will transition our natural gas-based 
heating infrastructure to geothermal solutions. At our largest 

At Brand Group (DE), the transition of the fleet to electric  
vehicles has contributed significantly to reducing greenhouse 
gas emissions. The use of electric company cars has resulted in a 
19% reduction in CO2e from fuel consumption.  

Measures regarding GHG and energy

sites in Germany, we will deploy brine heat pumps with boreho-
le heat exchangers to harness renewable ambient heat. This will 
sustainably reduce natural gas consumption and site-related 
greenhouse gas emissions, enhance supply security through 
locally available renewable heat sources, and support the achie-
vement of our established SBTi target. Each implementation 
includes preparatory efficiency measures for existing buildings 
and the integration of smart control technology.

Measures were also taken outside Scope 1 and Scope 2 to redu-
ce GHG emissions. These include promoting environmentally 
friendly mobility (bicycle parking), replacing air freight with 
sea and land transport, and optimizing freight consolidation to 
reduce truck trips in the EU. With our strategy and the targets 
derived from it, we will now deal with indirect emissions in our 
value chain more consistently and stringently. One example is 
the reduction in the number of small consignments. This can 
save GHG, repackaging, and work steps.

Overall, the CO2e balance of company cars was reduced by 14%. 
The difference of 5 percentage points results from the additional 
CO2e emissions for the proportion of kWh charged that did not 
come from green electricity.

Measures and resources in connection with the climate strategies

E1-3
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Company Project Implementation 
year

Savings (CO2e in tons)

VITLAB Switch to electricity from  
renewable sources 2018 31

BRAND KG Switch to electricity from  
renewable sources 2021 2033

VACUUBRAND KG Switch to electricity from  
renewable sources 2022 944

BRAND KG Installation of 25 e-charging points 2023 See project “Use of electric vehicles”

VACUUBRAND KG Installation of 16 e-charging points 2023 See project “Use of electric vehicles”

VITLAB Installation of 4 e-charging points  2023 See project “Use of electric vehicles”

Brand Group (Germany) Use of electric vehicles by 2030 281

Greenhouse gas emission in tons of CO2e
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Brand Group e-charging points for climate-friendly mobility: Executive Directors Dr. Christoph Schöler and Dr. Constantin Schöler

Scope 1.1 Stationary combustion

Scope 1.2 Mobile combustion

Scope 3.2 Capital goods

Scope 3.3 Fuel- and Energy-Related  
Activities not included in Scope 1 or Scope 2

Scope 2 market-based Scope 3.5 Waste generated in operations

Scope 3.9 Downstream transportation  
and distribution

Scope 3.6 Business travel

Scope 3.7 Employee commuting

Scope 3.1 Purchased goods and services

Scope 3.4 Upstream transportation and distribution

Scope 3.11 Use of sold products

Scope 3.12 Waste of sold products

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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The 2025 GHG balance includes the following Brand Group 
companies: BRAND KG, VACUUBRAND KG, VITLAB, BRAND INT, 
Brand UK, BRANDTECH, BRAND (Shanghai), BRAND (Huzhou), 
BRAND Scientific Equipment, and the Brand Group SE & Co. 
KG. As in the previous year, we have included our sales compa-
nies BRAND (Shanghai), BRAND Scientific Equipment as well 
as our manufacturing company BRAND (Huzhou) in China into 
the balance. Due to the first accounting for the entire Group in 
2024, comparisons of results with previous years are possible 
only for Scope 1 and 2, and for Scope 3 of the German manu-
facturing companies BRAND KG, VACUUBRAND KG, and VITLAB. 
Outside Germany, the Brand Group companies are continuous-
ly building their Scope 3 accounting. In addition, the ongoing 
expansion of Scope 3 accounting is currently being driven 
primarily by BRANDTECH and Brand Group (DE).

The developments of greenhouse gas emissions within the 
group show a decline in Scope 1 emissions, primarily due to 
reduced natural gas consumption and updated natural gas 
emission factors.

In addition, Scope 2 was reported in both the market-based 
and the location-based version. 

As part of market-based Scope 2, GHG emissions are calculated 
using the emission factors of the respective electricity supplier. 
In contrast, the location-based Scope 2 is determined using the 
average emission factor of the area, usually a country. For all our 
sites, the national average value is used as the calculation basis.

Energy consumption and mix | Gross Scopes 1, 2, 3 and Total GHG emissions

E1-5 | E1- 6 

E1-7 | E1- 8 

ENVIRONMENT

The Brand Group does not operate any GHG reduction projects financed by CO2 credits. Furthermore, there is currently no  
internal CO2 pricing.

GHG removals and GHG mitigation projects financed through carbon credits |  
Internal CO2 pricing



29

Greenhouse gas emissions from 2023-2025 in tons of CO2e

Scope Category 2025 2024 2023

Scope 1 1,616 1,771 2,040

1.1 Stationary combustion 1,245 1,230 1,643

1.2 Mobile combustion 371 541 397

Scope 2 (location-based) 1,928 2,553 2,372

2.1 Electricity 1,928 2,553 2,372

Scope 2 (market-based) 156 135 115

2.1 Electricity 156 135 115

Scope 3 89,944 95,175 104,451

3.1 Purchased goods and services 15,410 15,635 16,102

3.2 Capital goods 204 389 688

3.3 Fuel and Energy-Related Emissions  
Not Included in Scope 1 and 2 862 857 839

3.4 Upstream transportation and dis-
tribution 1,853 2,233 2,268

3.5 Waste from operations 8 8 7

3.6 Business trips 262 359 305

3.7 Employee Commuting 882 783

3.9 Downstream transportation and  
distribution 14 72 57

3.11 Use of the products sold 69,844 74,167 83,517

3.12 Waste of Sold products 605 671 668

Brand Gruppe Scope 1-3  
(location-based) 93,488 99,499 108,863

Brand Gruppe Scope 1-3  
(market-based) 91,716 97,080 106,605

The Brand Group records significant progress in its climate 
balance for the 2025 fiscal year. Our direct and market-ba-
sed indirect emissions (Scope 1 & 2) have decreased by 18% 
since the base year 2023 – despite a significant expansion 
of the financial accounting scope through the integration of 
international locations. Before 2023, the reduction is primarily 
based on the systematic shift to certified renewable energies at 
our main production sites. The decrease in Scope 1 and Scope 
2 (market-based) emissions since 2023 is primarily driven by 
changes in supplier-specific emission factors (for example, 
updated factors provided by our energy and fuel suppliers). 
As a result, the trend largely reflects methodological and data 
updates rather than operational changes.

Increased methodological scope of our greenhouse gas ba-
lance leads to a predictable rise in recorded total emissions. 
Within Scope 1, the main emission sources remain our vehicle 
fleet (mobile combustion) and stationary combustion (notably 
natural gas).  

In 2025, an increase in stationary combustion emissions of ab-
out 1% compared to the previous year is recorded. Compared 
with the change from 2023 to 2024, we have seen a significant 
decline in emissions from combustion in the mobility sector 
(vehicle fleet), which is mainly due to the increase in electric 
mobility in Germany. Emissions from vehicles have thus fallen 
by 31.5% from 2024 to 2025.

Incorporation of our international sites outside the European 
Union results in a predicted increase in recorded Scope 2 emis-
sions, as buildings’ energy consumption is now fully included 
in our greenhouse gas accounting. The location-based assess-
ment of Scope 2 emissions shows a 3% decrease compared to 
2023, highlighting the strategic importance of our renewable 
energy investments and the real impact of local power grids. 
Market-based Scope 2 emissions increased by 16% compared 
with the previous year. This development is primarily influ-
enced by the electricity supply mix and associated emission 
factors in the countries where we operate.  

Climate change  2025 Sustainability Report

Note: BRANDTECH was incorporated into the greenhouse gas accounting in 2021, while BRAND INT and Brand Group KG were included in 2023.
In 2024, our foreign affiliates BRAND (Shanghai) and BRAND Scientific Equipment were included in the greenhouse gas accounting for Scope 1 and 2 for the first time.
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In 2024, the total energy consumption of the Brand Group 
amounted to 14,845 MWh. It decreased slightly to 14,497 MWh 
in 2025. In addition to integrating BRAND (Shanghai), BRAND 
(Huzhou), and BRAND Scientific Equipment into the accoun-
ting scope, a continuing reduction in natural gas consumption 
and increased electricity consumption, total energy consump-
tion rose by 1.1%.
The share of renewable energies decreased to 41% in 2025. 
The fuel consumption from crude oil and petroleum-based 
products decreased by 16% compared to the previous year. 

This reduction is mainly attributable to the ongoing electrifica-
tion of our vehicle fleet, with a growing share of vehicles using 
electric drivetrains instead of conventional fuels. The energy 
intensity for the group in 2025 (the ratio of energy consump-
tion (comprising purchased electricity, natural gas, heating oil, 
and fuels) to revenue) developed positively among the Brand 
Group companies involved. Our energy intensity decreased by 
2% from 91 MWh/million EUR in revenue in the base year 2023 
to 80 MWh/million EUR in revenue in 2025.

Energy consumption at production and sales locations

ENVIRONMENT

Looking ahead, we anticipate a declining trend as the share of 
renewable electricity increases in key markets, including China 
and India.

For Scope 3 emissions, two additional categories were incor-
porated into the reporting, increasing the sum total.

We achieved a reduction in our total emissions across all 
categories (Scope 1-3) by 6% in fiscal year 2025 compared to 
the previous year. This reduction stems from two measurable 
key factors: a reduced purchase volume, decreasing upstream 
emissions in the supply chain, and a modified product sales 
mix, reducing downstream emissions through sold products. 
Both effects contributed directly to improving our greenhouse 
gas balance.
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2025 2024 2023

Fuel consumption from crude oil and petroleum products 1,530 1,811 1,847

Fuel consumption from natural gas 6,617 6,544 6,766

Consumption from purchased or received electricity, heat, steam, and cooling 
as well as from fossil sources 394 306 256

Fuel consumption from other fossil sources 12 15 13

Total consumption of fossil energy 8,553 8,676 8,882

Proportion of fossil sources in total energy consumption 59% 58% 61%

Consumption from purchased or received electricity, heat, steam, and cooling 
as well as from renewable sources 5,944 6,170 5,758

Total consumption of renewable energy 5,944 6,170 5,758

Proportion of renewable sources in total energy consumption 41% 42% 39%

Total energy consumption 14,497 14,845 14,640

Annual decrease compared with previous year 2% -1% 10%

Change compared with base year 2023 1% -1%

Energy intensity [MWh / Mio € turnover] 80 80 91

Change in energy intensity compared with the previous year 1% 12% 16%

Energy consumption and mix in MWh 

E1-9

E1-7 | E1-8

Anticipated financial impact of material physical and transition risks

GHG removals and GHG mitigation projects financed through carbon credits | Internal CO2 pricing

Not currently reported.

Note: The energy intensity was calculated for the Brand Group (DE and US) for 2023. For 2024, the energy intensity was extended to the entire Group. 
Note: The external energy requirements of our electric fleet vehicles were included retrospectively for 2023, so the total energy consumption and energy intensity 
have been adjusted. For 2024, our foreign companies Brand UK, BRAND (Shanghai) and BRAND (Huzhou) and BRAND Scientific Equipment were also included in 
the balance sheet. The data for BRAND (Shanghai) was also included for 2023.

Climate change  2025 Sustainability Report

The Brand Group does not operate any GHG reduction projects financed by CO2 credits. Furthermore, there is currently no  
internal CO2e pricing.
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Water Consumption

The finite resource of water is not only the foundation of all 
life on Earth, but also essential for the operation of industrial 
companies. Due to climate change, it is gaining additional 
importance in our regions. In particular, increasing water 
scarcity across large parts of Germany (rising water stress) is 
already having tangible effects, creating challenges in areas 
such as agriculture and inland waterway shipping. This  
makes it all the more important for us as a company to 
handle this vital resource with care and to further reduce 
industrial water consumption.

Consequently, the commitment to using resources sparingly in 
our environmental policy also applies to water. Water manage-
ment within the Brand Group is part of the ISO 14001-certified 
environmental management systems of BRAND KG,  
VACUUBRAND KG, and VITLAB.
Our company is committed to complying with all applicable 
legal requirements related to the protection of surface waters 
and drinking water and handling wastewater. Employees 
receive regular training to promote awareness of responsibly 
using water resources and ensure the reliable implementation 
of legal requirements.

As the Brand Group, we are committed to using water as a 
valuable natural resource responsibly and sparingly based on 
our environmental policy. Our goal is to minimize and, whe-
rever possible, reduce water consumption in our production 
processes as well as in the procurement of equipment and 
installations, thereby fostering the sustainability of our sites.
BRAND primarily uses water mainly in production, especially 
for cleaning and rinsing tools, molds, and equipment to ensure 
product quality. Water is also required for cooling and tempe-
rature control in plastics processing. Ultrapure or deionized 
water is used in laboratories and analytical areas for tests, 
analyses, and cleaning. Additional water is consumed through 
building services such as sanitary facilities, ventilation, and 
general cleaning, as well as water treatment, glass coating, 

Water related strategies | Water-related targets

ENVIRONMENT

and washing/cleaning processes, where high-quality water is 
needed to remove residues.
At VACUUBRAND, water contaminated during component clea-
ning is treated via an integrated evaporation unit. The water 
is then returned to the process for reuse, and the separated 
particles are collected and properly disposed of. Harvested 
rainwater in cisterns is used to reduce drinking water con-
sumption. Freshwater demand is highest in the production 
of high-precision parts, particularly in air-conditioned areas 
where cooling and ventilation require water.
At VITLAB, drinking water is supplemented by rainwater col-
lected in an on-site cistern. This rainwater is used for sanitary 
facilities such as toilet flushing which reduces drinking-water 
consumption. Wastewater is properly treated via the local joint 
wastewater treatment plant.
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Company 2025 2024 2023 2022

Brand Group 8,363 8,929 8,560 9,443

BRAND KG 4,759 4,684 3,395 4,807

VACUUBRAND KG 2,974 3,397 4,198 4,402

VITLAB 302 140 325 234

BRANDTECH 210 217 190 n.r.

BRAND (Shanghai) 301 311 345 n.r.

BRAND (Huzhou) 27 27 n.r. n.r.

BRAND Scientific Equipment 153 152 107 n.r.

In 2025, the Brand Group reported total water consumption 
of 8,363 m³, continuing the overall reduction since 2022 
(9,443 m³) and representing the lowest level in the four-year 
period (≈ -11% vs. 2022). Following a temporary increase in 
2024 (8,929 m³) compared with 2023 (8,560 m³), consumption 
declined again in 2025. This development is mainly driven by 
the substantial decrease at VACUUBRAND KG (from 4,402 m³ in 
2022 to 2,974 m³ in 2025), while BRAND KG remained broadly 

Overall, the site has very low water consumption, as hardly any 
process water is required. Accordingly, the environmental im-
pacts associated with water consumption are considered low.

Measures and resource related to water consumption

Environmental pollution  2025 Sustainability Report

stable at a higher absolute level (4,759 m³ in 2025). Smaller 
sites/entities contribute comparatively low volumes and show 
more variability; where multi-year data is available, Shanghai 
reports a gradual decline, while individual smaller units 
increased compared with 2023, underlining the importance of 
continued monitoring and targeted water-efficiency measures 
across the Group.

