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We are working hard on a sustainable 

supply chain – a goal which will con-

tinue to challenge us over the coming 

years. The war in Ukraine has made this 

challenge especially evident, as it has bro-

ken parts of the supply chain and fueled 

 inflation. Energy created from fossil fuels is 

not only a political topic in regards to the 

environment and climate but has also be-

come a weapon used in the conflict. This 

has made a sound sustainability strategy 

all the more important. We see it as proof 

that the measures we have put into place, 

such as establishing the Coroplast Group 

Sustainability Initiative (CSI), means that we 

have achieved important milestones.

In our German and Polish locations, we are 

already well into the analysis of our energy 

situation. The first projects in these locations 

are set to be implemented in the fall of 2022 

and more will soon be set in motion (p. 10–13).

One especially important step is to introduce 

the CSI to the Coroplast locations around 

the globe. Right now, the documentation 

system is neither common practice every-

where nor is it legally required. By the end 

of 2023, we plan to collect data for the CO2 

balance of our locations and set a time 

frame for when the entire Coroplast Group 

will be climate neutral.

Cross-sectional tasks have to be manage-

able despite their wide range of topics. This is 

why we have identified eight areas where the 

greatest need for action is required (p. 16/17). 

This has been made possible by the recently 

established CSI Board, in which the depart-

ment heads of all the relevant areas regularly 

meet to exchange information and discuss 

individual projects.

As the number of tasks to accomplish con-

tinues to grow, it’s important that our in-

tentions always remain at the forefront. Our 

company culture of teamwork and ingenuity 

will allow our products to prevail on the 

markets (p. 4/5). At our last planning meet-

ing, our business units made impressive 

presentations on the “green” products and 

processes that are being created. And that 

entices us all to do more (from p. 6).

We hope you enjoy reading this report 

as much as we did putting it together 

for you.

Your Coroplast Group 

Management Board
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DEAR CUSTOMERS, PARTNERS, AND INTERESTED PARTIES,

UPDATE – THE BIG FIVE
In 2020, we set out to create our first sustainability report. We have come  
a long way since then and through the Coroplast Group Sustainability 
 Initiative (CSI) we have been able to achieve the following five milestones:

•  Established CSI Board – thus solidifying the sustainability strategy 
within the company.

•  Defined Eight Essential Areas – allowing us to set the right priorities.

•  Energy Projects – the action plan which will lead us to climate 
 neutrality by 2030 is taking shape.

•  Internationalization – the rollout is underway and the teams are ready.

•  Planning Meeting – the business units presented their “green” 
 innovations.

For more information on the Coroplast Group Sustainability Initiative, see:

www.coroplast-group.com/en/sustainability

VALUABLE 
INSPIRATION
In 2022, our established  

and very successful Digi-

talization Advisory Board 

added the topic of sustain-

ability to its agenda, and,  

with it, also received a new 

qualified member. The other 

candidates change according 

to a set schedule, which 

ensures that the board always 

has new ideas and fresh 

inspiration.

https://www.coroplast-group.com/en/sustainability


05

Natalie Mekelburger has 
been with the Coroplast 
Group since 1994 and has 
served as President and CEO 
since 2006.

Mrs. Mekelburger, what do innovation and sustain-

ability mean for the Coroplast Group?

For us, innovation and sustainability are two sides of the 

same coin. The work we do on a daily basis has always 

been geared towards supporting innovation through active 

entrepreneurship and, as a responsible family company, we 

always aim to take our employees, surroundings, and en-

vironment into consideration. Thus, in our last planning 

meeting, we used these two terms as our guiding principles 

and we checked the entire organization to see where we are 

at with our innovations. The results were impressive: in all 

three business units, we already have numerous products, 

for example products for sustainable e-mobility. We have 

also been able to offer our customers customers recently 

developed products in the area circular economy. Currently, 

we are working on tailoring our processes to make them 

more sustainable. Of course, there is a lot of room for 

 improvement. Our sustainability team is just starting out on 

this long and intense journey. 

Which measures specifically is the sustainability 

team working on?

In additional to the structural and organizational measures, 

such as regular reporting, ratings, and creating a CO2 balance, 

the team has been given the task of following what is happen-

ing on site, sharing their thoughts with the management 

team responsible, and making suggestions for improve-

ment. To do this, of course it is essential that the company 

culture promotes free thinking and creativity. 

How can this type of company culture be fostered?

Besides the important standards and rules that we simply 

need for many processes within our company and which  

we need to place great value on – such as safety-related 

 issues – it’s important that we never let ourselves be deterred 

from thinking outside the box. Everything that could lead us 

to the next step, to an innovative idea cannot be strictly 

 regulated. Most of these ideas are lying dormant inside our 

employees and simply need to be awoken, so that they do 

not go to waste (p. 8/9). Of course the big innovations are 

not something that happens on a daily basis and they are 

especially hard to institutionalize. But that is exactly why we 

need to create a culture that supports free thinking and 

bold action, which incidentally also means allowing mis-

takes to be made in the beginning. Elon Musk said it well: 

“Failure is an option here. If things are not failing, you are not 

innovating enough.”

Are innovations only created internally?

No, innovation does not mean that we ourselves have to be 

the ones creating it. Coroplast has taken several steps in this 

direction lately. We are collaborating with the Ruhr University 

Bochum, “Visionlabs” at the University of Wuppertal, and 

with a Fraunhofer institute. In the area of sustainability, we 

support the Circular Valley initiative, a start-up accelerator 

with an exciting network of businesses and organizations 

involved in circular economy activities. But we also need to 

prioritize the involvement of our young trainees and those 

just beginning their careers here at Coroplast. They have 

refreshing approaches and perspectives, and, thanks to 

their digital skills, they bring a lot of knowledge into the 

company before their training even begins. In keeping with 

this idea, we recently organized a second pitch competition 

for our trainees that produced rather exciting results. There 

is a lot of potential and knowledge here; we just have to 

 recognize and use it!

