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Every year we collect so many interes
ting stories and themes from the 
world of Villeroy&Boch that we want 

to share them with customers and  business 
partners, shareholders, journalists and 
 friends of our company to a greater extent 
than previously. This is why we have created 
the “Insights” magazine — and it is no ex
aggeration to say that it lives up to its name!

One of those stories is that of the popular 
Mariefleur crockery collection, which can be 
seen on the front page of this magazine. 
Launched in 2012, Mariefleur quickly be
came our most successful new product in 
the past ten years. This is particularly plea
sing for me because floral decors have always 
been one of our design specialities; indeed, 
you might say they form part of our DNA. 
Following a number of years in which the 
market was dominated by traditional white 
crockery, floral decors are now all the rage 
once again. The “Insights” magazine will let 
you get to know the product developers who 
are responsible for our various designs. 

You can also read about how our marketing 
experts draw attention to the traditional 
Villeroy&Boch brand time and time again
with values such as provenance, authenticity, 
design expertise and innovation, thereby 
generating emotional value added for our 

customers. In addition to these topics of 
national and international importance, 
“ Insights” contains regional stories for you 
to enjoy. Travel with us to the sanitary ware 
plant in Lugoj, Romania, read about the ex
citing challenges facing our heads of sales, 
and learn more about our latest activities in 
the growth market of AsiaPacific and the 
Middle East.

When designing “Insights”, we took particu
lar care to ensure that the articles focused 
on the individual. Our 7,745 employees put 
a great deal of effort into their work for 
 Villeroy&Boch, every single day — whether 
in North America, the Far East or our home 
market of Europe. And if you ask me, I 
would ideally like to read a story about each 
and every one of them, because they are 
what makes our company so special. 

I invite you to accept our invitation to get to 
know Villeroy&Boch even better, and I hope 
you enjoy reading the magazine.

Yours, 

EDITORIAL

“International, multi-faceted 
and close to our employees: 

Our new magazine ‘Insights’ 
introduces you to the world of 

Villeroy&Boch with a variety 
of stories and interviews.”

 frank göring 

Frank Göring, Chairman of the Management Board  
Mettlach, 2014
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AN ESSAY BY ERNST-ALBRECHT KLAHN AND KAI STEFFAN

ORCHESTRATING A CULTURAL IMPRINT:
THE  VILLEROY&BOCH BRAND

Can the value of a brand be calculated? Of 
course it can: using factors like business figures, 
the importance of the brand when it comes to 
buying decisions, and the strength of a company 
compared with its peer group.  Villeroy&Boch’s 
value can also be worked out in this way. But it 
is brand values, not figures, that give a brand its 
unmistakeable value added.

Provenance, authenticity, design exper
tise, innovative strength: these are 
just some of the brand values that 

have shaped  Villeroy&Boch over the past 
265 years. These values provide the incentive 
to create something new. And they are the 
benchmark by which products must be mea
sured —  Villeroy&Boch’s own products as 
well as those of its competitors. 
Value describes the economic success of a 
brand. The brand values are what give the 
brand its essence. But the “Villeroy&Boch” 
signature is about more than merely ensu
ring that products enjoy recognition value. 
People use “Villeroy&Boch” to shape the 
places where they live, and sometimes also 
the dreams they seek to live out. For this 
reason alone, brands need to be defined by 
more than sales figures. The cultural aspects 
of a brand must also be taken into account —  
and hence its attitude towards life, enjoy
ment and pleasure.
The fact that Princess Diana used 
 Villeroy&Boch crockery virtually in secret 
shows all too clearly how brands can be a 
(sometimes highly national) cultural asset. 
The  Villeroy&Boch brand was born in the 

imprint” — the background, history and stories 
that only one of Europe’s oldest brands can narra
te.  Villeroy&Boch’s values are as relevant now as 
they have ever been. The  Villeroy&Boch brand is 
both authentic and accessible. It holds a timeless 
appeal yet demonstrates its street credibility on a 
daily basis. After all, provenance and expertise 
cannot be fabricated as a marketing story.
The cabinets in which people once displayed their 
“good”  Villeroy&Boch china may have disappea
red from living rooms, but the visual aspect re
mains the first point of contact when it comes to 
winning over a person’s heart. And a brand has to 
please people across generations. 
As the saying goes, “If you don’t bend, you’ll break.” 
But how far should a brand bend to ensure that it 