Note: Water consumption data for BRAND KG, VACUUBRAND KG and VITLAB KG is based on municipal utility invoices and internal meter readings. Water volumes 
for all other entities were calculated and estimated using the number of employees as the allocation basis, applying country-specific assumptions and reference 
values for each respective location.

Water consumption in m3 from 2022-2025

E2-4
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Environmental pollution

Environmental pollution poses a threat to our ecosystems 
and human health. International collaboration is required to 
address these challenges.

In industrial settings, the improper disposal of per- and po-
lyfluorinated alkyl substances (PFAS) and substances of very 
high concern (SVHC) is creating environmental challenges. 
PFAS accumulate in water and soil and enter the food chain, 
where they can have an impact on health. PFAS also accumu-
late in the environment and can be detected in many everyday 
objects. The REACH Regulation defines the criteria for such 
SVHCs. International cooperation is needed to counteract this 
environmental pollution. The PFAS group of substances inclu-
des over 10,000 compounds, which are also known as “eternity 
chemicals” because of their high persistence.

This group of substances includes fluoropolymers such as 
PTFE. Fluoropolymers are characterized by their high chemical 
resistance and are therefore used in many of our products. 
Only this high chemical resistance allows to meet our custo-
mers’ requirements for their applications. At the same time, 
these fluoropolymers contribute significantly to the long 
service life of our products. The fluoropolymers we use are 
currently considered safe during the use phase. 
We therefore support a risk-based approach to the regulation 
of PFAS. We are critical of a blanket restriction, including in the 
semiconductor, security and defense, and renewable energies 
industries as well as in biotechnology, laboratory analysis, and 
medical technology.

ENVIRONMENT
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As part of the materiality analysis, the following topics were 
identified as key for the area of environmental pollution:

	  Substances of concern and SVHC (PFAS and REACH  
substances)

Due to our product portfolio, the current developments in the 
PFAS ban discussion are reflected in the results of the mate-
riality analysis. Environmental pollution from the disposal of 
SHC and SVHC (as defined by the REACH Regulation, including 
PFAS) represents a significant aspect in the downstream value 
chain.

In addition, increased focus has been put on the production 
and transportation of SHC and SVHC (as defined by the REACH 
Regulation, including PFAS) in the upstream value chain.

Because of the ideal properties of our products for a wide 
range of applications, it is currently difficult to eliminate the 
use of these substances. Therefore, our aim is to reduce these 
substances in our value chain as much as possible and regu-
larly check whether we can substitute them. We pay particular 
attention to the replacement of substances in products and 
processes where this is economically feasible and functionality 
is maintained.

To minimize SHC and SVCH in our value chain, we will test 25% 
of input materials containing such substances by 2030. The 
aim is to determine whether these substances can be substitu-
ted starting in the base year 2023.

Our focus is on our German sites since our affiliates outside 
Germany cannot influence the materials used in our products.

Description of the processes for identifying and assessing the 
material impacts, risks, and opportunities related to environ-
mental pollution 

Pollution related strategies | Pollution-related targets

ESRS 2 IRO-1

E2-1 | E2-3

Environmental pollution  2025 Sustainability Report
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Within our company, SHC and SVHC are used in the products 
themselves as well as in product manufacturing. We aim to 
minimize these substances in the annual substitution test.

If substitution is not possible, the substance is subjected to a 
risk assessment in the relevant department, and employees 
are explicitly trained in the safe and proper handling. As soon 
as critical substances are used in a defined quantity, we take 
technical protective measures such as extraction equipment 
and personal protective measures (i.e., personal protective 
equipment). Specific examinations are carried out by the com-
pany physician for employees who handle special substances.

In the companies of the Brand Group (DE), SHC and SVHC are 
used in the printing inks of glassware, mixtures, and electronic 

Not currently reported.

components in our products. These are mainly lead, lead  
monoxide, and various siloxanes. After the products have 
been manufactured, these substances are processed in the 
products. Detailed information on products containing SVHC 
under the REACH Regulation is published on the company 
websites. Various substances are used in production, whereby 
universal foams, printing inks and cleaning agents are among 
the most important substances in terms of quantity. Apart 
from the hazardous substances stored in hazardous substance 
cabinets, the quantities of SHC and SVHC used with the most 
important hazard classes according to the European Sustai-
nability Reporting Standards (ESRS) amounted to 1,778.39 kg 
and 2,205.64 l according to the hazardous substance register 
in 2025.

Substances of concern and substances of very high concern

Expected financial impact from pollution-related effects, risks and opportunities

E2-5 

E2-6 

We are committed to minimizing the impact of environmentally 
harmful substances. This includes ensuring that we do not use 
any hazardous substances at our sites and avoid the use of new 
hazardous substances. Nevertheless, it is not possible to avoid 
them completely. Therefore, we keep a hazard register, among 
other things, to ensure that the storage and the quantities of 
these substances used are fully documented.
In the case of products that contain SVHC substances, the rele-
vant documentation and testing is carried out. In the future, we 
will focus increasingly on the substitution of such substances.

Measures and resource related to environmental pollution

E2-2

To reduce substances of very high concern in our products, 
cooperations are in place among manufacturing companies 
with similar product portfolios. VACUUBRAND KG conducted a 
precise analysis of the technical substitutive feasibility,  
currently prioritized for implementation and effectiveness.  
This evaluation forms the basis for future substitution projects. 

ENVIRONMENT
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Resource use and  
circular economy

Since we sell our products worldwide, the transportation of 
our products to customers is a key aspect of our sustainability 
activities. In the past, we have already taken measures to 
bundle our shipments and thus reduce the impact on the 
environment. To achieve the group's goal, our entities have 
defined sub targets. BRAND KG aims to achieve a 99% rate of 
agreed customer shipping calendars. VACUUBRAND KG is com-
mitted to reducing small shipments for trade partners from 
25% to 10% by 2030 compared to the 2024 base year. VITLAB's 
objective is to address the top three customers receiving small 
shipments on an annual basis, consolidating these into collec-
tive shipments.

Resource inflow and consumption

Policies related to resource use and circular economy | 
Actions and resources related to resource use and circular 
economy

ESRS 2 IRO-1 

E5-1 | E5-3

Description of the procedures for identifying and assessing 
the material impacts, risks, and opportunities associated 
with resource use and the circular economy

As part of the materiality analysis, the following topics were 
identified as relevant in the section on resource use and the 
circular economy:

	  Resource inflow and consumption

	  Resource outflow

	  Waste

ENVIRONMENT

Resource use and circular economy We take responsibility 
for what we manufacture. This includes all aspects of our 
products along the entire value chain. From the selection of 
materials, production conditions, and transportation to the 
end of our products’ useful lives.
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The most effective method of reducing resource loss is to reuse 
a product. We therefore attach great importance to the quality 
and long service life through high disassembly options and 
reparability of our products. Nevertheless, it happens that a 
product reaches the end of its life. In this case, our aim is to 
make an active contribution to the circular economy. To this 
end, we want to ensure that our products can be disassembled 
in such a way that all possible resources can be recovered.  
To this end we will evaluate our entire product portfolio  
according to defined circular economy criteria by 2027 in order 
to identify possible improvements.

Avoiding and reducing waste within the company is an im-
portant part of our sustainable corporate management. With 
effective waste management, we promote the development of 
a circular economy in which resources are used for as long as 
possible and waste is seen as a by-product.

We contribute to the conservation our planet’s limited re-
sources by recycling materials through regional partners. The 
aim is to reduce the waste intensity of the Brand Group (DE) 
from 3 tons of waste per million EUR of revenue to 2 tons of 
waste per million EUR of revenue. To reduce the waste of our 
customers and users we have set ourselves the goal of redu-
cing the use of plastic packaging (primary material). As soon as 
waste is generated, the separation of waste by type leads to an 
improvement in waste management.

The waste intensity target concerns our German production 
sites, where most group waste accumulates.

No ecological thresholds were taken into account in the de-
velopment of the target.

Resource outflow Waste

Circular economy  2025 Sustainability Report
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For decades, we have been paying attention to the ease with 
which our products can be disassembled. This is our way of 
actively contributing to a circular economy. To reduce the 
volume of our products that need to be transported to our cus-
tomers, our main measure for the next few years is to bundle 
the number of packages per customer. Our aim is to not only 
to reduce packaging waste by bundling packages per customer 
but also minimize GHG emissions per shipment.

For BRAND KG, wherever possible, sends as consolidated 
deliveries, where several delivery slips are consolidated into 
one shipment comprising various orders. Moreover, quarterly 
shipment figures per customer get analyzed and reviewed to 
resolve whether customer calendars are feasible and should 
be created or adjusted. The customer shipping calendar 
coordinates weekly shipping days per customer. Following a 
major adjustment in the fall of 2024, the number of matching 
customer shipping calendars increased from 97% to 99%. In 
2025, this alignment remained steady at 99%.

In 2024, VITLAB and VACUUBRAND analyzed shipping data and 
defined subsidiary targets per business entity. In addition, by 
proactively engaging the top three customers, VITLAB was able 
to reduce handling units with parcel service providers by 22% 
from 2024 to 2025, while the total weight decreased by only 1% 
over the same period.

Various types of waste accumulate at our sites, including paper 
and cardboard, mixed packaging and municipal waste, as well 
as production waste. Our waste management helps to keep 
disposal volumes and material consumption low and to reduce 
them further. In addition, we pay attention to strict waste 
separation and safe disposal. That is why we rely on trusting 
cooperation with certified disposal companies in near our 
sites. We continuously collect data on the sources, quantities 
and types of waste at our Wertheim and Großostheim sites and 
incorporate this into an annual waste balance. In accordance 
with the Closed Substance Cycle and Waste Management Act 
(DE), the waste is divided into hazardous and non-hazardous 
waste. Our international affiliates — BRANDTECH, BRAND 
Shanghai, Brand Huzhou and Brand Scientific Equipment - are 
now also recording waste volumes or, at minimum, calculating 
them based on well-founded estimates. In this way, we are ex-
panding our data basis beyond the German sites and creating 
greater transparency regarding sources, quantities and types 
of waste at our international locations. In addition to the waste 
we produce, we also take responsibility for the waste that our 
customers generate by purchasing our products. Therefore, in 
the next few years, we will be focusing on the outer packaging 
of our products. To this end, the packaging is continually and 
carefully reviewed and evaluated.

The fact that our products can be disassembled not only ma-
kes it easy to repair them, but also makes it possible to recover 
the raw materials used. However, in the case of products who-
se materials cannot be separated by manual or chemical pro-
cesses, a high proportion of raw materials are lost. Therefore, 
we will first create an evaluation catalog to check our products 
for compliance with the principles of the circular economy. 
The purpose of the evaluation catalog will serve to create a 
basis for improving our products in terms of their contribution 
to the circular economy. In 2024, the first evaluation criteria 
were collected and outlined. The rating scale for each criterion 
is undergoing creation.

Resource inflow and consumption Waste 

Resource outflow

Measures for circular economy

Measures and resources related to resource use and circular economy

E5-2

ENVIRONMENT

In 2025, US affiliate BRANDTECH replaced plastic air cushions 
in its transport packaging with paper-based filler and cushio-
ning material. The switch reduces plastic use in outbound 
logistics, maintains reliable product protection, and simplifies 
disposal through standard paper recycling streams.
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The most important raw materials for the manufacture of our 
products are glass, plastic, electronic components, and metals. 
The raw materials required for the packaging of our products 
are also highly important. As a result of the dual materiality 
analysis, the transportation of our products and their impacts 
have become relevant in various areas. To achieve the target, 
an increase in the utilization rate of the so-called customer 
calendar (ratio of customers without a customer calendar to 
customers with a customer calendar) is planned. This will redu-
ce the number of shipments to individual customers.

At present, we are unable to provide detailed information 
on the recyclable content of all our products. The collection 
of these figures is part of our objective as described under 
E5-1. However, due to the high degree of disassembly of the 
products a high degree of reparability. Additionally, this factor 
is incorporated into circular economy evaluation frameworks. 
Predominantly, our packaging comprises cardboard, plastics, 
and polyurethane foams. Cardboard, constructed partly from 
recycled materials, and plastics can undergo single-origin 
recycling. Packaging polyurethane foams, in contrast, enable 
recycling through thermal, mechanical, or chemical processes.

Resource inflow and consumption Resource outflow

Parameters for a circular economy
E5-4 | E5-5 
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Vacuum pumps

Our vacuum pumps are optimized to ensure the longest 
possible service life, low energy consumption, and high per-
formance. Because an efficient vacuum supply conserves re-
sources and saves money. Our modern and durable diaphragm 
pumps have been replacing water jet pumps in many areas 
for decades. Since then, millions of tons of contaminated was-
tewater have been avoided. We have also developed the first 
pumping station with integrated solvent recovery. With the 
help of an emission condenser, solvents no longer enter the 
environment. For research laboratories, we have also launched 
the VACUU·LAN® local vacuum network. This network supplies 
several workstations cost-efficiently and offers advantages in 
terms of space requirements, and noise. Our vacuum pumps 
with VARIO® technology are characterized by particularly envi-
ronmentally friendly vacuum generation without oil or water 
consumption, with extended maintenance intervals and high 
energy efficiency. This is achieved by an oil-free design and our 
VARIO® control system. The latter is based on adaptive motor 
speed control. This means that the pump never runs longer 
than necessary but always as needed adapted to the process. 
With the VACUU·PURE® screw pump, we have developed an 
innovative solution without wearing parts that is 100% oil-
free and replaces oil-sealed technologies such as rotary vane 
pumps in many areas. 

This eliminates the need to dispose of used oil and reduces 
the environmental impact. In addition, we regularly test our 
products in order to identify any potential for energy savings. 
For this reason, we have developed a dimming option for our 
VACUU·SELECT vacuum regulator. With these measures, we are 
already laying important foundations step by step on the road 
to greater sustainability.

Liquid handling products

Our pipettes are designed in such a way that they can be dis-
mantled into almost all individual parts. This, in turn, results in 
a high degree of repairability. With this product, the customer 
has the option of recycling the individual parts that have not 
come into contact with the media. In the life cycle, product use 
by our customers and the product end of life play an important 
role. That’s why, in addition to high-quality raw materials 
to minimize wear, we pay attention to ease of repair and 
durability right from the development stage. The long service 
life, especially of our liquid handling instruments and volu-
metric instruments, in particular, reduces the consumption 
of resources for new devices. In the case of our pipette tips, 
which are disposable products, reuse is virtually impossible. 
We have therefore optimized their production technology to 
manufacture the pipette tips with particularly thin-walls, the-
reby conserving material. In addition, with our TipRack refill 
system has reduced the amount of waste by more than 20%. 
Other technologies, such as hot runner technology in injection 
molding, also help to reduce the amount of waste.

100%
oil-free

The most relevant products of the Brand Group are liquid handling products and vacuum pumps. These will be discussed in more 
detail below.

Circular economy  2025 Sustainability Report

20%
Less waste

Easy maintenance 
thanks to 
patented 

technology
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Our regional partners recycle or dispose of the waste through 
various processes according to the Circular Economy Act (DE). 
Overall Brand Group waste worldwide reached 369 tons in 
2025, 91% attributable to production sites. Non-hazardous 
waste proportions covered for 85% on total waste stock for 
the report year 2025. Waste amounts decreased by 8% across 
Wertheim and Großostheim sites compared to 363 tons repor-
ted in 2024, reaching 336 tons this year. Underlying reasons 
comprise the integration of overseas affiliates additionally 

Waste

reporting cycles deviating around the annual calendar. To 
improve comparability relative to reductions, waste intensity 
measurements were adopted. These indicated 0.2 tons per mil-
lion EUR revenue rise compared to the previous year's figures 
recorded 2023. Compared to 2024 the waste per million EUR 
revenue decreased around 0.1. 