A TASK FOR THE FUTURE
For many German companies,  br inging sustainabil i ty together with 

innovative products and solutions is one of the key tasks for future 

success. In this interview, Natalie Mekelburger  te l ls  us what 

 measures the Coroplast Group is taking regarding sustainabil i ty  

and how it  af fects our company culture.

1. INTRODUCTION     2. ENVIRONMENT     3. SOCIAL     4. GOVERNANCE     5. FACTS & FIGURES



PRODUCTS AND SOLUTIONS
HOW WE ARE HELPING TO SHAPE A SUSTAINABLE FUTURE

Coroplast Tape: In the area of techni-

cal adhesive tapes there is increased de-

mand for sustainable products, especially 

in the segment of wire harness tapes. As a 

technology leader, we are very close to our 

customers and we know exactly what they 

need: For example, we refined the STX series 

made from recycled materials; now we 

have received product approval at the first 

OEMs and are able to supply them for serial 

production. Another very popular item is the 

Coroplast TapeTube, which offers sustain-

able features when it comes to weight, 

transport, and logistics. In general, the 

business unit aims to prevent waste along 

the entire value-added chain, for example 

by purchasing the correct material width to 

keep cut waste from stamped parts as 

small as possible.

Coroflex: In the wires and cables unit 

we serve as a development partner and are 

making our mark in the field of electro-

mobility: We supply state-of-the-art high- 

voltage wires for electric cars as well as 

charging cables for charging poles and for 

trunk-space charging options. Sustainability 

is one of our priorities right from the start of 

the development process. This means that 

our products require fewer resources be-

cause they are lighter and more flexible, 

which also has a positive effect on the weight 

of the end product after they have been in-

stalled. During manufacturing of the wires we 

do not use any talcum powder. This serves 

to product the health of our employees in 

the production facilities, but it also keeps the 

machines cleaner, which in turn reduces our 

water use. In addition, we will begin recycling 

scrap material at our Polish location in 2022 

(more information on page 13).

WeWire: Our wire harness unit spent 

the last year increasingly focused on sus-

tainability and, together with its customers 

Novus and Lucid, has paved new roads into 

the future of electromobility. The unit was 

also able to launch machines used to recy-

cle plastic waste at all of its international 

locations (with the exception of Tunisia). 

PASSIVE 
HOUSES IN 
THE USA
Good news from Canada 

and the United States: 

Buildings constructed accord-

ing to the Passive House 

concept are on the rise here, 

and this type of airtight 

construction requires adhesive 

tape solutions. By the way: 

In the future, the adhesive 

tape will also be made  

from organic PE (Brazilian 

sugarcane).
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Mobility revolution:  
We provide customizable 
charging cables that meet 
a variety of needs and 
serve many different areas 
of application in the 
electric vehicle sector.

Novus: The start-up from Braunschweig, Germany depends on WeWire’s  
expertise in wire harnesses for its revolutionary e-motorcycle.

Global player: Coroflex charging cables are certified  
in Europe, the U.S., and China.

Saving resources: To protect the cable harness, 
each vehicle is equipped with approx. 2 square 
meters of cable binding tape. By using PET 
adhesive tape made of recycled material, we save 
around 25 PET bottles of waste.
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Nina Grevelhörster
serves as WeWire’s Strategic  
Project Manager Innovation &  
New Business and finds  
compelling responses to  
today’s megatrends.

Bastian Schäfer is a Business
Analyst at the Coroplast Group and 
works to expand our network  
with external partners, such as  
start-ups or universities.

What kind of culture and structures are ideal  

for creating ideas?

Nina Grevelhörster: In order to get employees excited 

about innovations it’s important that they understand the 

company’s goals. This, of course, in no way excludes spon-

taneous idea creation, but the knowledge and the goals 

help us to think in a focused manner and provide targeted 

inspiration. At WeWire we use strategy operationalization, 

for example the OKR system (objectives and key results).

Bastian Schäfer: We need a culture of open communi-

cation – both within the group as well as with external 

 partners. These types of cooperation are a part of my job. 

It’s also important to have an error culture in our company. 

When employees develop ideas, they need to have the full 

support of their supervisors. They need to be able to think 

outside the box and to feel comfortable trying things out – 

even with the “danger” that the idea doesn’t work out.

Which methods, formats, and modes of cooperation 

do you use specifically?

B.S.: We bring in external expertise from a variety of fields: 

Circular Valley is very important to us, which is a start-up 

accelerator in the circular economy field that will turn our 

region into an international circular economy center. As a 

foundation member, we are a type of anchor investor. Inter-

nally, we are focusing on the circular economy within our 

UpCycling project, which spans all of our businesses. In the 

product development stage, WeWire works together with 

Visionlabs, an industrial design institute at the University of 

Wuppertal. The Coroplast Group is also a member of the 

Excellence Circle of the Sales Management department at the 

Ruhr University Bochum. Each of these forms of cooperation 

offers an opportunity to learn something new every day.

N.G.: In addition to strategy operationalization, we at 

 WeWire are also actively working on cultural change. We 

are discarding old ways of thinking and cooperating with 

partners that often work in quite a different manner than we 

are used to. Currently, we are testing out a Focus Friday, 

which is a day with as few internal meetings as possible in 

order to create space and time for creativity. We are also 

putting together a pre-development team that, aside from 

daily business, will focus on our new approaches. 

How have these approaches been received so far?

B.S.: At times the business units of the Coroplast Group 

operate like stand-alone companies. It’s important, however, 

that we have a consistent company culture, and that means 

that we need to communicate even more intensively across 

the units.

N.G.: Exactly. For example, WeWire has begun communi-

cating regularly with its sister unit Coroflex. Within our team 

workshops we have also developed some “culture hacks,” 

which are small, quickly implemented measures that pro-

mote exchange, collaboration, and idea generation. 

What do you see as the success of your efforts?

B.S.: I see it as a success when our efforts have made our 

employees willing to engage in exchange with internal and 

external partners. We need colleagues who are hungry for 

new knowledge.

