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Working Family series: Colleagues 

from WEM and Corporates & CREF 

join forces to win customers. 
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Art for all: Jean Dubuffet 

provokes and fascinates with 

his “raw” art – “art brut”.
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Business circle

Crisis management 

On Board

Talking to Köhler
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A prominent guest

Close contact

The Church and the crisis

Bavaria and Europe
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No time for online

Simply Globish

Letters to the Editor

Sweet-smelling and re-usable

A bonding medium

Working Family
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Product tip

WealthCap Life USA 4

“I’m recommending this invest-

ment because it promises above-

average returns for my long-term 

oriented customers, despite the 

turbulent conditions on the finan-

cial markets. The forecasts by the 

fund company have been good, 

which is demonstrated by the per-

formance of its predecessor fund, 

WMC Life USA 1-3. At the 

moment, many US citizens want 

to sell their insurance policies on 

the secondary market, which is 

why there is a large selection and 

second-hand US life insurance 

policies can be bought for a parti-

cularly reasonable price at the 

moment.

WealthCap selects the most 

interesting deals from this wide 

array. I don’t think there is an ethi-

cal conflict as the deal ends in a 

classic win-win situation for both 

parties: The seller of the insu-

rance, who, having reached old 

age, no longer needs the policy, 

sells it and immediately receives 

the selling price. Sellers can use 

the money they get from the sale 

to fulfil their dreams and at the 

same time save money on insu-

rance premiums, which can be 

very high. The purchaser, who is 

also the investor, has a calculable 

return on capital over a clearly 

definable period and a relatively 

firm basis on which to calculate.”

Marcel Kohl-Peterke, Head of the 

Securities Experts Team, Augsburg

Product information

The WealthCap Life USA 4 is a 

tangible-asset investment and is 

intended for customers with a limi-

ted willingness to take risk.

It has a minimum investment peri-

od of 10 years. This is how it 

works: Insured Americans sell their 

existing life insurance on the 

secondary market, thus receiving a 

much higher price than the 

redemption value (if this applies at 

all) that the insurance company 

would pay if the insurance were 

terminated. This also presents the 

opportunity to “escape” the obli-

gation to pay premiums, as term 

life insurance in America usually 

means “life-long”. The purchaser 

of the policy on the secondary 

market (that is the fund manage-

ment company) pays the premi-

ums instead of the insured person 

until the event covered by the 

insurance occurs, at which time 

the purchaser receives the fixed 

insurance pay-out. The fund 

management company buys many 

insurance policies from various 

insurance companies with a strong 

credit rating in order to spread the 

risk for our investors. Investors 

buying into this fund are largely 

independent of turbulence on the 

financial markets, as the payout 

date depends on the insurance 

event and the amount of return on 

capital is easy to calculate.

In-house magazine competition

“one” wins a medal

 

WealthCap Life USA 4

Invests in   Portfolios with US  

life insurance policies 

bought on the  

secondary market.

Subscription capital  approx. $100m

Min. investment 

amount  $10,000 plus  

5% premium

Matures End of 2019

Planned dividend payouts approx. 214% 

before tax over full term

DPRG President Ulrich Nies (l.) presenting  

the award to “one” Editor Franz Denk

The details of this investment have been presented in reduced form and do not represent a public 

offer. Please see the details and particularly, in addition to the opportunities, the risks involved in 

this investment in the shareholder prospectus, which alone is authoritative.
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“What does diversity actually mean?” In  a telephone survey we 
put this question to HVB employees chosen at random. The result 
was alarming: Many of the people we spoke to had no idea what 
the term meant. The majority needed prompting before they could 
give us an answer – and then it was along the lines of: “I know 
that this was one of the items in the People Survey – I looked it up 
then but now it escapes me”, “Diversity is promoting women in 
business”, “Ah yes, we do actually have two women on our team”. 
Only rarely did respondents mention terms such as variety and 
respect, despite the fact that HypoVereinsbank is already among 
the diversity management leaders – albeit in a country that is 
more of a diversity “backwater”. We have looked into the history 
of diversity and explain here what it entails and show what 
UniCredit Group and HVB are doing on this score.  

The mix is key

9
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The history and significance of diversity management 

From civil rights to competitive factor
The concept of diversity management originated,  
as might be expected, in the US.