2025 2024 2023

Hazardous waste 	 55 	 61 	 41

	 BRAND KG 	 22 	 20 	 17

	 VACUUBRAND KG 	 32 	 41 	 24

	 VITLAB 	 0 	 0 	 0

Non-hazardous waste 	 281 302 283

	 BRAND KG 	 148 164 130

	 VACUUBRAND KG 	 124 127 144

	 VITLAB 	 9 	 12 	 9

Undefined waste type 	 33 	 33 	 24

	 VITLAB 	 1 	 1 	 1

	 BRANDTECH 	 30 	 29 	 23

	 BRAND (Shanghai) 	 2 2 0 

	 BRAND (Huzhou) 	 0 0 0

	 BRAND Scientific Equipment 	 0 0 0

Total waste 369 396 349

Proportion of hazardous waste in total waste 15% 15% 12%

Waste intensity (BRAND KG, VACUUBRAND KG und 
VITLAB in metric tons per million EUR in sales 2.6 2.7 2.4

Note: BRAND KG, VACUUBRAND KG and VITLAB were included in 2021 to 2022. BRANDTECH was included in the balance for the first time in 2023., however, the waste 
was not classified. It can be assumed that this is non-hazardous waste because it consists of cardboard, paper, pallets, packaging, and kitchen waste. In 2024, waste 
calculations incorporated our foreign affiliates BRAND (Shanghai), BRAND (Huzhou), and BRAND Scientific Equipment.

Waste type from 2023 to 2025 in tons 

ENVIRONMENT
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In 2023, we further refined the information on our waste dispo-
sal processes. For the classification according to the CSRD, the 
processes of our disposal companies were defined as follows 

in accordance with Annex II of Directive 2008/98/EC  
(Waste Framework Directive):
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CSRD classification
Disposal procedures in accordance 
with Annex II of Directive 2008/98/EC 
(Waste Directive)

Preparation for reuse R13

Recycling R1–R8

Other recycling processes R9–R12

Combustion D10, D11

Dumping D1, D5

Other types of disposal D2–D4, D6–D9, D12–D15
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2025 2024 2023

BRAND Group

	 1. Preparation for reuse 321 347 312

	 2. Recycling 6 10 7

	 3. Other recycling processes 1 0 0

	 4. Combustion 0 0 0

	 5. Dumping 0

	 6. Other types of disposal 7 4 4

	 Waste disposal without classification 34 33 25

Total 369 396 349

Waste by disposal method and waste type in tons from 2023 to 2025 

Hazardous 
waste

Non-hazardous 
waste

Undefined waste 
type

Total result

Brand Group

Total amount of recyclable waste 49 278 0 328

	 1. Preparation for reuse 49 272 0 321

	 2. Recycling 0 6 0 6

	 3. Other recycling processes 0 0 0 1

Total amount of non-recyclable waste 5 2 0 7

	 4. Combustion 0 0 0 0

	 5. Dumping 0 0 0 0

	 6. Other types of disposal 5 2 0 7

Waste disposal without classification 0 0 33 33

Total 55 281 33 369

Proportion of non-recycled waste* 2%

Note: The total amount of non-recyclable waste was used as the numerator and the total amount of recyclable waste as the denominator for the calculation 
“Proportion of non-recycled waste”. “Waste disposal without classification” was intentionally not included. Differences may occur because of mathematical rounding 
in the additions.

Waste by disposal method and waste type in tons in 2025

* Waste without classification was not included in the calculation.

Waste 

ENVIRONMENT
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In 2025, Brand Group's proportion of non-recyclable waste 
increased by 2%. Slightly decreased total waste levels relative 
to last year are attributable to BRAND KG and VACCUBRAND 
KG. In 2024, construction and reconfiguration activities led 
to an increase in debris volume for BRAND KG. Meanwhile, 
heightened plastic use was recorded for VITLAB, stemming 
from product sampling and expanded production runs.  Please 
note that the waste volumes of BRAND (Huzhou) and BRAND 
Scientific Equipment were both below one ton, and thus, were 
reported as zero tons. VITLAB’s waste volumes have remained 
consistent with 2023 levels.

Environmental impact at the end of the product’s life

Our vacuum pumps can be completely disassembled and 
are therefore easy to maintain. This also offers numerous 
possibilities for repairing and recycling. With our consumables, 
we place great emphasis on saving materials both during 
in production and reuse. In order to maximize reusability of 
the waste that does arise, care is taken to ensure that waste 
is collected and sorted by type in production and collected 
separately in our offices. This way, we achieve a high recycling 
rate for waste (e.g., from plastic injection molding). In addition, 
our TipBoxes (containers for pipette tips) can be autoclaved 
multiple times and are made of single-grade plastic in order to 
ensure recyclability. We also offer our customers the possibility 
to return products so that they can be properly disposed of.

Actions and resources related to resource use and the circular economy |  
Resource inflows | Resource outflows

Expected financial impact, risk and opportunities from resource use and the circular economy

E5-2 | E5-4 | E5-5

Not currently reported.
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Our global team 

The Brand Group makes a sustainable contribution to  
society at its sites and beyond. This strategy enables us to be 
successful in the long term. We offer our employees a secure, 
modern workplace in an owner-managed, medium-sized 
company. The corporate goals of long-term success and 
economic independence can only be achieved as a team with 
a motivated and highly qualified workforce. Therefore, the 
personal and professional development of each individual is 
of great importance. We place great value on optimal training 
and further education – starting with our apprentices and 
dual students – in the spirit of lifelong learning. We also 
support the personal and professional development of our 
employees through targeted training. 

Forward-looking employer

Our claim to be a forward-looking employer was also reflected 
in our materiality analysis for the topic “S1 In-house workforce”. 
The following topics were defined as relevant:

	  Working conditions and data protection

	  Occupational health and safety

	  Training and skills development

In the following, the material topics are defined in more detail 
and our specific activities are presented.

SBM-3

Material impacts, risks and opportunities and their  
interaction with strategy and business model

SOCIAL
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The parent company of our group, Brand Group SE & Co. KG, 
is an official member of the United Nations Global Compact, 
thereby setting a clear signal for its commitment to sustaina-
bility and social responsibility. As part of this participation, 
the corporate group commits to strict compliance with the ten 
principles of the UN Global Compact, which encompass human 
rights, labor standards, environmental protection, and anti-
corruption. The company's website features the policy state-
ment, which details the obligations to adhere to the principles 
of the International Labour Organization, the International 
Bill of Human Rights, and various environmental agreements. 
In addition, a Supplier Code of Conduct has been published, 
which clearly defines both the commitments of the company 
and the requirements for suppliers and service providers.

The Brand Group prioritizes working conditions. Agreements 
and policies guaranteeing flexible working time models and 
opportunities for mobile work for all employees have been 
established throughout all corporate areas. We thus ensure 
fair and transparent working conditions, with more detailed 
information available in the chapters "Working Conditions" 
and "Work-Life Balance". Fair and adequate remuneration of 

S1-1

Strategies related to the workforce of the company

our employees is a fundamental part of our corporate policy, 
and compliance with the statutory national minimum wage is 
a given. Beyond this, we prioritize adequate pay, and at two 
locations in Germany, employees have the opportunity to par-
ticipate in existing works council representations. Social dia-
logue is considered an essential part of the corporate culture 
and is fostered through regular employee communications 
and specific organizational procedures.

The health and safety of the workforce are of utmost priority. 
Therefore, a comprehensive health and occupational safety 
management has been implemented at the German, Ameri-
can, and Chinese sites, structured and detailed in the relevant 
corporate guidelines and available in the chapter "Health and 
Occupational Safety Management". Additionally, extensive 
anti-corruption and anti-discrimination policies are in place, 
accompanied by regular training measures to actively address 
these issues. Addressing the central concerns of the workforce 
is seen as a continuous process supporting the corporate 
group in its pursuit of being a responsible and sustainable 
economic entity.

Employees     2025 Sustainability Report
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In the context of sustainable corporate management, we 
place great emphasis on the exchange and dialogue with our 
employees. Regular employee information sessions or formal 
company meetings keep all employees updated on current 
topics, providing a forum for questions directly addressed by 
management. These employee information sessions are orga-
nized by the CEO of Brand Group or the management teams of 
the individual companies.

Additionally, monthly management meetings are held in 
various configurations, providing leadership with a platform to 
discuss current issues. Unlike general employee information 
sessions, works council meetings are company-specific.  
Regular exchanges between corporate leadership and the 
works council are maintained, with monthly meetings  
scheduled to ensure ongoing dialogue.

S1-2 | S1-3

Processes for engaging the company's employees and 
worker representatives about actual and potential adverse 
impacts S1-3 Processes to remediate negative impacts and 
channels for the company's employees to raise concerns

Social dialogue

Our employees have the opportunity to provide feedback 
through various confidential channels to minimize negative 
impacts on the work environment and promote continuous 
improvement. These channels include the HR department, 
works councils, and direct supervisors. An additional compo-
nent is the whistleblower system, accessible via the 
Brand Group website or by phone. The system is operated 
by external providers to ensure confidentiality of reports. An 
independent, external ombudsman is also part of this system, 
as detailed in our whistleblower system policy. Furthermore, 
employees can reach out to the values team, further described 
in the chapter on corporate culture. These channels ensure 
concerns can be expressed securely and anonymously to foster 
continuous improvement of working conditions and promote a 
transparent corporate culture.

SOCIAL



51

Respect and appreciation for our employees are an integral 
part of our lived values. In order to give our shared unders-
tanding of values the broadest possible basis, workshops and 
discussion rounds were held in all Brand Group (DE) compa-
nies. Together with our teams, we developed and defined the 
following values of the Brand Group:

	  Appreciative Communication

	  Mutual Trust

	  Teamwork

	  Living Diversity

	  Holistic Responsibility

	  Innovation

Corporate culture

Strategies in relation to corporate policy and corporate 
culture 

G1-1

Employees     2025 Sustainability Report
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Values

Throughout the Group, these values are brought to life 
in discussion groups so that all employees can use the as 
orientation. In addition, training on the corporate values was 
integrated into the onboarding process for new employees to 
further reinforce our shared values. In 2023 the values team 
was established. The values team currently consists of around 
10 members from various parts of the Brand Group (DE).  

This team promotes the values within the organization and 
is available as point of contact. Some members of the values 
team are also represented in organizational, communication, 
and/or practical working groups. The values team forms a net-
work and offers further support for our employees alongside 
managers, the HR department, and the works councils.

SOCIAL

Values team

Organization

Practice

Communication

The values team forms a network and offers further support for our employess alongside managers, the HR department, and the 
works councils.
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Beschäftigte in Zahlen (weltweit) nach Geschlecht 2024

BRAND KG VACUUBRAND KG VITLAB

BRAND INT Brand UK Brand Group SAS

BRANDTECH BRAND (Shanghai) BRAND (Huzhou)

BRAND Scientific Equipment Brand Group SE

On December 31, 2025, the Brand Group employed 936 people 
worldwide, of which 790 were employed in Germany, one in 
the Netherlands, one in Belgium, two in Switzerland,  

Our global team

Employees of the Brand Group worldwide (characteristics of the workforce)

S1-6

Employee numbers by region in 2025Employee numbers by gender in 2025
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Male
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BRAND Scientific Equipment Brand Group KG
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six in France and three in the UK, 57 in the US, 49 in China, and 
27 in India. Our global team comprised 44% women and  
56% men.

85%

5%

6%

1%

3%
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By comparison, in 2025 only 10% of the Brand Group’s total 
workforce worldwide was employed on fixed-term contracts, 
down from around 11% in 2024.In terms of the total workforce, 
5% are male, and 4% are female temporary employees.  

In the management of Brand Group, 15% are women and 85% 
men. The management encompasses executive and directly 
subordinate first-level management.

The age distribution of our Brand Group employees was 
divided into three categories: under 30 years, between 30 and 
50 years, and over 50 years. This shows that almost half of our 
employees (both male and female) are between 30 and 50 ye-
ars of age. The proportion of people under 30 is approximately 

According to the Federal Statistical Office (Destatis, DE), the 
fixed-term employment rate in the European Union was margi-
nally lower at 9.6% of workers aged 25 and older in 2024.

Employee headcount by contract and gender in 2025 Employee headcount by employment type and  
gender in 2025

Female (without guaranteed working hours) = 0%

Male (without guaranteed working hours) = 0%

Female (permanent)

Male (permanent)

Female (temporary)

Male (temporary)

Female (full-time) Female (part-time)

Male (full-time) Male (part-time)

51% 40%

4%

5%

48%

8%

23%

21%

Diversity

Diversity metrics

S1-9

16%, around 15 percentage points lower than the proportion 
of people over 50 (~34%). Compared to the previous year, the 
average age of our workforce has risen to 43.2 years, primarily 
due to fewer hires in the lower age brackets and existing emp-
loyees aging by another year.

The following presents developments in 2025 concerning new 
hires and employee turnover affecting dynamic changes within 
our company. Over the reporting period, Brand Group worldwi-
de hired 51 individuals, reflecting a hiring rate of 5%.  

Alongside this, the employee turnover rate was 5% (83 per-
sons), including resignation by employees and employers, 
severance agreements, retirement entries, and deaths.

SOCIAL
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We aim to offer our current and future employees attractive 
working conditions that meet both economic needs and 
personal requirements. For us, this includes the compatibility 
of private and professional life and thus also the possibility 
of part-time working models depending on operational re-
quirements. We also attach great importance to an attractive 
retirement scheme. To meet this requirement, our goal is to 
enhance work-life balance by 2030 by expanding flexible wor-
king models. Explicit measures are currently being developed.

Employee numbers by age and gender in 2025

We aim to be an attractive employer for our employees. Hence, the issue of “global working conditions” is a crucial aspect of 
the Brand Group corporate policy. Furthermore, we consider the balance between private life and work an essential aspect. 
We provide our employees the opportunity to organize their working hours as flexibly as possible. In previous years, we have 
implemented several improvement measures and plan to continue this approach in the years to come.

Working conditions

Working conditions are very important to our group of com-
panies regardless of location and local legal standards. This 
applies to all locations worldwide.

When choosing the location for our new production facility in 
China, we paid particular attention to the public-transport con-
nections for future employees. In December 2024, this site was 
directly connected to Shanghai via a high-speed rail line. This 
measure not only reduces our greenhouse gas emissions but 
also significantly improves travel times for commutes between 
our office in Shanghai and the production site.

Female  ≤ 30 years

Female 30 - 49 years 

Female  ≥ 50 years 

Male ≤ 30 years

Male 30 - 49 years 

Male  ≥ 50 years 

6%

23%

15%

10%

27%

19%

Strategies related to our own workforce 

S1-1
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We consider it very important that our employees are able to 
reconcile their professional and private interests. That is why 
we offer our employees very flexible working hours and, as far 
as possible, alternative workplaces. To offer our employees the 
greatest possible flexibility, we have introduced a core working 
hours period from 6 a.m. to 8 p.m. The option of working a 
minimum number of hours to four hours in blocks that need 
not be consecutive is particularly attractive.
As a family-friendly company, we particularly support expec-
tant mothers. In close consultation with our company doctor, 
the occupational safety specialist for occupational safety and 
the personnel department, we take all measures necessary to 

Reconciling work and family life

Collective bargaining coverage and social dialog

ensure the health and well-being of expectant mothers in the 
workplace. The possibilities for statutory parental and child-
rearing leave are regularly taken up.