N.G.: For me, success means maintaining the same market 

position for the next 20 to 30 years – in the same core busi-

ness, but also in some sectors that are new to us. It means 

that we continue to be able to discover niches for ourselves, 

that we are open to new things, and play an active part in 

shaping the future.
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INNOVATION MANAGEMENT
Since the company was founded by Fr i tz Müller  in 1928 we have 

focused on innovation. But the pace of technical  change continues 

to increase, and the product l i fe cycle is noticeably shor ter.  

Nina Grevelhörster  and Bastian Schäfer  te l l  us in this interview 

how these changes have inf luenced innovation management.
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CARBON FOOTPRINT
DATA VALIDITY STEADILY INCREASING

The first greenhouse gas balance for 

the Coroplast Group in Germany was 

carried out for 2020. This data collection 

was not only continued in 2021, it was also 

carried out retroactively for the year 2019. 

Thus, we now have an initial time series 

from which we can get a clear picture of the 

measures and how they have developed. 

We were also able to identify mistakes in 

the data collection process and to rectify 

them. This means that our planning can 

now be based on even more reliable data.

Since we began using electricity creat-

ed by renewable energy in 2019, the 

emissions at our Wittener Straße location in 

Wuppertal have been greatly reduced. We do 

compensate for the emissions created by 

our vehicle fleet, but since they still arise, we 

do include them in the balance calculations.

2. ENVIRONMENT
STEFAN ERHARD

We have come a long way in the last 

few years – even if many of the im-

provements in the production facili-

ties and building technology were not 

officially carried out as “sustainability” 

measures. This was recently confirmed by 

a comprehensive, independent efficiency 

consultation carried out by a regional com-

petency center for energy, efficiency, and 

resource optimization. The results: We have 

already harvested the low-hanging fruit and 

we have even managed to get quite a few of 

those that are a bit higher up the tree.

This means that the tasks will become 

more challenging: To achieve the neces-

sary decarbonization of our energy use we 

will have to leave the well-traveled path and 

head out into uncharted technological territo-

ry. Currently, the consultation, planning, and 

building capacities necessary to implement 

these measures are also in great demand. 

But our success is precisely due to the fact 

that we don’t simply bury our heads in the 

sand but rather accept the challenges with a 

clear picture of the opportunities they present.

Stefan Erhard, Team Leader Occupational  
Safety & Environmental Protection

1 all values in metric tons  
(rounded)
2 Scope 1: direct greenhouse gas 
emissions from the stationary and 
mobile burning of fossil fuels and 
combustibles
3 Scope 2: indirect greenhouse gas 
emissions from the creation of 
purchased electricity
4 Scope 3.3: other indirect greenhouse 
gas emissions along the value-added 
chain of fuels and combustibles 
obtained

Sustainable thinking and action 
has always played a central role 
here at the Coroplast Group. This 
means that we started the Coroplast 
Group Sustainability Initiative at a high 
level and the balance, which is still in 
its early stages, has yet to show great 
leaps in efficiency.

CLIMATE BALANCE 2019–2021
CO2 Emissions in Germany1

Total

2019 2020 2021

4,874 4,958 5,086

16.41 17.79 16.18
kg CO2 Equivalents  

per EUR 1,000 Revenue
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For our sustainability campaign, inter-

nationalization is the next big step. We 

are tackling this goal at our Polish branches, 

where 1,200 employees from the business 

units Coroflex and WeWire make our prod-

ucts. After all, as an EU member, Poland is 

the nearest location to our headquarters, 

both spatially and regulatively. Climate and 

environmental protection are also major 

topics in Poland. Primarily because there is 

so much to be done: With the exception of 

Germany, Poland generates as much elec-

tricity from lignite and hard coal as all the 

other EU countries combined. Thus, one 

measure included in the Polish govern-

ment’s Clean Air program is a ban on coal 

furnaces by 2030. The program also pro-

vides a lot of support for photovoltaic sys-

tems. These efforts are very apparent in the 

areas around our locations. 

At an on-site meeting in the middle of 

May, one thing was clear: Our Sustain-

ability Team is well positioned and ready. 

The energy situation is at the very top of the 

agenda for environmental reasons on the 

one hand, and, on the other, because 

 Poland is no longer receiving Russian gas 

and we will have to be a bit more flexible 

come fall. 

The team’s goal for the Strzelce Opol-

skie location is to heat the buildings with-

out the use of natural gas. The options to 

achieve this include a combination of pho-

tovoltaic systems, geothermal energy, heat 

pumps, and district heating. Planning is in 

full swing because the clock is ticking.

GETTING READY AT OUR POLISH LOCATION
THE SUSTAINABILITY TEAM HAS CLEAR OBJECTIVES

The Polish Sustainability Team 
(from left): Aleksandra Mazurek, Krzysztof 
Lipok, Paweł Pawelec, Agnieszka Kiszka, 
Krzysztof Schwierz, Paweł Chwał
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GREENHOUSE GAS EMISSIONS
WE AIM TO REDUCE RATHER THAN COMPENSATE

Initially, we intended to have completed 

the plan to reduce our greenhouse gas 

emissions by the end of 2021. However, 

we soon discovered that there was more 

analysis and discussion necessary than we 

had expected in order to create a viable plan. 

And, since the spring of 2022, the energy 

and political consequences of the war in 

Ukraine have forced us to correct some 

 decisions that had already been made. For 

example, we had already changed from 

heating our buildings with oil to heating 

them with gas and are currently seeking an 

alternative for this as well as the planned 

change from thermal oil heating – also to gas.

Fossil heating energy is and remains 

one of our largest sources of green-

house gas emissions. The switch to re-

newable heating energy also requires reno-

vating some of our buildings to increase 

their energy efficiency. With some external 

support, we plan to use the heating period 

of 2022/23 to clarify the necessary reno-

vations and determine the energy-saving 

potential. At the same time, we will request 

an analysis that tells us the potential for 

photovoltaic units on suitable roof and 

parking spaces as well as the investment 

necessary to implement such units. The re-

sults will allow us to implement the mea-

sures necessary in the most consistent 

manner possible. After all: We aim to re-

duce the emissions produced by our loca-

tion in Wuppertal as much as possible by 

the year 2030. Our intent is, first and fore-

most, to reach our climate goals through 

reduction. We are rather skeptical of com-

pensation received through “anonymous” 

certificates with unclear pricing and quality. 