remains attractive? How far can it stretch itself 
without losing its profile? How flexible does its 
style have to be to prevent it from becoming obso
lete?  Villeroy&Boch’s portfolio provides the ans
wer. The  Villeroy&Boch brand is a carefully cut 
diamond — one stone with many facets. 
Villeroy&Boch offers a broad product range in 
terms of both Tableware and Bathroom and Well
ness. Since its earliest days,  Villeroy&Boch has 
sought not to polarise, but to bridge the gap bet
ween the traditional and the modern. Time and 
time again, the brand has created highly successful 
products by pursuing precisely this approach — 
and developed its portfolio progressively along 
the way. The core stylistic elements of Classic 
and Country are now interpreted and even  An example of decor expertise: the new Artesano Provençal, which was presented at the Ambiente 2014.

heart of Europe and forms part of Europe’s 
heritage. This makes it a part of Europe’s 
culture — and adds value to the mere functi
on of the products themselves, whether pla
tes or washbasins. 
Many products can boast functionality, de
sign or durability. But “culture” — one of 
 Villeroy&Boch’s most important brand valu
es — makes a vast difference. Culture builds 
the bridge to pleasure: knowing who created 
a product, the expertise and the people be
hind it. This knowledge is what makes for 
an intimate and personal relationship with 
a product. The result: a uniquely threedi
mensional brand. 
Villeroy&Boch has the potential for this 
threedimensionality because of its “cultural 

Kai Steffan 
is the Creative Director for 
 Villeroy & Boch and other com-
panies. Steffan, who previously 
worked for various design and 
advertising agencies, is respon-
sible for the visual appearance 
of the brand and the design and 
realisation of the characteristic 
brand attributes in the areas of 
product and communication.

Ernst-Albrecht Klahn
is the Corporate Marketing  
Director at  Villeroy & Boch. He 
has many years of experience 
in brand management at inter-
national companies.

Tradition is always in demand: creating a retro atmosphere in the bathroom with the Hommage collection.
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“The 
 Villeroy&Boch 
brand is shaped 

by a company 
that gives it quality  
and design featu-
res based on ex-

pertise and inno-
vative strength.”

orchestrated in a contemporary manner. 
The bass notes of the brand can still be he
ard, even if the arrangements are different 
nowadays. 
One characteristic of modern times is that 
almost everything is evaluated, measured, 
ranked and published, brands and products 
included. And we live in a consumer world 
where anyone can buy anything in a range 
of quality levels. At one point, this develop
ment was enough for some to forecast the 
demise of the “brand” as a concept. But the 
opposite has proven to be true. The abun
dance that so fascinates consumers means 
that a major brand like  Villeroy&Boch can 
stand out more than ever before. The 
 Villeroy&Boch brand has an enduring qua
lity and leads the way. It provides orientation 

and gives people the security of knowing 
they have made the right choice. It makes its 
owners proud, increases their pleasure and 
improves their quality of life.
The  Villeroy&Boch brand is shaped by a 
company that gives it quality and design 
features based on expertise and innovative 
strength. It is a brand that has been forged 
from its provenance, its history and its phi
losophy. And it is driven by the retailers and 
consumers who believe in it and place their 
trust in it. 
It is said that brands have the power to  
change the world.  Villeroy&Boch certainly 
has the strength to change people’s every
day lives. A good start, in other words —  
and a good approach for the next  
265 years, too. 

 ernst-albrecht klahn 

Lumière Pure: Traditional glass art, perfectly 
realised – and strictly limited to 300 pieces.
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How important is an efficient process for the 
development and management of products?
 novak  Extremely important. After all, pro
duct development and man agement work 
in close cooperation right from the start. 
We use an overarching standard develop
ment process that takes the form of a funnel 
with five “gates”. A lot of ideas go in, but 

only the best comes out. The less good ideas 
are eliminated before they can lead to sub
stantial costs.
 bausch  Creativity needs to be given free rein, 
but it should be evaluated and refined within 
a strategic framework. We apply a strict port
folio strategy in order to ensure consistency 
and because the risk of inflationary product 

development is too great, not least in terms 
of the quantity of parts. 
Where do you get the ideas for new products? 
 wienberg  On the one hand, we receive con
crete suggestions from outside the company —  
from architects, end consumers and desig
ners, as well as creative minds from all over 
the world. We also arrange workshops and 

take inspiration from external thinkers in 
generating innovations in particular. We 
consult trend researchers and screen trade 
fairs, magazines and material labs presenting 
new materials and processing methods. On 
the other hand, we harness our employees’ 
creativity and knowledge of the market. And 
we keep our eyes open at all times. So
metimes inspiration really does strike when 
you are in the shower!
What do you consider to be the greatest chal-
lenges facing product management?
 bausch  Our task is to generate the greatest 
possible productivity. This means extending 
the lifecycle of the existing product range in 
order to ensure its economic efficiency, but 

