
Co
m

bi
ne

d 
an

nu
al

 r
ep

or
t 

an
d 

su
st

ai
na

bi
lit

y 
re

po
rt

 2
01

5

Combined annual report and 
sustainability report 2015

The cooperative advantage



C O R E  V A L U E S
entrepreneurial · fair · innovative

BUSINESS AREAS

BUSINESS STRATEGY

Internationalisation 
Innovation

Brands

Cheese, Ingredients,
Fresh dairy products, 

ice cream, 
baby food, health products

Our goal:
To become 

Europe's most 
successful dairy 

cooperative

D
M

K 2020 SUSTAINABILITY STRATEGY

Combined business and sustainability strategy

Our mission: we make the best from the milk – for our fa
rm

ers

Team

Milk

En
vi

ro
nm

en
t

AgricultureSo
cie

ty

DMK GROUP – our strategy

You will fi nd more information on the combined business and sustainability strategy in the “Business and responsibility” section from page 10 onwards

Reporting framework
With its combined annual report and sustainability 
report, the DMK GROUP presents relevant groups of 
stakeholders with documentation of its economic, eco-
logical and social achievements. This fourth combined 
annual report and sustainability report provides infor-
mation on the results and most signifi cant developments 
of the fi scal year from 1 January to 31 December 2015. 
The report also contains information on developments 
in the current calendar year. DMK reports annually on 
the company’s progress; the last combined annual report 
and sustainability report was published in June 2015.

The combined reporting is based on the Guidelines of 
the Global Reporting Initiative (GRI), with the GRI G4 
Guidelines being applied this year for the fi rst time. 
Against this background, DMK conducted a materiality 
analysis during the reporting period. The transition to 
GRI G4 has resulted in extensive changes compared to 
the previous GRI G3 reporting, particularly with regard 
to the specifi c standard disclosures. The report presents 
the management approaches and performance indica-
tors for the important topics. The DMK GROUP reports in 
accordance with the Core option of the G4 Guidelines. 
No external assurance was requested for the report. The 
GRI Content Index can be found on pages 74 to 75. The 
full GRI Content Index with more detailed information 
can be downloaded from the website at  www.dmk.de/
GRI-Content-Index_2015_EN.pdf. 

Unless otherwise stated, the content, key fi gures, ratios 
and indicators in the report refer to the associated com-
panies and participating interests of DMK. These include: 

  the dairy farmers and member dairies of Deutsches 
Milchkontor eG and contract suppliers to DMK GmbH,

  DMK GmbH and subsidiaries in which DMK holds a 
stake of at least 75 percent.

DMK has gathered the content, key fi gures, ratios and 
indicators in close collaboration with the responsible 
departments of the company and by analysing the follow-
ing management systems: 

  Consolidated annual fi nancial statements/
fi nancial data

  Employee ratios: electronic personnel management 
system, occupational safety management system 

  Environmental ratios: DIN EN ISO 14001 environmental 
management system, DIN EN ISO 50001 energy 
management system

  Quality indicators: Quality Management System
  Integrated Management System (IMS).

The aim of this report is to create a compact overview 
for all stakeholder groups and enable dialogue. For that 
reason, insights from stakeholder surveys and from the 
dialogue with various groups have been incorporated 
into the report. DMK is interested in your opinion. If you 
have any suggestions or comments about this report, 
please write to:

  nachhaltigkeit@dmk.de

Further information
Further information on the Global Reporting Initiative 
and the GRI Guidelines can be found at:

 www.globalreporting.org 

Extensive material about the company and the DMK 
Sustainability Programme is available at

 www.dmk.de and in the DMK 2020 progress report

Note

For ease of reading the masculine form is used in this report in referring 

to persons. This is always taken to mean people of both genders.

About this report
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With 26 locations in ten German regions and around 7,500 employees, the 
DMK GROUP is Germany’s largest dairy company, obtaining its raw milk 
from more than 8,300 active dairy farmers. The cooperative-based company 
headquartered in Zeven, Lower Saxony, processed around 6.7 billion kilos of 
milk in the year under review to make internationally recognised quality 
products for retailers, food manufacturers and bulk consumers. With a 
turnover of 4.6 billion euros, the DMK GROUP is also one of the leaders of 
the European dairy industry. DMK is present in more than 100 countries 
all over the world with strong brands such as MILRAM, Osterland, Olden-
burger, Rose, Humana, Casarelli, Intact, Biolabor, hansal and NORMI. The 
product range covers the spectrum from basic milk products and cheese 
through dairy ingredients for food manufacturing to baby food, ice cream 
and health products. 

DMK in brief

Deutsches Milchkontor eG  
Group key figures

2015

Incoming raw materials 1 billion kg 6.7 

Turnover EUR billion 4.6

Investments EUR million 152.5

Tangible assets EUR million 761.2

Equity capital EUR million 574.1

Balance sheet total EUR million 1,561.2

Average number of employees  7,499

Apprentices   259

1 Raw milk from Deutsches Milchkontor eG dairy farmers and DMK GmbH contract suppliers as well as purchased raw materials
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More valuable
together

DMK’s fair and transparent corporate management takes the long-term view 

and is based on continuous, open dialogue with a number of stakeholder 

groups. The focus is on preparing the company for new challenges and concen-

trating on profitable growth in the strategic business areas to achieve a stronger 

market position. DMK pursues:

   the goal of becoming Europe’s most successful dairy cooperative;

   a long-term sustainability strategy that combines corporate  

and social responsibility and thereby creates value added for  

all stakeholders.

“Dairy farmers and employees  
work together constantly to continue  

DMK’s successful development.”
Ines Krummacker · Management Board

Daughter of a DMK employee · Trained in the company as an office administrator ·  
Worked in Accounts and Human Resources · Managing Director Human Resources  

at the DMK GROUP since 2015

4.6 bn. euros 1

is the amount of revenue 
generated by DMK in 2015  

with products for consumers  
and food manufacturers.

36.8%1

is the equity ratio  
that represents a  

solid financial basis for the 
company’s future.

1 Consolidated key figures
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Ladies and Gentlemen, Shareholders,
The benefits of a strong community come to the fore in difficult times: one person supports another, one profits from 
the other’s skills, problems can be solved better when we put our heads together, and burdens are shared by many 
shoulders. 2015 was an extremely hard year for the entire dairy industry: falling prices and high volatility in markets 
suffering from oversupply throughout the entire world led to revenue losses everywhere for dairy companies and 
milk prices that put a major strain on all dairy farmers.

In this challenging environment, the strong community of more than 8,300 DMK dairy farmers and around 7,500 
employees once more proved its value. Together, we succeeded in keeping our company economically stable. At the 
same time, this year of crises provided a further demonstration that DMK’s long-term strategy is the right one. Its 
importance for our company is revealed particularly in the current situation. This also applies to the DMK 2020  
sustainability strategy. After a searching examination, and despite the short-term adjustments demanded by market 
conditions – such as suspending certain measures or postponing individual investments – we, together with the dairy 
farmers, have a clear mission to continue our course successfully.

This course, with the focus on brands, innovation and internationalisation for the strategic business areas cheese, 
fresh dairy products, ingredients, ice cream, baby food and health products, was validated over again in the reporting 
period: the branded products market remained stable in contrast to standard goods in 2015, with our MILRAM brand 
for Germany once more reinforced with attractive products and marketing concepts. Oldenburger, the export brand, 
actually recorded increased sales in relevant export markets. Expanding the branded products business will therefore 
remain important to us going forward.

We also proved the worth of our extensive capital expenditure on modern and effective production facilities such as the 
milk powder factory in Zeven, the factory in Erfurt and the new Mozzarella cheese-making plant in Georgsmarienhütte, 
which were completed in the year under review. Before the reporting period ended, we benefited directly from  
our ability to process larger volumes to make innovative, highly profitable products at lower manufacturing costs. 
The full extent of the high technological standard’s positive impact on our product range – particularly for the inter-
national market – will not feed through into our results until the current and following years.

Our internationalisation strategy, which focuses principally on markets that cannot cover their requirements on their 
own in the long term, has turned out to make sense overall in the crisis-ridden international market environment 
and will shape our activities in the current year. Unless the situation eases in key markets such as Russia and China, 
for example, 2016 will be defined by a continuation of the tough market situation. However, one positive indication 
is the current decline in the growth in milk volumes combined with years of steadily rising demand for dairy products. 
This trend will also continue in future, on the basis of the forecast growth of the world population alone. Against this 
background, a company like DMK, based in the grassland area of northern Europe, has a good chance to exploit its 
favourable location for milk production to meet the increasing demand for high-quality dairy products to feed the 
world, thereby compensating for long-term stagnant sales potential at home.

5

Combined annual report and sustainability report 2015

Leadership and strategy

Foreword by the DMK GmbH Management Team



The merger with DOC Kaas, the second-largest cheese manufacturer in the Netherlands, was successfully completed 
on 1 April 2016. This also forms part of our strategy of tapping synergies, expanding our access to markets inter-
nationally and increasing our value added with new products. In a time when it is essential to reduce costs, a merger 
is an effective way to do this without additional direct investment.

With our factory structure concept being more or less completed in the reporting period, and in view of the continuing 
crises in our market environment, our focus lies mainly on economising on costs while simultaneously maintaining 
and expanding our competitiveness in international markets. To achieve this, we will concentrate particularly on 
further future-proofing our company’s organisation.

That our internal measures to this effect have proved successful is evidenced by the high level of commitment with 
which our employees devoted themselves to the company in 2015 despite appreciable retrenchment.

The implementation of the Milkmaster Programme was the central feature of the DMK 2020 sustainability strategy 
in the reporting period. Further activities related, for example, to the sourcing of basic raw materials from sustainable 
cultivation. We decided in the year under review to subject DMK 2020 to a review. We analysed where we stood with 
the DMK GROUP after three years of practical experience with the sustainability strategy, and what adjustments were 
needed as a result of market developments and the transition to the new GRI G4 reporting standard.

In the year 2015, around 8,300 active dairy farmers – around six percent fewer than in the previous year – delivered 
their milk to DMK. The company processed around 6.7 billion kilos of milk in the reporting period. We see the decline 
in the number of farms as a clear indication of continuing structural change, which has been accelerated by the 
drastic market situation.

The challenges of a continuing extremely volatile market will also persist in 2016 against this background. However, 
we see here the strong community that has proven its value during the challenges of the reporting period. We will 
continue to work together to achieve a future-proof position for DMK and therefore maintain stable, long-term 
prospects for dairy farmers and employees.

The Management Team

“Our focus lies on economising on costs  
while simultaneously maintaining and expanding  

our competitiveness in international markets.”

6 Leadership and strategy
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Foreword by the 
cooperative’s 

elected officers

Ladies and Gentlemen, Shareholders, 
The global dairy market crisis has put immense pressure on us in the reporting period and created milk prices at a 
level that satisfies none of us. The situation is causing us double hardship: market conditions and the resulting price 
drop are leading to lost revenue. At the same time, as Germany’s largest dairy company we have a duty to expand 
our international competitiveness. The capital expenditure of around 500 million euros that was required for this  
in the period from 2012 to 2015 was strategically necessary and appropriate. However, it did represent a notable 
challenge. Already in the current fiscal year this expenditure has not only made it possible for us to make the milk 
into higher-quality products, but also delivered the first effective savings from synergy effects and lower process costs. 
We are convinced of the long-term success of the strategic course that DMK is pursuing, in close consultation with 
our cooperative’s executive bodies on all relevant decisions.

That also applies to the Milkmaster Programme. After the development phase, in which our elected executive bodies 
were deeply involved, DMK launched Milkmaster’s operational implementation in 2015. We are convinced that,  
with this programme, we have sent an important signal to the market of our understanding of responsible milk 
production. Milkmaster has to become an economically viable model for the dairy farmers. For this, we need our 
customers to be willing to reward our commitment to higher farm animal welfare and environmental protection in 
future, in a spirit of fair trade relations.

In order to take responsibility in our community with the dairy farmers and respond to their strained economic situ-
ation, DMK sacrificed profit of 30 million euros in 2015 and distributed it to the farms through the milk price to 
provide liquidity. At the same time, the company launched a programme of economies in the second half of the year 
that has already produced substantial cost savings. DMK will continue this path even more rigorously in the current 
year in the interests of the owners. The merger with the Dutch cheese specialist cooperative DOC Kaas which was 
completed in April 2016 will also have a positive impact on the milk price by strengthening our position on the inter-
national market for cheese and whey products.

DMK will expand the strong community with the cooperative owners, and continue to involve them closely in its 
business development with a large number of meetings and informational media. In order to fill positions on the 
Board of Management and Supervisory Board optimally, we introduced a new application process with assessment 
centres and clearly defined criteria in the reporting period.

Even though we continue to be dogged by market volatility, we will benefit in the long term from the growth in global 
demand for milk and dairy products.

Otto Lattwesen,  
Chairman of the  
Supervisory Board

Thomas Stürtz,  
Chairman of the Board of Management 
of Deutsches Milchkontor eG

Sincerely
Otto Lattwesen
Chairman of the Supervisory Board

Sincerely
Thomas Stürtz 
Chairman of the Board of Management, 
Deutsches Milchkontor eG

7

Combined annual report and sustainability report 2015

Leadership and strategy

Foreword by the cooperative’s elected officers



Highlights

Sales office opens in Dubai
DMK opened a sales office in Dubai 
in 2015 to expand the sale of prod-
ucts with high added value, such  
as milk, cheese and cream, in this  
economically strong region and build 
stable, long-term trade relation-
ships there. MENA FZE, as a wholly 
owned subsidiary of DMK, and  
its employees will bring together  
all our business activities in the  
Gulf States, the MENA (Middle East 
& North Africa) countries and in 
Africa. These countries are among 
DMK’s strategic target markets, 
since the long-term demand there 
exceeds local production capacity.

Merger with DOC Kaas
In April of the current fiscal year, 
the DMK GROUP merged with 
Dutch cheese specialist DOC Kaas, 
thereby strengthening its com-
petitiveness in the German and 
international markets. DMK’s  
and DOC Kaas’s combined annual  
production in the cheese sector  
is around 500,000 tonnes. The  
German and Dutch dairy farmers 
will benefit from the merger of the 
two cooperative-based companies 
through positive effects on the  
production and sale of cheese and 
whey products. The merger agree-
ment was subscribed by the execu-
tives from both organisations in 
April 2016.

Successful programme launch
After two years of shared develop-
ment, DMK and the dairy farmers 
launched the Milkmaster Programme 
in the year under review. Following 
its integration into the Milk Delivery 
Regulations, Milkmaster has been 
binding on all DMK dairy farmers 
since the beginning of 2016. More 
than 5,000 dairy farmers took part 
in the first self-assessment in 2015 
and tested the Milkmaster Report. 
DMK trained auditors for the audits 
that will be conducted in future at 
all its dairy farms. After intensive 
consultation, the executive bodies 
approved a bonus system by a 
majority. Those dairy farmers who 
already implement important 
aspects of responsible milk pro-
duction on their farms today will 
profit from this system.
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Catwalk to the future
In May 2015, DMK launched a new 
concept for its presentation at 
training fairs based on the theme 
of fashion shows. The slogan is 
“Your steps into the future”. The 
concept looks to be favourably 
received by young people at more 
than 30 events annually. This move 
will position the company as a 
modern and attractive employer in 
the competition for highly qualified 
young talents. Instead of models, 
the exhibition walls show young 
DMK apprentices. Candidates inter-
ested in training with us can take 
away information flyers designed  
in the style of comp cards, and use 
them to contact the company.

Desserts for bulk consumers
Since March 2015, new filling  
technology for custard and fruit 
curd in various flavours has been  
in operation at our Erfurt site. The 
desserts are packed in five- and 
ten-kilo pails and are being pro-
duced for bulk consumers. Thanks 
to the leading-edge aseptic filling 
process, curd and custard can be 
kept without refrigeration for a 
guaranteed 90 days, and are there-
fore in line with customers’ needs 
and perfect for export.

Elections to the executive bodies 
In 2015, the regular elections were 
held for the cooperative’s executive 
bodies – the Annual Assembly, 
Advisory Board and Young Dairy 
Farmers’ Working Group. More  
than 3,500 delegates attended the 
35 District Assemblies which took 
place in all eight regions in the 
spring of the year. The 75 DMK vor 
Ort (“DMK on site”) assemblies 
held in November, in some cases 
combined as regional assemblies, 
were also very well attended. In eco-
nomically challenging times, the 
demand for information and debate 
was high and a constructive, open 
dialogue took place in a variety  
of forums between the executives 
from Deutsches Milchkontor e.G. 
and DMK GmbH and the dairy 
farmers.
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Business and responsibility

The continuing embargo on Russia and the economic 
crisis in China, as well as the political situation in the 
Middle Eastern states, the trend in oil prices and the dis-
proportionately fast growth of milk production in the 
main milk-producing countries had a serious impact on 
the global market for milk and dairy products in the year 
under review. The resulting oversupply placed a major 
strain on price trends in 2015 and put milk prices in all 
the important milk-producing regions of the world under 
severe pressure.

The global market situation had a direct effect on the 
company’s business and short-term decisions last year. 
In view of the price-dependent decline in revenue by 
around 700 million euros to 4.6 billion euros, the results 
of the company’s various business units show that the 
long-term corporate strategy has proved its validity even 
in crisis situations: products with higher value added, for 
example the branded and special products made by 
DMK and its subsidiaries, as well as the non-EU business 
supported the company’s results in a difficult year for 
the entire industry. With net earnings for the year of  
13 million euros, the Group’s profit is below the previous 
year’s 42 million euros, as was to be expected. With the 
clear goal of passing as much as possible of the liquidity 
earned on to the shareholders, the company sacrificed a 
total of 30 million euros of profit in the course of the 
year 2015, paying it out through the milk price.

Stability for a secure future
An equity ratio that has remained stabled compared to 
the previous year at around 37 percent shows that the 
DMK GROUP is on safe ground for the future. A contrib-
utor to this is our capital expenditure, which is extra-
ordinarily high compared to that of other German dairy 
companies. With a milk price of 27.57 eurocents/kilo 
(2015), DMK is below the average of comparable dairy 
companies. The reason for the unsatisfactory milk price, 
besides the crisis-related trend in the price of milk and 
dairy products, was the major amount capital expendi-
ture invested in expanding the capacity and portfolio for 
the German and international markets. This programme 
was largely completed in the reporting period. DMK will 
secure the future of the company and its international 
competitiveness in the medium and long term with this 
spending. The merger with the Dutch cheese manufac-
turer DOC Kaas, which was prepared in the reporting 
period and completed in April 2016, will support our 
competitiveness to the benefit of the shareholders. The 
amalgamation of the two companies will extend DMK’s 
product portfolio and international sales opportunities 
without further direct investment.

Taking responsibility for community
The company’s economic stability is not least ensured by 
its access to the low-cost financing which is needed for 
further growth. DMK will only be in a position to con-
tinue to do its work in the community with the dairy  

The DMK GROUP pursues a clear strategy in the six business areas cheese, fresh dairy products, 
ingredients, ice cream, baby food and health products. DMK’s focus here is to drive its German and 
international business forward with attractive brands, perform research and development into 
market-tailored products and pursue further internationalisation in high-potential markets. The 
company sees itself as forming a community with its cooperative members, employees and the 
regions in which it has a presence. This report provides one demonstration of how the company 
takes responsibility within this community.

10 Leadership and strategy

Business and responsibility



farmers, employees and regions to the usual extent if it 
is an economically solid company. Fulfilling this role is 
part of the long-term business strategy and represented 
a particular challenge in the year just ended, in the light 
of the dramatic market situation. Nevertheless, DMK 
succeeded in supporting the regions with investments 
that not only help to preserve jobs on the farms and in 
the factories in economically underdeveloped areas but 
also benefit local service providers.