Currently, we are considering internal car-

bon pricing, the sums from which we could 

use to support regional projects.

Stefan Erhard (right),  
in conversation with Michael Kissel, 
Head of Factory Planning & Facility 
Management.

FROM OLD  
TO NEW
At our Strzelce Opolskie 

location we are currently 

planning a highly efficient 

facility for regranulating 

residual plastic waste  

that is produced when the 

 machines are first turned on. 

This will allow us to reduce  

our waste, re-purpose high 

quality raw materials for the 

cable sheaths, and save 

approx. 75,000 kg of material 

per year, not only reducing  

our disposal costs but also 

protecting the environment.  

It’s a real win-win situation.

© LINDNER-RECYCLINGTECH GMBH
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Keeping Close Tabs on Our Gas Use

An impressive example of this is the col-

laboration with a service provider in the 

area of Industrial Internet of Things (IIoT) 

and the Production IT team from Coroplast 

Tape. Our IIoT partner supports us with an 

open-source-technology approach and 

trains the employees, so that the knowledge 

remains in the company. One particularly 

successful use of this technology was the 

installation of wirelessly communicating 

sensors onto the gas meters of the produc-

tion facilities building at our Wuppertal 

 location. This precise data allowed us to 

recognize that our use was excessive and 

we were able to reduce our consumption by 

400,000 kWh.

Good Experience with the Digital 

Investment App

The digital investment and cost app, which 

was started in 2020 as a pilot project, was 

introduced in the German locations in 2021. 

This is a multi-level process that is carried 

out worldwide more than 3,500 times per 

year. 

Thiemo Soboll, who has been responsible 

for investment controlling for many years, 

describes the program’s success: “The 

processing time went from an average of 

oftentimes multiple weeks down to less 

than four days.” And he sees additional ad-

vantages to the new system: “Now it is al-

ways clear what stage the process is in, and 

attachments and add-ons never get lost.” 

Back-up copies are also now a thing of the 

past. The program’s increased transparency 

became even more evident after all the lo-

cations outside of Germany were included. 

“Communication has improved greatly. We 

now have a comprehensive, automated pic-

ture of all the investment activities across 

our locations.”

Customer Data at the Push of a Button

Another example is the introduction of a 

Customer Relationship Management (CRM) 

system, or a digital sales management sys-

tem. This system provides all the relevant 

information pertaining to the customer, 

which allows our sales employees to make 

more informed decisions. It also saves time, 

minimizes mistakes, and eliminates the 

need for a lot of paper copies. Initially intro-

duced at Coroplast Tape, the system is now 

in the process of being introduced in the 

Coroflex and WeWire business units.

The Role of Customized Software

Special programs for standard processes 

are becoming more and more important 

here at Coroplast. Most of the time these 

systems replace standard spreadsheets, or 

the notorious unending Excel tables. One 

key advantage is the authorization manage-

ment, which sets clear parameters for which 

users are allowed to read, write, or change 

data and all entries and changes can be 

seen at any time. Anyone who has ever at-

tempted to find a mistake in a lengthy Excel 

spreadsheet will be excited about the pos-

sibilities these programs offer. 

CREATING  
OUR OWN 
SOFTWARE
Our IT department has grown 

significantly in the past few 

years, and for the last year we 

have been developing soft-

ware in-house. For example, 

the app for the digital 

investment application was 

programed in-house and is 

thus perfectly tailored to meet 

our requirements. Additional 

tools for our administration are 

already being planned and 

implemented.

DIGITALIZATION
FOLLOWING OUR PLANS AND STILL ON TRACK

Michele Lagnese has served as the Digital Transformation Officer at the Coroplast Group for the 
last three years and is currently heading the entire IT department.

Digitalization projects are about much more than just replacing devices, data, or software. 

Rather, they are about reorganizing business processes that involve dozens, even hundreds 

of employees, or about brand new ways to collaborate.

Recognizing opportunities: Our primary goal is to use digital processes to save 
resources and develop sustainable business models.
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MATERIALITY ANALYSIS
WE NOT ONLY WANT TO DEAL WITH TOPICS CORRECTLY, 

WE ALSO WANT TO DEAL WITH THE CORRECT TOPICS

Of course we want to concentrate our energy on 

the currently relevant topics when it comes to 

pursuing our sustainability goals. This is why we 

have developed the materiality analysis and have put 

thought into how much action we feel is required in 

the eight most important topics. The assessment is 

based on two factors: We evaluate the topics from our 

perspective but also from the perspective of stake-

holders, such as customers, employees, shareholders, 

authorities, organizations, and suppliers. A lower 

 priority number does not mean that we feel the topic is 

not important. We simply feel that it is not as essential 

to take action because we have already implemented 

measures in this area.
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The Coroplast Group brand is strong. 

But we want to continue improving on our 

special strengths as a family company with 

flat hierarchies and short decision-making 

paths as well as the high degree of loyalty 

and identity that our employees possess. 

To do so, we will use targeted digitalization 

to optimize our processes and set global 

standards. Always with the goal of retaining 

our speed and agility – and, in the end, en-

suring that our company’s success is future 

proof.

WE WILL FOCUS ON  

FOUR KEY AREAS: 

1. High Employer Attractiveness –  

Employee Recruitment and Retention

We know that our employees are the carriers 

of the Coroplast DNA and are thus our most 

important brand ambassadors. That’s why 

we offer attractive development opportuni-

ties in specialist and leadership careers in 

our strong corporate brands as well as the 

Coroplast Group. 

2. Future Leadership –  

Appreciative Management Culture

Appreciation and trust are two essential 

features of our leadership culture and we 

lead with empathy and a focus on individu-

als. We promote the creativity and respon-

sibility of our employees under the motto 

“entrepreneurship within the company.”

3. Inspiration from New Work – 

 Creative Structures and Collaboration

Innovative, fresh ideas only flourish in the right 

atmosphere. That’s why we rely on multi-func-

tional, autonomous teams that collaborate 

across locations and business units. We pro-

mote teamwork, communication, and coop-

eration because we are convinced that col-

lective intelligence beats expert knowledge. 