Diversity on the advance

Backwater Germany

Access to talented employees

Greater team efficiency and cooperation

Higher market penetration

Greater efficiency of complex organisations

Enhanced employee commitment

Better employer image

Greater openness to change among employees

Higher productivity

Better work climate

Greater familiarity with customers

Company more attractive for the finance market

Better company ratings

57

50

47

41

38

34

28

28

26

25

18

1

0 20 40 60%

THE MAIN ADVANTAGES OF DIVERSITY

Source: Second European Diversity Survey, 
survey of 101 international companies
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1Pressure from population trends

Parallels in the EU

Instruments needed

German general law on equal opportunities (AGG) 

– history and impact

Germany’s general law on equal opportuni-

ties (AGG), which was introduced on 14 

August 2006, obliged employers to maintain 

a non-discriminatory work environment. If 

companies and other employers want to 

avoid damage to their image and costly law-

suits, they must bring their companies into 

line with the new legal requirements. Human 

resources processes and customer contacts 

must be designed  

in such a way that no-one is unjustly disad-

vantaged on account of their race, age, gen-

der, disability, sexual orientation or religion. 

The same applies to harassment on account 

of any of these aspects.

The AGG implies a number of duties for 

employers directly, for example, analysis of 

their human resources processes and regular 

evaluations of corporate culture. The law 

gives a concrete description of employers’ 

duties to protect and inform (Section 12 

AGG): “Employers shall be required to put in 

place the necessary measures to protect 

their employees from discrimination on any 

account named in Section 1. This protection 

includes preventive measures. Employers 

shall inform their employees in a suitable 

manner and form, in particular during basic 

and further job training, that such discrimina-

tion is inadmissible and shall take the neces-

sary steps to ensure that  

it does not occur in their company.”
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DISTRIBUTION OF CULTURAL DIVERSITY MANAGEMENT  

(in per cent)

Germany Europe UK + USA 
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CULTURAL DIVERSITY IN THE WORKFORCE  

(in per cent and region)

Germany Europe UK + USA 
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  Foreign employees at home

  Local staff abroad

Source: Bertelsmann Foundation

   Mitarbeiter / Lernen, Entwicklung, MAG /  

weitere Qualifizierungsangebote /  

übergreifende Lernmedien / AGG
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” The UniCredit Diversity program is a catalyst for a significant cultural 

change. We have to change the way we manage our people – our 

group’s most important asset. Diversity Management will guarantee 

our competitiveness and sustainable growth.” 

Antonella Massari, Head of Group Identity and Communications 

Social and economic background

Group-wide policies

Diversity managers and more

Cultural Diversity

The diversity umbrella

Cultural
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   Mitarbeiter / Diversity / Kulturelle Vielfalt

 Mitarbeiter / Mitarbeitervertretung / 

Europäischer Betriebsrat

 CEO / Corporate Social Responsibility / 

Gesellschaftliches Engagement:

 – Migration

 – Employee Volunteering

 – Unidea Foundation 

Cultural diversity and migration 

Diversity in UniCredit Group

Age

Sexual identity

Cultural

Handicapped

Gender

DID YOU KNOW …
…, that around 52 per cent of children under six in Munich 

have a migrant background, and about 60 per cent of them 

have no basic knowledge of the German language?
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“ Today’s diversity management at HVB covers a broad range – 

from career and private life to mentoring and eldercare. 

This is a process manifest not only in our company but also 

in society around us.” 

Verena Heines-Mothes, HVB Diversity Management and UCG Diversity Initiatives

Gender Diversity

Woman power pays off

Gender

Change in corporate culture

Goals and measures

Women and Leadership



F
O

C
U

S
1

5

Women at UCG

(in per cent)

%

Germany Austria Poland othersItaly

Total   Top man. Total   Top man. Total   Top man. Total   Top man. Total   Top man.
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  Men

  Women

Advancement of women at HVB
Recent measures

DID YOU KNOW … 
..., that this year four politicians are being nominated for top EU 

offices and “Females in Front”, an all-party initiative of female MEPs, 

are pursuing the goal of filling at least one of these positions with a 

woman? The signatures of one million EU citizens are needed for 

this. You can cast your vote at www.femalesinfront.eu.