THE PRODUCT RANGE

“ONLY THE BEST  
COMES OUT”

One company,  two d iv is ions,  many wor lds: 
 V il leroy & Boch offers a wide range of products. 
Elke Novak and Kirsten Wienberg, responsible for 
P roduct  Management  and Deve lopment  at 

Bathroom and Wellness, and Florian Bausch, Head 
of Product Management for the Tableware Division, 
discuss how to manage this abundance of dif ferent 
products and enhance it with new innovations.

it also means addressing future consumer trends. We do 
this with new shapes or decors — indeed, many new 
products are designed to serve as a platform for decors. 
Design is essential for us and is always derived from the 
brand DNA. 
While we are talking about the future: What are the main 
requirements of consumers and what trends will shape your 
products over the coming years?
 bausch  Urban living with a desire for nature is one of 
the key trends. People are surrounded by bricks and 
concrete in their everyday lives, and hence are looking 
to create “little islands of bliss” at home. Our core com
petencies of Country and Classic, with or without decor, 
address precisely this trend — as demonstrated by the 
success enjoyed by Mariefleur and Artesano. And I am 
sure Artesano Provençal will soon join this list. We know 
that the scenarios and utensils of food culture will chan
ge in the long term. But even 100 years from now, people 
will still get hungry and thirsty, and we will ensure that 
they can tend to their needs in style. 

Kirsten Wienberg, Florian Bausch and Elke Novak discuss product management and development.

An urban mix of materials: the successful Artesano Original collection. 

Contemporary bathroom design with the Legato furniture series and the new  
Squaro Edge 12 bathtub.

“Design is essential for us  
and is always derived from  

the brand DNA.”
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 wienberg  When it comes to bathrooms, 
userfriendliness and individual comfort are 
key themes. The bidet WC is one example 
of this development. We are also observing 
an increase in the frequency with which 
people shower. And shaping the bathroom 
as a private space will present a challenge 
in an era in which the flexibility of the wor
king world is making us increasingly 
nomadic. 
And what happens if a competitor recognises 
a trend sooner or presents a similar design?
 novak  The overall result is what counts. 
Even if a competitor adopts a similar design 
direction, what matters in the end is the 
quality and detailed execution of the pro
ducts. We want to be the leading end 

consumer brand in the bathroom sector and 
the best on the market. This is our 
aspiration. 
 bausch  And we are fulfilling this aspiration. 
The high quality we offer is precisely what 
our customers expect. They want our pro
ducts to look and work just like they did on 
the first day, even 10 or 20 years later. 
In light of the various markets and target groups 
around the world, do you also have different 
strategies for successfully managing your  
products and the  Villeroy&Boch brand?
 wienberg  Some themes are relevant to a wide 
range of people across different cultures — 
such as the need for comfort and hygiene, 
and hence aspects such as flushing perfor
mance and surface finish. In general terms, 

History comes to life –  
Alt Luxemburg.

Wienberg: “When it comes to bathrooms, user-friendliness 
and individual comfort are key themes.”

Bringing nature to the bathroom with the My Nature collection. 

the brand should be perceived in a similar way wherever we may 
be, and communication and marketing must be centred around the 
European bathroom culture that lies at the heart of the brand. At 
the level of the individual products, however, regional preferences 
do play a role in ensuring our success. This can include WC flushes 
or specific certification requirements in the respective markets.
 bausch  From my point of view, ensuring a detailed understanding 
of all of the cultures in which we sell our products is one of the 
greatest challenges. China has a different tableware culture, for ex
ample, and a knowledge of the basic market requirements is so
mething you need in order to enter the market. In this case, it was 
necessary for us to appreciate the extent to which bowls and bowl 
shapes differ from country to country in Asia.