4. Digitalization and Data-Based 

Decisions

We purposely use the advantages of digita-

lization in order to optimize processes. Our 

approach to this uses data as a basis to 

make personnel-related decisions.
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HR STRATEGY 2030
WE ARE CONCENTRATING ON FOUR FOCUS AREAS

3. SOCIAL
MARC STAWITZKI

The Coroplast Group is a highly 

 attractive employer for all of our ap-

plicants and employees around the 

world – and we want things to stay 

that way. That’s why we have developed 

the HR Strategy 2030 and its agenda based 

on the the current HR megatrends, the 

Coroplast business strategy, and our inter-

nal customer needs. We have prioritized 

four focus areas that will be carried out in  

a first round using numerous measures, 

projects, and initiatives. 

The strategy is aimed at ensuring equal op-

portunities and diversity within the company, 

fair pay for all employees, and work-life bal-

ance. Our qualitative goal is to increase the 

awareness within management and derive 

concrete measures from it in order to im-

plement these topics on a global scale. 

With the Next Gear HR project we have set 

the goal for the end of 2022 of making man-

agement more aware of topics relevant to 

our employees and to enable data-driven 

decisions to be made using transparent, 

comparable data.

Marc Stawitzki, Global HR Director  
of the Coroplast Group

GLOBAL 
GOALS 2030
Employee Satisfaction:

Feedback from the Great 

Place To Work® survey, 

with over 85 % positive 

responses

Diversity:

30 % of the vacant 

management positions 

filled by applicants with 

diverse identity

Managers:

50 % of the vacant 

management positions 

filled by internal applicants

Young Talent:

More than 10 % of the staff 

in Wuppertal are trainees 

or working students
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In 2022, our program for trainees is 

continuing at a very high level: A total 

of 48 young people will begin their careers 

here at Coroplast. For us, this is a great 

success and it likely stems from the fact 

that we have a lot to offer young people. 

We react to changes in technology and 

adapt our traineeships accordingly. For ex-

ample, we are currently training IT special-

ists in the area of application development. 

Our trainees also receive a lot of extras, 

such as free iPads and a special room for 

personal exam preparations. The above- 

average pay and uniform vacation for 

 trainees and employees alike show how 

 seriously we take this equal partnership 

with those in training at our company.

The structured qualification of our 

employees is an important foundation in 

our personnel strategy. Training and con-

tinuing education are centrally managed by 

our CoroAcademy, which develops and ad-

ministrates internal and external learning 

opportunities. We are also continuously 

 expanding our digital self-study offers.

TRAINING AND CONTINUING EDUCATION
WE BELIEVE IN LIFE-LONG LEARNING RIGHT FROM THE START

2120

HEALTH MANAGEMENT
WE SYSTEMATICALLY PROMOTE VITALITY AND WELL-BEING

Our workforce health management, 

with the health board serving in a cen-

tral coordinating roll, has numerous 

components: a free gym membership for 

all Wuppertal employees, regular employee 

events on selected workforce health man-

agement topics, long-term offers such as 

psychological support, debt counseling, 

tips on health, fitness, and nutrition as well 

as telephone consultations for employees 

caring for family members. Also included in 

the program are a workplace analysis, ex-

aminations via the company doctor, and 

vaccination consultations.

The introduction of an employer- 

financed supplementary health in-

surance at the Wuppertal location was a 

particular highlight last year. This insurance 

offers numerous preventative benefits simi-

lar to those of privately insured patients. For 

example, each employee receives a health 

budget of between 600 and 900 euros per 

year, depending on how long they have 

been with the company. This budget can 

be used as the employee sees fit for health 

prevention activities or for special health 

treatments. In addition, all of our employees 

have the option of a special hospital insur-

ance after they have been with the company 

for three years. This allows employees a 

free choice of hospital, a private room or a 

room with only one other bed as well as 

treatment by the head physician. Family 

members of our permanent employees can 

also be included in the policy without a 

health check for a small surcharge. 

Wide range of options: We care about the health of our employees.

Positive development: The number of traineeship positions at the Coroplast Group and the three 
business units has grown significantly since 2011.

 POPULAR 
EVENT

The health days are con-

ducted regularly as part of 

our health management.  

There are many workshops 

offered, such as “Bodies in 

Motion are Strong Bodies” or 

“Healthy Office Workspace.” 

We also offer various testing 

stations throughout the day for 

body analysis such as a heart 

or cell check.

2011
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30

33

28

31

39

44

48
50

48

2015 20192013 2017 20212012 2016 20202014 2018 2022
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A high rate of employee satisfaction 

can only be achieved in a culture of 

open communication and honest feed-

back. Furthermore, only satisfied employ-

ees are enthusiastic brand ambassadors 

for our company. This is why we involve our 

employees in our strategy concept and our 

sustainability management through the fol-

lowing measures:

•  through regular exchange between 

management and the workers’ council 

•  through quarterly “terrace conversations” 

between the CEO and various employees, 

as well as through our department head 

meetings

•  through information and feedback 

options in our globally available intranet 

“CoroWorld”

•  through the company suggestion system

•  through our Facebook and LinkedIn pages

An important element in measuring 

the satisfaction of our employees is 

the anonymous survey carried out regularly 

by the research and consultancy institute 

Great Place To Work®. Our certificate as an 

“Attractive Employer” with above-average 

results is proof of our trustworthy, fair leader-

ship, the active support of our employees, 

and the high levels of respect, trust, pride, 

and teamwork in our company culture. 

Some survey respondents stated that 

they would like to see a culture with 

open feedback as well as transparent 

communication in disciplinary mea-

sures. We take this very seriously, and we 

have already begun taking steps in multiple 

areas to make this happen:

•  Team development workshops in 

 selected areas 

•  Regular conversations with a variety of 

parties in order to increase our communi-

cation and consensus

•  Annual employee dialogs for all 

 permanent employees

•  Effective recruitment and better training 

for new employees (also using new  

digital processes) 

•  More intensive talent management in 

order to find personal paths for develop-

ment together with our employees

EMPLOYEE SATISFACTION
WE LIVE OUT A CULTURE OF OPEN CONVERSATION AND FEEDBACK
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Distinction: In 2022, the Coroplast Group was  
recognized by the Top Employer Institute as one 
of the top 144 employers in Germany.