In its community with around 7,500 employees, DMK did 
everything in its power to do justice to its responsibility 
as an employer, despite essential retrenchments which 
led to the suspension of numerous projects and a 
recruitment freeze. DMK will also pursue this course in 
the current year, since it will prevent the foreseeable 
shortage of skilled workers and secure the company’s 
attractiveness as an employer. An important substantia-
tion of this latter aspect is another positive evaluation of 
DMK by its employees, who voted the company to sixth 
place among the best employers in the industry in a 
ranking by “Focus” magazine.

Significantly improving competitiveness
The DMK group once more proved that its community 
with its approximately 8,300 dairy farmers is actively 
embodied as the corporate philosophy in 2015, with  
evidence ranging from the fact that the dairy farmers 
were involved in all business decisions to the resolve, 
taken jointly with the share holders, to continue to stand 
by the long-term strategy to develop the country into a 
leading European dairy company. Despite the short-term 
pressure on profits, the major capital expenditure in the 
years 2012 to 2015 in higher value added, new products, 
better quality, lower production costs, improved flexibil-
ity and more efficient processes has a long-term horizon 
and will pay off in the medium and long term for the 
dairy farmers and the company as well as significantly 
improving DMK’s competitiveness.

The successfully commissioned facilities in Zeven, Georgs-
marienhütte and Erfurt opened up new opportunities 
for processing our quantity of milk even during the year 
under review. For example, the qualities that can be pro-
duced with the milk powder factory in Zeven will open 
up new markets to DMK internationally, thereby making 
a crucially important contribution to the future develop-
ment of the company’s profit in view of the saturated 
domestic market.

DMK GROUP business strategy

Business areas

Cheese
Fresh dairy 

products
Ingredients Ice cream Baby food

Various health 
products

Blocks of cheese, 
sliceable cheeses, 

mozzarella etc.

Fresh products, UHT 
products, butter, 

evaporated milk, raw 
materials/concentrates

Various powders, 
milk powders, whey 

products
Ice cream

Infant formulae,  
diet foods

Health  
products

Strategies

MILRAM, Osterland, Oldenburger
Product innovation,  

process development,  
technology development

Asia, CIS states, MENA states,  
Africa and South America

Brands Innovation Internationalisation

11

Combined annual report and sustainability report 2015

Leadership and strategy

Business and responsibility



Rigorous cost control
The prospects for the current fiscal year are still over-
shadowed by extremely difficult market conditions and 
persistently high milk volumes. Because the major capital 
expenditure programme is now completed, DMK’s 
results will be less depressed than in the reporting 
period, synergies from these projects will have a positive 
effect on profit in the year 2016. At the same time, the 
company is implementing cost-reduction programmes 
in a number of areas.

DMK will also continue the restructuring process at  
its ice cream and baby food subsidiaries, which were 
making losses at the time of the merger and are being 
successively restructured. This has resulted in all subsid-
iaries being able to make a positive contribution to DMK’s 
results in the reporting period. They are now on course 
to support the future stabilisation of the milk price.  

DMK will expand the factory in Strückhausen into a baby 
food site in future years. This capacity expansion is  
possible as a result of the previous capital expenditure 
on the factory structure concept, and will allow the busi-
ness area to grow further in the future. The company will 
also continue to implement structural measures in the 
ice cream sector in the current year. The costs of these 
programmes, which include previously announced  
measures such as the closure of the factory in Recke  
in the year under review followed by the closure of  
the Nuremberg factory in the year 2017, are already  
recognised in the balance sheet for the year 2015.

Now that the factory structure concept arising out of the 
2011 merger is largely complete as of the end of 2015, 
the current strategic programmes mainly concern the 
further development of the organisation.

The new organisational structure

Deutsches Milchkontor eG
 cooperative DOC Kaas B.A.

cooperative

DMK Baby 
GmbH

DMK Eis 
GmbH

DOC Kaas 
B. V.

Further  
subsidiaries

DMK Deutsches Milchkontor GmbH
The company

(12 seats on the Supervisory Board)

100% 100%

Pay for the milkShareholding: 90%
5 seats on the Supervisory 
Board representing 
management
(+ 6 seats representing  
the workers)

DMK Deutsches Milchkontor GmbH is owned by two cooperatives of different size
DOC Kaas B.V., with two processing factories and participating interests, is to become a wholly owned subsidiary of DMK GmbH

Shareholding: 10%
1 seat on the Supervisory Board 
representing management

100% 100%
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For detailed Information on the status of the DMK 2020 Sustainability Strategy goals please see pages 72 – 73

DMK 2020 sustainability strategy pays off
The DMK 2020 sustainability strategy which was 
launched in the year 2013 plays an important role in  
the efforts to establish a future-proof stance for the 
company. The fact that the company systematically 
drove forward important current issues of the dairy 
industry at an early stage with DMK 2020 is now paying 
off, particularly in the task of mastering market turbu-
lence. For DMK to be competitive, it is essential for it to 
actively address the increasingly forcible demands that 
retail partners and consumers are now making in terms 
of responsible milk production and processing. With the  

progress it has already made, DMK is securing itself a 
long-term edge in the market – for both the company and 
the dairy farmers. Complex topics such as farm animal 
welfare and more sustainable basic raw materials can 
only be further developed here as a collaborative effort 
by different specialist departments. The guidelines from 
DMK 2020 serve as orientation. With Milkmaster, the 
company has developed a programme that not only 
unites many central issues of the sustainability strategy 
in the area of agriculture, but also represents a standard 
for all dairy farmers.

AGRICULTURE

Our aspiration
We will improve the  

conditions in which our cattle  
are kept and reduce their  

environmental impact.

Cow comfort

Animal health

Feed cultivation

Feeding

Fields of action

ENVIRONMENT

Our aspiration
We will improve  
the eco-balance  

at our sites.

Energy

Water

Waste

Logistics

Fields of action

MILK

Our aspiration
We will take  

responsibility for our  
dairy products.

Value added

Quality

Product safety

Packaging

Fields of action

TEAM

Our aspiration
Together we will do our  

utmost to attain  
long-term success for every  

individual and for DMK.

Satisfaction

Training

Diversity

Elected office

Fields of action

SOCIETY

Our aspiration
We will support  

the regions  
we operate in.

Dialogue

Dairy competence

Research

Engagement

Fields of action

Sustainability strategy

DMK 2020
By 2020, we want to 

advance sustainability  

at DMK GROUP in five  

areas each with four  

fields of action and a  

total of 60 goals.
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Sustainability as a communal task
The implementation of the sustainability strategy is 
deeply anchored in DMK’s organisation. Every goal is 
assigned to a responsible manager in the relevant spe-
cialist department and to a godfather from the Manage-
ment Team. Twelve departments work with Sustainabil-
ity Management to implement the 60 DMK 2020 goals. 
The departments plan and implement the actions under 
their own responsibility. If new topics arise, Sustainabil-
ity Management cooperates closely with the department 
concerned for a certain period. For example, in the year 
under review it worked with Central Purchasing on tran-
sitioning the basic raw materials wood, cocoa and palm 
oil to more sustainable alternatives and integrating sus-
tainability into supplier management. Once a new topic 
is sufficiently well developed, it passes into the sole  

responsibility of the specialist department. The Milkmas-
ter Programme, for instance, was transferred to the Agri-
cultural Affairs department for organisational imple-
mentation in 2015.

The Sustainability Working Group met in the spring and 
autumn of 2015. The specialist departments exchanged 
information and ideas about the latest developments, 
for example in the case of the Milkmaster Programme. 
The Sustainability Steering Group also met twice in the 
reporting period: in spring it approved the assessment 
of goals for the past fiscal year and discussed the key 
areas for the current year. At the beginning of December, 
the results of the annual stakeholder survey were pre-
sented and implications discussed. The Steering Group 
assigned Sustainability Management the task of making 
an interim review of the DMK 2020 strategy.

Organisation of sustainability as a communal task

 
Steering

Implementation

Management Board and executive bodies

Assets DMK’s sustainability performance and  
provide ideas for the strategic directionAdvice

Council for the Future 
and Sustainability

Important driver of  
the strategic direction of  

sustainability within  
the company

Evaluation

Sustainability  
Steering Group

Annual assessment  
of the sustainability goals  

and advice on  
strategic developments

Site officers

Environmental protection, energy and  
occupational health and safety at all sites

Specialist departments
Agricultural Affairs, Communications, Energy Management, Human 

Resources Development, Innovation Management, Logistics, Milk  
Collection, Occupational Health and Safety/Environmental Protection, 

Packaging Development, Purchasing, Quality Management, Sales/
Brand, Sustainability Management

Sustainability Management

Carries out central coordination and represents  
DMK towards external stakeholders

Sustainability Working Group

Managers and employees with responsibility for  
the implementation of the DMK 2020 goals and actions

14 Leadership and strategy

Business and responsibility



Strategy review
The fast-paced dynamic of the dairy industry, new devel-
opments in the value chain, in-house progress with 
implementation, for example in the area of dairy farm-
ing, and the new GRI G4 reporting standard focusing on 
important topics required us to review our strategy. 
Against this background, DMK conducted a materiality 
analysis during the reporting period (see page 20). In the 
interim review of DMK 2020 (see box), the company fur-
ther bundled and focused its strategy in the first half of 
2016 on the basis of the materiality analysis and a 
review of the goals. The sustainability strategy will focus 
in future on important topics that entail major 
cross-functional tasks up to 2020 and which DMK wants 
to adopt as key areas. These will be approached along 
the DMK GROUP’s value chain (see illustration).

For the 2015 reporting period, the DMK GROUP will pub-
lish progress on DMK 2020 along the five areas, 20 fields 
of action and 60 goals as before.
 

From the second half of 2016 onwards, the revised DMK 
2020 sustainability strategy will serve as the basis for 
implementation within the company, and from the com-
ing year onwards also for reporting.

DMK 2020 interim review

The strategy review will provisionally be discussed and 
agreed with the Management in June 2016 and the 
adapted DMK 2020 strategy will then be implemented 
step by step. As a result of the review of DMK 2020, the 
five areas will be retained. DMK will bundle the fields of 
action in line with the materiality analysis. A number of 
DMK 2020 fields of action will continue to be of major 
importance, including, for instance, energy and water. 
Some topics, such as occupational safety, health or the 
value chain are already being addressed, but will now 
become even more important. Topics such as the 
eco-balance (life cycle analysis) will be added. The fields 
of action from the area of agriculture (cow comfort, ani-
mal health, feeding) will be bundled in the field of action 
entitled farm animal welfare.

DMK GROUP value chain – from the cow all the way to the fridge 
The DMK GROUP produces cheese, fresh dairy products, ingredients and, through subsidiaries, baby food, ice cream and health products.

The dairy farmers purchase 
feedstuffs, machinery and 
other operating equipment.

Milk collection 200 milk collection vehicles carry the milk to factories in  
10 German regions (inbound logistics).

Milk processing DMK processes the milk further at specialised factories  
to make a variety of products. 

Transport The products are delivered from the DMK factories via central  
warehouses to manufacturers and retailers (outbound logistics).

Manufacturing and retailing

Consumption and disposal

DMK products are to be found in retail outlets, gastronomy,  
pharmacies and manufacturing companies.

The products are sold and consumed. Most DMK product  
packagings can be recycled.

DMK’s Purchasing depart-
ment sources from suppliers 
ingredients for the further 
processing of the dairy  
products, other commodities 
and packaging materials, 
machinery, plant and operating 
equipment for production.

Dairy farming More than 8,300 active dairy farmers all over Germany deliver  
their milk to DMK.
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Successful elections in 2015
The Annual Assembly is the highest and most important 
executive body for Deutsches Milchkontor eG. It is con-
vened to discuss and vote on significant strategic, eco-
nomic and human resources decisions. In the year 2015, 
the central focus was on the new elections to the coop-
erative’s executive bodies. Candidates for important 
positions were sought and elected in two series of 
assemblies in the autumn of 2014 and the spring of 
2015. The elections for representatives and the Advisory 
Board were well prepared by the “DMK vor Ort” (DMK on 
site) assemblies.

In March 2015, all places for the Annual Assembly were 
filled by competent representatives for the next five 
years through the District Assemblies. Places were avail-
able for 421 representatives and 117 deputy representa-
tives. The members of the Advisory Board and the Young 
Dairy Farmers’ Working Group (AKJM) were also elected 
at the District Assemblies. More than 3,500 dairy farm-
ers in total attended the 35 District Assemblies in all 
eight regions. At 40 percent, participation was eight per-
centage points higher than in the year before.

A new application procedure was used in the elections 
to the DMK GmbH Supervisory Board which were neces-
sitated by the merger with DOC Kaas. Among other 
things, it reflects the aspirations of the DMK GROUP’s 
constant growth and internationalisation trajectory in 
the elected executive bodies. The company expanded the 
application procedure, opened it up to more applicants  
 

and at the same time laid down clear criteria. These  
include, for example, proven technical and business 
qualifications, knowledge of business economics, a 
broad social orientation, communication skills and a 
knowledge of English. The candidates for the DMK 
Supervisory Board and the leadership of the Board of 
Management of Deutsches Milchkontor eG were exam-
ined in a multi-stage Assessment Centre by a committee 
of elected representatives and external experts.

Overview of the executive bodies 
of Deutsches Milchkontor eG

Number  
of members

Annual Assembly of eG 421 representatives

Supervisory Board of eG 6 farmers 
6 employees

Board of Management of eG 10 members

Advisory Board of eG 80 members

Young Dairy Farmers’ Working Group 
(AKJM) 69 members

A structure chart of the executive bodies of Deutsches Milchkontor eG  

and DMK Deutsches Milchkontor GmbH can be found on the inside cover

Committed Young Dairy Farmers’ Working Group
The Young Dairy Farmers’ Working Group was re- 
appointed in 2015. The period of office commenced in 
March for 69 members aged between 18 and 30 from all 
DMK regions. At the end of April, the newly elected AKJM 
met for its first session, attended by 48 members. In  
August 2015, the Working Group conducted a webinar 
on the subject of “Megatrends”. In the autumn of 2015, 
a large number of former and active young farmers from  
 

Cooperative

With 8,300-plus dairy farmers and cooperative shareholders, the DMK GROUP is one of the  
major dairies in Europe organised along cooperative lines. The reporting period was dominated  
by the elections for the executive bodies, and in general by the enormous economic challenges  
facing dairy farmers and the dairy industry.
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the 15-year-old Working Group came together at the 
first Junglandwirtetag (“Young Farmers’ Day”). In addi-
tion to trends in the market and the company, one topic 
of the sessions was public relations work on the farms.

The Working Group’s annual study trip went to  
Hoogeveen in the Netherlands in February 2016. It paid 
a visit to merger partner DOC Kaas’s factory there, as 
well as touring a Dutch dairy farm.
 

Extraordinary Assembly
In February 2016, 365 of the 421 representatives of  
all the regions met for an Extraordinary Assembly in 
Osterholz-Scharmbeck. This had been triggered by the 
challenging economic situation for dairy farmers against 
the background of the tense market situation. Executives 
from Deutsches Milchkontor e.G. and DMK GmbH were 
there to answer the representatives’ questions and con-
ducted constructive discussions on market develop-
ments, the company’s strategic direction, trends in milk 
volumes and the Milkmaster bonus system.

“To me, it is a forward-looking decision 
that the Advisory Board and Annual 

Assembly have decided in favour of the 
Milkmaster Programme, including the 

bonus system, by a large majority.”
Hermann Schlichtmann, Chairman of the Deutsches Milchkontor eG Advisory Board 

areas of the market, international business and business 
economics. The programme will continue until 2020.

  Current topics for the DMK GROUP will be built into  
the events in the form of discussions with Managing 
Directors and section heads.

2015 saw the start of the second round of a five-year 
qualifying programme for elected officers at the  
DMK GROUP. The programme is aimed at the members  
of the Board of Management, Supervisory Board and 
Advisory Board of the cooperative and of the Young 
Dairy Farmers’ Working Group. DMK’s partner here  
is the Akademie Deutscher Genossenschaften in 
Montabaur (www.adgonline.de). 
 

  In the first round of “Ehrenamt DMK” (“Elected office 
at DMK”) from 2010 to 2015, 14 speakers helped  
to build the skills of the members of the Partners’ 
Meeting and the Supervisory Board in 196 training 
hours, and of the elected Advisory Board members in 
more than 360 training hours.

  From 2015 onwards, the agenda is once more set  
for two-day seminars led by external speakers  
covering the latest, market-related topics from the 

Qualified elected officers
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Dialogue with stakeholders has traditionally played an important role for the DMK GROUP. In the 
course of the transition to the GRI G4 reporting standard, the company conducted a materiality 
analysis in the year 2015 and defined important topics in line with the strategy.

Stakeholder relations

In dialogue with stakeholders
During the development of the DMK 2020 strategy from 
2012 to 2013, DMK identified the relevant stakeholders 
and their concerns in analyses and discussions. The 
review of the results in the analysis for GRI G4 has 
shown that the stakeholder overviews are still valid (see 
combined reports for 2012 and 2013, pp. 16ff. and com-
bined report for 2014, pp. 18ff.). The DMK GROUP is in 
regular contact with a large number of stakeholders, by 
way of discussions, events, working groups and more. 
The table below gives a selection from the reporting period. 
DMK collaborates actively with around 100 organisations 
and associations in Germany and internationally. You  
will find a list of all our memberships at  www.dmk.de/
memberships_and_cooperations_2015.pdf.

The overview on the facing page provides a systematic 
summary of stakeholders’ concerns and starting points 
for dialogue. Many examples of concrete initiatives from  

the dialogue are to be found in the corresponding sec-
tions of the report.

Stakeholder survey 2015
From July to September 2015, DMK conducted a stake-
holder survey to obtain feedback on the 2014 combined 
report and the important sustainability-related topics for 
the DMK GROUP from the point of view of different 
stakeholders. Just under 100 people in total took part. 
Respondents gave more than 200 answers to the ques-
tion about the most important topics for DMK going 
forward, which can be grouped into such categories as 
consumption of resources, milk production, employees, 
internationalisation and product aspects. When asked 
about the most important fields of action from the  
DMK 2020 sustainability strategy, respondents named 
animal health, quality, energy, value creation, water, 
research and cow comfort – here, too, the predominant 
topics came from the categories of dairy farming and 
resource consumption.