And this is what makes product management so complex.
 novak  At first glance, creating a product that will be 
liked by as many people as possible is always going to 
be the most practical approach. And part of our appeal 
is that we produce particularly durable consumer goods: 
if you choose a  Villeroy&Boch bathroom, you are ma
king an investment that will last 10 or 20 years. As such, 
consumers take great care when weighing up how long 
they expect to like a design or a colour. But we naturally 
also seek to address highly specific target groups such as 
premium customers, architects and “best agers”, and our 
design and functions are geared towards their require
ments. Ultimately, our success depends on our ability to 
provide the right unique selling point at the right price 
and the right time.
 bausch  And yet our classics are no less vital to our 
success as a brand: take the Alt Luxemburg decor, for 
example, which is almost as old as our company! At the 
same time, we are seeing that lifecycles are becoming 
shorter over time, reflecting changes in consumer de
mands as well as the competitive situation. And this 
requires efficient portfolio management on our part —  
as otherwise the new products of today could be the 
discontinued lines of tomorrow. 

“We want to be the leading  
end consumer brand in the bathroom 

sector and the best on the market.”

“The Alt Luxemburg decor,  
for example, which is almost  

as old as our company!” 
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Firstly, the key data at a glance: 65 % of 
the workforce accepted the invitation 
to complete the 110question survey. 

All things considered — including in a peer 
group comparison — the results largely fell 
within the medium range. On average, the 
company’s white collar workers had a more 
positive view than its blue collar workers. 
“It is encouraging to note that, since the 
employee survey in 2008, we have improved 
in areas that are important to our employees 
— such as cooperation with colleagues and 
direct managers,” commented CFO Jörg 
Wahlers. “Our good results in terms of em
ployee affinity show that the vast majority of 
 Villeroy&Boch employees want to continue 
to work for us in future — an extremely im
portant and positive piece of information!” 
Another positive finding was that 76% of all 
participants fully or largely agreed with the 

brand statement “Villeroy&Boch — Main
taining the tradition”, which forms part of 
the company’s corporate guidelines. Wah
lers: “This ensures that the  Villeroy&Boch 
brand and story are maintained and 
strengthened.”

And what is being done with the results? Let 
us briefly turn our minds to 2008, when ano
ther comprehensive employee survey was 
held and measures were implemented as a 
result. However, the involvement of the em
ployees subsequent to the survey and the 

communication of the implemented measu
res could have been more intensive. “To 
ensure that we got things right this time, we 
systematically incorporated employees into 
the process from spring 2013 onwards, as
king them to identify both positive aspects 
and concrete suggestions for improvement 
as part of moderated workshops and to de
velop and prioritise measures,” explained 
Sophie Acquaviva, head of the Employee 
Survey Project Group, which included col
leagues from the HR department and the 
Works Council alongside Acquaviva and 
CFO Wahlers.
No sooner said than done. The workshops 
gave rise to 1,900 constructive suggestions 
from employees. Just over half of them con
cerned processes in the employees’ own 
areas, with the others relating to central 
functions such as HR or IT. Acquaviva found 

the workforce to be “extremely open and honest”, adding: “Everyone 
was aware that this was a real opportunity to make a difference.” A 
number of more specific areas for improvement were identified, 
such as the optimisation of intradepartmental coordination and 
processes — but also widerranging topics, such as the office situation 
at the headquarters in Mettlach or improving the transparency of 
collectively agreed salary and wage group classifications. 
In the first phase, work began on the implementation of 700 pro
posals that were considered to be particularly urgent or realisable 
in a short period of time. As of the end of December 2013, 35% of 
these measures had already been completed, with a further 32% still 
being implemented. The remaining measures require further clarifi
cation or have been deemed to be unrealisable by the respective de
partments. “It is important that the teams continue to work on the 
topics raised and that we report regularly on the status of implemen
tation and the results,” commented Acquaviva. This reporting takes 
the form of quarterly information events as well as a dedicated Intranet 
site. After all, there is one thing the responsible managers have le
arned, the value of taking action is worth only half without the right 
communication. 

„OPEN 
AND  

HONEST“

EMPLOYEE SURVEY 
GERMANY

“I find it extremely positive that 
the company not only conduc-
ted the survey, but also actively 
addressed the concrete ideas 
raised by us as employees. Cer-
tain things have already been 
implemented directly — and 
others are at least now clearly 
established in the minds of the 
management team.”