Solidarity: The Coroflex location in Kunshan, China provided support to its employees who 
were in quarantine with their families by sending them food boxes.

GPTW GOES 
GLOBAL
In order to continuously 

improve ourselves, we plan to 

conduct employee surveys 

using the Great Place To 

Work criteria (GPTW) in the 

future and to expand its use to 

our international locations, 

thus creating a global culture 

of conversation and feedback. 

The survey is currently being 

conducted in Poland.

Great assets: For the Coroplast Group, 
diversity means new perspectives,  
more knowledge, undreamed-of creativity,  
and immense innovative power.



Creative re-purposing: We have taken material 
waste created by adhesive tape production  
and turned it into stylish, high-quality products 
such as backpacks and laptop cases.

Continuous improvement process (CIP):  
Konstantin Pantel, our Manager of Processes and  
Organization, is always happy about ideas for  
process optimization.
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EMPLOYEE INVOLVEMENT
HOW WE INVOLVE OUR EMPLOYEES IN COMPANY SUSTAINABILITY

Trainee Pitch

In our internal competition, three teams of 

trainees went up against each other. Urban 

gardening was the theme, and each team 

had a chance to develop their own concept. 

A jury judged the winning concept and it 

would then be partially implemented. The 

goal of the competition was to develop 

project management skills and promote en-

trepreneurial thinking. Each team was given 

three months time and 4,500 euros. Within 

this framework they were able to freely de-

cide on the design, development, and im-

plementation of the concepts. 

The ideas brought forward by the teams 

were: bees in CoroPark, green walls for in-

terior rooms, and raised beds for growing 

vegetables and herbs. The AZUBEE team 

with its two bee colonies was pronounced 

the winner. Natalie Mekelburger, CEO of the 

Group and chair of the jury, stated: “I was 

very impressed by the ideas and the quality 

of the presentations. All three teams devel-

oped excellent concepts and showed a 

great amount of teamwork.”

Wanted: fresh ideas

One of the most important sources for new 

ideas is the shop floor. Our employees who 

work with our machines and materials on a 

daily basis know best where we could make 

improvements. The suggestions they submit 

are regularly evaluated by a top-level com-

mittee. One of the award-winning ideas re-

duced the edge trim of adhesive-coated PET 

cloth by around 11,000 square meters per 

year. Another increased the output quantity 

with the same machine running time, saving 

us 20,000 euros a year. In 2021, we were able 

to award a total of 70,000 euros in prizes to 

our employees for their suggestions.

CoroUpcycling

Last year we produced backpacks each 

made from two square meters of PET cloth, 

and they were a big hit. There were 300 

pieces produced in total and they sold out 

quickly thanks to great interest from employ-

ees, customers, and other interested parties. 

Due to the great demand, we then moved on 

to a laptop case. Since the laptop cases are 

smaller, they only require 0.7 square meters 

of PET cloth for each, but we have increased 

the number of pieces made to 700.

TERRACE CON-
VERSATIONS
This interdisciplinary 

format soon established itself 

as a standing appointment. 

And it’s no wonder, since it 

gives employees of all the 

business units the chance to 

have a direct conversation 

with management. The 

conversations take place on 

the roof terrace in Wuppertal 

with its inviting lounge seating 

and beautiful view: the best 

setting for a casual, open 

atmosphere in which ideas 

can flow. 

Winning project: The AZUBEE team won over the jury for the 
trainee pitch competition with their self-made honey.
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Top partner: Coroplast Tape has supported  
the Bergisch Handball Club 06 since 2021.

Startup Teens: We support future innovators.

This is how winners look: Team Ecurie Aix, the team supported by Coroplast, came in first place at 
the Formula Student Austria competition 2021 in the categories of “Autocross” and “Endurance,” © FSA.

Sponsoring Art: In cooperation  
with the Von der Heydt Museum,  
we supported high-class exhibits.

Prototype: We supported the mu-zero project, in which four universities from 
 Baden-Württemberg are developing a high-speed capsule for the hyperloop traffic system. 

SOCIAL ENGAGEMENT
WE TAKE RESPONSIBILITY FOR REGION AND ENVIRONMENT

We take an active part in caring for the 

well-being of our neighborhood – and 

beyond it as well: This is how we put into 

practice the values laid out in our Purpose, 

Vision, and Mission. Some examples of these:

Art & Culture: In 2021 our financial sup-

port for the Von der Heydt Museum in Wup-

pertal was used for the relaunch of its web-

site. We also once again supported the 

Kunstsammlung NRW [art collection North 

Rhine-Westphalia]. 

Education & Social Issues: We promoted 

natural-science and technical courses at 

the Wuppertal Junior University as well as 

the Verein der Freunde und Alumni der Ber-

gischen Universität e. V. (FABU) [friends and 

alumni association of the University of 

Wuppertal]. We also made a donation to 

the Burgholz Children’s Hospice, the Ber-

gisch Child Protection Department, the 

Winzig Foundation for the “Culture in the 

Morning” project as well as the innovation 

network Startup Teens. In addition, Coroplast 

made a financial contribution to the Chris-

tian Hospice Foundation and the “Refugio 

Selbst hilfe Häusliche Gewalt” organization, 

which works to fight domestic violence. 

Victims of the 2021 German flood disaster 

were also given a generous donation from 

the Coroplast Group.

Sustainability: We want to make an active 

contribution to promote the issue of circular 

economy regionally, nationally, and interna-

tionally. That’s why we decided in 2021 to 

become a foundation member of Circular 

Valley, a Bergisch start-up accelerator and 

think tank. 

Sponsoring Sport: Since 2012, Coroplast 

Tape has been an official top partner of the 

German National League Team of the Ber-

gisch Handball Club 06. We sponsor the 

Schwebebahnlauf, Wuppertal’s famous 

running event, and submit four of our own 

participants each year. We also support the 

women’s and men’s team of the Golf Club 

Hubbelrath in Düsseldorf as well as some 

individual young golfers. A variety of Formula 

Students Racing Teams receive our support 

in the form of adhesive tape and wires. We 

also help a student development team with 

high-voltage wires, advice, and simulations 

as they design a pod for the hyperloop.