Sections refers to the Brand Group (DE)

In the Brand Group, 29% of our employees utilized part-time 
working models, of which 72% were female and 28% male. As 
such, the proportion of part-time employees compared to the 
previous year has increased by 2% overall. Regarding gender 
specifically, there has been a shift among male employees, 
who are now 6% more part-time employed than last year.

The Brand Group integrates social dialogue as a core com-
ponent of its corporate culture and sustainability strategy. 
Our structured approach encompasses four established 
communication channels that complement each other. Ensu-
ring the transparency of information flow regarding current 
developments, challenges, and strategic business decisions 
is crucial for maintaining a positive reputation in the business 
world. This open communication facilitates understanding of 
corporate processes at all levels. Regular exchanges between 
corporate leadership and the works council systematically 
discuss relevant topics and develop joint solutions. This insti-
tutionalized discussion platform enables the early integration 
of employee interests into corporate decisions. Continuous 
works council meetings ensure comprehensive representation 
of workforce interests. The values team provides an additional 
platform for direct dialogue between employees from different 

departments and hierarchy levels. Here, company and team 
values are actively developed and translated into concrete  
actions. These complementary dialogue formats form a 
coherent system for actively involving all employees in the 
sustainable development of the Brand Group.
At BRAND KG and VACUUBRAND KG, elected works councils  
are available to represent employees’ interests and act as 
contact persons. Numerous company agreements regulate key 
issues that are adopted by BRAND INT and VITLAB in the form 
of company regulations. In Germany, 40–59% of our  
employees are covered by collective agreements. The remai-
ning percentage are employees of VACUUBRAND KG, BRAND 
INT, VITLAB, BRANDTECH, and BRAND (Shanghai) as well as 
senior executives and managing directors who are not covered 
by collective wage agreements. 80–100% of our German sites 
have employee representation in the workplace.

S1-8
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Social protection

Our employees worldwide are 100% covered by social protec-
tion. This means that they are covered by the public programs 
and benefits provided of the Brand Group in the event of life 

events such as illness, possible unemployment, occupational 
accidents, and disability, parental leave, and retirement. 
The group of employees without guaranteed working hours 
includes vacation workers and working students.

Collective  agreement coverage Social dialog

Coverage rate

Employees –  
European Economic Area (EEA)

(for countries with > 50 emp-
loyees accounting for  
> 10% of the total)

Employees –  
non-EEA countries 

(estimate for regions with  
> 50 employees accounting for  
> 10% of the total)

Representation at  
the workplace (EEA only) 

(for countries with > 50  
employees accounting for  
> 10% of the total)

0 – 19% US

20 – 39%

40 – 59% Germany

60 – 79%

80 – 100% Germany

2025 Germany Belgium Netherlands France Switzerland UK USA China India Total

Employees covered 
by social protection 790 1 1 6 2 3 57 49 27 936

Employees without 
guaranteed working 
hours (headcount)

0 0 0 0 0 0 0 0 0 0

S1-11

Work-Life-Balance 

In addition to social protection, all of our employees are ent-
itled to special leave for family reasons. This was also used by 
13% of our employees throughout the Brand Group.  

In 2025, the proportion of women was 44% and the proportion of 
men 56%. 16% of female employees and 10% of male employees 
have taken special leave for family reasons.

Parameters for reconciling work and private life

S1-15
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Occupational health and safety

Another important aspect of our working conditions is ensu-
ring the health and safety of our employees. Creating a safe 
working environment is our top priority to ensure the health of 
our workforce. For us, this primarily means avoiding accidents 
at work and occupational hazards, as well as ensuring safety 
in day-to-day work. Furthermore, we strive to through active 
health management and to maintain it. Our goal is to ensure a 
safe working environment for our employees through health 
and safety measures and to promote the health of our emp-
loyees through appropriate working conditions.

Occupational safety is a central component of our preventive 
health management. Therefore, all employees of the Brand 
Group (DE) are protected according to the applicable regula-
tions and measures. The implementation of the measures is 
carried out by our qualified occupational safety specialists. 
To prevent hazards and accidents at work and to enable safe 
and ergonomic working, the work environment, operating 
equipment, machines, and devices are designed accordingly. 

We strive to avoid illness-related absences and to maintain and 
promote the health of our employees. Therefore, we have set 
ourselves the goal of reducing the sickness rate by 50% by the 
year 2030. In addition, we are striving to reduce the number of 
occupational accidents (excluding commuting accidents) to 
zero or at least to remain below the industry benchmark. The 
corresponding measures are currently being developed.

Potential hazards are regularly assessed, and software-based 
risk analyses are carried out. The measures derived from the 
analyses (e.g., the use of protective equipment) are consistent-
ly implemented. In addition, regular software-based training 
for our employees is a standard procedure.

Occupational safety

Policies related to our workforce

S1-1

Sections refer to the Brand Group (DE)

Female Male Other

Employees entitled to special leave for family reasons 100% 100% 0

Employees who have taken special leave for family 
reasons 	 16% 	 10% 0

Special leave

SOCIAL
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Health management

We encourage our employees to take part in sports events such 
as company football tournaments and running events as well 
as weekly fitness lasses such as yoga or full-body training. The 
weekly “mobile massage” is available for relaxation during 
break times. In cooperation with external consultants, we offer 
participation in the Employee Assistance Program (EAP).

This offers support various life situations (e.g., in coping with 
stress or achieving a better work-life balance). Our company 
physician is available to answer any question employees may 
have about occupational health and safety.

Health and safety metrics

The health and well-being of our employees are essential to the success of the group and are therefore very important to us. 
We want our workforce to be healthy and fit. That is why we offer a comprehensive range of services to promote and maintain 
health as part of our active health management program.

2025 2024 2023

Employees protected by statutory requirements or recogni-
zed standards/guidelines by the company's health and safety 
management system

100 100 100

Number of fatalities due to work-related injuries and illnesses 0 0 0

Number of reportable workplace accidents 7 4 6

Rate of reportable work accidents 10 8 6

Number of reportable cases of work-related illnesses 0 0 0

Number of days absence due to work-related injuries and 
resulting fatalities or illnesses 113 280 94

Note: The reportable workplace accident rate was calculated using the working days in 2025 multiplied by the number of employees in 2025 as the denominator, with 
the reportable work accidents as the numerator. Data includes Brand Group information, except for Brand Group SAS and Brand UK.

S1-14

The continuous optimization of occupational health and safety 
measures over a long period has shown significant success.   
Compared to the previous year (8 accidents), the number of 

reportable accidents per year across the entire Brand Group 
thus increased from 6 to 8 accidents. The recorded figures of 
workplace accidents are within typical statistical variances.

Sections refer to the Brand Group (DE)

Employees     2025 Sustainability Report
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Education and training

The Brand Group promotes lifelong learning for its employees. 
As part of the onboarding process, new employees receive an 
overview of the company and an introduction to occupational 
safety, energy, quality and environmental management. After 
that, employee appraisals with superiors serve to continuously 
identify personal training needs. These may be in different 
areas, for example further training in areas of IT, languages 
or soft skills such as communication, in attending certificate 
courses or master's degrees. The medium-term goal is to deve-
lop an internal company knowledge management system that 
our employees and our company benefit equally.

We aim to facilitate the development and acquisition of the 
knowledge and skills required for employees to be able to 
optimally fulfill their tasks. In addition, we want to strengthen 
further development in existing and new structures and pro-
cesses and offer prospects through support and challenge. Our 
employees should also be able to benefit from the knowledge 
and skills they acquire in their private lives.

Our goal in this area is to continuously increase the training 
hours per employee in Germany to 10 hours per year by 
2030. These training hours consist of digital training courses 
conducted with the SAM® software and other company-fun-
ded training. Specific measures to this end are currently being 
developed.

The specialist and management development program is con-
ducted with participants from across the Brand Group (DE) and 
serves to prepare them for specialist and management tasks 
with suitable training.

We value the personal and professional development of our employees. That is why we offer in-house training on a wide range 
of topics. Individual needs are covered by external seminars and training. 

Policies related to our own workforce

S1-1
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In 2024, the Brand Group took another step toward fostering 
and developing our most valuable resource — our employees. 
The implementation of a structured system for employee 
appraisal is essential for fostering transparency and undersco-
ring our dedication to sustainable personnel development.

Each employee was given the opportunity for a personal 
appraisal with their respective superior. These dialogues form 
the foundation for individual development paths and enable 
focused talent promotion across all three companies in our 
group. In 2025, we engaged 53% of our workforce in structured 
employee conversations. This systematic introduction of the 
conversation format resulted in a significant rise by 4 percenta-
ge points compared to the previous year.

Parameters for training and skills development

These appraisals facilitated an open exchange regarding career 
aspirations, development potential, and the strategic direction 
of our company. Through this collaborative exchange, we 
enhance our commitment to our shared values. This initiative 
underscores our commitment to highlighting the pivotal role 
our employees play in our success. Sustainable personnel 
development is a crucial component of our commitment to 
cultivating a future-oriented company culture.

20252025 20242024 20232023

BRAND KG 226 208 23

VACUUBRAND KG 171 147 30

VITLAB 4 33 5

BRAND INT 22 42 25

BRANDTECH - - -

BRAND (Shanghai) 45 46 n.r.

BRAND (Huzhou) 4 4 n.r.

BRAND Scientific Equipment 28 27 n.r.

Total 496 507 83

S1-13

Employees participating in regular employee conversations

Note: Not reported (n.r.)
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Note: Deviation from CSRD—details given per company and not broken down by gender. All data from BRAND KG, VACUUBRAND KG, VITLAB, and BRAND INT were 
calculated from data available from the SAM® training software and additional training approved by the HR department. No data available from BRAND Scientific 
Equipment. 

Not reported (n.r.)
(1) The figure was estimated by BRANDTECH.

The training hours per employee in Germany result from the 
sum of further training, seminars, and workshops as well as 
the training time provided via our software-supported training 
tool SAM®. Employees can use this tool to independently 
access digital learning content. We plan to continually expand 
our range of digital training courses. Because of the higher 
proportion of employees with direct customer contact at 
BRANDTECH, there is a greater need for training with a par-
ticular focus on product training. This includes semi-annual 
meetings focusing on sales and products as well as company-
wide activities.

Throughout the year, BRANDTECH offers its employees ad-
ditional training opportunities, including trade shows, ongoing 
software and process training, and projects for continuous 
improvement. For example, in addition to the training courses 
listed, BRANDTECH employees are trained twice a year on 
retirement planning (Retirement Plan Education), once a year 
on occupational safety and health administration (OSHA), and 
every two years on the prevention of sexual harassment.

The significant number of training initiatives at BRAND (Huz-
hou) is due to the systematic qualification program for newly 
recruited professionals at our production site in Huzhou, CN.
During this structured onboarding process, new employees 
were comprehensively instructed in product-specific assembly 
processes. Skillfully imparting the required competencies fol-
lowed standardized quality benchmarks of our company. This 
targeted qualification of the workforce secures consistent ad-
herence to the high manufacturing standards that characterize 
the Brand Group products, ensuring consistently high product 
quality at the Huzhou site.

2025 2024 2023

BRAND KG 14.0 8.1 10.9

VACUUBRAND KG 8.4 6.6 5.9

VITLAB 9.4 5.7 2.2

BRAND INT 5.0 3.5 5.9

BRANDTECH 17.6 37.6 40(1)

BRAND (Shanghai) 6.4 5.9 n.r.

BRAND (Huzhou) 98.5 91 n.r.

Total average training hours in 2023 - 2025

SOCIAL
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Customers

Customer satisfaction is a decisive factor for the success 
of the Brand Group. It has a long-term positive effect on 
customer loyalty, image and thus on economic success. If our 
customers are satisfied with our services, they remain loyal 
to us. They recommend us and are thus an important factor 
for the long-term success of our group.

The foundation of all of our companies is customer satisfac-
tion. Their needs, requirements, and feedback are of great 
value to us. The Brand Group stands for premium quality 
“Made in Germany”. Our products are developed and tested by 
laboratory experts to optimize their practical use in everyday 
laboratory work. We are proud to be a trusted partner, particu-
larly in the life sciences.

The materiality analysis in the area of consumers and end 
users has revealed a major opportunity: marketing of parti-
cularly safe products with high quality standards. This opens 
the opportunity to strengthen customer trust while promoting 
their safety and satisfaction. We are therefore committed
to offering the best possible user experience and product 
ergonomics on the market as well as comprehensive digital 
added value. This includes providing detailed information on 
the specifications, use, maintenance, and disposal/ return of 
our products. Furthermore, we develop and manufacture to 
the highest quality and safety standards to ensure the personal 
safety of users and their property.

Policies related to consumers and end-users

S4-1
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In order to achieve the desired level of customer satisfaction, 
we aim to introduce a new system for measuring and conti-
nually improving customer satisfaction. During the reporting 
year, we made progress by formulating initial definitions that 
should outline the framework for the system.

Our customers have the opportunity to report negative im-
pacts or other concerns via the aforementioned procedures 
(under S4-2) or to report them via our whistleblower system by 
telephone or in writing.

In order to achieve the desired level of customer satisfaction, 
we aim to introduce a new system for measuring and continu-
ously improving customer satisfaction.

Since none of the potential or actual impacts were considered 
material, we will not provide a detailed description here of 
how our customers can interact with us. Of course, we are 
always available, to assist through various points of contact, 
our sales department, and our websites.

Our daily work involves avoiding negative effects on our custo-
mers when using our products. Therefore, it is part of our pro-
mise to deliver products with the highest quality standards. In 
addition to our current activities, we are developing strategies 
to measure and ultimately improve customer satisfaction.

Objectives related to managing significant negative impacts, 
promoting positive impacts and managing significant risks 
and opportunities

Processes for consumers and end-user engagement in  
relation to impacts

Processes to remedy negative impacts and channels for con-
sumers and end-users to raise concerns

Taking action on material impacts on consumers and ap-
proaches to manage material risks and utilizing material 
opportunities associated with consumers and end-users and 
effectiveness of those actions and approaches

S4-5 S4-3

S4-4S4-2
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Corporate policy

The control and regulation mechanisms in a company that 
ensure efficient and transparent management and control 
are referred to as governance. This includes aspects such as 
organizational structure, decision-making processes, trans-
parency, and responsibilities. Corporate policy, corporate 
culture, corruption prevention, and payment guidelines are 
therefore key elements of corporate governance. 

The double materiality process highlighted the importance 
of transparent reporting on our Environmental, Social, and 
Governance (ESG) performance. Therefore, we commit to dis-
playing our services transparently and comprehensively to the 
public on our websites. Moreover, our engagement with ESG 
services seeks to exceed legal and normative requirements. 
Hence, we decided to further outline information on our cor-
porate culture, structure, and corporate due diligence.

GOVERNANCE
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Corporate policy and culture

The corporate policy defines the strategic framework within 
which the basic principles and rules of conduct of a company 
are established. It has an impact on the corporate culture and 
promotes consensus. The corporate objectives serve as a
central compass for the strategic direction and daily actions of 
the Brand Group. We review and update our targets annually to 
ensure that they are in line with both changing market condi-
tions and internal requirements. The corporate objectives are 
divided into four main areas:

	  Markets, customers, and products

	  Employees and Group

	  Processes and planning

	  Finance and sustainability  

All details of these corporate objectives are communicated to 
all employees via the appropriate communication channels.

