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STRONG TIES

BRUGG’s CEO doesn’t only make sure his company

manufactures the world’s strongest cables, he’s also busy

building lasting relationships with customers and suppliers.

Dr. Stephan Wartmann
CEO @ BRUGG

hile it’s no longer fashion-

able to work one’s way up

through a company, this

“old school” career ap-
proach certainly pays dividends, particularly
when it comes to specialised knowledge and
niche sector experience.

After 22 years with infrastructure pioneer
BRUGG, CEO Dr. Stephan Wartmann has these
attributes in spades, plus a unique outlook that
comes from having spent a career developing
within an international business.

Stephan says: “I began working for BRUGG
inthe US, followed by two years in Japan where
I built a new factory and established a Japanese

market. After several years between the US and
Japan I returned to the company HQ in Swit-
zerland. It was a challenge to be part of an in-
ternational group as ayoung engineer, but I was
moving around and experiencing different cul-
tures, areas, and business segments, so it was a
great learning adventure.”

Sector giant

First founded as a cable manufacturer in 1896,
BRUGG has since diversified and now makes
loading cables for e-mobility, special cables
for wind power, and process control solutions
for water, power, and gas supply. The compa-
ny also produces pipe systems for district =2

Milestone | 55



PROFILE

Going deep: BRUGG’s products .
keep workers safe

heating and liquid gas applications, and ropes
for aerial ropeways, structures, and elevators,
not to mention protection netting solutions
against natural hazards.

Active in four business sectors over 22 pro-
duction sites with 16 sales segments and some
1,600 employees, BRUGG is a giant in its sec-
tor. “We see ourselves as a global niche player
with a very strong market position,” continues
Stephan. “In our niches we are number one,
sometimes number two, rarely number three.
We have production sites in Australia and Chile
and started producing in Africa this year. There
are two factories in China, three in the US, and
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several all over Europe — we operate globally
and manufacture close to our customers —
something that certainly marks us out from the
competition. Manufacturing competence is of
the utmost importance, and as a niche player
with a high level of quality and specialised pro-
duction knowledge, we also engineer and build
some of our own machinery.”

Lofty heights

BRUGG products are manufactured to the
most advanced technical and quality stand-
ards, appearing in iconic builds and events; its
elevator ropes feature in the highest building

in the world, Dubai’s Burj Khalifa, as well in
the Pearl Tower Shanghai. Its rope structures
include the famous Maracand Stadium in Rio
de Janeiro and the new Raiders Stadium in Las
Vegas.

“They are something of a BRUGG special-
ity,” confirms Stephan, “but at GEOBRUGG
(subsidiary) we also make strong meshes and
high-performance netting solutions used for
mining and rockfall/avalanche protection, as
well as visitor protection at racetracks. We’ve
produced these security fences for Formula
1 in Vietnam, Austin in the US, Mexico City’s
Autédromo Hermanos Rodriguez, Circuit =2
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THE CIRCULAR ECONOMY IS THE FUTURE

As a globally-acting polymer manufacturer and family-owned company, REHAU thinks
and acts with a long-term perspective, focused on generations instead of quarterly results.

Founded in 1948 in Germany, REHAU has
grown into an international, family-led busi-
ness with a history of sustainable action. With
170 locations around the globe and 20,000
employees, REHAU is always aware of its so-
cial and environmental responsibility, while
long-lasting products are an important focus.

REHAU's purpose is “Engineering progress -
Enhancing lives.” This is exactly what REHAU's
sustainability engagement is all about: driving
technical advancement in order to improve
people’s lives.

By 2025, REHAU plans to increase its re-
cycling rate across the group to well over
15% while reducing CO, emissions by at
least 30% (compared to 2018). To empha-
sise this course of action, REHAU has based
its sustainability strategy on the Sustainable
Development Goals of the United Nations
and subsequently signed the United Nations
Global Compact, the world's largest and most
important initiative for responsible corpo-
rate management. In 2020, REHAU was also
nominated to join the “S0 Climate & Sustain-
ability Leaders” initiative.

Product developments based on closed
loops and circular design combined with so-
phisticated collection concepts are needed
and an important step towards our sustaina-
bility goals.

“Our focus on optimising our processes and
products while also investing into our own re-
cycling plants emphasises that we do what we
say,” underlines William Christensen, CEO
REHAU Group.

“Closing the loop” wherever possible and engaging in the
most responsible use of resources are important success
factors for a relevance in tomorrow's world.

“A constant dialogue is
important for us regarding
the future of our planet. We
cannot change the world as
a single global company.