A FUTURE FOR 
UKRAINE
Russia’s attack on Ukraine 

was also very shocking for us, 

as it went against all of our 

fundamental values. With 

the hope of giving Ukraine a 

self-governing future and also 

to relieve some of the imme-

diate suffering, we have 

donated 100,000 euros  

to the United Nations 

Children’s Fund (UNICEF) 

and our locations in Wuppertal, 

Poland, and Moldova have 

organized numerous other  

aid campaigns.
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COMPLIANCE
WE ANALYZE RISKS AND TRAIN OUR EMPLOYEES

4. GOVERNANCE
ROLAND MERTA

The “G” in ESG stands, in a broad 

sense, for good management, or cor-

porate governance. This includes secure 

IT systems, clear, stringent, and preferably 

digital processes, but also trust-filled rela-

tionships with customers, partners, and 

suppliers. 

In a stricter sense, the term is about 

compliance. It means preventing rule vio-

lations of any kind, ensuring that the sys-

tems shaping the rules are adhered to, and 

uncovering any violations that may occur. 

In general, it is often about preventing cor-

ruption and tax evasion, preserving human 

rights, or the purchase of conflict minerals. 

In the Coroplast Group, we established a 

compliance management system in 2018, 

gathered data on possible risks in all of our 

locations, and published a code of conduct 

to help all of our employees to act appropri-

ately when dealing with customers and 

suppliers.

Roland Merta (left),  
General Counsel & Compliance 
Officer, in conversation with
Volkan Gülenc, Deputy CFO

Our compliance concept consists of 

numerous elements: In addition to creat-

ing awareness for these topics in the annual 

management meetings and the information 

on our website, in our global intranet, and 

the “Compliance News” newsletter, we have 

been carrying out an online training program 

on a variety of compliance issues for all of 

our office employees in Germany since 2021. 

By the beginning of 2022, most of our loca-

tions outside of Germany were also partici-

pating in the program. The training modules 

give our employees a better understanding 

of current and fundamental compliance 

 issues. The modules focus on the differen-

tiation between private and professional 

aspects and not accepting personal advan-

tages. Over 99% of our employees have 

successfully completed the training pro-

gram. 

When we introduced the compliance 

management system in 2018, we also 

carried out a risk analysis. This analysis 

examined all of our location sites and 19 risks 

from all of our company areas were identi-

fied, evaluated, and ranked according to 

their relevance. The results showed four 

risks that were identified as “medium” risks, 

in respect to the likelihood that these risks 

would occur and the consequences associ-

ated with them. An example of one of these 

risks is corrupt behavior in the purchasing 

or sales departments. 

In light of the new German Supply 

Chain Act, which will take effect in 2024 

as well as other legal measures that will   

become stricter from a compliance per-

spective, we are planning to analyze the 

risks again and to re-evaluate them. We are 

also planning an internal audit, which will 

be conducted for the first time in 2022 and 

will evaluate select location sites for cor-

ruption risks.

In 2014, we already communicated 

our pledge to uphold human rights in 

all of our locations. In 2022, we will take 

all of the documents on the topics of em-

ployee rights, social standards, and human 

rights and communicate them in a binding 

manner by including them as a standard 

part of our Code of Conduct.

RESPONSIBLE 
MINERALS 
 INITIATIVE
The minerals tantalum, tin, 

gold, and tungsten, known 

as conflict minerals, are 

used in the production of our 

products for the business 

units WeWire and Coroflex. 

In order to reduce the risk that 

these minerals come from the 

Democratic Republic of the 

Congo or one of its neighbor-

ing countries, we use the 

questionnaire from the 

Responsible Minerals 

Initiative. Our suppliers are 

required to report regularly  

on the sources for these 

minerals. This measure is 

accompanied by an internal 

Conflict Minerals Policy. 
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CSI BOARD 
HOW WE MANAGE OUR SUSTAINABILITY PROJECTS 

SUSTAINABILITY REQUIRES 

 STRUCTURE …

When we initiated the Coroplast Group 

Sustainability Initiative (CSI) it was clear to 

us that sustainability is a topic that affects 

all areas of our business. It is not the respon-

sibility of a single individual but rather has 

to be carried out and promoted from within 

the company’s organizational center. This 

is why we created the CSI Board in 2021, 

which includes the department heads from 

all three business units. The board’s two 

coordinators, Stefan Erhard and Dr. Martin 

Uebele, are responsible for the following 

 areas, respectively: environment and social/

governance. They stay in contact with the 

entire CSI team and the board of manage-

ment, which approves all important deci-

sions and provides new inspiration.

… AND PROCESSES

With all of these participants, it was import-

ant to us to set up a platform to regularly 

exchange information on sustainability top-

ics and within it to make all the decisions 

that affect the direction of our business. 

The CSI Board meets around every two 

months and the members provide short, 

concrete updates in these meetings. After 

all, it is clear to all the participants that the 

topic of sustainability is important, but that 

it has to be efficiently managed alongside 

the daily business. 

In addition to the big board meetings, there 

are also often work meetings on the most 

important tasks and projects that result 

from the CSI Board’s decisions alongside 

the materiality analysis. This gives all par-

ticipants a clear overall picture of what is 

happening, without having to involve upper 

management in every operative detail.

“The CSI Board makes sure that 

we are acting in a coordinated 

manner.  This prevents us from 

unknowingly work ing on the 

same susta inabi l i t y  issues in 

dif ferent areas of  the group at 

the same t ime.”

Dr. Martin Uebele
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*  Integrated management system for 
quality, environment, and energy
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IT SECURITY
WE RELY ON EFFECTIVE SECURITY CONCEPTS

In order to ensure that all the advan-

tages of digitalization can be imple-

mented purposefully and responsibly, 

it is important to have a comprehen-

sive security concept that is carried 

out by all of the Coroplast Group em-

ployees around the globe. Benjamin 

Roth, who is responsible for IT security, 

tells us how this works. 