DMK in dialogue Selected events and activities

DMK representatives  
at events

  Participation at agricultural shows (for example Tarmstedter Ausstellung, LandTageNord, Mela, AGRAR 
Unternehmertage) and sales shows (for example in Cologne (Anuga), in Dubai, Myanmar, Shanghai, 
Thailand, Amsterdam, Paris) 

  Speech on udder health at the DVG (German veterinary medicine association) 
  Speech on resource efficiency in the industry at the Ahlemer Fachtagung conference 
  Conference on fire and explosion protection at the Association of German Engineers (VDI)
  Participation at the Career Fair held by Jacobs University Bremen

DMK as host   Visit by the Lower Saxony Prime Minister with 40 media representatives in Friesland, including a visit  
to a dairy farm

  Mayor of Erfurt at the DMK factory in Erfurt
  Delegation of the National Dairy Development Board from India on a DMK dairy farm
  Open Day at the Edewecht site

DMK representatives  
in specialist and  
working groups

  Forum nachhaltigere Eiweißfuttermittel (more sustainable protein-rich feed) 
  AG Grünlandzentrum Niedersachsen (Grassland Centre Lower Saxony working group)
  AG Deutscher Tierschutzbund (working group of the German animal protection league)
  Exchange of views with the WTG (world animal welfare society)
  AG Umwelt (environment working group) with the Association of the German Dairy Industry (MIV) and 

the Federation of German Food and Drink Industries (BVE)
  AG Brand- und Staubexplosionsschutz (fire and dust explosion protection) and Produktionsintegrierter 

Umweltschutz (product-integrated environmentation protection) working groups with the VDI
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Executive bodies, annual 
assemblies such as DMK 
vor Ort, Milchwelt mem-
bers’ magazine, Webmelker 
portal, support e.g. 
through regional manag-
ers, dialogue with vets

Dairy farmers

  Competitive milk prices
  Positive business development 
  Co-determination 
  Cooperative

Intranet, DMK intern 
employee magazine,  
vision workshops, 
employee appraisals, 
events, employee  
meetings, Works Council, 
postings/notice board

Employees

  Jobs with excellent prospects 
  Good employment conditions 
  Work-life balance 
  Respect 
  Use of resources

Combined report, collabo-
ration in working groups 
and committees, dialogue 
forums, company website

Politics/public agencies

  Preservation of jobs 
  Animal welfare
  Compliance 
  Use of resources

Membership of German 
and international associa-
tions, collaboration in 
working groups, participa-
tion in dialogue forums, 
combined report, company 
website

Associations/NGOs

  Animal welfare
  Other topics such as  

GM-free soya,  
pasture grazing,  
eco-balance

Company website, com-
bined report, consumer  
service, customer care, 
studies on consumer 
expectations

Consumers/the public

  Animal welfare
  Transparency in the  

supply chain 
  High standards of quality,  

product safety, sustainability 
  Health benefits of the products 
  Regional focus
  Commitment

Press releases, press inter-
views, dialogue formats 
(e.g. “Dialog Milch”),  
factory visits, combined 
report, company website

Media

  Transparency 
  Animal welfare
  Other topics such as GMO,  

pasture grazing, eco-balance
  Business development

Discussions with  
customers and suppliers, 
exchange of views on  
current topics from  
agriculture and the food 
industry, combined report, 
company website

Business partners

  High-quality products
  High standards of quality,  

product safety, sustainability 
  Animal welfare
  Feed cultivation
  Sourcing of basic raw materials 
  Use of resources 
  Internationalisation

Research projects, collabo-
ration in working groups, 
cooperation with higher 
education institutions and 
research institutes

Science/academia

  Research 
  Knowledge transfer 
  Animal welfare 
  Milk prices

Topics that exercise our stakeholders’ minds – and how we exchange views with them  
(selection of topics and dialogue formats)
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GRI G4 materiality analysis
DMK identified the important topics for the company in 
a process lasting several months. The stakeholder survey 
provided a very good basis, particularly by involving 
external stakeholders. In addition, DMK drew on further 
analyses that the company had generated in the years 
2013 and 2014 and in the reporting period. These include 
internal surveys of the sales function and the specialist 
departments involved in DMK 2020, an analysis of cus-
tomer and consumer enquiries and existing eco-balance  

studies, an analysis of competitors’ activities and a report 
from a research institute. This last studied the most 
important topics in the dairy industry and those which 
DMK had defined for itself along the stakeholder groups. 
The analyses produced a total of around 400 topics. 
From these, DMK formed topic categories and grouped 
sub-topics within them. Finally, the 25 most important 
were identified, entered in the materiality matrix in 
accordance with the mentions in the analyses and prior-
itised (see illustration).

Summary of the important topics – materiality matrix

Internal relevance

very high

very highfairly high

Ex
te

rn
al

 re
le

va
nc

e

Feed cultivation

GMO-free soya 

Transparency in the supply chain
Energy

Occupational  
health and safety

Compliance

Packagings

Waste
Communication and
stakeholder dialogue

Attractiveness as employer

Training and CPD 

Internationalisation

Innovations
Research

Health benefits of the products

Regional focus

Knowledge transfer

CooperativeCommitment

Water

Sourcing of basic raw materials

Animal welfare

Eco-balance

Milk price

Product quality
and safety
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Topic Important 
within the  
company

Important  
outside the 
company

Management approach

Milk price Business strategy

Animal welfare Milkmaster

Feed cultivation Milkmaster

Transparency  
in the supply chain

 Supplier Management

Product quality and safety IFS, BRC, DIN EN ISO 22000, Integrated Management System (IMS)

Eco-balance DIN EN ISO 14044

Energy  DIN EN ISO 14001, DIN EN ISO 50001, Integrated Management  
System (IMS), others e.g. product-integrated environmental protection

Water  DIN EN ISO 14001, Integrated Management System (IMS),  
others e.g. product-integrated environmental protection

Occupational health  
and safety

 Occupational Safety Management, Integrated Management  
System (IMS)

Attractiveness  
as employer

Corporate vision, business strategy, HR strategy

Topics of greatest importance to sustainability at the DMK GROUP in accordance with GRI G4

“Making advances in milk production  
and processing in harmony with nature  

and society is a major task which DMK  
is addressing with the involvement of a  

wide range of stakeholders.”
Prof. Dr Folkhard Isermeyer, Thünen Institute

The materiality matrix shows the importance of the 
most frequently mentioned topics from the point of 
view of sustainability. The company has defined these 
topics, which are of very high importance to stake holders 
and the DMK GROUP alike, as the “topics of greatest 
importance” (see table).

DMK examined potential negative effects on the envi-
ronment in the context of the DMK 2020 sustainability  
strategy and reviewed them again in the current mate- 

riality analysis. The DMK GROUP’s Risk Management 
department also keeps potential additional topics under 
surveillance. The various departments take a precaution-
ary approach to handling the negative effects – for 
example in the context of the present goals for import-
ant topics such as energy or water, and through appro-
priate programmes such as the Milkmaster Programme 
and management systems such as DIN EN ISO 14001 
and 50001. 

21

Combined annual report and sustainability report 2015

Leadership and strategy

Stakeholder relations



Business and customers

DMK is expanding and improving its production facilities in order to operate  

more efficiently and cost-effectively and to hold its own in the market  

with innovative, precisely tailored, high-quality products. This benefits dairy 

farmers, employees and companies in the region. At the same time, the  

company is pursuing a rigorous course of internationalisation. The strategy is 

characterised by

   capacity expansions that will enable us to continue to  

process all our farmers’ milk in the future;

   acceptance of comprehensive responsibility for the quality  

and sustainability of the products;

   the development of new, high-potential markets.

“DMK’s investments secure  
our jobs as well.”

Heinz Hillmann · Builder from Gnarrenburg

Has implemented construction projects at the Zeven site  
for DMK for more than 20 years. 

More successful
together
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>100 1

countries all over  
the globe number among  
the regions where DMK 

distributes products.

39.7%1

export share was recorded  
by DMK in 2015.  

The export business will 
continue to grow in future.

1 Consolidated key figures



 Heinz Hillmann

More successful
together
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Brands and products

The DMK GROUP supplies a wide range of quality products under various brands to German  
and international customers from the food manufacturing, retail and gastronomy sectors.  
DMK’s strategic commitment to higher value added products and strong brands was validated  
in every area in the extremely difficult economic environment of 2015.

Successful branded business
DMK’s business with consumer products was consider-
ably affected by the falling price of milk and dairy  
products such as cheese on the global market in 2015.  
In addition to the pressure on global markets, this was 
due to the ever-increasing availability of consumer prod-
ucts in the German and European own brand business 
over the course of the year. The MILRAM and Osterland 
brands nevertheless succeeded in generating a positive 
profit contribution.

In this environment, our export brand Oldenburger was 
able to increase its sales by 25 percent in the reporting 
period and successfully continued on its way to becom-
ing a consumer brand, a path which it had adopted with 
a relaunch in earlier years. Among other factors, the 
launch of new products for end consumers such as  
flavoured milkshakes in drinking packs and evaporated 
milk in the resealable 200ml soft pack contributed to its 
success. DMK will continue to go down this route with 
the Oldenburger brand in the current year, with the 
launch of additional highly profitable products.

  The brand transition was carried out in successive 
steps: in the first, both brand logos appeared on  
the Ravensberger packaging. As of 2016, only the 
MILRAM logo remains on all packaging.

  DMK communicated the change to consumers via 
the Internet and with displays and other advertising 
at the point of sale.

  The Ravensberger range complements the MILRAM 
brand perfectly. MILRAM is extending its product 
portfolio with the different Ravensberger desserts and 
butter tubs in three varieties and positioning itself as 
a competent full-liner in the market. Ravensberger 
products were already successful, but will be available 
from now on all over Germany and therefore be acces-
sible to a considerably larger number of consumers.

DMK integrated Ravensberger’s well-known regional 
products under the MILRAM brand umbrella at the 
beginning of 2015, to tap even more effectively into the 
potential of the strong MILRAM brand in future.

Ravensberger becomes MILRAM
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“The repositioning of our MILRAM brand 
has become firmly established in the  

retail sector – not only in the herb curd  
category, but also by the successful intro-

duction of a variety of new products.”
Sophie Lang, Head of Department for Marketing, Retail Grocery & Category Development

MILRAM, too, showed an upward trend with increased 
unit sales despite the adverse market situation. Major 
contributors here, in addition to the further increase in 
the herb curd and cheese market shares, were the 
increased volume of Müritzer self-service cheese and the 
continued strong position of FrühlingsKäse in the 
self-service cabinets. The regional brand Osterland also 
generated a pleasing profit contribution.

In addition, the brand developed well with bulk consum-
ers in the period under review. MILRAM Food-Service 
expanded its range of desserts with new products for 
professional users and positioned itself even more 
broadly as a full-liner in food service. The Food-Service 
segment will further expand its leading market position 
in the current year with innovative product and packag-
ing concepts.

Higher value added supports ingredients business
As in all product divisions, falling prices on global mar-
kets set the framework for Ingredients in the reporting 
period. While there was no preventing skimmed milk 
powder from sliding to intervention level, the more  
stable fat- and protein-based products and, above all, 
semi-finished articles such as curd and special products 
stabilised revenue.

Overall, DMK succeeded in earning a positive contribu-
tion to profit in the Ingredients business unit with  
the long-term strategy of a broad portfolio and the  
further development of its product range from standard  
merchandise towards higher value added.

The successful first production year of the ArNoCo joint 
venture for whey protein concentrate and lactose with 
higher value added contributed to this, as did the manu-
facture of special products and the wheyco subsidiary. 
The whey processor was able to expand its competitive 
position as a quality manufacturer on the basis of its 
strong customer relationships, and delivered a solid con-
tribution to earnings with high value added products in 
particular. Sales of the highly concentrated whey protein 
concentrate WPC80, for example, rose by 50 percent in 
the reporting period compared to 2014.

DLG awards 2015 Total

 253 
Gold

 96 
Silver

 12 
Bronze

361
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DMK is also continuing the strategy of a broad-based 
offering tailored to the requirements of global customers 
and concentration on highly profitable products in the 
current financial year with the continued transition to 
special products at its subsidiary DP Supply. Subsidiary 
NORLAC also contributed positively to total earnings 
with its portfolio of special feeds.

Certified quality
A central factor for the success of DMK products in  
Germany and abroad is their reliable quality. 100 percent 
of products are tested for quality and safety according to 
specified test and analysis plans. Quality assurance is 
carried out along the entire value chain, for example  
by the legally required HACCP (Hazard Analysis Critical 
Control Points) concept, which comprises preventive 
management for assessing the hazard and risk of pro-
cesses and products and corresponds to internationally 
recognised norms and standards. Quality management 
at the DMK GROUP is part of the Integrated Management 
System (IMS).

Extensive audits were performed in the factories in 2015 
according to various quality standards (see table). A total 
of 23 sites attained the “Higher Level” in the 2015 IFS 
audits. In the BRC audit 2015, six sites achieved an A,  
the highest level. Successful certification is a contractual 
prerequisite for retailers for deliveries from own brand 
suppliers. 100 percent of all sites are certified in accor-
dance with a quality/product safety standard (IFS, BRC, 
DIN EN ISO 22000).

 

In addition, the DMK GROUP’s Quality Management  
performed 17 internal quality audits at the sites and  
24 supplier audits. The quality system was also scru-
tinised in 37 customer audits at a number of DMK sites. 
The audit results were consistently good, confirming the 
high level of quality and product safety at DMK.

Number of certified  
sites 2015 

DMK  
GmbH

DMK  
subsidiaries

Standard   

International Food Standard (IFS) 18 5

British Retail Consortium (BRC) 4 2

ISO 22000/Food Safety System  
Certification (FSSC) 22000 4 4

Q&S (feedstuffs standard) 6 1

Unannounced Q&S spot audits 7 2

Organic 3 4

Kosher 12 1

Halal 14 1

IFS Food Check  1 13 6

1  This unannounced hygiene audit takes place annually for the IFS audit at the 

request of retailers at all sites which supply retailers with own brands

Heightened customer requirements
Requirements on quality have become even more strin-
gent in the past years, particularly with customers in the 
food retailing sector. They have expanded their quality 
departments considerably and tightened up their quality 
requirements. Tests by consumer protection organisa-
tions produce sensitive reactions.
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The range of topics in customer requirements has also 
grown dynamically. Retail customers have increasing 
expectations with regard to animal welfare, sustain-
ability, food safety, product quality and the environment. 
Quality and Sustainability Management at DMK received 
an increasing volume of customer enquiries in the 
reporting period, mainly relating to compliance issues, 
requirements on social standards and dairy farming  
topics. Quality Management, Sales, Purchasing and  
Sustainability Management work closely together on 
these subjects at the DMK GROUP. As customer require-
ments increase, constant reviews have to be carried out as 
to which demands make sense and who should bear any 
additional costs. Such questions will become more and 
more important for fair trade relationships in the future. 

International quality assurance

In its business outside Germany, the DMK GROUP has to 
implement country-specific requirements in production 
and quality assurance. Registrations with extensive 
paperwork are needed for many export countries. A 
senior employee from Quality Management gave a 
speech about “Dairy Food Safety Systems” in Peking  
in November 2015 to support activities in the Chinese 
market. The German and French Embassies arranged  
the event in collaboration with the Federal Institute for  
Risk Assessment (BfR). Quality Management performed 
on-site audits as part of our approval processes for manu-
facturers in Oman, Dubai and Russia.

DMK brands
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Innovations

Innovation management strategically anchored
The topic of innovations affects the whole of the DMK 
GROUP. Consequently, many parts of the company are 
directly involved in the innovation process. In addition to 
established collaboration with the DMK CONSUMER and 
DMK INGREDIENTS business units, subsidiaries were also 
integrated into the innovation activities in the year 
under review. The focus was on identifying and assessing 
trends as well as generating and evaluating ideas in rel-
evant fields of innovation.

With a worldwide network of trend scouts and experts 
and a mobile app, trend-related ideas are efficiently 
picked up and relevant trends integrated into the busi-
ness processes. At the end of 2015 there were over 100 
innovation projects in the IPP, the Innovation/Product 
Introduction Process for managing ideas through to their 
implementation.

In order to make the early phase of the innovation pro-
cess more effective and pick up on requirements from 
the business units, DMK forms innovation initiatives. 
One focal area in 2015 was to give selected factories an 
innovative direction of thrust through investments in 
modern technologies. Three new initiatives were created 
in the period under review, including “Cheese 2020”. Its 
goal is to achieve competitive differentiation in existing 
markets and develop new markets through innovations 
using new cheese production technologies.

Current innovation activities
Innovations for retail consumers, manufacturing and 
bulk consumers that were launched in the market in the 
reporting period include the following:

  MILRAM orange-mango buttermilk with honey as  
variety of the year

  MILRAM Food-Service UHT desserts such  
as curd, custard and rice pudding to support  
professional kitchens

  Oldenburger UHT milkshakes in the 200ml format  
as a market-oriented new product introduction  
for export markets in Asia, the Middle East  
and North Africa

  innovative cream products for food manufacturing  
in customer-friendly packaging formats.

Research & Development as an important interface
In Research & Development, DMK worked on more  
than 500 projects relating to products, processes and 
packaging as well as on production optimisation projects 
in 2015. The number of technical patent specifications 
published rose from four (2013) and eleven (2014) to a 
total of 27 in 2015.

The Zeven and Edewecht sites boast Milk Innovation 
Centers (MIC), the DMK GROUP’s centres of competence 
for product, process, technology and packaging develop-
ment and application technologies. Their experienced 
developers and technologists – often supported by  
Bachelor’s and Master’s students – work continuously  
on new products, packagings, possible applications for 
raw milk and process optimisation. The R&D department  
 

Value-creating innovations support profitable growth. Innovations are generated at  
DMK along the entire value chain and include new products, business areas, processes  
and ingredients as well as packaging materials. 
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“Translating trends into inno- 
vations, enthusing consumers and  

creating value added for retailers –  
we commit to these goals.”

Albrecht Dietze, Head of Sales Own Brands/Industry Cheese/Retail Fresh Dairy

  Blended spreads have introduced a new feature to 
chilled cabinets over the past years and have been a 
driver of growth. DMK has succeeded in combining 
convenience with eating pleasure with a product 
that is spreadable straight from the refrigerator and 
has a delicious buttery taste. DMK placed the newly 
launched product successfully in the retail sector as 
an own brand in January 2014, and significantly 
expanded it in the year under review.

  Nutritional awareness has many aspects and is 
highly relevant to consumers. However, taste and 
eating pleasure should never be neglected. With its 
new launch “Skyr”, DMK has created a recipe that 
harmoniously combines high protein, low fat and 
delicious fruits.

Innovations deliver important ideas for retailers’  
own brands. DMK has offered a variety of innovative 
products in the last few years and will continue to  
grow this approach.
 

Ideas for customers’ own brands

was significantly involved in the commissioning of pro-
duction facilities in the reporting period, for example the 
ArNoCo joint venture in Nordhackstedt (whey process-
ing), the mozzarella cheese factory at the Georgsmarien-
hütte site, the bulk consumer filling plant in Erfurt and 
the new milk powder factory in Zeven.

Market trends and innovative packagings
Harmonising market trends and customer requirements 
with environment-friendliness is a complex task. Cus-
tomers, for example, want to eliminate the aluminium 
layer in laminated packaging. However, an improved  
carbon footprint is offset by poorer keeping qualities and  
reduced stability. For cheese, packaging with a natural feel  

is increasingly in demand; this makes recycling difficult. 
Against this background, DMK is currently developing a 
list of criteria for assessing the sustainability of packag-
ing concepts.

Sustainability in innovation management
DMK wants to have a sustainability element in at least 
20 percent of its innovation projects by 2020. In the  
year under review, the company therefore developed a 
catalogue of criteria that reflects product-related aspects 
such as value added, the eco-balance and packagings. 
The criteria will be tested in innovation projects and inte-
grated into the innovation process in the current year to 
enable a sustainability-related assessment of all innova-
tions in the future.
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Internationalisation

Global dairy market out of balance
The situation in Russia and China and political condi-
tions in the Middle East region had a serious impact on 
the global dairy market in the period under review. At 
the same time, the most important dairy farming coun-
tries recorded increased milk production worldwide. The 
resulting oversupply led to a dramatic slump in global 
prices, both for consumer products and for ingredients.

In this crisis-ridden situation, DMK’s strategy of develop-
ing and expanding the broadest possible base of inter-
national markets proved its validity. The company 
focuses on regions outside Europe that will not be able 
to cover their demand for milk and dairy products on 
their own within the foreseeable future: they therefore 
offer long-term potential and a highly profitable alterna-
tive to the saturated home markets.