The corporate culture encompasses the shared values and 
standards that shape the behavior of employees and influence 
the implementation our corporate policy. This information can 
be found in the "Employees" section. Starting in 2024, we plan 
to conduct performance reviews with specific reference to our 
corporate values.

Strategies in relation to corporate policy and corporate culture

G1-1
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Our corporate duty of care extends beyond our sites and 
covers the entire value chain. A key component of our system 
is the option for employees and external individuals to an-
onymously report information of any kind confidentially and 
anonymously. Reports can be submitted online at any time or 
by telephone during certain hours. For more detailed informa-
tion, please visit our company websites.

Whistleblower

Relationship with suppliers in the value chain

The information received is dealt with by our ombudsman and 
treated in strict confidence. An open communication culture 
that recognizes and resolves potential problems at an early 
stage strengthens our corporate culture as a whole.

Good relationships with our suppliers are highly important to 
our company. Selecting suitable partners and working toge-
ther based on trust and transparency are the key to achieving 
this goal. We place particular emphasis on regional suppliers. 
This not only enables us to ensure fast communication chan-
nels but also use short and resource-efficient transportation 
routes.

We also take ESG criteria into account as part of our regular 
supplier evaluation. Furthermore, certifications such as ISO 
14001 as well as aspects of waste prevention and environmen-
tally friendly practices are included in the assessment. Social 
standards and transparent ESG communication are also taken 
into consideration.

Our expectations of suppliers are set out in our Supplier Code 
of Conduct, which is available on our websites.

This Supplier Code of Conduct is based on the principles of in-
ternationally recognized rules and conventions for sustainable 
development. These include the United Nations Universal De-
claration of Human Rights and the principles of the UN Global 
Compact as well as the International Labor Standards (ILO).

The corresponding requirements are also set out in our 
General Terms and Conditions of Purchase. Furthermore, we 
have appointed a neutral body through which suppliers, their 
employees (see “Whistleblowers” section), or other parties 
involved in the supply chain can draw our attention to any 
irregularities in the supply chain.

Our employees in purchasing receive regular training on ESG 
issues in the supply chain in order to appropriately sensitized. 
This ensures that economic and logistical concerns as well as 
environmental aspects and compliance are equal weighed 
award criteria.

In 2025, 307 suppliers were assessed using ESG criteria.  
Moreover, 92.8% (13/14) of our procurement employees recei-
ved training on topics like anti-corruption and environmentally 
sensitive and socially responsible procurement. No issues 
were reported through the supply chain complaints channel  
in 2025.

Management of relationships with suppliers

G1-2
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Corruption and security

Adherence to ethical principles and maintaining integrity are 
essential components of our corporate culture. Therefore, all 
employees receive training on the subject of corruption. In the 
area of procurement, for example, it is crucial to prevent cor-
rupt practices such as bribery. Our purchasing staff are therefo-
re made aware of this issue. Furthermore, we have published 
both our Code of Conduct and Supplier Code of Conduct on 
our websites. In addition, we have created a guideline for the 
prevention of corruption in which we define corruption and 

In addition to preventing corruption and bribery, we have im-
plemented processes and measures to protect information and 
data from unauthorized access, loss, or theft. This includes en-
cryption technologies, access controls, and security guidelines. 
No confirmed information security incidents occurred in 2025.

Information security

bribery and explain various forms they can take. It also con-
tains clear rules of conduct and provides information on how 
to provide information on inappropriate behavior.

In 2025, no reports on any topics were received via our whistle-
blower system apart from one test report. Furthermore, no 
cases of child or forced labor were reported.

Strategies in relation to corporate culture and business conduct policies |  
Prevention and detection of corruption and bribery

G1-1 | G1-3 | G1-4 
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UN Sustainability Development Goals (SDGs) Index  

SDG SDG-Sub target Our Contribution Page

4.4 By 2030, substantially increase the number 
of youth and adults who have relevant skills, 
including technical and vocational skills, for 
employment, decent jobs and entrepreneur-
ship

We aim to facilitate the development and acquisition of 
necessary skills for optimal task fulfillment. 60 – 63

8.8 Protect labour rights and promote safe 
and secure working environments for all wor-
kers, including migrant workers, in particular 
women migrants, and those in precarious 
employment

To ensure employee health, we plan to reduce the sick-
ness rate by 50% by 2030, striving to lower workplace 
accident rates (excluding commuting accidents) to zero 
or remain below industry benchmarks.

58 – 59

12.04 By 2020, achieve the environmentally 
sound management of chemicals and all was-
tes throughout their life cycle, in accordance 
with agreed international frameworks, and 
significantly reduce their release to air, water 
and soil in order to minimize their adverse im-
pacts on human health and the environment

Due to ideal properties for various applications, it is dif-
ficult to entirely eliminate these substances. Hence, our 
objective is to reduce and regularly assess substitution 
options.

34 – 36

12.05 By 2030, substantially reduce waste 
generation through prevention, reduction, 
recycling and reuse

Contributing to planetary limited resource conservation, 
we recycle materials through regional partners, aiming 
to reduce Brand Group (DE)'s waste intensity from 3 tons 
per million € revenue to 2 tons per million. Our aim is to 
reduce the use of plastic packaging (primary material) 
among our consumers.

38 – 47

13.1 Strengthen resilience and adaptive ca-
pacity to climate-related hazards and natural 
disasters in all countries

Our sustainability strategy sets goals to reduce absolute 
emissions at production sites by 42% from 2023 to 2030 
(Scope 1 and 2), aiming for "well below 2°C" within the 
value chain (Scope 3).

20 – 31

We contribute to the following SDGs and their respective sub-targets:

APPENDIX
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Total number of employees as 
of  31.12.

2025 2024 2023

Female

BRAND KG 223 224 240

VACUUBRAND KG 56 	 62 	 64

VITLAB 19 	 20 	 20

BRAND INT 60 	 66 	 62

BRAND Group SAS 1 0 0

Brand UK 1 	 3 	 3

BRANDTECH 24 	 24 	 21

BRAND (Shanghai) 19 	 20 	 22

BRAND (Huzhou) 2 	 3 n.r.

BRAND Scientific Equipment 7 	 8 	 7

Brand Group KG 1 	 1 	 1

Brand Group (Female) 413 431 440

Male

BRAND KG 219 226 230

VACUUBRAND KG 161 172 176

VITLAB 16 	 16 	 17

BRAND INT 36 	 35 	 38

Brand Group SAS 5 	 5 	 5

Brand UK 2 	 2 	 2

BRANDTECH 33 	 33 	 31

BRAND (Shanghai) 26 	 26 	 29

BRAND (Huzhou) 2 	 1 n.r.

BRAND Scientific Equipment 20 	 19 	 19

Brand Group KG 3 	 3 	 2

Brand Group (Male) 523 538 549

Brand Group 936 969 989

Characteristics of the employees of the company

S1-6

Note: Not reported (n.r.)
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Employees broken down by 
region and country

2025 2024 2023

Germany 790 822 846

Belgium 1 	 1 	 1

Netherlands 1 	 2 	 2

France 6 	 5 	 5

Switzerland 2 	 0 	 1

UK 3 	 5 	 5

US 57 	 57 	 52

China 49 	 50 	 51

India 27 	 27 	 26

Employees of the companies broken 
down by region and country

2025 2024 2023

Germany

BRAND KG 441 449 469

VACUUBRAND KG 4 233 238

VITLAB 95 	 36 	 37

BRAND INT 215 100 	 99

Brand Group KG 35 	 4 	 3

Belgium BRAND INT 1 	 1 	 1

Netherlands
BRAND KG 0 	 1 	 1

VACUUBRAND KG 1 	 1 	 1

France Brand Group SAS 6 	 5 	 5

Switzerland
BRAND KG 1 	 0 	 0

VACUUBRAND KG 1 	 0 	 1

UK Brand UK 3 	 5 	 5

US BRANDTECH 57 	 57 	 52

China
BRAND (Shanghai) 45 	 46 	 51

BRAND (Huzhou) 4 	 4 n.r.

India BRAND Scientific Equipment 27 	 27 	 26

Note: Not reported (n.r.)
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Employees broken down by 
employment and gender 

2025 2024 2023

Permanent employees 
(Female)

BRAND KG 207 208 212

VACUUBRAND KG 54 	 60 	 63

VITLAB 19 	 20 	 20

BRAND INT 49 	 52 	 48

Brand Group SAS 1 	 0 	 0

Brand UK 1 	 3 	 3

BRANDTECH 24 	 24 	 21

BRAND (Shanghai) 10 	 9 	 9

BRAND Scientific Equipment 7 	 8 	 7

Brand Group KG 1 	 1 	 1

Permanent employees (Male)

BRAND KG 199 200 204

VACUUBRAND KG 148 153 163

VITLAB 16 	 16 	 17

BRAND INT 31 	 32 	 35

Brand Group SAS 5 	 5 	 5

Brand UK 2 	 2 	 2

BRANDTECH 33 	 33 	 31

BRAND (Shanghai) 17 	 17 	 16

BRAND Scientific Equipment 20 	 19 	 19

Brand Group KG 3 	 3 	 2

Permanent employees  
Brand Group 847 865 878
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Employees broken down by 
employment and gender 

2025 2024 2023

Temporary employees 
(Female)

BRAND KG 16 16 28

VACUUBRAND KG 2 	 2 	 1

BRAND INT 11 14 14

BRAND (Shanghai) 9 11 13

BRAND (Huzhou) 2 	 3 n.r.

BRAND Scientific Equipment 0 	 0 	 0

Temporary employees  
(Male)

BRAND KG 20 26 26

VACUUBRAND KG 13 19 13

BRAND INT 5 	 3 	 3

BRAND (Shanghai) 9 	 9 13

BRAND Scientific Equipment 2 	 1 n.r.

Brand Group KG 0 	 0 	 0

Temporary employment 
Brand Group 89 104 111

2025 2024 2023

Employees with non-guaran-
teed working hours (Female) BRAND KG 0 0 3

Employees with non-guaran-
teed working hours (Male) VACUUBRAND KG 0 0 4

Employees with non- 
guaranteed working hours  
(Brand Group)

0 0 7

Note: Not reported (n.r.)
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2025 2024 2023

Full-time employees  
(Female)

BRAND KG 93 130 149

VACUUBRAND KG 27 	 30 	 32

VITLAB 10 	 13 	 14

BRAND INT 34 	 37 	 33

BRAND Group SAS 1 	 0 	 0

Brand UK 1 	 2 	 2

BRANDTECH 24 	 24 	 21

BRAND (Shanghai) 19 	 20 	 22

BRAND (Huzhou) 2 	 3 n.r.

BRAND Scientific Equipment 7 	 8 	 7

Brand Group employees 
(Female) 218 267 280

Full-time employees  
(Male)

BRAND KG 175 208 219

VACUUBRAND KG 136 146 155

VITLAB 14 	 16 	 16

BRAND INT 33 	 34 	 36

Brand Group SAS 5 	 5 	 5

Brand UK 2 	 2 	 2

BRANDTECH 33 	 33 	 31

BRAND (Shanghai) 26 	 26 	 29

BRAND (Huzhou) 2 	 1 n.r.

BRAND Scientific Equipment 3 	 19 	 19

Brand Group KG 20 	 3 	 2

Brand Group employees  
(Male) 449 493 514

Note: Not reported (n.r.)
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2025 2024 2023

Part-time employees  
(Female)

BRAND KG 130    94 	 91

VACUUBRAND KG 29 	 32 	 32

VITLAB 9 	 7 	 6

BRAND INT 26 	 29 	 29

Brand UK 0 	 1 	 1

Brand Group KG 1 	 1 	 1

Part-time employees  
Brand Group (Female) 195 164 160

Part-time employees  
(Male)

BRAND KG 44 	 18 	 11

VACUUBRAND KG 25 	 26 	 21

VITLAB 2 	 0 	 1

BRAND INT 3 	 1 	 2

Part-time employees  
Brand Group (Male) 74 45 35
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Presentation of information on employees by type of contract, broken down by gender (number of persons)

2025 2024 2023

Permanent employees

Germany 723 742 760

Belgium 1 	 1 	 1

Netherlands 1 	 2 	 2

France 6 	 5 	 5

Switzerland 2 	 0 	 1

UK 3 	 5 	 5

US 57 	 57 	 52

China 27 	 26 	 25

India 27 	 27 	 26

Temporary employees
Germany 67 	 80 	 86

China 22 	 24 	 26

Employees with non-guaran-
teed working hours Germany 0 	 0 	 7

Full-time employees

Germany 523 615 653

Belgium 1 	 1 	 1

Netherlands 1 	 1 	 1

France 6 	 5 	 5

Switzerland 0 	 0 	 1

UK 3 	 4 	 4

US 57 	 57 	 52

China 49 	 50 	 51

India 27 	 27 	 26

Part-time employees

Germany 267 207 193

Netherlands 0 	 1 	 1

UK 0 	 1 	 1

Switzerland 2 	 0 	 0
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2025 2024 2023

Employee turnover in the 
reporting year [number]

BRAND KG 35    42 n.r.

VACUUBRAND KG 29 	 19 n.r.

VITLAB 1 	 1 n.r.

BRAND INT 12 	 4 n.r.

Brand Group SAS 0 	 0 n.r.

Brand UK 0 	 0 n.r.

BRANDTECH 0 	 3 n.r.

BRAND (Shanghai) 4 	 4 n.r.

BRAND (Huzhou) 0 	 0 n.r.

BRAND Scientific Equipment 0 	 0 n.r.

Brand Group KG 0 	 0 n.r.

Fluctuation rate in the  
reporting year

BRAND KG 8% 9% n.r.

VACUUBRAND KG 13% 8% n.r.

VITLAB 3% 3% n.r.

BRAND INT 12% 4% n.r.

Brand Group SAS 0% 0% n.r.

Brand UK 0% 0% n.r.

BRANDTECH - 5% n.r.

BRAND (Shanghai) 9% 9% n.r.

BRAND (Huzhou) 0% 0% n.r.

BRAND Scientific Equipment - 0% n.r.

Brand Group KG 0% 0% n.r.

New hires in the reporting 
year

BRAND KG 21 	 23 n.r.

VACUUBRAND KG 16 	 11 n.r.

VITLAB 0 	 0 n.r.

BRAND INT 8 	 5 n.r.

Brand Group SAS 1 	 0 n.r.

Brand UK 0 	 0 n.r.

BRANDTECH 0 	 8 n.r.

BRAND (Shanghai) 2 	 1 n.r.

BRAND (Huzhou) 0 	 3 n.r.

BRAND Scientific Equipment 0 	 1 n.r.

Brand Group KG 0 	 1 n.r.

Note: Not reported (n.r.)
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New recruitment rate in the 
reporting year 

BRAND KG 5% 5% n.r.

VACUUBRAND KG 7% 5% n.r.

VITLAB 0% 0% n.r.

BRAND INT 8% 5% n.r.

Brand Group SAS 17% 0% n.r.

Brand UK 0% 0% n.r.

BRANDTECH - 14% n.r.

BRAND (Shanghai) 4% 2% n.r.

BRAND (Huzhou) 0% 75% n.r.

BRAND Scientific Equipment - 4% n.r.

Brand Group KG 0 33% n.r.

Total fluctuation in the Group 81 73 n.r.

Group turnover rate 9% 8% n.r.

New group settings 48 53 n.r.

New group settings [%] 5% 5% n.r.