   Mitarbeiter / Diversity / Gender Diversity:  

– Women and Leadership  

– HVB Mentoring 

– UWIN Germany 

– UWIN in OneGate

 

“Woman matter” McKinsey Study under: 

Mitarbeiter / Diversity / Gender Diversity /  

UWIN Germany: Woman matter
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Trend in age structure of HVB employees

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008

44

43

42

41

40

39

38

37

36

35

34

Age

  All employees (excl. trainees)

Age Diversity

Models for every phase of life

Lifelong self-responsibility

Work-life balance

Age

DID YOU KNOW …
…, that the percentage of over-65-year-

olds in the EU population will rise from 

17.1 per cent in 2008 to 30 per cent in the 

year 2060 and that the percentage of 

people over 80 will grow from 4.4 per cent 

to 12.1 per cent in the same period?

HVB commended
HVB was the first bank in Germany to 

be certified for the fourth time for its 

activities in the area of work-life bal-

ance in the regular “berufundfamilie” 

(“career and family”) audit performed 

by the Hertie Foundation. The German 

family affairs minister and patron, 

Ursula von der Leyen, presented the 

award at a ceremony in Berlin. The 

current demographic trend is a key 

element in berufundfamilie’s catalogue 

of objectives and takes not only the 

issue of childcare but also, for exam-

ple, lifelong learning into account. 

Oliver Maassen, regional head of Per-

sonal Resources: “We demand a lot 

from our staff. In return, we would like 

to help them out when it comes to 

reconciling work with family life. We 

see the “berufundfamilie” audit as 

confirmation of our family-oriented 

human resources policy – and as an 

incentive to keep on getting better in 

this area!” 

IN
FO
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Disabled employees

Accept and integrate

Many non-registered cases Individual work forms

Handicapped

Sexual identity

Sexual identity

Tolerance required

DID YOU KNOW …
…, that the German Federal Association for 

the Disabled (BSK) has just recently 

designed a “yellow card” for offenders who 

park their cars in spaces reserved for the 

disabled? You can order ten cards by send-

ing a stamped (90 cents), self-addressed 

envelope to BSK e.V., Postfach 20, 74238 

Krautheim – even, of course, if you are not 

disabled but are simply annoyed at such 

lack of consideration.



Competition
Diversity at all levels

The right mix is key when talking about diver-

sity. And so we’ve put together questions from 

different areas for you.

This is what you have to do

Find the nine correct answers. Put the letters 

you will find beside each correct answer in the 

right order to come up with the solution. A lit-

tle hint: The word you are looking for is one of 

the many ways of saying “diversity”. 

And: The letters beside the correct answer to 

the first question are also the beginning of the 

solution.

Now write your solution in the subject line of 

an e-mail and send it to: one-aktionen@

unicreditgroup.de. 

The closing date for entries is 21 August 2009.

The prizes:

1st prize

A KENWOOD design multi-juicer, which you 

can use to enjoy the natural taste of freshly 

squeezed juice the whole year round and to 

make your own power drinks and magic 

“potions”.

2nd to 10th prize

A year’s supply of a gummy bear mix from 

Bears & Friends (1 kilo per month).

All employees of UniCredit Group not under 

notice to terminate their employment at the 

time of the draw and retired HypoVereinsbank 

staff are eligible to win a prize. Any recourse 

to courts of law is excluded. 

Good luck – we wish you a lot of fun!

The solution to our last puzzle was 

“Green Fingers”. Over 2,500 employees 

took part in the competition last time 

– looks like a record!

The winners are 

1st prize: a voucher for €250 to spend 

at a garden centre near you on plants, 

shrubs, vegetables, fruit trees, seeds 

or gardening tools for your balcony 

or garden

Britta Zimmermann, Rostock

2nd to 10th prize: a bouquet of 

flowers worth €30

Antje Disterheft, Brunswick

Thomas Seidinger, Munich

Christin Lausen, Dingolfing

Christian Polednik, Herrsching

Birgit Wolfner, Leipzig

Elmar Herrmann, Fulda

Martina Rammelsberger, Munich

Birgit Fleischmann, Regensburg

Olav Bäurich, Kirchseeon

Congratulations!
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Solution

Where does the word migration come from? 

–  From the slang for “miniscule, 

on the small side” UN

–  From the Greek word “megaira”, 

meaning “envious anger” EN

–  From the Latin word “migratio”, 

“wandering” IN

Which was the last country to introduce 

the vote for women?

– Afghanistan CE

– Turkey CU

– Switzerland CO

On account of which of the following may 

people not be discriminated against by law?

– Ethnic origin LY

– Having no children LI

– Smoking LL

How many states in the US currently 

permit same-sex marriages?