Preparing for the re-opening of the Russian market 
DMK undertook a range of activities to successfully grow 
its exports within Europe in 2015 and to find alternative 
markets to Russia, where exports, mainly cheese, had 
fallen to zero. In addition, innovative market-tailored 
product concepts were introduced in the Middle East, 
Spain, South-east Asia and elsewhere. Since the Russian 
market will offer good prospects in the medium and  
long term despite the current situation, DMK reduced its  

staff in the Moscow office to a minimum but maintained 
its activities in the region. In the context of the company’s 
long-term internationalisation strategy, it will then still 
be present in this important sales region when the market 
opens up again.

Sales growth in South-east Asia
The slowdown in economic growth in China in the 
course of the fiscal year was an additional significant 
factor depressing the world market prices of dairy prod-
ucts. The dramatic slide in milk powder prices meant 
that the industry had to seek alternative sales opportu-
nities in other product segments, and the pressure on 
prices for consumer products was high. The sales situa-
tion in South-east Asia and China was difficult for  
DMK, partly because of the high stocks of milk and dairy 
products in New Zealand and Australia. Competition has 
become significantly more intense for local and inter-
national players in the region. Nevertheless, DMK suc-
ceeded in increasing the volume of its sales of consumer 
products in 2015, and in achieving above-average prices 
with them in many instances. Capital expenditure such 
as the new filling line at the Zeven site for small UHT 
formats aimed at the Chinese market made a contribu-
tion here. The company also benefited in the Ingredients 
sector from its past major investments and was also able 
to increase its sales volume here. For example, the new 
milk powder factory in Zeven, which was commissioned 
in 2015, has enabled us to produce new qualities and 
products for the export market. 

The DMK GROUP’s internationalisation strategy is determined both by the largely saturated  
German and European markets for milk and dairy products and by the medium-and long-term 
increase in global demand. The company places its faith in a strong presence in growth markets 
around the world. DMK made this strategy a success even in the year 2015, an economically  
difficult one for the entire industry.
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“The opening of our sales office in Dubai  
in 2015 is a further important step  

towards increasing our sales volume  
in this growth region in the context of  

our internationalisation strategy.” 
Eusebio Gonzalez, Head of MENA/Africa/South America, India and Pakistan 

Success with new products in MENA
The current confused situation in the Arabian hemi-
sphere, dominated by war and unrest, further depressed 
the growth of exports to non-EU countries. For DMK, this 
led to a sharp increase in problems with transactions 
with Libya, for example. Despite the difficult macroeco-
nomic environment, the company was able to increase  

its sales volume in the MENA region by the targeted 
introduction of new products and the acquisition of new 
customers. The sales office in Dubai, which was opened 
in the year under review, will also enhance DMK’s pres-
ence, bringing it closer to these markets and making it 
easier to market its products locally.

The DMK INGREDIENTS business unit appeared as a 
strong united force for the first time when it attended 
the Food Ingredients Europe show in Paris in 2015.

  DMK INGREDIENTS, DP Supply and wheyco empha-
sised the variety of strengths of the business unit 
and its subsidiaries with the new key visual and the 
slogan “The Food Solutioners”. 

  The aim of the new, shared image is to strengthen 
the business’s positioning as a quality supplier in the 
international market under the umbrella of DMK 
INGREDIENTS.

  The joint stand presented attractive innovations in 
the areas of milk and special powders, whey protein 
concentrates and coffee whiteners, toppings and 
whippable foams.

Strong community presented externally 
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Product responsibility

Product responsibility in the value chain
As healthy and delicious foods, dairy products have a 
high social value. Quality and Product Assurance at the 
DMK sites work very hard on this every day, in the area 
of product responsibility. Dairy products leave a large 
ecological footprint. DMK is therefore currently partici-
pating in the European “Dairy PEF” project and will 
gather more primary data in future in order to map its 
own products’ eco-balance.

Progress with cocoa and palm oil
In the medium term, DMK plans to use only cocoa certi-
fied according to the UTZ standard and palm oil certified 
according to the RSPO standard at all its sites and at 
wholly owned subsidiaries, provided sufficient quantities 
are available. UTZ and RSPO are internationally recognised 
standards for more sustainable cultivation and have 
become established as certification standards. The DMK 
GROUP has been a member of UTZ and RSPO since 2014.

All the nine DMK sites which use cocoa and palm oil in 
their manufacturing were certified in a multi-site certi-
fication process in 2015. The ice cream factories had 
already been UTZ- and RSPO-certified independently. 
Their integration into the DMK GROUP’s multi-site certi-
fication is planned for the current financial year. UTZ and 
RSPO audits were performed in 2015 at DMK’s head-
quarters in Bremen and at four production sites.

The sites will make the transition to certified cocoa and 
certified palm oil successively. DMK has obtained book & 
claim certificates from RSPO for the non-certified quan-
tities of palm oil. These ensure that for every certificate  

Dairy products are healthy and delicious – which depends on top quality and safety. In addition, 
stakeholders have a multitude of other requirements relating to product responsibility. Current  
key areas within the DMK GROUP are the increased use of sustainable basic raw materials and  
the eco-balance, or life cycle analysis, of the products.

purchased, a tonne of palm oil has been grown according 
to the RSPO standard. The DMK GROUP acquired 2,000 
of these certificates in total in the year under review.

DMK 2020 
MILK

Our aspiration

We will take  
responsibility for our  

dairy products.

Value added

Quality

Product safety

Packaging

Fields of action

By 2020, we want to drive forward 
sustainability in the area of Milk with 
12 concrete goals in the fields of action.
The goals behind the fields of action and the status of goal 

achievement in 2014 are to be found on pages 72 – 73.

Selected activities in 2015

  Transitioning of basic raw materials
 Supplier management
 Dairy PEF Project
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The DMK GROUP is currently participating in the  
“Dairy PEF” project (PEF stands for Product Environmen-
tal Footprint) led by the European Dairy Association 
(EDA). This initiative from the EU Commission aims to 
work out binding rules for the calculation of environ-
mental footprints in the dairy industry. Five product 
categories are represented. The DMK GROUP is taking 
part with a study on cheese. The results of the project 
are expected in the course of 2016.

European project on environmental footprint

Conversion to more sustainable wood
For the basic raw material wood, DMK wants to use only 
FSC- or PEFC-certified wood-based materials at all sites 
within the foreseeable future, provided that these are 
available on the supply market. FSC and PEFC are rec-
ognised certification systems for sustainable forestry 
and forest management. Agreements were made with 
all suppliers in 2015 to the effect that it should be pos-
sible to supply all primary and secondary paper packag-
ings in FSC or PEFC qualities upon request. The volume 
of certified packings used was further increased com-
pared to the previous year. The transition from compos-
ite carton packagings to soft packagings is now almost 
complete in the German market. 

Use of sustainable basic raw materials  
cocoa and palm oil, 2015

Certified  
volume processed (t)

Transitioned  
raw materials 1

UTZ 3,671.5 31 out of 111

RSPO 924.4 39 out of 55

DMK GmbH + MIG Herford + ice cream factories
1 Based on the goods received at the factory

 

Responsibility in the supply chain
Stakeholders want transparency in the supply chain. 
DMK is working on this together with the dairy farmers 
through the Milkmaster Programme. DMK’s suppliers of 
supplies and additives such as cocoa, sugar, fruit and 
packaging materials acknowledge the DMK Code of  
Conduct by signing the company’s purchasing terms and 
conditions. The Code of Conduct contains social and 
environmental aspects with which DMK suppliers under-
take to comply. The DMK GROUP extended its whistle- 
blower system (see page 49) to business partners and 
suppliers in the first half of 2015. In 2015, DMK conducted 
its first ever risk analysis and evaluation of the key  
suppliers of supplies and additives. A large proportion of 
our direct suppliers come from Germany or the rest of 
Europe and have relatively high social standards at their 
own production sites. However, risks in the upstream 
production stages of some merchandise categories  
cannot entirely be ruled out at present. For this reason, 
DMK will pursue this topic as a matter of high priority in 
the current fiscal year and prepare a Suppliers’ Code for 
signature. All suppliers will be required to sign their  
compliance with the DMK Suppliers’ Code in future.

  The goal is to determine, state and make comparable 
the products’ footprint over their entire life cycle.

  The project is studying a wide range of environmental 
aspects, including the carbon footprint, water  
consumption, emissions and use of space.

  Communication of the data  
about the footprint is also  
being tested in order to derive  
recommendations for the  
industry.
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DMK supports the dairy farmers in questions of business economics and quality. 

The company offers assistance relating to cattle-keeping, welfare and feeding. 

Resource-conscious and efficient production and marketing, systematic use of 

the latest technologies and the possibilities of modern and efficient logistics 

secure the future of the farms and the company. Components of this are

  Proactive animal welfare as a foundation of our business, 

  the Milkmaster Programme,

  animal health as a key to success,

   optimised feeding, 

   an efficient environmental and energy management system.

“Responsible dairy farming  
with good farm animal welfare is the  

basis of my daily work.”
Bärbel Hayn · Herd Manager

Responsible for the cattle on Philipp Kowolik’s farm · She comes  
from Buggow and is one of 17 employees from the region · The cows are  

milked three times a day and yield 9.8 million litres of milk a year

More mindful
together
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8,300 1

active dairy farmers have helped 
determine the course of the 

cooperative-based company in 
the year under review.

6.7 bn. kilos 2

of milk were processed  
by DMK to make high-quality 

products for German and 
international customers in 2015.

1  Deutsches Milchkontor eG dairy farmers and DMK GmbH contract suppliers
2 Raw milk from Deutsches Milchkontor eG dairy farmers and DMK GmbH contract suppliers and purchased raw materials



 Bärbel Hayn
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Challenging market conditions
The dairy market was deep in crisis in the year under 
review, a situation which continues to define the current 
year. Increasing supply volumes coincide with a 
depressed market. The freeze on Russian imports and 
lowered Chinese imports, among other factors, are  
leading to a continued tense situation on the world dairy 
market. Prices for cheese and milk powder in particular, 
segments which are important to DMK, have now 
reached a historic low in the market. The positive trends 
in branded products can only partially compensate.  

Although fluctuations in milk prices are nothing unusual, 
the development is hitting the dairy farmers particularly 
hard in this case. The milk price paid by the DMK GROUP 
to dairy farmers lagged behind the farmers’ expectations  
in the year under review. In addition to market trends, 
contributing factors were various internal aspects such 
as start-up costs and major capital expenditure at the 
production sites, as well as one-time effects; with the 
successful commissioning of the assets, these same  
factors will lead to cost advantages and increased value 
added in the future.
 

Business environment and background

Modern agriculture makes an important contribution to regional value added and the diversity  
of land use. In parallel with the challenging market situation, customers’ demands on production 
processes in the agribusiness are also increasing, often concentrating heavily on individual topics 
such as pasture grazing and GMO-free feeding, for example. The DMK GROUP keeps the conditions 
under which the dairy farmers have to work firmly in its sights and champions a holistic approach 
to sustainability and diversity in the German dairy industry.

160

Fat/ 
protein content 2015 

Avg. fat 
content 

(%)

Avg. protein
content 

(%)

Deutsches Milchkontor eG 4.07 3.39

DMK GmbH  
contract suppliers 3.98 3.40

Raw milk from Deutsches Milchkontor eG dairy farmers and DMK GmbH  

contract suppliers, excluding raw materials from member dairies and  

external purchases

Milk prices 2015 (eurocents/kg)

Average DMK milk price 27.57 1

Average BLE milk price 28.81 2

Base price of peers 28.56 3

1  Inc. all average additions (logistics bonus and dividend)
2  Price comparison incl. premiums and discounts in accordance with the  

German ordinance on reporting for conventional milk, annual delivery not 

considered, excluding year-end payment
3  Base price of 11 comparable dairy companies incl. extra payments made,  

volume and quality premiums, dividend, annual delivery 500,000 kilos

36 Milk production and processing

Business environment and background



In the spotlight of publicity
The DMK GROUP has been faced with growing demands 
from the market for some years now. Retail and industry 
customers in particular are putting a number of topics 
on the table, including animal welfare, GMO-free feed-
ing, pasture-grazed milk and the reduction of CO2. Agri-
cultural topics are coming more and more under the 
spotlight of publicity. It has to be the shared concern of 
the dairy industry to produce products of animal origin 
that are of high quality, enhance domestic production 
and make customers’ requirements feasible and profit-
able for dairy farmers.

Discussion on pasture grazing
The widely-debated topic of pasture grazing serves here 
as an example to demonstrate the complexity of the 
requirements and the role played by DMK. DMK is a  
participant in the debate, and was one of the signatories 
to the “Weidelandcharta Norddeutschland” (“North  
German Pastureland Charter”) in 2015. The aim of this 
charter is to maintain pasture grazing for dairy cows as 
a relevant component of the northern German produc-
tion systems. This is welcomed by the DMK GROUP, 
which has also embedded pasture grazing in its Milk-
master bonus system. Pasture grazing is very popular 
with consumers. However, their expectations also have 
to be in line with what the farms can actually do.

Pasture grazing is heavily dependent on regional  
conditions. In addition, pure pasture grazing is often  
inadequate to provide the cattle with a healthy diet. 
What’s more, in terms of the eco-balance pasture is not 
automatically superior to the shed. Modern cubicle 
sheds allow dairy cows the maximum of cow comfort 
combined with feeding that matches their yield. Pasture 
grazing is in decline in Germany overall, and many  
forward-looking farms no longer offer their animals full 
access to pasture. The DMK GROUP will continue to 
make substantive contributions to the discussions.

The DMK GROUP’s all-round approach
Economic entrepreneurship that harmonises the require-
ments of customers and consumers with the business 
needs of around 8,300 dairy farmers continues to be  
the focus of the DMK GROUP. Its strategic approaches do 
not concentrate on just one individual aspect, such as 
pasture grazing. Rather, they ensure the all-round, 
multi-layered integration of parameters such as cow 
comfort, animal health, feed cultivation, feeding and 
milk quality in order to improve farm animal welfare, 
reduce environmental pollution and further strengthen 
the foundations of the dairy farmers’ businesses. DMK’s 
main concern is to move forward together with the  
dairy farmers, to give full answers, to further strengthen  
agriculture and revitalise its image in the public sphere 
in a new and positive manner.

“The biggest challenge in the years to 
come will be for DMK to develop  

further as a successful company and  
at the same time deliver strong  

milk price performance to the farms.”
Dr Mechthild Frentrup, Member of the Supervisory Board
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The Milkmaster Programme

Milkmaster Programme successfully introduced
DMK tested the Milkmaster Programme during the year 
under review. In January 2015, all dairy farmers received 
the Milkmaster Code, the Milkmaster Report and com-
prehensive information about all the modules of the 
Milkmaster Programme. 5,262 dairy farmers from all 
regions took part in the self-assessment and completed 
the Milkmaster Report. This corresponds to around  
63 percent of all dairy farmers and 75 percent of the  
milk volume. The report provided a comprehensive survey 
of performance in five audit areas. The dairy farmers  

achieved the best point scores in cow comfort, milk  
quality and feeding, closely followed by feed cultivation 
and animal health. In the autumn of 2015 preparations 
were made for its inclusion in the Milk Delivery Regula-
tions, which makes Milkmaster binding for all dairy 
farmers from 2016 onwards. The external validation  
of the Programme in the form of a combined audit by 
QM Milk and Milkmaster started in 2016, with 80 external 
auditors being trained in the winter of 2015. The expert 
panel met twice in 2015 to discuss the criteria for the 
bonus system and the advisory system.

The Milkmaster Programme, which was developed in the year 2014, promotes agricultural  
working and production methods that are in harmony with the high standards of responsible milk 
production within the DMK GROUP. The programme reached the implementation phase in 2015. 
More than 5,000 dairy farmers have already tested Milkmaster.

The modules of the Milkmaster Programme

Public Relations

Codex

Research  
projects

Expert 
panelReport

Confirmation   Advice   Bonus
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“With Milkmaster, DMK is addressing the 
challenges of farm animal welfare,  

environmental protection and resource- 
efficient animal nutrition, including  

transparency for the participants in the 
value chain through to the consumer.”

Dr Hermann-Josef Baaken, DVT (German association for animal nutrition)

Bonus system starts in 2016
In the autumn of 2015, the executive bodies decided by 
a majority, following extensive discussion, to approve a 
bonus system offering financial incentives for the dairy 
farmers. The bonus is linked to compliance with import-
ant criteria, one of which is participation in DMK’s milk 
volume planning. This planning is used for economic 
control and at the same time helps the environment, 
since it can be used to optimise the milk collection 
routes. Success has been achieved: as of the end of 2015, 
81 percent of the dairy farmers were involved in the milk 
volume planning, accounting for 94 percent of the milk  

Detailed Milkmaster Report

In addition to a confirmation, advisory and bonus system, 
the Milkmaster Programme also contains a detailed 
Milkmaster Report. This consists of a total of 148 ratios, 
made up of an audit part with 115 ratios and an addi-
tional part with 33 ratios. QM Milk is incorporated in  
its entirety in Milkmaster. Once a year, the farmers will 
record the data for their own farms and enter them in 
DMK’s online portal “webmelker”. The data will be used 
to produce an individual farm report which is not only a 
benchmark with other farmers but also a sound foun-
dation for targeted advice. Every two years, every dairy 
farm will be subjected to an audit which is conducted by  
an external, independent and accredited person. The 
audit part of the Milkmaster Report will be tested during  
this audit. 

volume. The bonus system rewards specific achieve-
ments on the farms. These include, in the cow comfort 
section, a loose housing system with a specific area for 
calving or the isolation of sick cows, in animal health, 
threshold values for somatic cell counts and lifetime 
yields, and in feed cultivation, a statement of the amount 
of feed and the use of certified soya. The audits by QM 
Milk and Milkmaster will check whether the criteria are 
fulfilled.

Acceptance by customers
Milkmaster is an ambitious and holistic programme 
which aims to promote animal welfare and environ-
mental protection and to create economically viable 
prospects for around 8,300 dairy farmers. In times when 
farmers are struggling with low milk prices, added 
requirements entail enormous challenges. It is therefore 
particularly important to DMK for customers to appre-
ciate the dairy farmers’ efforts. For example, DMK  
was honoured as a sustainable supplier by an industry  
customer in the year under review because of Milkmaster. 
The company welcomes the fact that customers are 
including sustainability increasingly in the long term 
when selecting suppliers. In addition to the intangible 
recognition that DMK is already receiving for the Milk-
master Programme, the programme should also pay off 
financially for the farmers in the context of fair business 
relations – with customers possibly being willing to pay 
higher prices.
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Animal welfare and 
environmental impact

Improving animal welfare, reducing environmental impact
DMK has defined the following fields of action in the 
area of agriculture: cow comfort, animal health, feed  
cultivation and feeding. Together with milk quality, these 
were integrated in their entirety in the Milkmaster  
Programme in 2015. With Milkmaster, DMK is covering 
customers’ requirements holistically and would like to 
develop animal welfare in the industry further through 
recognition in various standards and initiatives. 2015 
witnessed the completion of the three-year research 
project “Development of a Sustainability Management 
System for Beef Cattle Farms: Feeding, Resources, Climate, 
Good Farm Animal Welfare”, conducted by the German 
Agricultural Society (DLG) and supported by the German 
Federal Environmental Foundation (DBU). Measuring 
parameters were developed for the core challenges  
identified, which were environmental protection, sus-
tainable management and good farm animal welfare. 
The DMK GROUP was involved and tested the indicators 
on one of its farms.

New ways in animal health
Veterinary surgeons are important contacts for the farms. 
In the reporting period, DMK maintained an intensive 
exchange of views with vets, the Tierärztekammer  

DMK’s new materiality analysis shows that animal welfare is among the most important topics 
for social stakeholder groups, including the type of housing systems. Animal welfare is of major 
importance to dairy farmers, since only healthy and contented animals give a good milk yield. The 
Milkmaster Programme is DMK’s central initiative for the further development of animal welfare, 
and was successfully implemented in the period under review.