By investing in reprocessing capacities
and collection networks throughout Europe,
for example, REHAU generates almost 88%
fewer CO, emissions compared to the use of
virgin raw materials in its window produc-

tion. However, we can contribute
by closing material loops

However, simple recycling efforts to save resources,
are not enough to ensure sustainability providing people with

equal opportunities, and
driving the development
of innovations that will
sustainably improve

the lives of future
generations.”

within a company’s operations. Col-

laboration and a “circular mindset” are

key success factors when it comes to

taking a long-term approach towards a
more sustainable planet, especially in
delivering on one of the main
goals for REHAU, a circular
economy. William
Christensen,
CEO, REHAU

Group
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de Spa in Belgium, Red Bull Ring in Austria...in
fact, most new race tracks use our product.”

Another BRUGG difference is the company’s
belief that service is not just selling a solution
or a product. “We think it starts much earlier
with problem analysis and ends in the com-
plete cycle of client support, including installa-
tion, after sales service and maintenance,” says
Stephan. “We always look for sustainable long-
term solutions for our clients and provide the
whole package if needed — we are here to help
and we support continuously.”

Ideas factory

Family-owned, debt-free, and totally inde-
pendent with a turnover of around $500 mil-
lion, BRUGG is well-placed for innovating into
the future. The company is looking to grow by
atleast 30% in the next few, which means an ex-
tra turnover of $150 million.

“Most of our growth comes from open inno-
vation,” says Stephan. “For us, this translates
into focusing on energy transitioning, sustain-
ability, and security and includes suppliers,
clients, and partners. Innovation needs to be
managed, and as CEO this is one area on which
I'm focussing my time.”

While good ideas have never been in short
supply at BRUGG, Stephan admits that the
company has, in the past, sometimes “lacked
process competence and strategic focus,”
something that has completely changed under
his management: “Competence in innovation
is essentially project management, I'm pleased
to say we are now very strong in this area.
Something we’ve learned is that you cannot do
everything by yourself as a company. We see
ourselves as the nucleus in our core markets
and we work with good partners; we innovate
and constantly improve together, we provide
better projects and better solutions before roll-
ing them out on our global distribution chan-

Y/ .
In our niches we
are number one,
sometimes number

two, rarely number
three #

Engineering progress
Enhancing lives

Safety starts
underground.

The climate is changing, heavy rainfall events are
increasing. With our solutions we create the
foundation for effective rainwater management.
Stay safe — and untroubled by the whims

of nature.

REHAU civil engineering: the basic difference.
www.rehau.com/planetfirst
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nels, either directly through our subsidiaries or

through our partner organisations.”

Strong relationships across the board are key
at BRUGG, where even customers are viewed
as partners. However, these values that were
put to the test during the recent pandemic.

“In times of crisis, you can see where you
stand for others and who will stand up for you,”
remarks Stephan.“With the support of our sup-
pliers, we have managed to continue production
through the pandemic. Naturally, we experi-
enced a few shortages in April, especially on the
logistics side, but ultimately we escaped un-
scathed thanks to our long-term relationships.”

The notion of an organisation being greater
than the sum of its parts is clearly important
to Stephan. As he puts it: “We live in a volatile,
complex, uncertain, and ambiguous world.
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One can only be as good as the entire team, one
man alone is nothing — and a happy team spirit
takes a company along way.”

As such, empowering employees is a task
taken very seriously at BRUGG. Amodern CEO
should be a “Chief Enabling Officer.”

“There has been an ongoing mindset shift
from power to empowerment over the past few

I Service starts with

problem analysis and

ends in the com- plete
cycle of client support #

years here,” adds Stephan. “We’ve gone from
telling people what they have to do to now en-
couraging them to ask questions. It’s so refresh-
ing to see both young and old talent positively
explode and bring in some fresh energy. There
is so much power to be found within.”

Perhaps what Stephan is most passionate
about is the benefit of diversity within an or-
ganisation; he’s proud that a refreshing mix of
gender, race, age, religion, and culture flourish
at BRUGG, something “many clients love to see
t00.”

He says: “Diversity for us is a positive mix-
ture between young talent that cannot sit still
and experienced engineers. It means all races
working together, it’s about a mixture of differ-
ent cultures - that’s what the future of business
lookslike.” @
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Employees >500
Turnover €85M
Locations 18 worldwide
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Bernhard Zangerl
'CEO Bachmann electronic

Contact
Corporate Headquarters:
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6800 Feldkirch, Austria
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