– 5 AR

– 35 ER

– All IR

In which year did the first International 

Women’s Day – now celebrated on 

8 March each year – take place?

– 1994 DT

– 1936 ST

– 1911 TT

Niklas Stoepel from Bochum, Germany is active in 

an area usually reserved for women. What is he?

–  The women’s representative of the 

Bochum fire brigade EB

–  The only male synchronised swimmer 

in Germany BE

–  The reigning European champion 

in speed knitting BB

 

What actually prompted introduction of the 

euro pean anti-discrimination laws?

–  The founding of “Emma”, the only 

magazine in Europe written for and run 

by women, by Alice Schwarzer in 1977 MM

–  The Grey Panther movement, which hit 

the headlines in England at the start of 

the 1980s with spectacular protests 

on the topic of age diversity PP

–  The civil rights movement in the US, 

which, in the mid-60s, called for new, 

more flexible models of social 

co-existence MP

What does “barrier-free” refer to?

– Unprotected railway crossings EE

–  Objects and facilities that have 

no obstacles so that anybody 

can use them ER

–  Athletics discipline without hurdles RE

Without women’s inventive spirit, 

we would now not have

– Windscreen wipers AB

– Transformers BA

– Mechanical weaving looms EB

1
8

C
O

M
P

E
T

IT
IO

N



“Champions for Growth” celebrate

Three times with a bang!
“No, it wasn’t Seville, but it was fantastic anyway,” said one participant. 
At three regional events in Munich, Nuremberg and Hamburg, the 200 win-
ners of the Champions for Growth 2008 competition celebrated their sales 
successes long and loud with Retail management and representatives of 
the sponsors. A picture is worth a thousand words, so here goes!

Almost like dining on a cruise ship – but 

with the Captain and the officers them-

selves waiting at table!

Paint or be painted – that was the question. 

Anyhow, the outcome exhibited every style 

possible, from naive to abstract, from Euro-

pean to global to intergalactic.

Bankers or is it bakers? The enthusiasm for 

hard work was the same and, despite some 

scepticism, the results looked good and tast-

ed good.

By the way: Champions for Growth goes into the 

next round – from 1 July 2009 to 1 January 2010.
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Open communication Overcoming prejudices

Collaboration is not new territory

How WEM and Corporates and CREF staff are bringing their new cooperative venture to life

Joining forces
“‘Working Family’ – that’s a very fitting expression. We are all ‘living in  
the same house’ and we rely on one another. We will only be strong if we 
stick together and respect each other.” These were the words Dominikus 
Goettgens, WEM adviser in the Rhine-Main region, used to describe the  
spirit of cooperation between the Wealth Management and Corporates and 
CREF Divisions.
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Andrea Bieker and Jürgen Strunk Thorsten Schneider (left) and Dominikus Goettgens
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Small Corporates Project

Relationship management for  
the SMEs of the future

By Sales for Sales – this was the motto of a customer relations project  
that was set up last year for small and medium-sized entities. The two key 
objectives were to achieve clear positioning for this business model and  
to develop more tools to support the Sales teams.

“ Talking about strategy with the integrated SWOT 

analysis sets us apart from the competition, as it 

enables us to conduct strategic dialogue with our 

customers.” Doreen Barz, Head, Corporate Customers 2 

Hamburg South/West

“ We will be able to target our customers 

more precisely and more professionally.” 

Andreas Götte, Branch Manager, Corporate Customers 

Hamburg South/West

“ Even in the pilot studies we notched up 

our first successes regarding pricing 

and the number of customers we 

reached.” Joachim Pichler, Head, Corporate 

Customers Munich South
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New investment strategy in Wealth Management

WIS for WEM 
WEM is taking on more responsibility for individual asset management: 
Since 1 July, a new department, “WEM Investment Strategy” (WIS), with the 
slogan “WIS for WEM”, has been in charge of sustainable strategies for 
long-term investment goals. This move emphasises the significance of this 
core business to all aspects of investment strategy in securities operations 
and in asset management. Furthermore, the new strategy is in line with the 
UniCredit Private Banking model.

Building trust

Unequivocal help for decision making

Commitment to performance x four

At the kick-off in Munich the sales teams got 

acquainted with the new WIS department.

Oliver Postler, L / WIS, presented his unit’s 

four-point commitment to service.
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2nd HVB Ladies German Open

An out-and-out success 
The grandes dames of international golf met from 21 to 24 May at  
Gut Häusern for Germany’s only professional golf tournament on the Ladies 
European Tour (LET). A crowd of 21,300 was present at the 2nd HypoVereins-
bank Ladies German Open, a gala with the golfing elite.