Ute Kiefer, Logistics Specialist for goods 
inward at the Tableware central warehouse 
in Merzig

“At large companies in particu-
lar, the personal touch is im-
portant when it comes to com-
munication and dealing with 
one another. To my mind, the 
combination of an anonymous 
survey to identify the wider 
mood followed by workshops 
was ideal. I believe this has hel-
ped to strengthen the bond bet-
ween  Villeroy&Boch and its 
employees.”

Michael Pohl, Field Sales Representative  
for Sanipa bathroom furniture in North 
Rhine-Westphalia

Statements

Project manager Sophie Acquaviva discusses the results of the employee 
survey with HR manager Jörg Hagmaier.

 “Villeroy&Boch —   
Maintaining the 

tradition.”

What is already going well? Where is there sti l l 
room for improvement? Are employees satisfied 
with the work organisation, their income, their pro -
spects for development, their managers? The res-
ponses from the workforce to these and other ques-
t ions are ex tremely impor tant for  company 

management. To this end, the Management Board 
invited all  V illeroy & Boch employees in Germany to 
participate in an employee survey in autumn 2012. 
And unlike five years previously, staff were also 
actively involved in defining the measures to be 
taken following the evaluation of the results.
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ROMANIA

A conversation with Vasile Ecobici is a real pleasure. Not only 
because he has a lot to say, but because he can do it in 
German. Vasile Ecobici has learned his language skills at 

 Villeroy&Boch in his role as production and plant manager at the 
subsidiary Mondial. All in all, he has been with the company for 15 
years. As well as controlling production, he is partially responsible 
for controlling the fate of the company in Lugoj in western Romania. 
Mondial is a name that means universal, global, worldwide — and 
this is very much the name of the game for Ecobici and “his” plant 
in Romania.
Lugoj — pronounced “Lugosh” — has around 40,000 inhabitants. It 
is a dynamic town with an eventful history, having found itself on 
Austrian, Hungarian and ultimately Romanian soil over the centu
ries. Business and cultural life began to blossom in the mid19th 
century, and the infrastructure grew along with the expansion of 
road and rail. In the early 20th century, the town saw the birth of 
the industries that would shape its economy for generations to come: 
footwear, textiles, metal processing, building materials and ceramics. 
“Muschong&Comp. Dampfziegelwerke Aktiengesellschaft” was one 
of the most important companies of its day. As the decades passed, 
it developed into the modernday Mondial. The manufacturing of 
faience tiles from 1975 onwards, followed by ceramic sanitary ware 
products from 1981, pointed the way to the future of the production 
site. When the Iron Curtain fell in 1989, numerous western compa
nies took the opportunity to invest in the existing structures in the 
town and the region.  Villeroy&Boch was one of them, and it quickly 
found the right partner: Mondial.
Vasile Ecobici was able to demonstrate his expertise as a ceramic 
engineer immediately after completing his studies, joining Mondial 
in 1999. Three years earlier,  Villeroy&Boch had acquired a 51 % 
interest in the company and initiated the process of change. “Around 
90 % of the infrastructure has been converted and expanded since 
then,” notes Ecobici. 

The Romanian brand Mondial has belonged to 
 Villeroy & Boch since 1996. Today, the sanitary ware 
plant in Lugoj is one of the Group’s most important 
European locations. We paid a visit.

When it was acquired in 1996, the original 
plant had a capacity of around 350,000 to 
400,000 sanitary ware units a year. 
 Villeroy&Boch immediately constructed a 
new production building and pressed ahead 
with the successive modernisation of the 
existing facilities, thereby ensuring stateof
theart sanitary ware production at the site. 
Ecobici: “Our management demands the 
same high quality from every plant — so our 
infrastructure needs to be on a par with that 
of sanitary ware production in Mettlach, for 
example.” 
In the 1990s, the  Villeroy&Boch brand was 
not particularly wellknown in Romania. 
Ecobici’s training in Mettlach represented 
the first time he had properly encountered 
the company. Looking back, he appreciates 
the correlation between the brand and the 