Housing systems used  
by DMK dairy farmers 2015

Share 
 

(%)

Volume  
of milk 

(%)

Farms with loose housing 70 94

Farms with tie-stall housing 30 6

Estimate from the Milkmaster Programme self-assessment 2015

Depending on regional conditions and the size of the farm, pasture grazing  

can be offered under both housing systems

85
Number of cows per farm 2015

Average figure, estimate based on milk volume

DMK 2020 
AGRICULTURE

Our aspiration

We will improve the  
conditions in which our cattle  

are kept and reduce their  
environmental impact.

Cow comfort

Animal health

Feed cultivation

Feeding

Fields of action

By 2020, we want to drive forward 
sustainability in the area of  
Agriculture with 12 concrete goals  
in fields of action.
The goals behind the fields of action and the status of goal 

achievement in 2014 are to be found on pages 72 – 73.

Selected activities in 2015

  Milkmaster
 Dialogue with vets
  Sustainable feed
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  Contemporary dairy farms use economically meaningful tech-
nology to make their work easier and support animal welfare. 
Examples are milking equipment to improve the protection of 
the cows’ udders and their hygiene, feeding systems that 
improve nutrition and feed efficiency, emission-reducing methods 
of removing manure and intelligent control systems to ensure 
pleasant climatic conditions in the shed.

  Animal welfare is the sum of all measures that contribute to 
milk production that is not only animal-friendly but also environ-
ment-friendly. The basis for this is formed by keeping the cattle 
in good conditions, part of which is the loose housing or cubicle 
sheds that are already widely established in practice. 

  Economically meaningful environmental protection on the farms 
includes economical use of energy, water, feed and fertilisers as 
well as the use of regenerative energies such as photovoltaic and 
wind energy and active care of the cultivated landscape.

DMK implemented the Milkmaster Produc-
tion Code in practice in the year under 
review. It sets forth our self-conception of 
responsibility towards people, animals  
and the environment and serves farms as 
guidance for decision making.

Commitment to responsible dairy farming

(Chamber of Veterinary Surgeons) and the Bundesverband 
Praktizierender Tierärtzte (Association of Practising Veter-
inary Surgeons) on important questions of animal health. 
They discussed regular veterinary care as documented in 
herd care reports, the role of vets in preventive medicine 
and herd management. A commonly used indicator of 
cow health is the somatic cell count (SCC) in the milk. It 
points to the quality of the raw milk and to the health of 
the cows’ udders. In Germany, the SCC has to be below 
400,000 cells per millilitre. Milkmaster’s bonus system 
rewards an SCC limit of less than 250,000, thereby pro-
moting animal welfare and the quality of the milk. In 2015, 
the average SCC of the milk delivered was 220,700 cells 
per millilitre.

Progress with sustainable feedstuffs
DMK took up the issue of imported soya feed very early 
on with its sustainability strategy and has promoted it  
actively in the industry. Progress was achieved with key 
players in the reporting period. The dialogue with the  

feed industry was held through the German Raiffeisen 
association (DRV) and the German association for animal 
nutrition (DVT) with prominent feed manufacturers. As 
a result, the Milkmaster bonus system now includes the 
topic of feedstuffs and, in particular, soya from certified 
cultivation or not using soya at all. The European Feed 
Manufacturers’ Federation (FEFAC), together with the 
International Trade Center (ITC), has developed minimum 
standards for sustainably produced soya. DMK will adopt 
these for the recognition in Milkmaster.

Feedstuffs used 2015 Share 
(%)

Farms with only regionally produced  
feed components (100%) in the total diet 16

Farms with mainly regionally produced  
feed components (≥50%) in the total diet 82

Farms with less than half regionally produced  
feed components (<50%) in the total diet 2

Estimate from the Milkmaster Programme self-assessment 2015
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Environmental protection 
at the production sites

Legal framework for environment and energy
In the year 2014, DMK put a legal framework in place to 
ensure compliance with the prevailing environmental 
and energy legislation. For this purpose, the company 
identified its duty to take action under laws and  
standards on a factory-specific basis and then defined 
responsibilities clearly. Depending on the site, this 
requires the observance of around 80 rules, which result 
in up to 300 obligations to take environment- or energy- 
related action. A DMK approval management system 
supports official applications for technical projects and 
the implementation of statutory requirements.

Materials flow optimisation in the Ökobest project
In the year under review, DMK successfully completed 
the Ökobest project, which was supported by the Federal 
Ministry of Food and Agriculture. The acronym stands  
for Economical and Bioengineering Optimisation of 
Energy and Materials Flows in the Dairy Industry. In this 
context, DMK worked on the development of energy- 
and materials-flow-efficient process variants with low 
volumes of waste for production. In cooperation with the 
Hannover University of Applied Sciences and Arts, the 
company developed and implemented proposals on  
optimisation projects at its Zeven site. These included 
methods to avoid product losses and achieve energy- 
and water-efficiency and the operation of an experimental 
technical plant to recycle sour whey by mono-ferment-
ing it into biogas. 

Improved water efficiency
Water consumption, at an average of 1.01 litres of water 
per kilo of raw milk intake, was slightly lower than the 
previous year at all sites in the year under review. This 
means that efficient technologies for drying whey  
are paying off. In addition, since 2015 new membrane  
 

Environmental protection at its sites is very important to DMK. Key areas here are the topics  
of energy, water, waste and logistics. The sites are certified in accordance with ISO 14001  
environmental management system and ISO 50001 energy management system.

filtration methods have been used to process whey com-
ponents. Water efficiency was improved by a new CIP 
system and the re-use of treated water from a filtration 
plant for rinsing processes where hygienically safe.

DMK 2020 
ENVIRONMENT

Our aspiration

We will improve  
the eco-balance  

at our sites.

Energy

Water

Waste

Logistics

Fields of action

By 2020, we want to drive forward 
sustainability in the area of the  
Environment with 11 concrete goals  
in the fields of action.
The goals behind the fields of action and the status of goal 

achievement in 2014 are to be found on pages 72 – 73.

Selected activities in 2015

  Framework for approvals and legislation
  Water and energy efficiency projects
  Recyclable waste management
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Nevertheless, DMK did not achieve the target it set itself 
for 2015 in full. In absolute terms, water consumption 
rose in the reporting period: the underlying cause was  
a shift in the product portfolio towards more fresh  
products, which consume more water in production than 
cheese-making, for example. The newly installed sys-
tems in Erfurt, Georgsmarienhütte and Zeven increased 
water consumption levels during commissioning. In 
total, DMK is well positioned in water efficiency and con-
tinues to feel a strong commitment to the topic of water.

Long-term focus in energy management
Energy consumption in relation to the volume of milk 
rose in the reporting period because the production 
portfolio shifted further towards more energy-intensive 
products (standard and special powders, for example). 
Specific energy efficiency therefore deteriorated com-
pared to the previous year and will continue to be a focus 
through various projects up to the year 2020. However, 
a number of measures, for example the optimisation  
of existing systems, enabled us to save a total of approx-
imately 30 million kWh of energy in 2015 (with reference 
to electricity and gas, based on our own calculations and 
measurements).

“All employees from production  
and administration are actively  

committed to saving water, energy  
and waste at the sites.”

Dr Jan-Christian Mohr, Energy Officer at the Zeven Site

Product-integrated environmental protection (PIUS) is 
preventive environmental protection. Environmental 
pollution is prevented at source by the use of this tech-
nology. PIUS was used in Zeven and other locations in 
the year under review.

  Environmentally compatible processes and techniques 
successfully reduced dust emissions and noise when 
the new milk powder factory was being constructed. 

  The new milk powder factory is one of the most 
energy-efficient facilities in Europe as a result of the 
heat recovery processes used.

  DMK has significantly extended sewage pre-treatment 
within the company and equipped the system with 
an energy-efficient ventilation system.

Product-integrated environmental protection at the DMK GROUP
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Energy management at DMK has the central task of  
generating value added for the company. It is part of the 
Integrated Management System (IMS) and partly for this 
reason is equipped with standard processes for con-
trolling and annual action planning for the sites. The 
energy officers at the sites meet regularly to swap expe-
riences about current and future projects and savings 
potentials in everyday operations. The energy saving 
potential per year in kWh is around 1.7 percent of total 
consumption and is being realised by capital expendi-
ture and organisational measures. The new milk powder 
factory in Zeven was optimised by a thermal buffer silo 
and other measures and was therefore built to be con-
siderably more energy efficient. This technology stores 
thermal energy in order to cover energy requirements  
in ongoing processes, such as cooling and heating, at 
staggered intervals. Holistic optimisation of the thermal 
buffer silo in the existing factory is planned in order to 
generate further efficiency gains. A thermal buffer silo is 
currently being installed at the Altentreptow site to 
improve energy efficiency.

One of the goals in the sustainability strategy was to 
increase the energy that DMK supplies from in-house 
resources to at least 50 percent compared to 2012. DMK 
is no longer pursuing this goal. Generating electricity 
in-house has become more unattractive because of 
changes in laws and regulations. In future, the company 
will carry out detailed individual assessments for possible 
projects at the sites. DMK will apply a similar approach 
in climate-neutral energy generation.

The company also saves energy in administration by 
using energy-efficient hardware components and state-
of-the-art heat recovery mechanisms among other mea-
sures. For example, the IT site Seckenhausen is expected 
to reduce its energy consumption by 30 percent in 2016.

The DMK GROUP is currently gathering information about 
its direct greenhouse gas emissions (GHG emissions, 
Scope 1) for production in preparing its eco-balance. 
These emissions were around 233,616t of CO2 in 2015 
(DMK GmbH including 100% and min. 75% subsidiaries, 
calculated on the basis of the volume of gas used in pro-
duction).
 

Direct energy consumption (kWh) 2014 1 2015 2

Total direct energy consumption 1,837,106,855 2,300,282,092

 of which, direct energy from non-renewable energy sources 1,800,500,598 1,898,760,062

  Electricity 345,391,103 367,728,071

  Natural gas 1,237,293,027 1,299,786,566

  District heating 137,476,466 134,421,453

  Heating fuels refined from crude oil 82,414,928 96,823,972

 of which, direct energy from renewable energy sources 3 36,606,257 33,793,959

  Hydro power 542,123 534,730

  Biomass 36,064,134 33,259,229

1 DMK GmbH + min. 75% subsidiaries (excl. Rosen Eiskrem)
2  DMK GmbH incl. all 100% subsidiaries + min. 75% subsidiaries; energy consumption has risen due to the inclusion of Rosen Eiskrem Werke, ArNoCo GmbH and 

sanotact; basis for the gathering of data on direct energy from non-renewable energy sources is the volumes of energy purchased; basis for the gathering  

of data on direct energy from renewable data sources is the purchase/conversion of wood consumption for biomass
3  Hydro power at the Rimbeck site, biomass at the Waren and Bad Bibra sites
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High level of waste recycling
With just under 98 percent of all waste recycled, DMK is 
in a very good place. The company has implemented a 
well-functioning recyclables management concept at  
all its sites. The last three sites are implementing this 
concept in the current year: Zeven, Prenzlau and Haaren. 
Recyclables management and the commitment of the 
employees have reduced the volume of residual waste, 
or the mixed waste fractions, by more than half at some 
sites. The Edewecht site has saved 54 percent of residual 
waste, Neubörger 61 percent and Bergen auf Rügen  
70 percent since 2013. Most of the waste materials, 
which are collected separately, can now be sent for recy-
cling. DMK will keep its waste recycling at this high level 
and further improve it where possible.

Efficient logistics
In the area of logistics, the year under review was  
dominated by the operational implementation of major  
projects. These are aimed at reliable and cost-efficient 
solutions to the logistical challenges of the future. For 
example, DMK has put a new, fully automated high-bay 
milk powder warehouse into operation in Zeven, with  
a connected automated palleting centre, so that mer-
chandise can be labelled and palleted individually per 
customer before loading. The company started to transfer 
most of the transportation of finished goods to the  
customer from one large network service provider to 
mid-sized regional carriers at the beginning of 2015. This 
change affects around 250 truckloads per day. DMK 
managed the challenges without any difficulties arising 
with deliveries to customers.

In order to have an efficient, low-cost logistical structure 
in the factories to cope with future volume trends, DMK 
planned an expansion of the Erfurt central warehouse in 
the reporting period which will be implemented in 2016.

2014

2015

Fresh water (m3)

2,713,961 5,034,898 7,748,859

8,135,0422,650,120 5,484,922

 Own water (groundwater well) 
 External water (from the municipal water supply)

DMK GmbH + 100% subsidiaries (excl. sanotact, sunval and Rosen Eiskrem) 

based on measurements

2014

2015

Sewage (m3)

2,624,379 4,705,396 7,329,775

8,120,8903,071,266 5,049,624

 Direct discharge (own treatment plant) 
  Indirect discharge (municipal treatment plant)

DMK GmbH + 100% subsidiaries (excl. sanotact, sunval and Rosen Eiskrem) 

Waste by type 2015 (t)

Recyclable packaging

Residual waste/ 
household waste

Separators (non-hazardous)

Construction  
and demolition waste

Hazardous waste

Destroyed files

Other

1,200 7,0000 300 600 900
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46 People and commitment

DMK secures and develops jobs in rural areas – both in the DMK factories  

and on the farms – and offers its employees a safe working environment and 

development opportunities. DMK gives young people the chance to gain  

qualifications and pursue careers in an international environment. The founda-

tions of this community are fair working relationships and the company’s  

traditional links to its regions, with

   trust and security within the community,

   the commitment of the cooperative,

   our acceptance of responsibility as employers.

“At DMK, I also have the chance to grow  
my strengths beyond professional skills alone.”

Arne Exner · Apprentice

Dairyman’s apprentice · In his third year of training ·  
His parents’ dairy operation in Bevern, Niedersachsen,  

delivers to DMK

Fairer
together

7,499 1

employees worked  
for DMK at a total of 26 sites  

in the 2015 fiscal year.

259 1

were trained by DMK  
in 13 different professions in  

the reporting period.

1 Consolidated key figures



Arne Exner 
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Values and opportunities

Actively practised corporate culture
The DMK GROUP’s Code of Conduct (  www.dmk.de/
DMK-Code-of-Conduct.pdf) lays down the foundations  
of our community with binding force for all employees. 
In addition to that, the DMK vision has shaped the  
corporate culture with decisive effect over the past years. 
The Works Council, the internal complaints department 
required by the German General Equal Treatment Act and, 
since 2015, a whistle-blower system with an impartial 
contact are available to explain and counteract the  
violation of laws or internal guidelines. If colleagues or 
line managers violate applicable laws intentionally or 
negligently, employees can provide indications to an 
external ombudsman who will head an investigation.

Health & safety management prevents accidents
DMK’s occupational health and safety management  
system has been firmly integrated within the company 
for years. Health and safety measures are actively prac-
tised and continuously improved by management,  
the occupational health and safety specialist and all 
employees. Systematic workplace risk assessments 
ensure safe working conditions. Employees receive indi-
vidually adapted personal protective equipment, for 
example. In 2015, DMK invested in particular in the  
facilities’ safety technology and in fire and explosion  
protection, and introduced a Group-wide alarm server to 
improve reporting channels in case of emergency.

Since most industrial accidents are behaviour-related, 
DMK continues to promote awareness and responsibility 
for themselves and colleagues among the workers with 
the process entitled “attitude and behaviour change in  

The DMK GROUP is a values-oriented company. The vision with the core values entrepreneurial, 
fair and innovative which was launched in the year 2013 has been put into practice in the past  
years and has influenced the corporate culture enormously. Good corporate management and 
compliance with high standards of occupational health and safety are part of the self-conception  
of the DMK GROUP.

DMK 2020 
TEAM

Our aspiration

Together we will do our  
utmost to attain  

long-term success for every  
individual and for DMK.

Satisfaction

Training

Diversity

Elected office

Fields of action

By 2020, we want to drive forward 
sustainability in the area of the Team 
with 14 concrete goals in the fields  
of action.
The goals behind the fields of action and the status of goal 

achievement in 2014 are to be found on pages 72 – 73.

Selected activities in 2015

  Top employer
  Accident prevention
  Vision workshops
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occupational health and safety”. DMK established this 
further refined safety culture at the Holdorf factory in 
2015, it is planned to introduce it at other sites in 2016. 
All employees at a factory are then given training on 
behaviour-oriented occupational health and safety.  
Managers commit to promoting safety awareness by 
acting as role models and regularly talking to employees 
about the subject.

SMETA social standard further implemented
SMETA (Sedex Members Ethical Trade Audit) is an 
important tool for the DMK GROUP in implementing 
high social standards at its sites, and is generally 
demanded by customers. DMK files information on 
around 150 questions from the core areas of working 
standards, health & safety, the environment and busi-
ness practices in the Sedex database. External audits at 
sites consist of factory tours, interviews with employees 
and a document review. The growing number of audits 
and the high SMETA requirements made it necessary to 
overhaul our internal processes.

Employees at the sites have engaged with the DMK 
vision and the core values. The vision helps them to 
identify with the company, creates a guiding framework 
for their everyday actions and supports integration in 
the company. The vision meetings explain the vision, 
participants relate it to their work.

  By the end of 2015, 350 employees had taken part in 
vision meetings at 24 DMK sites. Teaming up in small 
groups, they worked out what the core values mean 
in real terms.

  Posters, a vision website and documentation of  
the results of the vision meetings were used as com-
munication to support the campaign.

  The feedback showed that vision meetings generate 
trust on the part of the employees and are considered 
to be useful and respectful. At the same time, 
employees expressed a desire for more stimulating 
ideas from management and more campaigns.

Vision meetings at the factories

2014

2015

Total accidents

232

238

DMK GmbH + 100% subsidiaries (excl. sanotact, sunval, DP supply  

and Rosen Eiskrem)

DMK records accidents from one day’s absence upwards and therefore much 

more stringently than statutory accidence insurance company BGN, whose  

statistics record accidents from three days’ absence upwards

Main causes of accidents: stumbling/slipping/falling, accidents with machinery, 

accidents with hazardous substances, fork-lift accidents, burns/scalds
1 incl. Rosen Eiskrem, period of absence due to accident in relation to hours worked

2014

2015

Accidents per 1 mill. working hours

30

29

Absence time 
index 2015 1 

0.28
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Employees

Honoured again as a “Focus top employer” 
For the fourth time in succession, “Focus” magazine has 
selected the DMK GROUP as a top employer. The maga-
zine identified the “Top Employers 2016” in the year 2015. 
Key factors that have once more made DMK one of the 
best employers in Germany include its individual devel-
opment of employees, a dialogue-oriented leadership 
culture and attractive career opportunities.

Starter Academy for young managers
Young employees and selected trainees who are aiming 
for management positions later in their careers can 
develop their interpersonal skills in the DMK Starter 
Academy. With the programme, the DMK GROUP is 
securing its internal management succession, improving 
its attractiveness as an employer and establishing a 
standard for young management talents throughout  
the company. A group of 20 people who started their 
programme in November 2013 completed the Starter 
Academy in April 2015.

Two groups totalling 23 more employees with manage-
ment potential are currently passing through the  
16 modules and will complete the Starter Academy in 
the first half of 2016. In addition to ten two- to three-day  

trainings on such subjects as the principles of communi-
cation, conflict management and project management, 
the programme contains six DMK-specific workshops.  
These include a visit to a farm, factory tours and an event 
with the Sustainability department. As a supporting 
measure, participants can receive coaching in inter-
personal and leadership skills.