Customer acquisition in pleasant  
surroundings

Fostering customer loyalty, creating an 
image and identity

Whilst their colleagues in 

Sales took care of making 

the tournament a business 

success, many volunteers, 

seen here with tournament 

president Andreas Wölfer in 

their midst, ensured that the 

mammoth event went off 

smoothly.

… and oh yes, there was 

some professional golf as 

well. Winner of the HVB 

Ladies German Open was 

Jade Schaeffer from France, 

here receiving congratula-

tions from the tournament 

mascot, Birdy. 
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EuroSIG – six months to go before the launch

The countdown has started
Without a doubt, Monday, 4 January is set to be an exciting day for HVB 
staff. With the migration to EuroSIG, almost every application used for daily 
contact with customers or in the back office units will have a new user 
interface, navigation and modified features and many of them will be linked 
to other systems via new interfaces.

Tests on every level

In-depth training

Support on Day One

EuroSIG & HVB customers

Ideally, HypoVereinsbank custom-

ers will remain almost completely 

unaware of the EuroSIG launch. 

Indeed, that is one of the key 

aims of the project. Any impact 

on customers will be analysed 

continuously and measures taken 

to inform them in advance of 

activity that might affect them 

(such as the migration weekend).
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   HVB Box / EuroSIG

January          2010

4 
Monday
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HVB and BA procurement departments merge

Limitless purchasing 
When in 2008 the decision was taken to re-organise the procurement  
departments throughout the Group to reflect their geographical location – 
Germany and Austria, Poland, Italy and CEE – nobody at HypoVereinsbank 
nor at Bank Austria had any idea just how smoothly the pilot study would 
run nor how refreshingly unusual the experience would turn out to be. We 
spoke to Ernst Schmid, Head of Procurement for both banks since this year, 
about his experience of the first few months.

Virtual procurement teams

The best of both worlds

Ernst Schmid (left), Head of Pro-

curement at HypoVereinsbank and 

Bank Austria.

Getting to know one another in a 

hurry: the German and Austrian pro-

curement specialists at their “speed 

dating” event.

   GBS / Einkauf
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Clemens Mulokozi from Munich

A bullseye in Tanzania
The occasion was a sad one: in 2006 Clemens Mulokozi travelled to Tanzania 
to arrange his father’s funeral. However, a new beginning emerged from this 
ending. “On my occasional visits, I had only seen the country from its good 
side,” the 44-year-old says. “On this occasion, I was given insight into the 
more serious problems there and I wanted to do something about it.”

   www.jambobukoba.com 
 

Account for donations to Jambo Bukoba 

HypoVereinsbank Munich  

Account no. 660 53 16 37,  

sort code 700 202 70

Clemens Mulokozi, founder 

of the organisation Jambo 

Bukoba, helps children and 

young adults in Tanzania.

2
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Passage to Benin

This side of Africa
Ten employees from ten Group countries with one destination: West Africa. 
For ten days in May, the “bank ambassadors” visited the projects supported 
by Unidea in Burkina Faso and Benin – two of the poorest countries in the 
world. It was the first time in Africa for the German delegate, Clemens Beer, 
who is a business customer adviser in Munich and it was an experience full 
of contradictions that he won’t be forgetting in a hurry.

è

Tata Somba in Benin

Professional help

The Unidea – UniCredit Foundation 

initiative “Passage to Benin” makes 

it possible for committed employ-

ees to find out first hand about the 

Foundation’s development projects 

in Africa. There were over 440 

applicants from 17 countries for 

“Passage to Benin 2009”. The fol-

lowing were selected: Clemens 

Beer, Germany, Roberta Cupic, 

Croatia, Daniel Enchev, Bulgaria, 

Telci Feride, Turkey, Krisztina Ger-

zanics, Hungary, Valentina Rossi, 

Italy, Dita Safarova, Czech Repub-

lic, Christoph Siegl, Austria, Ioana 

Cristina Telegescu, Romania and 

Evgeniy Zakharov, Kazakhstan.

IN
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Clemens Beer (2nd from left) with his colleagues visiting a hospital.
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eBanking software with direct SWIFT access

A turnkey in-house system
NEW eBANKING is a revolutionary solution for cash management and eBank-
ing. Independently conceived and developed by Global Transaction Banking, 
or GTB, the system runs on corporate customers’ intranets and allows direct 
access to SWIFT in addition to traditional eBanking features. After pilot test-
ing at 50 customer sites the new software was launched on the German 
market at the beginning of May.