Collective agreement coverage 2025 2024 2023

Employees - EEA (for countries 
with > 50 employees accoun-
ting for >10% of the total)

Germany 40-59% 40-59% 40-59%

Employees - non-EEA count-
ries (Estimate for regions with 
> 50 employees, which > 10% 
of the total)

US 0-19% 0-19% 0-19%

China n.r. n.r. n.r.

Social dialog 2025 2024 2023

Representation at the work-
place (EEA only) (for countries 
with >50 employees accoun-
ting for >10% of the total)

Germany 80-100% 80-100% 80-100% 

Collective bargaining coverage and social dialog

S1-8

Note: Not reported (n.r.)
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Gender distribution in top 
management

2025 2024 2023

Top Management Level 
(Female)

Germany 1      1 	 0

US 2 	 2 	 2

China 4 	 4 	 4

India 1 	 1 	 1

Overall result 8 	 8 	 7

Percentage 15% 15% 18%

Top Management Level  
(Male)

Germany 26 26 15

US 9 	 9 	 7

China 4 	 4 	 4

India 5 	 6 	 6

Overall result 44 45 32

Percentage 85% 85% 82%

Diversity parameters

S1-9

Distribution broken down by 
age and gender

2025 2024 2023

Average age of female 
employees 44    43 n.r.

Age group ≤ 30 years  
(Female)

BRAND KG 18 	 22 	 36

VACUUBRAND KG 11 	 12 	 14

VITLAB 1 	 1 	 1

BRAND INT 20 	 24 	 22

BRANDTECH 2 	 2 	 2

BRAND (Shanghai) 2 	 4 	 7

BRAND Scientific Equipment 0 	 0 	 1

Age group 30 - 49 years 
(Female)

BRAND KG 115 117 123

VACUUBRAND KG 24 	 30 	 34

VITLAB 9 	 9 	 9

BRAND INT 30 	 31 	 31

BRAND Group SAS 1 	 0 	 0

Brand UK 0 	 2 	 2

BRANDTECH 10 	 11 	 10

BRAND (Shanghai) 17 	 16 	 15

BRAND (Huzhou) 2 	 3 n.r.

BRAND Scientific Equipment 7 	 8 	 6

Note: Not reported (n.r.)
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Age group ≥ 50 years  
(Female)

BRAND KG 90 	 85 	 81

VACUUBRAND KG 21 	 20 	 16

VITLAB 9 	 10 	 10

BRAND INT 10 	 11 	 9

Brand UK 1 	 1 	 1

BRANDTECH 12 	 11 	 9

Brand Group KG 1 	 1 	 1

Average age of male 
employees BRAND KG 43    42 n.r.

Age group ≤ 30 years  
(Male)

BRAND KG 52 	 61 	 64

VACUUBRAND KG 32 	 33 	 33

VITLAB 1 	 1 	 1

BRAND INT 7 	 7 	 8

BRANDTECH 4 	 4 	 4

BRAND (Shanghai) 1 	 1 	 3

BRAND Scientific Equipment 1 	 1 	 1

Age group 30 - 49 years  
(Male)

BRAND KG 97 	 92 	 95

VACUUBRAND KG 71 	 72 	 79

VITLAB 10 	 10 	 11

BRAND INT 17 	 16 	 19

Brand Group SAS 3 	 3 	 3

BRANDTECH 12 	 13 	 11

BRAND (Shanghai) 24 	 25 	 26

BRAND (Huzhou) 2 	 1 n.r.

BRAND Scientific Equipment 15 	 14 	 14

Brand Group KG 1 	 1 	 1

Age group ≥ 50 years  
(Male)

BRAND KG 70 	 73 	 71

VACUUBRAND KG 58 	 67 	 64

VITLAB 5 	 5 	 5

BRAND INT 12 	 12 	 11

Brand Group SAS 2 	 2 	 2

Brand UK 2 	 2 	 2

BRANDTECH 17 	 16 	 16

BRAND (Shanghai) 1 	 0 	 0

BRAND Scientific Equipment 4 	 4 	 4

Brand Group KG 2 	 2 	 1

Note: Not reported (n.r.)
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2025 2024 2023

Employees covered by social 
protection

Germany 790 822 846

Belgium 1 	 1 	 1

Netherlands 1 	 2 	 2

France 6 	 5 	 5

Switzerland 2 	 0 	 0

UK 3 	 5 	 5

US 57 	 57 	 52

China 49 	 50 	 51

India 27 	 27 	 26

Employees with non- 
guaranteed working hours Germany 0 	 0 	 7

Employees covered by social 
protection broken down by 
company

BRAND KG 442 450 n.r.

VACUUBRAND KG 217 234 n.r.

VITLAB 35 36 n.r.

BRAND INT 96 101 n.r.

Brand Group SAS 6 5 n.r.

Brand UK 3 5 n.r.

BRANDTECH 57 57 n.r.

BRAND (Shanghai) 45 46 n.r.

BRAND (Huzhou) 4 4 n.r.

BRAND Scientific Equipment 27 27 n.r.

Brand Group KG 4 4 n.r.

Social protection

S1-11
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People with disabilities

S1-12

Percentage of employees with 
disabilities

2025 2024 2023

Female

BRAND KG 10% 8% 6%

VACUUBRAND KG 4% 3% 3%

VITLAB 0% 5% 5%

BRAND INT 3% 3% 3%

BRANDTECH n.r. n.r. n.r.

BRAND (Shanghai) n.r. n.r. n.r.

BRAND (Huzhou) n.r. n.r. n.r.

BRAND Scientific Equipment n.r. n.r. n.r.

Male

BRAND KG 5% 5% 5%

VACUUBRAND KG 7% 8% 7%

VITLAB 6% 6% 0%

BRAND INT 3% 3% 3%

BRANDTECH n.r. n.r. n.r.

BRAND (Shanghai) n.r. n.r. n.r.

BRAND (Huzhou) n.r. n.r. n.r.

BRAND Scientific Equipment n.r. n.r. n.r.

Total

BRAND KG 7% 7% 5%

VACUUBRAND KG 6% 6% 6%

VITLAB 3% 6% 3%

BRAND INT 3% 3% 3%

BRANDTECH n.r. n.r. n.r.

BRAND (Shanghai) n.r. n.r. n.r.

BRAND (Huzhou) n.r. n.r. n.r.

BRAND Scientific Equipment n.r. n.r. n.r.

Note: Not reported (n.r.)
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Training and development

S1-13

2025 2024 2023

Employees who have taken 
part in a performance and 
career assessment

BRAND KG 226 208 23

VACUUBRAND KG 171 147 30

VITLAB 4 0 5

BRAND INT 22 42 25

BRANDTECH 0 0 0

BRAND (Huzhou) 45 4 n.r.

BRAND (Shanghai) 4 46 n.r.

BRAND Scientific Equipment 28 27 n.r.

Average number of training 
hours per employee (SAM®) 
[hours]

BRAND KG 4.0 4.3 2.5

VACUUBRAND KG 3.7 1.7 1.3

VITLAB 2.3 2.6 1.2

BRAND INT 2.3 2.4 1.5

BRANDTECH n.r. n.r. n.r.

BRAND (Huzhou) n.r. n.r. n.r.

BRAND (Shanghai) n.r. n.r. n.r.

BRAND Scientific Equipment n.r. n.r. n.r.

Average number of training 
hours per employee (exclu-
ding SAM®) [hours]

BRAND KG 10.0 3.8 8.4

VACUUBRAND KG 4.7 4.9 4.6

VITLAB 7.1 3.1 1.0

BRAND INT 2.7 1.1 4.4

BRANDTECH 17.6 37.6 40

BRAND (Huzhou) 6.4 91 n.r.

BRAND (Shanghai) 98.5 5.9 n.r.

BRAND Scientific Equipment 8.0 0 n.r.

Average number of training 
hours per employee [hours]

BRAND KG 14.0 8.1 10.9

VACUUBRAND KG 8.4 6.6 5.9

VITLAB 9.4 5.7 2.2

BRAND INT 5.0 3.5 5.9

BRANDTECH 17.6 37.6 40

BRAND (Huzhou) 6.4 91 n.r.

BRAND (Shanghai) 98.5 5.9 n.r.

BRAND Scientific Equipment 8.0 0 n.r.

Note: Not reported (n.r.)
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Occupational health and safety parameters

S1-14

2025 2024 2023

Persons covered by the com-
pany's health and safety 
management system on the 
basis of legal requirements 
and/or recognized standards 
or guidelines

BRAND KG 100% 100% 100%

VACUUBRAND KG 100% 100% 100%

VITLAB 100% 100% 100%

BRAND INT 100% 100% 100%

BRANDTECH 100% 100% 100%

BRAND (Shanghai) 100% 100% 100%

BRAND (Huzhou) 100% 100% n.r.

BRAND Scientific Equipment 100% 100% 100%

Number of deaths as a result 
of work-related injuries and 
illnesses

BRAND KG 0 0 0

VACUUBRAND KG 0 0 0

VITLAB 0 0 0

BRAND INT 0 0 0

BRANDTECH 0 0 0

BRAND (Shanghai) 0 0 0

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 0

	
Number of reportable  
accidents at work

BRAND KG 5 0 3

VACUUBRAND KG 2 4 3

VITLAB 0 0 0

BRAND INT 0 0 0

BRANDTECH 0 0 0

BRAND (Shanghai) 0 0 0

BRAND (Huzhou) 0 0 -

BRAND Scientific Equipment 0 0 0

Brand Group 7 4 6

Rate of reportable accidents 
at work

BRAND KG 5.6 0 3.2

VACUUBRAND KG 4.5 8.5 6.3

VITLAB 0 0 0

BRAND INT 0 0 0

BRANDTECH 0 0 0

BRAND (Shanghai) 0 0 0

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 0

Brand Group 10.1 8.5 9.5

Note: Not reported (n.r.)
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Number of cases of notifiable 
work-related illnesses

BRAND KG 0 0

6VACUUBRAND KG 0 0

VITLAB 0 0

BRAND INT 0 0 0

BRANDTECH 0 0 0

BRAND (Shanghai) 0 0 0

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 0

Brand Group 0 0 0

Number of days lost due to 
work-related injuries and 
deaths as a result of occupa-
tional accidents, work-related 
illnesses and deaths due to 
illnesses

BRAND KG 105 0 47

VACUUBRAND KG 8 280 47

VITLAB 0 0 0

BRAND INT 0 0 0

BRANDTECH 0 0 0

BRAND (Shanghai) 0 0 0

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 0

Brand Group 0 0 94

Work-life Balance

S1-15

Employees who are entitled to special leave for family reasons 2025 2024 2023

Female (Brand Group)

BRAND KG 100% 100% n.r.*

VACUUBRAND KG 100% 100% n.r.*

VITLAB 100% 100% n.r.*

BRAND INT 100% 100% n.r.*

Brand Group (DE) n.r. n.r. 100%

Brand UK 100% 100% n.r.

BRANDTECH 100% 100% 100%

BRAND (Huzhou) 100% 100% n.r.

BRAND (Shanghai) 100% 100% 100%

BRAND Scientific Equipment 100% 100% 100%

Brand Group KG 100% 100% n.r.

Note: Not reported (n.r.)

Note: Not reported (n.r.)

* Included in Brand Group (DE)
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Male (Brand Group)

BRAND KG 100% 100% n.r.*

VACUUBRAND KG 100% 100% n.r.*

VITLAB 100% 100% n.r.*

BRAND INT 100% 100% n.r.*

Brand Gruppe (DE) 100%

Brand UK 100% 100% n.r.

BRANDTECH 100% 100% 100%

BRAND (Huzhou) 100% 100% n.r.

BRAND (Shanghai) 100% 100% 100%

BRAND Scientific Equipment 100% 100% 100%

Brand Group KG 100% 100% n.r.

Employees who have taken special leave for family reasons 2025 2024 2023

Female (Brand Group)

BRAND KG 16% 20% n.r.*

VACUUBRAND KG 14% 13% n.r.*

VITLAB 11% 10% n.r.*

BRAND INT 15% 14% n.r.*

Brand Group (DE) n.r. n.r. 15%

Brand Group SAS 0% n.r. n.r.

Brand UK 0% 0% n.r.

BRANDTECH 4% 0% 5%

BRAND (Shanghai) n.r. n.r. n.r.

BRAND (Huzhou) n.r. n.r. n.r.

BRAND Scientific Equipment 100% 100% 100%

Brand Group KG 0% 0% n.r.

Total Brand Group (Female) 16% 22% 16%

Male (Brand Group)

BRAND KG 6% 7% n.r.*

VACUUBRAND KG 6% 4% n.r.*

VITLAB 13% 13% n.r.*

BRAND INT 3% 6% n.r.*

Brand Group (DE) n.r. n.r. 7%

Brand Group SAS 0% n.r. n.r.

Brand UK 0% 0% n.r.

BRANDTECH 6% 6% 3%

BRAND (Shanghai) n.r. n.r. n.r.

Brand (Huzhou) n.r. n.r. n.r.

BRAND Scientific Equipment 100% 100% 100%

Brand Group KG 0% 0% n.r.

Total Brand Group (Male) 10% 14% 10%

Brand Group 13% 18% 13%
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Incidents, complaints and serious impacts related to human rights

2025 2024 2023

Total number of cases of discrimination, 
including harassment, reported in the 
reporting period [number]

BRAND KG 0 0 n.r.

VACUUBRAND KG 0 0 n.r.

VITLAB 0 0 n.r.

BRAND INT 0 0 n.r.

BRANDTECH 0 1 n.r.

BRAND (Shanghai) 0 0 n.r.

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 n.r.

Brand Group n.r. n.r. 0

Number of serious human rights violations 
and incidents involving the company's 
workforce [number]

BRAND KG 0 0 n.r.

VACUUBRAND KG 0 0 n.r.

VITLAB 0 0 n.r.

BRAND INT 0 0 n.r.

BRANDTECH 0 0 n.r.

BRAND (Shanghai) 0 0 n.r.

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 n.r.

Brand Group 0 n.r. 0

Total amount of fines, penalties and dama-
ges for the matters and incidents descri-
bed in (a) above, together with a reconci-
liation of the principal amounts recogni-
zed in the financial statements [€]

BRAND KG 0 0 n.r.

VACUUBRAND KG 0 0 n.r.

VITLAB 0 0 n.r.

BRAND INT 0 0 n.r.

BRANDTECH 0 0 n.r.

BRAND (Shanghai) 0 0 n.r.

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 n.r.

Brand Group 0 n.r. 0

Number of complaints reported through 
channels through which people can raise 
concerns within the company's own work-
force (including grievance mechanisms) 
and, where appropriate, to OECD National 
Contact Points for Multinational Enterpri-
ses. [number]

BRAND KG 0 0 n.r.

VACUUBRAND KG 0 0 n.r.

VITLAB 0 0 n.r.

BRAND INT 0 0 n.r.

BRANDTECH 0 0 n.r.

BRAND (Shanghai) 0 0 n.r.

BRAND (Huzhou) 0 0 n.r.

BRAND Scientific Equipment 0 0 n.r.

Brand Group n.r. n.r. 0

S1-17

Tables on key sustainability figures    2025 Sustainability Report



(1)  Under review

90

Incidents, complaints and serious impacts related to human rights

Total number of cases of discrimination, 
including harassment, reported in the 
reporting period [number]

0 1(1) 0

Number of serious human rights violations 
and incidents involving the company's 
workforce [number]

0 0 0

Total amount of fines, penalties and dama-
ges for the matters and incidents descri-
bed in (a) (ESRS), together with a reconci-
liation of the principal amounts of fines, 
penalties and damages recognized in the 
financial statements [€].