Compatibility of career and family
Since DMK considers it to be important to be able to 
combine work and a family life, the company supports  
its employees in resolving the issues involved by collab-
orating with an external family service agency. The  
consultants help with questions or problems relating to 
child care. The individual consultancy and agency service 
comprises all forms of regular or short-term child care as 
well as tax and financial aspects. In addition, DMK 
implemented a second service at all sites in 2015 which 
offers help in the form of consultancy and concrete sup-
port in the event of sickness and care dependency.

In parallel, the company introduced new advisory models 
that are open to all employees and their relatives. The 
advisors’ task is to provide support, on the telephone or 
personally, in difficult professional or personal situations. 
The use of an external service provider ensures a confi-
dential environment.

Companies can only achieve success if they have committed employees. The DMK GROUP is  
proud of the high degree to which its employees identify with the company despite the current  
difficult economic situation. Human resources development projects are currently reduced to a 
minimum in association with the recruitment freeze which started in mid July 2015, and are being 
implemented by way of low-cost in-house seminars and, as far as possible, with the resources and 
skills from within the company.
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Young talent development at DMK
Since qualified and committed management succession 
is the foundation of long-term business success, one of 
Human Resources Development’s core tasks is to attract 
and develop young talents. DMK strives to train its young 
talents itself and thereby keep the standard of profes-
sionally skilled and motivated employees at a high level. 
Dairy lab technician and dairyman/dairywoman are  
typical apprenticeship professions in the dairy industry, 
and DMK offers these at 18 production sites. DMK offers 
apprenticeships in a total of 13 professions. A start-up  

event with 92 new DMK GROUP apprentices took place 
in November 2015 to give all new apprentices the same 
insights into the world of milk and the DMK GROUP. 
Speeches from different sections of DMK such as  
Agricultural Affairs, Marketing, Research and Develop-
ment, a factory tour in Holdorf and workshops about 
being “Fit for Training” and about the DMK vision were 
on the programme. There was also plenty of space for 
personal conversations among the apprentices and for 
them to become acquainted with other apprenticeship 
professions and colleagues from different sites.

“Human resources development at DMK  
contains a large number of modules that  

offer employees the possibility of individual 
further development – always with the  

goal of remaining competitive as a company.”
Joanna Friedrich, Head of Human Resources Development

3.7 % 

16,332 hours 

5.9 % 

Employees on parental leave Apprentices

Training and CPD

Severely disabled persons 
and equivalent

65
11

DMK GmbH + 75% subsidiaries (region: Germany and Netherlands), as of 31.12.2015
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Driving forward human resources development
The programme to promote individual continuing pro-
fessional development creates the framework for  
the DMK GROUP to select employees and, for example, 
support them on a basis of non-discrimination to achieve 
master’s qualifications in a trade or complete a degree. 
A new feature here is that we identify high potentials in 
the organisation objectively by means of a trained com-
mittee. Human Resources Development implements this 
targeted support and development of committed young 
talents at the DMK GROUP together with Human 
Resources Management and the responsible line manager.

The company conducted in-house seminars on topics 
requiring increased qualifications for the first time in the 
year under review. As a result, DMK was able to guar-
antee high quality and operate at a lower cost than is 
the case with individual external training courses. At  
the same time, the seminars encourage interaction and 
networking among the different departments and  
factories. More than 100 employees in total participated 
in seminars on such subjects as communication and 
conflict management.

DMK has been increasingly active at training shows and vocational  
training exchanges in schools, and has employed a new format since  
the summer of 2015. The company presents itself at these events as  
an attractive employer that is simultaneously traditional and modern  
and operates both regionally and internationally.

Training secures the future

  Pictures of current apprentices  
are shown on the stand and in  
the information provided about 
apprenticeship professions. 

  In total, DMK took part in more 
than 30 such events in 2015, 
mostly those held close to DMK 
sites. Examples are Job4U in  
Oldenburg and Nordjob in Neu-
brandenburg. 

  At schools, DMK presents itself  
as a major regional employer and 
showcases professions in which  
it has a need for apprentices.  
The focus is on economically under-
developed areas and the locations 
of DMK’s sites. The company uses 
existing resources and contacts, 
thereby creating proximity to the 
local people.
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Employees by type of employment contract (total number: 6,913) Number (%)

 Permanent 6,026 87.2

  of whom, full time 5,573 92.5

  of whom, part-time 453 7.5

 Temporary 887 12.8

Employees covered by collective bargaining agreements 1 6,809 98.5

Employee turnover 380 5.5

New hires 2 625 9.0 

1 Excluding senior executives
2 Excluding seasonal workers

DMK GmbH + 75% subsidiaries (region: Germany and Netherlands), as of 31.12.2015

Employees by gender 2015 (%) Age structure of employees 2015   (%)

32.8
Women

18.0
< 30 years  

of age

48.2
30 – 50 years  

of age
67.2 
Men

33.8
> 50 years  

of age

Avg. 14 years of tenure
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Dairy farmers

Difficult economic situation
In view of a market situation defined by falling prices 
and the low prices paid for milk, the situation on the 
dairy farms is tense. Their position changed dramatically 
over the year under review, the farms’ liquidity was 
under enormous pressure and many were threatened 
with closure. The DMK GROUP’s milk prices fell below its 
own expectations in 2015, which hits the dairy farmers 
particularly hard in view of their general situation. This 
topic was therefore debated critically in the dairy farmers’ 
assemblies – at the District Assemblies, for example, and 
the Extraordinary Assembly in February 2016. Executives 
from Deutsches Milchkontor eG and DMK GmbH were 
there at the above-mentioned assemblies and others to 
enter into constructive discussions with concrete back-
ground information for the shareholders.

The year under review was challenging for the dairy farmers because of the economic situation 
and low milk prices. Structural change is transforming the industry. That made the intensive and 
constructive dialogue maintained by DMK between the company and the dairy farmers all the 
more important.

Dairy farmers 2015  
(Number) 62

DMK GmbH contract suppliers

8,291
Deutsches  

Milchkontor e G 2015

 Avg. volume of  
milk per farm 

(1,000 kg)

Deutsches Milchkontor eG 708

DMK GmbH contract suppliers 2,580

Annual average

Around 8,300 dairy farmers delivered more than 6 billion 
kilos of milk in 2015, corresponding to an average volume 
per dairy farmer of 772,000 kilos. There were significant 
differences by region. Structural change increased in the 
year under review and will continue to shape develop-
ments in the future. At the DMK GROUP, 47 percent of 
the dairy farmers supply 87 percent of the volume of milk.

DMK in dialogue with dairy farmers
DMK has been conducting an intense dialogue with 
farmers through a number of channels for many years. 
This proved to be an advantage in the reporting period, 
because established channels and formats were in place 
to satisfy the increased requirement for information and 
interaction.

The core of communication is Milchwelt, the members’ 
magazine. Milchwelt is a medium for the kitchen table, 
a source of information for the farmer’s entire family  
and the farm’s employees. The Company, Market and 
Agriculture sections are made up of in-depth reports, 
interviews and commentaries so that the shareholders 
are constantly kept informed about strategic corporate 
decisions, current market developments and practical 
agricultural tips. The company’s large territory is brought 
closer together by farm reports from all the DMK GROUP’s 
regions. The executives from Deutsches Milchkontor eG 
and DMK GmbH maintain proximity to the dairy farmers 
through their communication in Milchwelt.
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Channels of communication with dairy farmers 
Milchwelt: 1 x per month, distributed via  
milk collection vehicles
DMK Newsletter: 1 x per month, sent online 
Member info: 1 x per month, delivered with  
milk price account
Webmelker: online portal with the farm’s individual 
data, Regional Managers and consultants as contacts  
in all regions

  In an initial project, the public opinion 
research institute FORSA surveyed 
the level of knowledge and awareness 
and the wishes of the population 
with regard to the German dairy 
industry. A workshop was also held 
with journalists to exchange views 
about critical topics on a confidential basis. 

  Further activities are planned, such as newsletters, 
round table discussions also involving politicians  
and NGOs, and training courses for farmers. Under 
the title “Bauern sind Botschafter” (“Farmers are 
Ambassadors”), farmers will learn how to represent 
their industry confidently while at the same time 
being open to suggestions and criticism.

Dialog Milch (“Milk Dialogue”) is the name of an initiative 
that was presented jointly by the regional dairy associa-
tions of Lower Saxony and North Rhine-Westphalia at 
DMK’s instigation at the beginning of 2016. The indepen-
dent platform aims to provide information about the 
dairy industry and be an intermediary between the dairy 
industry and socially interested groups.

  There are many aspects of the image of agriculture 
in society which do not conform with the work done 
day by day on the farms. Objective information is 
therefore more important than ever. At the same 
time, agriculture also has to show a readiness to be 
open to questions and criticism. This is what Dialog 
Milch (  www.dialog-milch.de) stands for.

Dialog Milch: understanding through communication

The Webmelker portal is the central medium for online 
communication between dairy farmers and DMK. The 
password-protected Internet portal is divided up into a 
Group-wide communication section and a mem-
bers-only section. Dairy farmers find current news items 
from the company, the executive bodies and the Agricul-
tural Affairs department there. They receive answers to 
important questions and can download data for their 
own farms, which are updated twice daily, in the mem-
bers-only section. These data include the volume deliv-
ered, quality data, contacts and the relevant capital con-
tribution. DMK did not implement the pending relaunch 
of the Webmelker portal in the reporting period for cost 
reasons.

Events involving DMK executive bodies  
and DMK members 2015
The following meetings and events took place in the reporting period:

12  Meetings of the Management 
Board and executive bodies 5  Supervisory Board meetings

4  Advisory Board meetings 10  Training courses  
for elected officers

8  Preparatory Annual  
Assemblies 1  Annual Assembly

35  District Assemblies 75  DMK vor Ort meetings
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Region and responsibility

Practising openness and dialogue in-house
Employees from different sites met with the Managing 
Directors in a small group to put forward questions, crit-
icisms and suggestions under the slogan “Unsere Chefs 
direkt”! (“Face to face with the bosses”). For example, 
Ingo Müller (Ingredients, Agricultural Affairs/Raw Mate-
rials) talked to employees in Everswinkel about the  
international market for dairy products and prospects  
for the site. Volkmar Taucher (Finance) discussed the 
company’s economic and strategic direction and the 
market’s impact on farmers and employees with employ-
ees in Bremen. Ines Krummacker (Human Resources) had  
an exchange of views with employees in Edewecht on 
topics such as health management and working hours, 
as well as international market trends. Talks were also 
conducted with employees in Erfurt, who were deeply 
concerned about the future of the factory and the  
compatibility of work and family life. Dr Josef Schwaiger 
(CEO) visited the Zeven factory at the end of October and 
spoke to employees about the development of young 
talents, trends in the international market and the  
company and other topics. The DMK intern magazine for 
employees contains detailed reports on these sessions.

DMK Scholarship Programme into the second round
Following the première in the year 2014, a second group 
of guests was welcomed to the DMK Scholarship Pro-
gramme in 2015. One participant from Spain and three 
Russian students enjoyed further training at DEULA 
Nienburg, worked on DMK dairy farms and became 
acquainted with production and management processes 
in Erfurt and Everswinkel. The six-month Scholarship 
Programme provides knowledge about sustainable pro-
duction and processing at modern dairy farms and dairy 
companies and fosters international networking.
 

The DMK GROUP’s regional roots play an important role at the 26 sites and in the eight large  
dairy farming regions, because this is where value added is created. In addition, DMK considers  
dialogue with and commitment to society to be a high priority.

Diverse forms of dialogue with stakeholders
Dialogue with stakeholder groups has traditionally held 
a major significance for DMK. The company conducted a 
stakeholder survey on important topics in accordance 
with GRI G4 in the reporting period. In addition, DMK 
representatives maintain an exchange of views with 
stakeholders in various forms (see table, page 18).

DMK 2020 
SOCIETY

Our aspiration

We will support  
the regions  

we operate in.

Dialogue

Dairy competence

Research

Engagement

Fields of action

By 2020, we want to drive forward 
sustainability in the area of Society with  
11 concrete goals in the fields of action.
The goals behind the fields of action and the status of goal 

achievement in 2014 are to be found on pages 72 – 73.

Selected activities in 2015

  DMK Scholarship Programme
  Supporting research
 Milkmaster Farm pilot project
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DMK took up a second strand in the Scholarship Pro-
gramme in the year under review, in cooperation with 
the Jacobs University Bremen. In September 2015, a  
student from Mauritius received a scholarship which 
includes an internship with DMK and a senior member 
of DMK staff as a mentor.

Supporting research
The DMK GROUP gives students the opportunity to gain 
practical experience and work on relevant topics from 
DMK’s world. Research projects supported by the com-
pany in 2015 include the following:

  Master’s dissertation: “Using data from dairy  
farms to secure process quality, based on the example 
of DMK”.

  Master’s dissertation: “Production optimisation by 
recording ratios, analysis and evaluation in the ice 
cream industry – recommendations on productivity 
improvement” – this project received recognition 
from the Federal Ministry of Food and Agriculture.

  Bachelor’s dissertation: “Development of a press  
and public relations strategy for selected stakeholders 
of DMK’s Milkmaster Programme”.

  Bachelor’s dissertation: “Colour diffusion of fruit 
spreads in curd”.

  Doctoral thesis: “Mono-fermentation of sour whey  
at DMK’s Zeven site”.

Employees’ voluntary commitments supported
With “Freiwillig und unbezahlbar” (“Voluntary and beyond 
price”), DMK supports employees’ voluntary commit-
ments. Every year, up to six employees receive 500 euros 
for their projects. Funding was allocated, for example, to 
two employees who work with the German Life Saving 
Association (DLRG) and to one whose association enables 
children in India to have adequate nutrition, medical care 
and schooling.

  Every farm has meeting rooms seating up to  
30 people, which also enables in-depth interviews 
and coordination sessions.

Within the framework of the Milkmaster Programme, 
DMK is establishing Milkmaster Farms in various 
regions. These farms demonstrate what DMK dairy 
farmers accomplish every day and where the valuable 
natural resource of raw milk comes from. These farms 
are intended to foster internal and external dialogue.

  DMK officially opened two Milkmaster Farms in 
2015. Different farm tours show the practical  
application of the Milkmaster Programme or the 
daily routine of a dairy farm.

  DMK managers, selected customers and media  
representatives have the opportunity to get a picture 
of modern agriculture for themselves.

Pilot Milkmaster Farms launched
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Extract from the Deutsches Milchkontor eG 
Group Management Report 2015

Market shaped by falling prices
At 31.5 million tonnes, milk deliveries fell slightly below 
the previous year’s in 2015. The market for drinking milk 
declined from January to November 2015 by 0.9% year 
on year, at the same time yoghurt products showed an 
upturn of 4.1%, butter was up by 5.1% and cheese by 
0.9%. Dried milk products rose significantly once more 
with an increase of 10.6%, buttermilk products fell by 
– 5.1%, as in the previous year.1

Overall, the German dairy market suffered from a signif-
icant price decline. According to DMK’s estimates, the 
price of cow’s milk (at the farm gate) with a fat content 
of 4.0% and protein content of 3.4% was around 29 cents 
per kilo on average for the year. 2 Selling prices for butter 
dropped by approximately – 11.0%. The price decline was 
even more marked for skimmed milk powder and stan-
dard sliceable cheese, at around – 30% and – 23% respec-
tively. 3 The trend in exports varied widely in the first 
three quarters of 2015: packaged milk and butter rose 
compared to 2014 by around 10.0% and 8.0% respec-
tively. Cheese fell by approximately 0.4%, whey powder 
by 3.4% and bulk milk by 3.0%.

Focus on cost reduction and internationalisation
The Group’s attention was devoted to optimising the 
addition of value to the raw milk and tapping cost reduc-
tion potential. In this context, DMK further focused its 
internationalisation strategy and formed DMK MENA 
FZE in order to benefit from the demand for high-quality 
dairy products in this region as well.

DMK completed the state-of-the-art drying tower in 
Zeven, with a production capacity of 65,000 tonnes of 
milk powder per annum, in the year under review. To 
improve cost  efficiency in production, DMK launched 
TPM (Total Productive Management) pilot projects at the 
butter factory in Edewecht and the fresh cheese-making 
plant in Zeven in 2014. The proven production system is 
used to identify and eliminate all losses. Positive experi-
ence with the pilot projects led in 2015 to the decision 
to implement TPM at six further sites in 2016 and to 
align all sites with it in the long term.

Following the mergers of the Rosen Group in 2014, DMK 
made a thorough examination of the entire ice cream 
group in 2015 and decided to close the Recke factory as 
of the end of the year and the Nuremberg factory provi-
sionally by the end of 2017. In parallel, the Everswinkel 
site and the sites in Waldfeucht -Haaren and Prenzlau 
will be modernised. The restructuring projects that have 
been decided and implemented have led to a charge of 
EUR 17.4 million on the consolidated net income for 2015.

In the baby food division, DMK further optimised the 
structure of its participating interests in 2015 and devel-
oped new sales regions under its internationalisation 
strategy, one measure being the foundation of Humana 
MENA FZE in Dubai. Even although the baby food  
division failed to meet growth expectations in the 
reporting period, the sub-group succeeded in increasing 
its sales revenues compared to 2014. The main reason 
for the lower growth was the country-specific crises in 
Russia, the Ukraine, Turkey and the Middle East.

1  Federal Office for Agriculture and Food (BLE) (2015): Manufacturing  

of selected dairy products by month,   www.ble.de.
2  DMK’s own estimates based on the Federal Office for Agriculture  

and Food (BLE) (2015): Manufacturing of selected dairy products by month,  

  www.ble.de.
3  ZMB Zentrale Milchmarkt Berichterstattung (2015): Retrospective  

on the year 2015: dairy market significantly weaker in 2015
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Strategic capital expenditure, HR and R&D
Capital expenditure on intangible and tangible assets 
came to EUR 152.5 million in 2015 (2014: EUR 197.3 mil-
lion). Significant investments went into projects with a 
strategic orientation, such as additional warehouse 
capacities for fresh products and the drying tower and 
warehouse in Zeven.

The 7,499 Group employees were, as ever, a core factor 
for success in 2015. Their satisfaction is demonstrated by 
our once more being honoured as a “Focus top employer”. 
DMK places a particularly high value on ensuring that 
work is compatible with family life. To support this, the 
“pme Familienservice” was introduced at all sites in 
2015, so that experts could give advice on individual 
questions of child and adult care or sickness. Since the 
health, well-being and quality of life of its employees are 
also important to DMK, the company also introduced 
consultancy by psycho-social experts which can be  
used if required. Both services are free of charge for all 
employees.

Different development groups in the area of Research & 
Development (R&D) worked on more than 500 individual 
projects in 2015 (2014: approximately 350). In addition, 
16 technological patent specifications were published 
(2014: seven).

DMK reinforces its innovativeness with ideas that are 
actively generated by interdisciplinary teams in creativity 
and knowledge transfer workshops. Innovation Manage-
ment initiates, steers and networks innovations from  
the areas of products, business areas and models, tech-
nology, processes, procedures and packaging materials 
along the entire value chain. Identifying and integrating 
relevant trends is a fixed component of Innovation Man-
agement’s work.

New product introductions are managed from idea to 
implementation along the innovation and product intro-
duction process and across all functional departments of 
the company. This pipeline contained 117 projects and 
variations at the year end.

Quality Management is present in all the Group’s value 
creation steps, from the dairy farmers and suppliers 
through production processes to marketing activities. It 
measures and protects product quality and customer 
satisfaction. As a supplementary measure, certification 
processes affirm that standards are complied with.  
Successful audits at all sites in accordance with the 
International Food Standard (IFS) or BRC, ISO 22000 and 
other industry and customer standards confirm that the 
company’s business processes are compliant by provid-
ing the certificates demanded by customers.
 