Mr. Roth, what is IT security  

all about?

It’s about securing our internal network and 

protecting it from criminal attacks. There 

are attackers that will try to use weak spots 

to obtain or delete data, to blackmail, or 

sometimes just simply to vandalize. More 

precisely, the attackers are attempting to 

gain administrative rights to the system 

they are hacking. Once they have these 

rights, they then have access to the data or 

can encrypt the entire system. When it 

comes to cybercrime there are actually a lot 

of different types of data that can be used 

to make money. We care for every area of 

the company that is at risk for these attacks.

 

What measures are taken to protect 

the company?

All of our employees are familiar with the 

Security Awareness Campaign with its 

phishing simulations and we also have a 

special e-learning program where they 

learn all about IT security. I have been really 

pleased with how well these programs have 

been received. When it comes to software, 

we use a licensed anti-virus program that 

has advanced features. The firewall pro-

tects us against external attacks, and in the 

IT department we are able to retrospectively 

look at the attacks in detail. We are currently 

working on a variety of additional measures 

and methods in order to increase our secu-

rity in the future.

How are the employees informed 

about important IT security issues? 

In general, we try to reach our employees 

repeatedly with a variety of media and for-

mats in order to increase awareness of data 

security. For example, we will use short 

 video clips to show what a hacker does or 

how you can protect yourself in your private 

life. Well-informed employees are key. Often 

it comes down to surprisingly simple things, 

such as locking your computer screen 

when you leave your desk. JUST IN CASE
The IT security team regularly 

simulates cyberattacks on 

the company’s internal system. 

This allows them to quickly 

and efficiently identify gate-

ways and develop concrete 

countermeasures, so that they 

are ready anytime in case an 

attack happens.

“The most impor tant work that we do in our depar tment is increasing

awareness of IT security in each and every one of our employees.” 

Benjamin Roth

What type of cyberattacks occur  

most frequently?

That would be what is known as phishing. 

This method attempts to get employees to 

enter their login data in a fake login page on 

the Internet, giving the attackers access to 

the data. Senders of phishing emails are 

often very skilled and their emails are be-

coming more and more sophisticated, so 

we will probably be dealing with this issue 

for quite awhile.

Benjamin Roth has been working
in IT security at the Coroplast Group 
for two years.

Employee Security Risk: Deloitte surveyed
403 managers in large and medium-sized  
companies in Germany as well as 103 delegates  
from state and European parliaments on the  
largest IT risk factors to companies. 
Source: statista

Great danger
Very great danger

Employees carelessly handling data

Hacker attacks

Use of mobile devices

Data misuse, e.g., unauthorized data transfer

Use of outdated technology

75 %44 %

38 %

36 %

25 %

12 %

13 %

31 %

50 %

49 %

34 %

23 %

9 %

14 % 9 %
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ABOUT THE COROPLAST GROUP
The Coroplast Group is an internationally successful and independent family-owned company. 

Founded in 1928, we have grown from a local manufacturer of electrical isolation materials to 

a global player and a technology leader in the fields of technical adhesive tapes, wires and 

cables, and wire harnesses. 

With total group revenues of around 625 million euros and approx 8,400 employees, 

the Coroplast Group has production facilities not only at its headquarters in Wuppertal, Germa-

ny but also in Poland, China, Tunisia, the United States, Mexico, and Moldova. We also have 

service centers around the world. As a result, we are always close to our customers, who mainly 

come from the automotive industry. 

Sustainability Initiative

In order to ensure continued success  

in the future 2 issues need to  

come together: innovation and  

sustainability. The effect this goal has  

on our company culture is discussed  

in an interview with our CEO  

Natalie Mekelburger on pages 4/5.

Up to the edge of the stratosphere,  

27 km high was the height  

reached by a balloon in  

September 2021. 

Students from the Nordhausen  

University of Applied  

Sciences sent up the  

BEXUS 30 balloon to  

carry out measurements in the air. Coroflex’s 

 durable silicon wire tagged along for the ride.

Mission Zero: 

Our goal is to be 

climate neutral in our 

German locations by 

2030. The measures 

we are taking to  

get there can be 

found starting on 

page 10.

Our HR strategy is based on 

these 4 focus areas: 
1.  High Employer  

Attractiveness

2.  Appreciative Ma- 

nagement culture

3.  Inspiration from  

New Work

4. Digitalization

Find out more

on pages 18/19.

In June of 2022, 15 inter-

national start-ups once 

again competed in Wup-

pertal in the 3rd round of 

the Circular Economy 

Accelerator hosted by 

Circular Valley®. As a foun-

dation member, we actively 

promote the topic of the 

circular economy. 

www.circular-valley.org

We are using 12 data glasses in the production   

facilities in our international locations and in Wup-

pertal. We discuss which  

digitalization projects  

we are working on  

and how we are optimi- 

zing numerous processes  

on pages 14/15. 

In the materiality analysis we 

identified 8 of the most 

 important sustainability 

 issues and evaluated their 

need for action. This is how we 

are advancing our Sustainability  

Initiative. More information 

can be found on pages 16/17.

The extensive charging 

infrastructure, now with 

45 charging stations for 

employees’ electric cars at 

our Wuppertal location, is 

one of the largest charging 

station of this type in the 

entire region.
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OUR PRODUCTS ENSURE THE SUCCESS OF 

OUR CUSTOMERS AND MAKE 

THE WORLD  A BETTER PLACE.*

* More information on our products can be found on pages 6/7.

PUBLISHER 

Coroplast Fritz Müller GmbH & Co. KG

Wittener Straße 271

42279 Wuppertal, Deutschland

T + 49 202 26 81 - 0

info@coroplast-group.com

www.coroplast-group.com

Date: 07/2022

The FSC® trademark is used to certify wood products 

that are sourced from responsibly managed forests, 

independently certified according to the strict criteria 

of the Forest Stewardship Council (FSC®).

This sustainability report is printed on paper sourced 

from from FSC®-certified forests and other controlled 

sources.
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