0 0 0

Number of complaints reported through 
channels through which people can raise 
concerns within the company's own work-
force (including grievance mechanisms) 
and, where appropriate, to OECD National 
Contact Points for Multinational Enterpri-
ses. [number]

0 0 0
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2025 2024 2023

BRAND KG

Scope 1 844 950 1,238

	 1.1 Stationary combustion 693 717 1,028

	 1.2 Mobile combustion 151 234 210

Scope 2 (location-based) 1,243 1,687 1,435

	 2.1 Electricity 1,243 1,687 1,435

Scope 2 (market-based) 0 0 0

	 2.1 Electricity 0 0 0

Scope 3 13,778 15,211 13,521

	 3.1 Purchased goods and services 10,893 11,040 11,174

	 3.2 Capital goods 157 310 489

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 456 670 625

	 3.4 Upstream transportation and distribution 1,276 1,736 1,689

	 3.5 Waste from the company 4 4 3

	 3.6 Business trips 34 42 46

	 3.7 Employee commuting 465 417

	 3.9 Downstream transportation and distribution 4 52 48

	 3. 11 Use of the products sold 103 109 92

	 3.12 Waste of sold products 386 409 382

VACUUBRAND KG

Scope 1 575 600 721

	 1.1 Stationary combustion 476 442 557

	 1.2 Mobile combustion 99 158 164

Scope 2 (location-based) 489 683 773

	 2.1 Electricity 489 683 773

Scope 2 (market-based) 0 0 0

	 2.1 Electricity 0 0 0

Scope 3 74,512* 78,906 88,203

	 3.1 Purchased goods and services 3,684 3,715 3,648

	 3.2 Capital goods 29 61 161

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 245 262 270

	 3.4 Upstream transportation and distribution 406 386 472

	 3.5 Waste from the company 3 4 4

	 3.6 Business trips 42 43 39

	 3.7 Employee commuting 215 215

	 3.9 Downstream transportation and distribution 9 17 7

	 3. 11 Use of the products sold 69,738 74,056 83,423

	 3.12 Waste of sold products 139 146 179

Greenhouse gas emissions from 2023 - 2025 in tons of CO2e (detailed) 

APPENDIX

* The deviation results from rounding differences.
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VITLAB 

Scope 1 49 65 53

	 1.1 Stationary combustion 31 29 26

	 1.2 Mobile combustion 18 36 27

Scope 2 (location-based) 37 45 47

	 2.1 Electricity 37 45 47

Scope 2 (market-based) 0 0 0

	 2.1 Electricity 0 0 0

Scope 3 690 653 787

	 3.1 Purchased goods and services 364 342 512

	 3.2 Capital goods 19 19 39

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 20 21 16

	 3.4 Upstream transportation and distribution 154 96 39

	 3.5 Waste from the company 0 0 0

	 3.6 Business trips 4 9 15

	 3.7 Employee commuting 48 44

	 3.9 Downstream transportation and distribution 0 2 2

	 3. 11 Use of the products sold 2 2 2

	 3.12 Waste of sold products 79 116 107

BRAND INT

Scope 1 32 44 36

	 1.2 Mobile combustion 32 44 36

Scope 3 269 305 787

	 3.1 Purchased goods and services 134 186 769

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 7 7 7

	 3.6 Business trips 10 4 11

	 3.7 Employee commuting 118 108

BRAND UK

Scope 1 8 13 10

	 1.2 Mobile combustion 8 13 10

Scope 3 2 0 0

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 2 0 0
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BRANDTECH

Scope 1 99 85 77

	 1.1 Stationary combustion 44 43 33

	 1.2 Mobile combustion 55 42 45

Scope 2 (location-based) 43 42 28

	 2.1 Electricity 43 42 28

Scope 2 (market-based) 43 42 28

	 2.1 Electricity 43 42 28

Scope 3 496 507 120

	 3.1 Purchased goods and services 334 352

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 44 32 29

	 3.4 Upstream transportation and distribution 14 13 13

	 3.5 Waste from the company 1 1 0

	 3.6 Business trips 73 110 78

	 3.7 Employee commuting 30

BRAND (Shanghai)

Scope 2 (location-based) 74 67 73

	 2.1 Electricity 74 67 73

Scope 2 (market-based) 74 67 73

	 2.1 Electricity 74 67 73

Scope 3 118 74 22

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 76 20 22

	 3.5 Waste from the company 0 0

	 3.6 Business trips 37 55

	 3.7 Employee commuting 5

BRAND (Huzhou)

Scope 2 (location-based) 26 13

	 2.1 Electricity 26 13

Scope 2 (market-based) 26 13

	 2.1 Electricity 26 13

Scope 3 8 4

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 8 4

	 3.5 Waste from the company 0 0

	 3.7 Employee commuting 0

APPENDIX
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BRAND Scientific Equipment

Scope 1 2 5 3

	 1.2 Mobile combustion 2 5 3

Scope 2 (location-based) 14 12 14

	 2.1 Electricity 14 12 14

Scope 2 (market-based) 14 12 14

	 2.1 Electricity 14 12 14

Scope 3 62 96 113

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 4 4 4

	 3.4 Upstream transportation and distribution 55 90 108

	 3.5 Waste from the company 3 2 2

	 3.6 Business trips 0 0

Brand Group KG

Scope 1 6 10 8

	 1.2 Mobile combustion 6 10 8

Scope 2 (location-based) 2 3 3

	 2.1 Electricity 2 3 3

Scope 2 (market-based) 0 0 0

	 2.1 Electricity 0 0 0

Scope 3 8 6 8

	 3.3 Fuel and energy-related emissions not included in Scope 1 and 2 2 1 1

	 3.6 Business trips 6 5 8

	 3.7 Employee commuting 0
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2025 2024 2023

BRAND KG

Scope 1 844 950 1,238

Scope 2 (location-based) 1,243 1,687 1,435

Scope 2 (market-based) 0 0 0

Scope 3 13,778 15,211 13,521

VACUUBRAND KG

Scope 1 575 600 721

Scope 2 (location-based) 489 683 773

Scope 2 (market-based) 0 0 0

Scope 3 74,512 78,944 88,042

VITLAB 

Scope 1 49 65 63

Scope 2 (location-based) 37 45 47

Scope 2 (market-based) 0 0 0

Scope 3 690 500 676

BRAND INT

Scope 1 32 44 46

Scope 3 269 190 780

BRAND UK

Scope 1 8 13 10

Scope 3 2 0 0

BRANDTECH

Scope 1 99 85 77

Scope 2 (location-based) 43 42 28

Scope 2 (market-based) 43 42 28

Scope 3 496 156 108

BRAND (Shanghai)

Scope 2 (location-based) 74 67 73

Scope 2 (market-based) 74 67 73

Scope 3 118 74 22

BRAND (Huzhou)

Scope 2 (location-based) 26 13

Scope 2 (market-based) 26 13

Scope 3 8 4

Greenhouse gas emissions from 2023 - 2025 in tons of CO2e (total) 

Tables on key sustainability figures    2025 Sustainability Report
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BRAND Scientific Equipment

Scope 1 2 5 4

Scope 2 (location-based) 14 12 14

Scope 2 (market-based) 14 12 14

Scope 3 62 95 111

Brand Group KG

Scope 1 6 10 8

Scope 2 (location-based) 2 3 3

Scope 2 (market-based) 0 0 0

Scope 3 8 6 8

Note: BRANDTECH was included in the GHG accounting in 2021, BRAND INT and Brand Group KG in 2023. In 2024, our foreign company BRAND (Shanghai) and  
BRAND Scientific Equipment were included in the greenhouse gas accounting Scope 1 and 2 for the first time.

2025 2024 2023

BRAND KG 8,671* 9,028 8,768

Fuel consumption from natural gas 3,823 3,951 4,359

Fuel consumption from crude oil and petroleum products 643 763 744

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 35 10 4

Consumption from purchased or received electricity, heat, steam and 
cooling from renewable sources 4,171 4,304 3,661

VACUUBRAND KG 4,724 4,701 4,899

Fuel consumption from natural gas 2,626 2,434 2,335

Fuel consumption from crude oil and petroleum products 438 517 588

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 18 7 4

Consumption from purchased or received electricity, heat, steam and 
cooling from renewable sources 1,642 1,743 1,972

VITLAB 379 406 354

Fuel consumption from natural gas 168 158 72

Fuel consumption from crude oil and petroleum products 65 114 150

Fuel consumption from other fossil sources 12 15 13

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 10 3 0

Consumption from purchased or received electricity, heat, steam and 
cooling from renewable sources 124 116 119

Energy consumption from 2023 - 2025 in MWh  

APPENDIX

* The deviation results from rounding differences.
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BRAND INT 131* 140 148

Fuel consumption from crude oil and petroleum products 114 125 129

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 18 15 20

BRAND UK 38 46 36

Fuel consumption from crude oil and petroleum products 26 38 26

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 12 9 10

BRANDTECH 310* 307 237

Fuel consumption from crude oil and petroleum products 206 206 169

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 103 101 68

BRAND (Shanghai) 133 120 131

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 133 120 131

BRAND (Huzhou) 46 24

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 46 24

BRAND Scientific Equipment 30 32 32

Fuel consumption from crude oil and petroleum products 11 15 13

Consumption from purchased or received electricity, heat, steam and 
cooling from fossil sources 19 17 19

Brand Group KG 35 40 34

Fuel consumption from crude oil and petroleum products 28 33 27

Consumption from purchased or received electricity, heat, steam and 
cooling from renewable sources 7 6 7

Overall result 14,497 14,845 14,640

Tables on key sustainability figures    2025 Sustainability Report

* The deviation results from rounding differences.



100

Hazardous 
waste

Non-hazardous 
waste

n/a Overall result

BRAND KG 22 148 0 170

	 1. Preparation for reuse 19 147 0 167

	 2. Recycling 0 1 0 1

	 3. Other recovery processes 0 0 0 0

	 4. Combustion 0 0 0 1

	 5. Depositing 0 0 0 0

	 6. Other types of disposal 3 0 0 3

	 Waste disposal without classification 0 0 0 0

VACUUBRAND KG 32 123 0 156

	 1. Preparation for reuse 30 118 0 148

	 2. Recycling 0 3 0 3

	 3. Other recovery processes 0 0 0 0

	 6. Other types of disposal 3 2 0 5

VITLAB 0 9 1 10

	 1. Preparation for reuse 0 7 0 7

	 2. Recycling 0 2 0 2

	 Waste disposal without classification 0 0 1 1

BRANDTECH 0 0 30 30

	 Waste disposal without classification 0 0 30 30

BRAND (Huzhou) 0 0 0 0

	 Waste disposal without classification 0 0 0 0

BRAND (Shanghai) 0 0 2 2

	 Waste disposal without classification 0 0 2 2

BRAND Scientific Equipment 0 0 0 0

	 Waste disposal without classification 0 0 0 0

Waste by disposal method and waste type in tons in 2025 

APPENDIX
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2025 2024 2023

BRAND KG 170* 183 147

	 1. Preparation for reuse 167 182 138

	 2. Recycling 1 0 1

	 3. Other recovery processes 0 0 7

	 4. Combustion 0 1 0

	 5. Depositing 0

	 6. Other types of disposal 3 0 0

	 Waste disposal without classification 0

VACUUBRAND KG 156 168 168

	 1. Preparation for reuse 148 160 160

	 2. Recycling 3 3 3

	 3. Other recovery processes 0 0 0

	 6. Other types of disposal 5 4 4

	 Waste disposal without classification 0 1

VITLAB 10 13 10

	 1. Preparation for reuse 7 5 9

	 2. Recycling 2 6

	 Waste disposal without classification 1 1 1

BRANDTECH 30 29 23

	 Waste disposal without classification 30 29 23

BRAND (Shanghai) 2 2

	 Waste disposal without classification 2 2

BRAND (Huzhou) 0 0

	 Waste disposal without classification 0 0

BRAND Scientific Equipment 0 0

	 Waste disposal without classification 0 0

Brand Group 369 396 349

Note: In 2021- 2022, only our manufacturing companies are included (BRAND KG, VACUUBRAND KG and VITLAB). BRANDTECH was included in the balance sheet for the 
first time in 2023. In 2024, the balance sheet was expanded to include data from our foreign companies BRAND (Shanghai), BRAND (Huzhou) and BRAND Scientific 
Equipment. 

Waste by disposal method and waste type in tons from 2023 to 2024    

Tables on key sustainability figures    2025 Sustainability Report
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Chapter in the report ESRS Disclosuremen Definition Page

ESRS 2: General information ESRS 2 BP-1 General principles for the preparation of sustainability declarations 8 – 9

ESRS 2: General information ESRS 2 BP-2 Information in connection with specific circumstances 8 – 9

ESRS 2: General information ESRS 2 GOV-1 The role of the administrative, management, and supervisory bodies 10

ESRS 2: General information ESRS 2 GOV-2 Information and sustainability aspects dealt with by the administrative, 
management, and supervisory bodies of the company 13

ESRS 2: General information ESRS 2 GOV-3 Inclusion of sustainability-related performance in incentive systems 13

ESRS 2: General information ESRS 2 GOV-4 Explanation of due diligence 14

ESRS 2: General information ESRS 2 GOV-5 Risk management and internal controls for sustainability reporting 14

ESRS 2: General information ESRS 2 SBM-1 Strategy, business model and value chain 9, 16

ESRS 2: General information ESRS 2 SBM-2 Stakeholder interests and viewpoints 17

ESRS 2: General information ESRS 2 SBM-3 Major impacts, risks, and opportunities and their interaction with 
strategy and business model 18 – 19

ESRS 2: General information ESRS 2 IRO-1 Description of the processes for identifying and assessing the material 
impacts, risks, and opportunities 19

ESRS 2: General information ESRS 2 IRO-2 Disclosure requirements covered by the sustainability statement of 
the company in ESRS 102

Environment   ESRS E1 Climate change ESRS E1 E1-1 Transition plan for climate protection –

Environment ESRS E1 ESRS 2 IRO - 1
Obligation to report in connection with the ESRS 2 IRO-1 Description 
of the procedures for identifying and assessing material impacts, risks, 
and opportunities related to climate

20

Environment ESRS E1 E1-2 Strategies in connection with climate protection and adaptation to 
climate change 20 – 25

Environment ESRS E1 E1-3 Measures and resources in connection with the climate strategies 26 – 27

Environment ESRS E1 E1-4 Targets in connection with climate protection and adaptation to 
climate change 20 – 25

Environment ESRS E1 E1-5 Energy consumption and energy mix 28 – 31

Environment ESRS E1 E1-6 Gross GHG emissions in Scope 1-, 2-, and 3-categories as well as total 
GHG emissions 28 – 31

Environment ESRS E1 E1-7 Reduction of GHG and projects to reduce GHG financed via CO2 credits 28

Environment ESRS E1 E1-8 Internal CO2 pricing 28

Environment ESRS E1 E1-9 Expected financial impacts of material physical and transition risks as 
well as potential climate-related opportunities 31

Environment 
ESRS E2 Environmental pollution

ESRS E2 ESRS 2 IRO - 1
Obligation to report in connection with the ESRS 2 IRO-1 Description 
of the procedures for identifying and assessing material impacts, risks, 
and opportunities related to environmental pollution