Equity capital stable
The DMK Group’s net asset position is in good order. The 
equity capital covers 78% of the tangible assets. The 
financial and liquidity position is appropriate in view  
of the foresighted financing policy. The objectives of 
financial management are to optimise the existing 
financing structures, ensure the availability of sufficient 
financial resources and use financing instruments to 
optimum managerial effect.

The consolidated equity totals EUR 574.1 million 
with a net profit for the year of EUR 13 million (2014: 
EUR 573.9 million). The equity ratio is therefore a satis-
factory 36.8% with a slightly higher balance sheet total 
than last year’s.

Goal-oriented positioning 
The DMK GROUP has a goal-oriented positioning overall 
in a difficult market environment. In future, sales earned 
outside the domestic market will account for an increas-
ing amount of income, partly due to measures to increase 
sales abroad that have already been initiated and imple-
mented. For raw milk in particular, raw material costs in 
2016 are likely to be in line with or below those of the 
reporting period as low milk prices persist. Depreciation 
and amortisation will be significantly higher than the 
current level because of the capital expenditure. The 
far-reaching cost reduction programme launched in 
2015 will support the payments we make for milk and 
contribute to increased profit.
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The complete annual and consolidated financial statements and the Group Management Report all received  
an unqualified audit opinion from the Genossenschaftsverband Weser-Ems e.V. They will be published in the  
German Federal Gazette.
The printed financial statements are in abridged form.
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  2015 
in EUR million

2014 
in EUR million

 1. Sales revenues 4,607.7 5,323.0

 2. Increase or decrease in finished goods inventories and work in progress – 9.1 8.9

 3. Capitalised cost of self-constructed assets 1.9 0.8

 4. Other operating income 71.6 88.2

 Subtotal 4,672.1 5,420.9

 5. Cost of materials   

 a)  Cost of raw materials, consumables and supplies,  
and of purchased materials 3,579.6 4,320.8

 b) Cost of purchased services 16.9 24.3

3,596.5 4,345.1

GROSS PROFIT OR LOSS 1,075.6 1,075.8

 6. Personnel expenses

 a) Wages and salaries 340.7 321.2

 b) Social security and other pension costs 68.9 68.7

409.6 389.9

 7. Depreciation of intangible assets and tangible assets 126.1 126.5

 8. Other operating expenses 464.5 475.1

 Subtotal (1. – 8.) 75.4 84.3

 9. Income from associated companies 0.0 0.2

10. Income from participating interests and capital contributions 0.8 1.4

11. Income from transfer of profits 1.4 1.0

12. Income from other investments and long-term loans 0.1 0.1

13. Other interest and similar income 0.4 0.4

 Subtotal (9. – 13.) 2.7 3.1

14. Expenses from associated companies 0.6 0.0

15. Write-downs of financial assets and investments held as current assets 0.0 0.0

16. Interest and similar expenses 26.1 21.4

17. RESULTS FROM ORDINARY ACTIVITIES 51.4 66.0

18. Extraordinary income 1.4 0.3

19. Extraordinary expenses 21.0 5.2

20. EXTRAORDINARY INCOME – 19.6 – 4.9

21. Taxes on income 15.3 15.1

22. Other taxes 1.8 1.6

23.  Payment for participatory capital 1.7 2.1

24. CONSOLIDATED NET PROFIT FOR THE YEAR 13.0 42.3

Deutsches Milchkontor eG Group profit and loss account
for the period from 1 January 2015 to 31 December 2015
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Deutsches Milchkontor eG Group balance sheet
as at 31 December 2015

Assets 31.12.2015 
in EUR million

31.12.2014 
in EUR million

A. FIXED ASSETS   

 I. Intangible assets   

  1.  Concessions, industrial property rights and similar rights and values,  
as well as licences thereto 13.8 13.1

  2. Goodwill 19.6 33.7

  3. Payments on account 5.4 4.8

  Total intangible assets 38.8 51.6

 II. Tangible assets   

  1.  Land and leasehold rights and buildings, including buildings on third-party land 271.9 239.7

  2. Plant and machinery 414.3 336.8

  3. Other fixtures and fittings, tools and equipment 37.5 33.7

  4. Payments on account and tangible assets under construction 37.5 106.8

  Total tangible assets 761.2 717.0

 III. Financial assets   

  1. Shares in associated companies 13.5 11.5

  2. Loans to associated companies 0.9 0.2

  3. Participating interests in associated companies 10.5 11.0

  4. Participating interests 6.6 6.7

  5. Loans to companies in which a participating interest is held 0.6 0.4

  6. Capital contributions to cooperative societies 0.7 0.7

  7. Investments held as fixed assets 0.0 0.0

  8. Other loans 1.9 2.7

  Total financial assets 34.7 33.2

Total fixed assets 834.7 801.8

B. CURRENT ASSETS   

 I. Inventories   

  1. Raw materials and supplies 70.2 68.1

  2. Work in progress 19.5 24.7

  3. Finished goods and goods for resale 234.3 229.7

  4. Payments on account 0.3 0.2

  Total inventories 324.3 322.7

 II. Accounts receivable and other assets   

  1. Accounts receivable (trade debtors) 258.9 272.5

  2. Due from associated companies 8.6 4.7

  3. Due from companies in which a participating interest is held 5.5 5.4

  4. Other assets 103.3 104.5

  Total accounts receivable etc. 376.3 387.1

 III. Investments   

  1. Other investments 0.3 0.3

 IV.  Cash in hand, cash on deposit with Deutsche Bundesbank,  
cash in other bank accounts and cheques 21.5 16.8

C. PREPAYMENTS AND ACCRUED INCOME 2.9 1.9

D. DEFERRED TAX ASSETS 1.1 1.2

E. DIFFERENCE DUE TO CAPITAL ACCOUNT 0.1 0.1
   

Total assets 1,561.2 1,531.9
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Equity capital and liabilities 31.12.2015 
in EUR million

31.12.2014 
in EUR million

A. EQUITY CAPITAL   

 I. Capital contributions   

  1. of remaining members 174.8 171.8

  2. of withdrawing members 6.5 6.0

  3. from cancelled shares 0.0 0.4

  Total capital contributions 181.3 178.2

 II. Capital reserve 72.1 72.1

 III. Revenue reserves   

  1. Statutory reserve 114.5 114.5

  2. Other revenue reserves 181.3 138.5

  Total revenue reserves 295.8 253.0

 IV. Difference in equity due to foreign currency translation 0.0 0.0

 V. Participatory capital 38.3 44.9

 VI. Consolidated loss/consolidated net profit   

  1. Total consolidated loss carried forward – 31.7 – 16.2

  2. Consolidated net profit for the year 13.0 42.3

  3. Allocations to reserves – 8.5 – 12.4

  4. Profit/loss attributed to other shareholders – 3.5 – 4.3

  Total consolidated loss/net profit – 30.7 9.4

  VII. Minority interests 17.3 16.3

Total equity capital 574.1 573.9

B. DIFFERENCE DUE TO CONSOLIDATION OF CAPITAL 0.8 0.8

C. SPECIAL ITEM FOR INVESTMENT SUBSIDIES 12.1 14.8

D. ACCRUED LIABILITIES   

  1. Provisions for pensions and similar obligations 114.6 110.5

  2. Provisions for taxation 21.7 39.6

  3. Other provisions 123.6 104.6

Total accrued liabilities 259.9 254.7

E. LIABILITIES   

  1. Due to banks 386.6 349.4

  2. Advance payments received 2.7 1.5

  3. Accounts payable (trade creditors) 200.0 229.1

  4. Due to associated companies 10.0 3.9

  5. Due to companies in which a participating interest is held 0.7 0.8

  6. Other liabilities 102.8 90.8

Total liabilities 702.8 675.5

F. DEFERRED INCOME 0.6 0.1

G. DEFERRED TAX LIABILITIES 10.9 12.1

   

Total equity capital and liabilities 1,561.2 1,531.9
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Deutsches Milchkontor eG Group cash flow statement
for the period from 1 January 2015 to 31 December 2015

    2015 
in EUR million

 1.   Consolidated net profit for the year 13.0

 2. +/– Depreciation/write-ups of fixed assets 128.4

 3.  – Reduction in provisions – 3.6

 4. –/+ Other non-cash income/expenses 2.3

 5. –/+ Increase/reduction in inventories, accounts receivable and other assets  
which cannot be allocated to investing or financing activities 12.9

 6. +/– Increase/reduction in accounts payable and other liabilities  
which cannot be allocated to investing or financing activities – 32.4

 7. –/+ Gain/loss from disposal of fixed assets – 1.5

 8. +/– Interest expenses/interest income 27.2

 9.  – Other income from participating interests – 2.2

10. +/– Expenses/income from extraordinary items 17.3

11. +/– Expenses/income from income tax 15.3

12.  + Inpayments from extraordinary items 1.0

13.  – Outpayments from extraordinary items – 3.7

14.  – Income tax payments – 32.1

15.  = Cash flow from operating activities 141.9

16.  + Payments from disposal of intangible assets 0.4

17.  – Investments in intangible assets – 4.3

18.  + Payments from disposal of tangible assets 4.6

19.  – Investments in tangible assets – 144.2

20.  + Payments from disposal of financial assets 1.3

21.  – Investments in financial assets – 4.0

22.  – Additions to the scope of consolidation – 7.3

23.  + Interest received 0.5

24.  + Dividends received/income from transfer of profits 2.2

25.  = Cash flow from investing activities – 150.8

26.  + Inpayments for capital contributions and participatory capital 15.6

27.  – Outpayments for capital contributions and participatory capital – 19.0

28.  + Inpayments from financial loans 26.4

29.  – Outpayments for repayment of financial loans – 4.2

30.  + Inpayments from allowances/contributions received 0.4

31.  – Interest paid – 14.1

32.  – Dividends paid on capital contributions and payment for participatory capital – 8.4

33.  – Dividends paid to other shareholders – 2.2

34.  = Cash flow from financing activities – 5.5

35.   Net increase (decrease) in cash and cash equivalents – 14.3

36. +/– Changes in cash and cash equivalents due to exchange rates 0.0

37. +/– Changes in cash and cash equivalents due to the scope of consolidation 2.8

38.  + Cash and cash equivalents at beginning of period – 112.9

39.  = Cash and cash equivalents at end of period – 124.4

  COMPOSITION OF CASH AND CASH EQUIVALENTS  

  Cash in hand, cash on deposit with Deutsche Bundesbank, cash in other bank accounts and cheques 21.5

  Amounts due to banks on demand – 137.7

  Liabilities from intercompany liquidity balancing (cash pool) – 8.2
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Deutsches Milchkontor eG profit and loss account
for the period from 1 January 2015 to 31 December 2015

  2015 
in EUR thousand

2014 
in EUR thousand

 1. Sales revenues 1,701,264.5 2,266,397.0

 2. Other operating income 2,181.8 2,657.9

 Subtotal 1,703,446.3 2,269,054.9

 

 3. Cost of materials   

 a)  Cost of raw materials, consumables and supplies, and  
of purchased materials 1,682,426.9 2,238,334.6

1,682,426.9 2,238,334.6

GROSS PROFIT OR LOSS 21,019.4 30,720.3

 4. Personnel expenses

 a) Wages and salaries 373.3 408.3

 b) Social security and other pension costs 0.0 0.0

373.3 408.3

 5. Depreciation of intangible assets and tangible assets 15.7 16.7

 6. Other operating expenses 10,666.5 11,832.3

 Subtotal (1. – 6.) 9,963.9 18,463.0

 7. Income from participating interests and capital contributions 0.7 2.8

 8. Income from other investments and long-term loans 591.2 975.8

 9. Other interest and similar income 567.2 635.8

 Subtotal (7. – 9.) 1,159.1 1,614.4

10. Interest and similar expenses 6.3 35.4

11. RESULTS FROM ORDINARY ACTIVITIES 11,116.7 20,042.0

12. Taxes on income – 70.2 – 0.9

13. Other taxes 24.1 17.3

14. Payment for participatory capital 320.9 830.7

15. NET PROFIT FOR THE YEAR 10,841.9 19,194.9
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Assets 31.12.2015 
in EUR thousand

31.12.2014 
in EUR thousand

A. FIXED ASSETS   

 I. Tangible assets   

  1.  Land and leasehold rights and buildings,  
including buildings on third-party land 273.9 289.2

  2. Other fixtures and fittings, tools and equipment 1.0 1.3

  Total tangible assets 274.9 290.5

 II. Financial assets   

  1. Shares in associated companies 335,457.1 335,411.1

  2. Loans to associated companies 0.0 15,000.0

  3. Participating interests 13.3 47.1

  4. Capital contributions to cooperative societies 13.4 13.9

  5. Investments held as fixed assets 0.6 0.6

  6. Other loans 1,972.5 2,672.8

  Total financial assets 337,456.9 353,145.5

Total fixed assets 337,731.8 353,436.0

B. CURRENT ASSETS   

 I. Accounts receivable and other assets   

  1. Accounts receivable (trade debtors) 224.3 262.9

  2. Due from associated companies 165,577.5 166,241.3

  3. Other assets 7,508.4 8,047.5

  Total accounts receivable etc. 173,310.2 174,551.7

 II.  Cash in hand, cash on deposit with Deutsche Bundesbank,  
cash in other bank accounts and cheques 10.2 11.2

   

Total assets 511,052.2 527,998.9

Deutsches Milchkontor eG balance sheet
as at 31 December 2015
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Equity capital and liabilities 31.12.2015 
in EUR thousand

31.12.2014 
in EUR thousand

A. EQUITY CAPITAL   

 I. Capital contributions   

  1. of remaining members 174,771.4 171,823.1

  2. of withdrawing members 6,519.9 5,969.2

  3. from cancelled shares 13.6 416.7

  Total capital contributions 181,304.9 178,209.0

 II. Capital reserve 35,412.8 35,412.8

 III. Revenue reserves   

  1. Statutory reserve 114,477.2 114,477.2

  2. Other revenue reserves 82,235.1 74,735.1

  Total revenue reserves 196,712.3 189,212.3

 IV. Participatory capital 0.0 10,698.0

 V. Net profit   

  1. Profit brought forward 4,562.4 3,069.3

  2. Net profit for the year 10,841.9 19,194.9

  3. Allocations to reserves – 7,500.0 – 11,000.0

  Total net profit 7,904.3 11,264.2

Total equity capital 421,334.3 424,796.3

B. ACCRUED LIABILITIES   

  1. Provisions for taxation 5,983.4 7,996.2

  2. Other provisions 1,210.7 1,485.0

Total accrued liabilities 7,194.1 9,481.2

C. LIABILITIES   

  1. Accounts payable (trade creditors) 79,851.2 89,541.3

  2. Due to associated companies 0.4 1.0

  3. Other liabilities 2,672.2 4,179.1

Total liabilities 82,523.8 93,721.4

    

Total equity capital and liabilities 511,052.2 527,998.9
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DMK Deutsches Milchkontor GmbH profit and loss account
for the period from 1 January 2015 to 31 December 2015

  2015 
in EUR million

2014 
in EUR million

 1. Sales revenues 3,247.2 3,926.3

 2.  Increase or decrease in finished goods inventories and  
work in progress – 25.0 – 6.1

 3. Capitalised cost of self-constructed assets 1.7 0.8

 4. Other operating income 73.5 87.8

 Subtotal 3,297.4 4,008.8

 5. Cost of materials   

 a)  Cost of raw materials, consumables and supplies, and  
of purchased materials

 
2,611.8 3,321.6

 b) Cost of purchased services 62.6 61.1

2,674.4 3,382.7

GROSS PROFIT OR LOSS 623.0 626.1

 6. Personnel expenses   

 a) Wages and salaries 197.1 185.7

 b) Social security and other pension costs 39.2 41.1

236.3 226.8

 7. Depreciation of intangible assets and tangible assets 68.8 66.2

 8. Other operating expenses 279.5 297.4

 Subtotal (1. – 8.) 38.4 35.7

 9. Income from participating interests and capital contributions 1.9 8.2

10. Income from transfer of profits 4.2 4.5

11. Income from other investments and long-term loans 0.5 0.8

12. Other interest and similar income 4.3 4.8

 Subtotal (9. – 12.) 10.9 18.3

 

13.  Write-down of financial assets and short-term investments 0.0 0.0

14. Expenses from transfer of losses 0.0 2.1

15. Interest and similar expenses 23.2 18.7

16. RESULTS FROM ORDINARY ACTIVITIES 26.1 33.2

17. Extraordinary expenses 0.5 0.5

18. EXTRAORDINARY INCOME – 0.5 – 0.5

19. Taxes on income 8.3 2.7

20. Other taxes 0.6 0.5

21. Payment for participatory capital 1.9 2.2

22. NET PROFIT FOR THE YEAR 14.8 27.3
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DMK Deutsches Milchkontor GmbH balance sheet
as at 31 December 2015

Assets 31.12.2015 
in EUR million

31.12.2014  
in EUR million

A. FIXED ASSETS   

 I. Intangible assets   

  1.  Concessions, industrial property rights and similar rights and values,  
as well as licences thereto 9.9 10.6

  2. Payments on account 5.4 4.8

  Total intangible assets 15.3 15.4

 II. Tangible assets   

  1.  Land and leasehold rights and buildings, including buildings  
on third-party land 175.6 148.2

  2. Plant and machinery 263.2 191.4

  3. Other fixtures and fittings, tools and equipment 21.4 19.8

  4. Payments on account and tangible assets under construction 18.2 93.8

  Total tangible assets 478.4 453.2

 III. Financial assets   

  1. Shares in associated companies 215.0 215.0

  2. Loans to associated companies 22.3 23.1

  3. Participating interests 3.4 3.4

  4. Loans to companies in which a participating interest is held 0.6 0.4

  5. Capital contributions to cooperative societies 0.6 0.6

  Total financial assets 241.9 242.5

Total fixed assets 735.6 711.1

B. CURRENT ASSETS   

 I. Inventories   

  1. Raw materials and supplies 32.5 29.5

  2. Work in progress 13.4 15.6

  3. Finished goods and goods for resale 111.4 126.9

  Total inventories 157.3 172.0

 II. Accounts receivable and other assets   

  1. Accounts receivable (trade debtors) 138.7 172.2

  2. Due from associated companies 151.0 122.4

  3.  Due from companies in which a participating  
interest is held 0.9 0.3

  4. Other assets 72.6 75.7

  Total accounts receivable etc. 363.2 370.6

 III.  Cash in hand, cash on deposit with Deutsche Bundesbank,  
cash in other bank accounts and cheques 4.0 1.6

C. PREPAYMENTS AND ACCRUED INCOME 2.5 1.2

   

Total assets 1,262.6 1,256.5
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Equity capital and liabilities 31.12.2015 
in EUR million

31.12.2014 
in EUR million

A. EQUITY CAPITAL   

 I. Subscribed capital 150.0 150.0

 II. Capital reserve 193.6 193.6

 III. Revenue reserves 77.8 50.5

 IV. Participatory capital 38.3 49.2

 V. Net profit for the year 14.8 27.3

Total equity capital 474.5 470.6

B. SPECIAL ITEM FOR INVESTMENT SUBSIDIES 0.3 0.4

C. ACCRUED LIABILITIES   

  1. Provisions for pensions and similar obligations 106.8 102.6

  2. Provisions for taxation 4.1 14.4

  3. Other provisions 67.4 68.5

Total accrued liabilities 178.3 185.5

D. LIABILITIES   

  1. Due to banks 279.9 283.8

  2. Advance payments received 0.2 0.3

  3. Accounts payable (trade creditors) 45.9 60.7

  4. Due to associated companies 206.5 186.4

  5. Due to companies in which a participating interest is held 0.0 0.1

  6. Other liabilities 77.0 68.7

Total liabilities 609.5 600.0

    