Integrated SWIFTNet access

Amenable to tailored modifications

NEW eBANKING – COMMUNICATIONS

Employee
Workplace

Employee
Workplace

ERP-System / SAP

Third-party banks

FTAM   ebics   SWIFT

UniCredit

NEW eBANKING 
Server
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The European football stage

Both partners will profit

UniCredit Group sponsors UEFA Champions League

The partner of champions
For three years from 1 July, UniCredit Group will be an official sponsor of 
the UEFA Champions League. The League is considered the top club football 
competition in the world and generates great public interest and media 
presence. One out of every two Europeans watches Ronaldo, Ribery, Messi 
and co. in their quest for goals. The partnership with UEFA offers the Bank  
a unique platform on which to make the UniCredit umbrella brand better 
known throughout Europe. 

Activities planned in the HVB divisions 
Retail has been using the composite logo on  

window posters in its branch campaign since  

13 July. An online competition will offer lucky 

winners tickets for a UEFA Champions League 

match.

CIB (Corporates & CREF and MIB) is focusing on 

customer loyalty with visits to UEFA Champions 

League matches in 2009. Tickets will be raffled 

off to customers – in the same way as they were 

for the European Championship. A kick-off event 

is planned with customers at FC Bayern Munich’s 

second home match. CIB will also share smaller 

events with WEM at other locations. 

WEM plans to join with Corporates & CREF to 

make specific use of the UEFA Champions 

League as a means of winning and keeping cus-

tomers as part of its top customer strategy.
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Being UniCredit 

Being unique

CEO Alessandro Profumo (r.) 

showed UCG top management 

the way in Turin

Management-Team-Meeting in Turin

Back to the top
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An exhibition at the Hypo-Kunsthalle

Rebelling with passion
“L’Art brut”, “raw art”, is a term coined by the French artist Jean Dubuffet 
to describe his anti-academic aesthetic. He was inspired by paintings by 
children, by the emotionally disturbed and by primitive peoples and used 
unusual materials in his own painting.

Revolutionary potential

Life at a run

Passion for the material

Jean Dubuffet in the  

“Cartoucherie” at  

Vincennes, April 1977

Site aux disjonctions 

(Place of separations), 

1977

Acrylic on paper

210 x 319 cm
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Jean Dubuffet. Life at a run
19 June – 30 August 2009 

Daily 10:00 a.m. to 8:00 p.m.

Kunsthalle of the Hypo Cultural Foundation

Theatinerstrasse 8, 80333 Munich,  

Germany

Free admission on Wednesdays for  

current HVB staff

Tel +49-89-22 44 12

kontakt@hypo-kunsthalle.de

www.hypo-kunsthalle.de

Conversion, not provocation

Essayeuse de chapeau (Woman 

trying on a hat), 1943

Oil/canvas, 60 x 73 cm

Le Triomphateur (The victor), 1973

Costume for Coucou Bazar

260 x 145 x 55 cm
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Talking to top-flight customers

Personal contact is what does it
Two new series of events for senior management have been launched  
in Germany with talks on current business topics and on the situation  
of UniCredit Group.

HVB business lunch

HVB business talks

Getting to know each other in a small group at the second business 

lunch, this time with businesswomen: (from l.) Evi Brandl from  

Vinzenz Murr, Christine Weber from Zott and Andrea Kustermann,  

CFO Obermaier-Gruppe, with Dr Theodor Weimer

At HVB business talk in Munich: Alessandro Profumo 

(2nd from  l.) und Lutz Diederichs (2nd from r.) with 

customers
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Health Forum

Strengthen your back

   Mitarbeiter / Gesundheit, Arbeitsschutz /  

Körper / Bewegung / RückenFit

Employee Volunteering

Commitment –  
a matter of honour

Pure nature: Richard Willer is out and 

about protecting birds (left)

Fond of the family: Nina Bäumchen looked 

after Lukas (right) and his brother Max for 

over a year.
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Family Day at the HVB Club

Action and imagination
The Working Family as the Playing Family: The big Family Festival on  
21 June was an event full of joy and jollity. Around 600 visitors came to  
the HVB Club grounds at Am Eisbach on Sunday afternoon to join in the  
fun and games.
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