35

APPENDIX

Table ESRS 2 IRO-2
IRO-2 Disclosure requirements included in ESRS and covered by the sustainability report of the company (Brand Group)
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Chapter in the report ESRS Disclosure Definition Page

Environment ESRS E2 E2-1 Strategies in connection with environmental pollution 35

Environment ESRS E2 E2-2 Measures and resources in connection with environmental pollution 36

Environment ESRS E2 E2-3 Targets in connection with environmental pollution 35

Environment ESRS E2 E2-5 Substances of concern and SHVC 36

Environment ESRS E2 E2-6 Expected financial impact from impacts, risks, and opportunities 
related to environmental pollution 36

Environment
ESRS E5 Resource use and circular 
economy

ESRS E5 ESRS 2 IRO-1
Obligation to report in connection with the ESRS 2 IRO-1 Description 
of the procedures for identifying and assessing material impacts, risks, 
and opportunities related to resource use and the circular economy

38

Environment ESRS E5 E5-1 Strategies related to resource use and the circular economy 38 – 39

Environment ESRS E5 E5-2 Measures and resources related to resource use and the circular 
economy 40, 47

Environment ESRS E5 E5-3 Targets related to resource use and the circular economy 36 – 37

Environment ESRS E5 E5-4 Resource inflows 41, 47

Environment ESRS E5 E5-5 Resource outflows 41, 47

Environment ESRS E5 E5-5 Waste 41 – 47

Environment ESRS E5 E5-6 Expected financial impact from impacts, risks, and opportunities 
related to resource use and the circular economy -

Social 
ESRS S1 Eigene Belegschaft

ESRS S1 ESRS 2 SBM-2 In connection with ESRS 2 SBM-2 stakeholder interests and positions 17

Social ESRS S1 ESRS 2 SBM-3 In connection with ESRS 2 SBM-3 Significant impacts, risks, and oppor-
tunities and their interaction with strategy and business model 48

Social ESRS S1 S1-1 Strategies in connection with the in-house workforce 49-50, 55-
56, 58, 60

Social ESRS S1 S1-2 Procedure for involving in-house employees and employee represen-
tatives in relation to impacts 50

Social ESRS S1 S1-3 Procedures to address negative impacts and channels through which 
employees can raise concerns 50

Social ESRS S1 S1-4

Taking measures in relation to material impacts and approaches 
to mitigate material risks and capitalize on material opportunities 
related to the in-house workforce as well as the effectiveness of these 
measures and approaches

–

Social ESRS S1 S1-5 Targets related to managing negative material impacts, promoting 
positive impacts, and managing major risks and opportunities –

Social ESRS S1 S1-6 Characteristics of the employees of the company 53 – 54

Social ESRS S1 S1-7 Characteristics of non-employees in the in-house workforce –

ESRS 2 IRO-2    2025 Sustainability Report
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Chapter in the report ESRS Disclosure Definition Page

Social ESRS S1 S1-8 Collective agreement coverage and social dialog 56 – 57

Social ESRS S0 S1-9 Diversity parameters 54 – 55

Social ESRS S1 S1-10 Appropriate remuneration –

Social ESRS S1 S1-11 Social protection 57

Social ESRS S1 S1-12 Percentage of employees with disabilities 84

Social ESRS S1 S1-13 Parameters for training and skills development 61 – 63

Social ESRS S1 S1-14 Parameters for health and safety 59

Social ESRS S1 S1-15 Parameters for balancing work and private life 57 – 58

Social ESRS S1 S1-16 Remuneration parameters (differences in earnings and total remuneration) –

Social ESRS S1 S1-17 Incidents, complaints, and serious impacts related to human rights

Social 
S4 Consumers and end users

ESRS S4 ESRS 2 SBM-2 In connection with ESRS 2 SBM-2 stakeholder interests and positions 17

Social ESRS S4 ESRS 2 SBM-3 In connection with ESRS 2 SBM-3 Significant impacts, risks, and oppor-
tunities and their interaction with strategy and business model 18 – 19

Social ESRS S4 S4-1 Strategies related to consumers and end users 64

Social ESRS S4 S4-2 Procedure for involving consumers and end users in relation to 
impacts 65

Social ESRS S4 S4-3 Procedures to address negative impacts and channels through which 
consumers and end users can raise concerns 65

Social ESRS S4 S4-4

Implementing measures in relation to material impacts on consumers 
and end users and taking approaches to managing material risks and 
taking advantage of opportunities related to consumers and end users 
as well as the effectiveness of these measures and approaches

65

Social ESRS S4 S4-5 Targets related to managing negative material impacts, promoting 
positive impacts, and managing major risks and opportunities 65

Governance
G1 Governance

ESRS G1 ESRS 2 GOV-1 In connection with ESRS 2 GOV-1 The role of the administrative,  
management and supervisory bodies

Governance ESRS G1 ESRS 2 IRO -1 In connection with ESRS 2 IRO-1 Description of the procedures for 
identifying and assessing material impacts, risks, and opportunities

Governance ESRS G1 G1-1 Strategies in relation to corporate policy and corporate culture 51 – 52, 67

Governance ESRS G1 G1-2 Management of relationships with suppliers 68

APPENDIX
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105

Chapter in the report ESRS Disclosure Definition Page

Governance ESRS G1 G1-3 Prevention and detection of corruption and bribery 69

Governance ESRS G1 G1-4 Confirmed cases of corruption or bribery 69

Governance ESRS G1 G1-5 Political influence and lobbying activities –

Governance ESRS G1 G1-6 Payment practices –

ESRS 2 IRO-2    2025 Sustainability Report
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Term Explanation

1.5°C target/Paris Agreement The Paris Agreement, agreed by 197 countries in 2015 (Paris), aims to keep the 
global temperature rise well below 2°C with efforts to limit it to 1.5°C.

Employees Individuals who have an employment relationship with the company that com-
plies with national law or practice.

Employees with non-guaranteed  
working hours

Employees with non-guaranteed working hours are employed by the company 
without a guaranteed minimum or fixed number of working hours. This category 
includes casual employees, employees on zero-hour contracts, and on-call staff.

Substances of very high concern (SVHC)
Substances that meet the criteria of the REACH (Registration, Evaluation, Aut-
horization and Restriction of Chemicals) Regulation and have been identified 
according to a specific process.

Substances of concern
Chemicals or substances that pose a potential risk to human health or the environ-
ment. These substances are categorized according to hazard classes or hazard 
categories. For details, see CSRD Annex 2

CSRD

Corporate Sustainability Reporting Directive is an EU directive to improve the 
transparency and accountability of companies with regard to sustainability. It 
includes more detailed reporting requirements on environmental, social, and 
governance (ESG) factors, introduces binding reporting standards, and requires 
external verification of sustainability reports.

Dumping A waste disposal facility for the disposal of waste above or below ground level.

Dual materiality
Dual materiality has two dimensions: impact materiality and financial materiality. 
A sustainability aspect fulfills the criterion of dual materiality if it is material from 
an impact and/or financial perspective.

EcoVadis

EcoVadis is a platform that helps companies assess and improve the sustainability 
performance of their supply chains. It offers an evaluation method for environ-
mental, social, ethical, and supply chain (ESG criteria) in order to promote trans-
parency and comparability.

Companies included

BRAND GMBH + CO KG, DE (BRAND KG), VACUUBRAND GMBH + CO KG, DE (VACUU-
BRAND KG), VITLAB GmbH, DE (VITLAB), BRAND INTERANTIONAL GMBH, DE (BRAND 
INT), Brand Group SAS, FR (Brand Group SAS), BRAND Scientific Ltd., UK (Brand UK), 
Brandtech Scientific, Inc., US (BRANDTECH), BRAND (Shanghai) Trading Co., Ltd., CN 
(BRAND (Shanghai)), BRAND (Huzhou) Scientific Instruments Co., Ltd., CN (BRAND 
(Huzhou)), BRAND Scientific Equipment Pvt. Ltd., IN (BRAND Scientific Equipment), 
Brand Group SE & Co. KG, DE (Brand Group KG)

Emission

Emission refers to the release of substances, vibrations, heat, or noise into the 
environment. These can come from various sources such as industrial plants, 
vehicles, and natural processes. Emissions have an impact on air quality, climate, 
and health. One well-known example is CO₂ emissions, which contribute to clima-
te change.

Renewable electricity Renewable electricity sources use natural resources such as sun, wind, water, and 
biomass to generate electricity. No fossil fuels are used to generate electricity.

ESG ESG stands for Environment, Social, and Governance and includes criteria for 
assessing the ESG performance of companies.

APPENDIX

Glossary
Explanation of terms



107

Term Explanation

ESRS

ESRS (European Sustainability Reporting Standards) is the sustainability reporting 
standard developed as part of the Corporate Sustainability Reporting Directive 
(CSRD). This aims to make the reports comparable, reliable, and consistent by 
setting out clear requirements and guidelines for the disclosure of environmental, 
social, and governance (ESG) information.

Fossil fuel These are fuels that use carbon-containing energy sources such as solid fuels, 
natural gas, and crude oil and thus release carbon dioxide.

Footprint The term “footprint” describes the environmental impact of human activities  
(e.g., the CO2 footprint).

Hazardous waste
Hazardous waste refers to waste that, because of its properties, may pose a risk 
to people and the environment. These wastes are defined in Annex III of Directive 
2008/98/EC.

Principles of the circular economy

The principles of the European circular economy are:

i. Suitability for use

ii. Reusability

iii. Repairability

iv. Disassembly

v. Reprocessing or reconditioning

vi. Recycling

vii. Return to the biological cycle

viii. Other possibilities for optimizing product and material use

ISO 14001

ISO 14001 is an international standard for environmental management systems.  
It sets out requirements for how companies can control and improve their envi-
ronmental impact and includes compliance with legal requirements, the reduction 
of environmental impacts, and the pursuit of environmental objectives.

ISO 50001

ISO 50001 is an international standard for energy management systems. The stan-
dard sets out requirements for how companies can analyze, monitor, and optimize 
their energy consumption patterns in order to continually improve their energy- 
related performance.

Climate protection
Climate protection means reducing GHG emissions and limiting the increase in the 
global average temperature to 1.5°C above pre-industrial levels according to the 
Paris Agreement.

Climate change

Climate change refers to the long-term changes in the earth’s climate, in particular 
the warming of global average temperatures. The main cause is the increased 
concentration of GHG such as carbon dioxide (CO₂) in the atmosphere. These are 
released by human activities such as the burning of fossil fuels, the deforestation 
of land, and the expansion of industrial processes. Climate change is leading to 
extreme weather events and rising sea levels as well as changes in ecosystems and 
biodiversity.

Carbon dioxide equivalent (CO2e)
The universal unit of measurement used to indicate the Global Warming Potential 
(GWP) of each GHG expressed as the GWP of a unit of carbon dioxide. It is used to 
assess the release (or avoidance of release) of various GHG on a common basis.

Glossary  2025 Sustainability Report
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Term Explanation

Circular economy

The circular economy is a sustainable economic model that aims to use resources 
efficiently and minimize waste. Instead of the linear “take, make, dispose” ap-
proach, materials and products are reused, repaired, refurbished, and recycled. 
The aim is to extend the life cycle of products, conserve resources, and reduce our 
environmental impact.

Supplier A supplier is a company that offers a product or service that is used to develop the 
products or services of an organization.

Supply chain

The supply chain of a company consists of various business relationships with or-
ganizations and companies linked by services and products. It includes companies 
and organizations involved – from the extraction of raw materials to the produc-
tion and delivery of the product. The supply chain includes direct suppliers and 
indirect business relationships.

Sustainability Sustainability is the principle that resources should be consumed only to the 
extent that they can be regrown, regenerated, or restored.

Recycling Recycling is a recovery process for reprocessing and reusing waste materials for 
the original or another purpose.

Resource outflows Resources that leave the company.

Resource inflows Resources that enter the company.

Training hours
These are all hours that an employee has attended further training, seminars, 
or similar financed by the company. This includes training hours using the SAM® 
software, group training, and more.

Science Based Targets initiative (SBTi) The Science Based Targets initiative (SBTi) supports companies in setting science-
based climate targets in line with the Paris climate targets.

Scope 1-emission
Scope 1-emissions refer to direct GHG emissions caused by the activities of a 
company. This typically includes emissions from the combustion of fossil fuels 
such as gas, oil, and coal in our in-house installations or vehicles.

Scope 2-emission:
Scope 2-(location-based), 
Scope 2-(market-based)

Scope 2-emissions refer to indirect greenhouse gas emissions resulting from 
the use of electricity or heat obtained from external sources. These emissions 
are not produced directly on site but rather through the generation of electricity 
elsewhere.

Scope 2 is reported as both market-based and location-based. In market-based 
Scope 2, GHG emissions are calculated using the emission factors of the electrici-
ty supplier, while location-based Scope 2 is based on the average emission factor 
of the respective area.

Scope 3-emission
Scope 3-emissions are indirect GHG emissions that originate from the activities 
of a company but which are outside the direct control of the company. These 
emissions are generated along the entire value chain of the company.

Social dialog
Social dialog refers to the exchange and negotiations between employers or 
employer organizations and employee representatives such as trade unions or 
works councils.

APPENDIX
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Term Explanation

Transparency
Transparency means that companies report clearly and openly on their environ-
mental, social, and governance practices in order to give investors and the public 
a detailed insight.

Greenhouse gases (GHG)/ 
Greenhouse gas (GHG

Greenhouse gases are gases that contribute to global warming. These include 
carbon dioxide (CO2), methane (CH4), nitrous oxide (N2O), sulfur hexafluoride 
(SF6), nitrogen trifluoride (NF3), partially fluorinated hydrocarbons (HFCs), and 
perfluorinated hydrocarbons (PFCs).

Environmental pollution
Environmental pollution is the direct or indirect release of pollutants (which can 
harm human health and/or the environment or cause damage to property) into 
the air, water, or soil as a result of human activity.

Recycling Recycling refers to a process that converts waste into new products, materials, 
and/or energy. This gives the waste a new purpose.

Value chain
The value chain describes the sequence of activities required to develop and ma-
nufacture a product or service and bring it to the customer. It covers all steps from 
the procurement of raw materials to production and logistics to sales and service.

Materiality matrix
A materiality matrix is a tool for assessing the relevance and importance of topics 
or issues for an organization. This helps companies to set priorities and make 
strategic decisions, particularly in the area of sustainability.

References: The explanations in the glossary are based, among other things, on summaries and explanations from Annexes 1 and 2 of Directive 2013/34/EU of the 
European Parliament and of the Council as presented in the standard for sustainability reporting (C(2023) 5303 final). General explanations were also used.
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Brand Group SE & Co. KG 
Frankfurt am Main | Germany
T +49 9342 808 0 | info@brand.de | www.group.brand.de

The Sustainability Report 2025 of the parent company Brand Group SE & Co. KG with its subsidiaries in 
Germany and the US and excerpts from the UK, France, Benelux, China, and India was prepared for the 
reporting period from January 1 to December 31, 2025. Forward-looking statements regarding the de-
velopment of the Brand Group were made based on current knowledge. Actual future results may differ. 
Any deviations from forward-looking statements will be described in subsequent reports.

Apparent differences may occur throughout the sustainability report because of mathematical rounding.

The word/figurative mark BRANDGROUP is a trademark or registered trademark of Brand Group  
SE & Co. KG, Germany. All other trademarks displayed or reproduced are the property of their  
respective owners. 

Subject to technical changes, errors, and misprints.