Total equity capital and liabilities 1,262.6 1,256.5
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Goal status of DMK 2020 sustainability strategy

ENVIRONMENT
Energy

improve energy efficiency by 15 percent compared to 2011
constantly encourage all DMK employees to reduce energy consumption
increase our internally produced energy supply to at least 50 percent compared to 2011
initiate projects for climate-neutral energy generation

Water
improve our specific water efficiency by 20 percent compared to 2012
continuously raise DMK employees’ awareness of using water responsibly

Logistics
optimise our transportation network and make it more efficient
in deliveries to our customers, we will reduce the share of logistics errors to less than 0.5 percent
use economical technologies in transport vehicles

Waste
reduce the volume of residual waste at DMK by increasing the sorting quotas

put in place a comprehensive waste flow optimisation concept at all DMK sites

 
MILK

Value added

include DMK suppliers in taking responsibility for compliance with social and environmental standards 
purchase important basic raw materials from sustainable agriculture
introduce innovative product concepts with a high value contribution 
have at least 20 percent of innovation projects related to sustainability 

Quality 
continue external auditing of all dairy farmers by QM Milk
agree on standardised quality assurance at all locations with all subsidiaries 
standardise quality management and quality assurance at all our sites

Product safety 
have an external annual inspection of quality and product safety processes 
constantly increase product safety across the value chain

Packaging
develop innovative environmentally friendly and modern packaging concepts
reduce pollution and increase environmental compatibility in packagings 
give end consumers targeted information about sustainable packagings and their recycling

 
TEAM

Satisfaction

achieve competitive milk prices on a long-term basis 
make DMK a top employer in the food industry
further expand the values-based, sustainable corporate culture 
have no accidents at DMK sites
embed a behaviour-based safety culture at all our sites 

Training

further develop key topics in milk production
offer annual sustainability workshops for all dairy farmers
enable all employees to pursue regular and targeted development
raise awareness of key DMK topics continuously and at all sites

Diversity 
promote the dairy industry as an attractive professional field for all ages and cultural groups 
offer career starters sound training that ensures good prospects

Elected office
promote the dairy farmers’ role as elected officers in the cooperative’s executive bodies 
increase the ratio of young dairy farmers among our cooperative’s elected officers 
support voluntary organisations in which our employees are engaged

 
SOCIETY

Dialogue

give consumers transparent information about the path milk takes
hold an annual meeting with relevant stakeholders
make a real difference to important issues in the agricultural and food industry
open farm gates in all DMK regions every year

Dairy competence
set up 16 farms of competence in the DMK regions
establish a DMK scholarship programme for international young talents in the milk and dairy industry 
be an active shaper of sustainability in the milk value chain

Research
support research across the milk value chain
promote young scientists with research projects for the milk industry

Commitment
establish a school farm programme in regions close to cities
support projects to promote regional attractiveness

AGRICULTURE Cow comfort
maintain and promote sufficient exercise for our cows
maintain and promote proper rest areas
continuously promote our cattle’s well-being

Animal health
continuously improve animal health
promote veterinary care for all cattle
further develop preventive health care with modern measuring methods and professional herd management

Feed cultivation
support sustainable cultivation even for imported feeds
reduce nitrogen and phosphate deposition from farmyard manure
promote biodiversity in our regions

Feeding
implement animal-friendly feeding that matches the cows’ needs
support professional feed management
establish optimum feeding and drinking conditions for all cattle

Area Field of action Goals 2020: To achieve this goal at DMK, we want to … 2013 2014 2015 2016 2017 2018 2019 2020

All these goals are part of the DMK 2020 sustainability strategy and were defined and developed in 2012.
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Goal status of DMK 2020 sustainability strategy

ENVIRONMENT
Energy

improve energy efficiency by 15 percent compared to 2011
constantly encourage all DMK employees to reduce energy consumption
increase our internally produced energy supply to at least 50 percent compared to 2011
initiate projects for climate-neutral energy generation

Water
improve our specific water efficiency by 20 percent compared to 2012
continuously raise DMK employees’ awareness of using water responsibly

Logistics
optimise our transportation network and make it more efficient
in deliveries to our customers, we will reduce the share of logistics errors to less than 0.5 percent
use economical technologies in transport vehicles

Waste
reduce the volume of residual waste at DMK by increasing the sorting quotas

put in place a comprehensive waste flow optimisation concept at all DMK sites

 
MILK

Value added

include DMK suppliers in taking responsibility for compliance with social and environmental standards 
purchase important basic raw materials from sustainable agriculture
introduce innovative product concepts with a high value contribution 
have at least 20 percent of innovation projects related to sustainability 

Quality 
continue external auditing of all dairy farmers by QM Milk
agree on standardised quality assurance at all locations with all subsidiaries 
standardise quality management and quality assurance at all our sites

Product safety 
have an external annual inspection of quality and product safety processes 
constantly increase product safety across the value chain

Packaging
develop innovative environmentally friendly and modern packaging concepts
reduce pollution and increase environmental compatibility in packagings 
give end consumers targeted information about sustainable packagings and their recycling

 
TEAM

Satisfaction

achieve competitive milk prices on a long-term basis 
make DMK a top employer in the food industry
further expand the values-based, sustainable corporate culture 
have no accidents at DMK sites
embed a behaviour-based safety culture at all our sites 

Training

further develop key topics in milk production
offer annual sustainability workshops for all dairy farmers
enable all employees to pursue regular and targeted development
raise awareness of key DMK topics continuously and at all sites

Diversity 
promote the dairy industry as an attractive professional field for all ages and cultural groups 
offer career starters sound training that ensures good prospects

Elected office
promote the dairy farmers’ role as elected officers in the cooperative’s executive bodies 
increase the ratio of young dairy farmers among our cooperative’s elected officers 
support voluntary organisations in which our employees are engaged

 
SOCIETY

Dialogue

give consumers transparent information about the path milk takes
hold an annual meeting with relevant stakeholders
make a real difference to important issues in the agricultural and food industry
open farm gates in all DMK regions every year

Dairy competence
set up 16 farms of competence in the DMK regions
establish a DMK scholarship programme for international young talents in the milk and dairy industry 
be an active shaper of sustainability in the milk value chain

Research
support research across the milk value chain
promote young scientists with research projects for the milk industry

Commitment
establish a school farm programme in regions close to cities
support projects to promote regional attractiveness

AGRICULTURE Cow comfort
maintain and promote sufficient exercise for our cows
maintain and promote proper rest areas
continuously promote our cattle’s well-being

Animal health
continuously improve animal health
promote veterinary care for all cattle
further develop preventive health care with modern measuring methods and professional herd management

Feed cultivation
support sustainable cultivation even for imported feeds
reduce nitrogen and phosphate deposition from farmyard manure
promote biodiversity in our regions

Feeding
implement animal-friendly feeding that matches the cows’ needs
support professional feed management
establish optimum feeding and drinking conditions for all cattle

Area Field of action Goals 2020: To achieve this goal at DMK, we want to … 2013 2014 2015 2016 2017 2018 2019 2020

Status of goals:  = not yet started,  = planning has started,  = implementation has started,  = goal achieved,  = goal not achieved. 

 = planned goal achievement 

All goals are reviewed annually. 
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GRI Content Index
 DMK GROUP reports in accordance with GRI-G4

This report was prepared in accordance with the Core option of the G4 Guidelines of the  
Global Reporting Initiative (GRI). The important topics were identified in 2015 (see pp. 18 – 21).  
External assurance for the report and the individual indicators was not requested.  

General standard disclosure
GRI indicator  Page

STRATEGY AND ANALYSIS

G4 - 1  Statement about the relevance of sustainability to the organisation  Cover DMK GROUP – Our strategy, p. 6 – 7

ORGANISATIONAL PROFILE

G4  - 3 Name of the organisation Cover DMK in brief

G4  - 4 Primary brands, products and services Cover DMK in brief, pp. 24 – 25, p. 27

G4  - 5 Location of headquarters Cover DMK in brief, sites

G4  - 6 Countries where the organisation operates Cover DMK in brief, pp. 30 – 31

G4  - 7 Ownership and legal form Cover DMK in brief, p. 76,  
Cover Structure of the executive bodies, Group structure

G4  - 8 Markets served Cover DMK in brief, pp. 24 – 25, pp. 30 – 31

G4  - 9 Scale of the organisation Cover DMK in brief, p. 53,  
Section Financial information and key figures

G4  - 10 Employees by employment contract 1 p. 53

G4  - 11 Employees covered by collective bargaining agreements p. 53

G4  - 12 The organisation's supply chain p. 15

G4  - 13 Significant changes in the organisation during the reporting period Cover About this report, p. 8, p. 12, 
Section Financial information and key figures

G4  - 14 Whether/how the precautionary approach or principle is addressed p. 21

G4  - 15 Support for external social charters, principles and initiatives p. 18, pp. 32 – 33, p. 37, p. 40, p. 49, p. 55

G4  - 16  Memberships of associations and advocacy organisations 1  p. 18, pp. 32 – 33, p. 49 

IDENTIFIED MATERIAL ASPECTS AND BOUNDARIES

G4  - 17 
 

Organisational structur 
 

p. 12, Section Financial information and key figures,  
Cover Sites, Structure of executive bodies,  
Group structure

G4  - 18 Process for defining the report content and the Aspect Boundaries Cover About this report, pp. 18 – 21

G4  - 19 Material aspects p. 21, p. 75

G4  - 20 Aspect Boundary of each material Aspect within the organisation p. 21

G4  - 21 Aspect Boundary of each material Aspect outside the organisation p. 21

G4  - 22 Reasons for and effect of any restatements of information  
in previous reports

Cover About this report 

G4  - 23  Significant changes from previous reporting periods  Cover About this report

STAKEHOLDER ENGAGEMENT

G4  - 24 Stakeholder groups engaged pp. 18 – 19

G4  - 25 Basis for identification and selection of stakeholders pp. 18 – 19

G4  - 26 Approach to stakeholder engagement pp. 18 – 20

G4  - 27  Key topics and concerns of stakeholders  p. 19

REPORT PROFILE

G4  - 28 Reporting period Cover About this report

G4  - 29 Date of most recent previous report Cover About this report

G4  - 30 Reporting cycle Cover About this report

G4  - 31 Contact point for questions regarding the report Cover About this report

G4  - 32 “In accordance” option chosen Cover About this report, p. 74

G4  - 33  External assurance for the report  Cover About this report, p. 74

GOVERNANCE

G4  - 34  Governance structure  p. 4, p. 76, Cover Structure of executive bodies

ETHICS AND INTEGRITY

G4  - 56  Values, principles, standards and norms of behaviour  Cover DMK GROUP – Our strategy, p. 33, pp. 48 – 49
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If available, more than one indicator per GRI Material Aspect is reported.

Specifi c standard disclosures
DMA (Disclosure on Management Approach) and indicators  Page

IMPORTANT TOPIC: ANIMAL WELFARE

GRI Material Aspect: Animal welfare
G4  - DMA  p. 21, pp. 38 – 39, pp. 40 – 41, pp. 72 – 73
FP11 Housing type p. 40
 Total of animals raised per farm p. 40
 Farms in Milkmaster Programme pp. 38 – 39
  Average somatic cell counts  p. 41
IMPORTANT TOPIC: FEED CULTIVATION

GRI Material Aspect: not available
G4  - DMA  p. 21, p. 39, 41, pp. 72 – 73
  Feedstuffs used  p. 41
IMPORTANT TOPIC: TRANSPARENCY IN THE SUPPLY CHAIN

GRI Material Aspects: Assessment of suppliers with regard to Environmental Aspects/Labour Practices/Human Rights
G4  - DMA  p. 21, p. 26, p. 33, pp. 72 – 73
  Share of suppliers who have subscribed to the DMK Supplier Code  p. 33
IMPORTANT TOPIC: MILK PRICE

GRI Material Aspect: Economic performance
G4  - DMA  p. 21, pp. 10 – 11, pp. 72 – 73
G4  - EC1 Direct economic value generated and distributed Section Financial information and key fi gures
  Milk price  p. 36
IMPORTANT TOPIC: PRODUCT QUALITY AND SAFETY

GRI Material Aspect: Customer health and safety
G4  - DMA  p. 21, pp. 26 – 27, pp. 72 – 73
G4  - PR1 Products for which health and safety impacts are assessed p. 26
FP5  Sites certifi ed independently for quality and food safety  p. 26
IMPORTANT TOPIC: ECO-BALANCE (LIFE CYCLE ANALYSIS)

GRI Material Aspect: Emissions
G4  - DMA  p. 21, pp. 32 – 33
G4  - EN15  Direct GHG emissions (Scope 1) 2  p. 44

GRI Material Aspect: Products and services
G4  - DMA  p. 21, pp. 40 – 41, pp. 42 – 45
G4  - EN27  Extent of impact mitigation of environmental impacts of products  pp. 32 – 33, pp. 40 – 41, pp. 42 – 45
IMPORTANT TOPIC: ENERGY

GRI Material Aspect: Energy
G4  - DMA  p. 21, pp. 42 – 45, pp. 72 – 73
G4  - EN3 Energy consumption within the organisation 3 p. 44
G4  - EN6  Reduction of energy consumption  p. 43
IMPORTANT TOPIC: WATER

GRI Material Aspect: Water
G4  - DMA  p. 21, pp. 42 – 43, p. 45, pp. 72 – 73
G4  - EN8  Water withdrawal by source p. 45
GRI Material Aspect: Effl uents and waste
G4  - DMA  p. 21, pp. 42 – 43, p. 45, pp. 72 – 73
G4  - EN22  Water discharge by quality and destination  p. 45
IMPORTANT TOPIC: OCCUPATIONAL HEALTH AND SAFETY

GRI Material Aspect: Occupational health and safety
G4  - DMA  p. 21, pp. 48 – 49, pp. 72 – 73
G4  - LA6
  

Injuries, occupational diseases, lost days, absenteeism 
and work-related fatalities 4  

p. 49

IMPORTANT TOPIC: ATTRACTIVENESS AS EMPLOYER

GRI Material Aspect: Employment
G4  - DMA  p. 21, pp. 50 – 53, pp. 72 – 73
G4  - LA1 New employee hires and employee turnover 1 p. 53
  Tenure  p. 53
GRI Material Aspect: Training and education
G4  - DMA  p. 21, pp. 50 – 53, pp. 72 – 73
G4  - LA9  Training and education 1, 5  p. 51

Notes and omissions:
1 For more employee ratios see  www.dmk.de/employee_ratios_2015.pdf
2 G4-EN15: CO2 emissions only relating to in-house production
3 G4-EN3: Total consumption and quantity of purchased heating energy, cooling energy, steam and electricity not stated 
4  G4-LA6: Rate of injury corresponds to number of accidents. Rates of occupational diseases, absenteeism and work-related fatalities not disclosed 

Differentiation by gender and data about contractual partners not available
5 G4-LA9: Hours of training by employee category are not currently recorded in the training controlling system
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76 Further information

Executive bodies

Executive bodies

Supervisory Board 
of DMK GmbH

Otto Lattwesen 
Chairman

Dr Herbert Grimberg 1 
Deputy Chairman

Dirk Baus

Mohamed Boudih 1

Hartmut Börger

Udo Eckhoff

Dr Mechthild Frentrup 

Heinz Korte

Benedikt Langemeyer

Franz Morgret

Arjan Schimmel 

Meyk Wendekamm  

Deutsches Milchkontor eG 
Board of Management

Thomas Stürtz 
Chairman

Dr Klaus Wagner
Deputy Chairman

Detlef Horstmann

Alfons Kerlfeld 

Franz-Josef Krechtmann 

Reiner Lübben 

Christian Mülker 

Harald Nitschke 

Henner Pape
(until June 2015) 

Jörg Pape

Dirk Schröder 

Supervisory Board 
of Deutsches Milchkontor eG

Otto Lattwesen 
Chairman

Dr Herbert Grimberg 1 
Deputy Chairman

Dirk Baus

Mohamed Boudih 1

Uwe Boye 

Udo Eckhoff

Heinz Korte
(since February 2016)  

Benedikt Langemeyer 

Franz Morgret

Dr Bernd Nix 
(until December 2015)

Adolf Oehlmann

Frerk Osterndorff 

Meyk Wendekamm  
1 Representative of the NGG trade union 

As of 31.12.2015

Management Team/
Management Board

Dr Josef Schwaiger  
Chief Executive Offi cer

Michael Feller
Marketing/Sales

Dr Dirk Gloy 
Chief Operating Offi cer 

Ines Krummacker 
Human Resources

Ingo Müller 
Ingredients; 
Agricultural Affairs/Raw Materials 
(since March 2016)

Volkmar Taucher 
Chief Financial Offi cer 

Sönke Voss
Agricultural Affairs/
Raw Materials (until March 2016) 

Management Board
Deutsches Milchkontor eG 

Dr Reinhard Vogel-Lackenberg
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DMK Deutsches Milchkontor GmbH

Consultancy on sustainability content
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GmbH & Co. KG, Hamburg

Printing and fi nishing

Hartung Druck + Medien GmbH, 

Hamburg

Photos

Sebastian Vollmert, Hamburg

Andreas Dittmer, Heeslingen

Production sites as at 31.12.2015 and Bremen administrative headquarters 
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Structure of executive bodies

Members of DMK eG

Partners ’ Meeting

Supervisory Board of eG

Management Board

Annual Assembly of representatives

Supervisory Board of GmbH

Board of Management of eG

Deutsches Milchkontor eG

Advisory 
Board

elect

elects

elects

appoints

appoints

elect

proposes 
candidates

DMK Deutsches Milchkontor GmbH

As of 31.12.2015



Group structure
of Deutsches Milchkontor eG Group

Number
Subsidiaries, fully consolidated (see above): 31
Subsidiaries, associated companies (see above): 1 (ArNoCo GmbH & Co. KG) 
Other subsidiaries and participating interests (not illustrated): 34

Fude + Serrahn 
GmbH & Co. KG

51%

5% 55%

Deutsches Milchkontor eG Milchwerke Thüringen GmbH99.87%

92.22% 7.78%
DMK Deutsches Milchkontor GmbH

As of 31.12.2015

DMK Baby GmbH

100%

100%

Sunval Nahrungs-
mittel GmbH

100%

Zentralkäserei 
MV GmbH

100%

EXIMO AG

75%

Molkerei Wiegert
GmbH & Co. KG

100%

sanotact GmbH

100%

Euro Cheese 
Vertriebs-GmbH

100%

HDT GmbH

75%

MIG GmbH & Co. KG

100%

Rosen Eiskrem 
Süd GmbH

100%

Rosen-Eiskrem
GmbH

100%

66.67%

TURM-Sahne GmbH

100%

Müritz Milch GmbH

100%

wheyco GmbH

100%

indoc milk GmbH

100%

D.P. Supply B.V.

100%

NORLAC GmbH

100%

Molkerei Niesky 
GmbH

100%

DP Supply GmbH

50%

ArNoCo
GmbH & Co. KG

95%

MILTE ITALIA S.p.A.

100%

DMK Trading 
(Shanghai) GmbH

100%

HUMANA GmbH

HUMANA 
SPAIN S.L.

40%

HUMANA 
Italia SpA

100%

HUMANA Pharma 
International SpA

100%

DMK Eis GmbH

100%

NORDMILCH 
Beteiligungs GmbH



 DMK Deutsches Milchkontor GmbH

Registered offi ce
Industriestrasse 27 · D -27404 Zeven · Germany
Tel +49 4281 72-0 · Fax +49 4281 72-58297

info@dmk.de · www.dmk.de
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