market: “In those days, the Romanian mar
ket was not as developed as it is today and 
there was no room for the kind of premium 
and upper mainstream products we manu
facture.” This has changed considerably — 
and  Villeroy&Boch is one of the reasons 
why. Following the acquisition, the estab
lished local brand Mondial — itself one  
of Romania’s leading providers — was com
plemented by the introduction of the 
 Villeroy&Boch brand in the luxury seg
ment. Vasile Ecobici believes there is  
a good reason why Mondial’s sales figures 
have risen continuously since the acquisiti
on: “ Villeroy&Boch’s sorting standards 
mean that our product quality is significantly 
higher than it used to be. After all, we work 
to the same principle as  Villeroy&Boch’s 
other plants: there can be no compromise 

when it comes to quality!” The sanitary 
ware products are proudly  labelled “Calitate 
germana”. German quality, made in Roma
nia — a convincing sales argument. 
Today, the plant in Lugoj is an indispensable 
part of the Group and its infrastructure. The 
investments that are planned for 2014 and 
the associated capacity expansion reflect the 
confidence that  Villeroy&Boch has in the 
location and the Romanian people — with 
good reason. Mondial has consistently 
shown what it is capable of, manufacturing 
successful collections as well as new product 
innovations that require Ecobici and his col
leagues to break new ground in terms of 
production technology. The facts are unde
niable: Lugoj has a bright future. And Vasile 
Ecobici is one of the people who are instru
mental in its success. 

Since 1999, Vasile Ecobici has worked for the Romanian brand 
Mondial, which has belonged to Villeroy & Boch since 1996.

CALITATE GERMANA AS 
THE KEY TO SUCCESS:  
VILLEROY&BOCH IN 

ROMANIA

Lugoj – a dynamic industrial centre in western Romania – is one of Villeroy & Boch’s largest production 
sites for ceramic sanitary ware products. The plant is set to see further expansion in 2014.
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A GREAT  
RESPONSIBILITY.

Martin Metzler (left) has worked in the sanitary and heating industry since 1993. He joined 
Villeroy & Boch in 2000 and has been the Head of Sales for Germany since 2006.
Jens-Peter Schlingmann has been with Villeroy & Boch since 1986 and has been the  
Head of Sales for Germany and Austria since 2004.

Mr. Metzler, Mr. Schlingmann, you have been 
the German Heads of Sales for the Bathroom 
and Wellness and Tableware Divisions respec-
tively for several years. What are the sales struc-
tures like in the two sectors?
 metzler  In the sanitary ware sector, we tra
ditionally have a threestage sales channel: 
we sell to wholesalers, wholesalers sell to 
plumbers, and plumbers ultimately sell our 
products to the end customer together with 
their services.
 schlingmann  Things are more complex in the 
tableware sector. We pursue a multichannel 
approach. We operate our own  Villeroy&Boch 
stores, factory outlets and a dedicated eshop, 
and cooperate with stationary retail in the 
form of shopinshop displays at specialist 
retailers and furniture stores and in depart
ment stores. This is supplemented by mail 
order activities — not forgetting our B2B bu
siness with hotels and restaurants and the 
individual designs we produce for customers 
on demand, of course.
How easy — or difficult — is it is for your sales 
teams to place products with customers?
 schlingmann  We benefit from our strong 
brand and the extremely high level of 

Martin Metzler and Jens-Peter Schling-
mann have an important role: they are 
the German Heads of Sales for the 
Bathroom and Wellness and Tableware 
Divisions respectively. In the 2013 fi-
nancial year, they and their teams ge-
nerated revenue of € 213 million – more 
than 25 % of the Group’s consolidated 
revenue. In this interview, they talk 
about the specific challenges facing 
them and the role of sales in 
 Villeroy & Boch’s domestic market.

Bathroom  
and Wellness 
Germany 

awareness it enjoys, our excellent visibi
lity at the point of sale thanks to our 
shopinshop activities, and of course our 
successful products. Being able to enter 
into discussions with retailers as the mar
ket leader is a good starting point. Ulti
mately, though, the important thing is 
that our products and their positioning 
are convincing and that they enjoy a high 
degree of acceptance among our retail 
partners, and among end consumers in 
particular.

 metzler  Every sanitary ware wholesaler in 
Germany currently carries our brand and 
includes our products in their displays. 
Plumbers and retail displays are just as im
portant, because the expertise of the staff 
can have a significant influence on an end 
consumer’s buying decision. When a plum
ber recommends  Villeroy&Boch as a good 
choice, we know we have done something 
right. Or better still, when consumers go to 
plumbers with the specific intention of ins
talling our products in their bathrooms. 

Individual bathroom design with the varied Architectura and Omnia Architectura collections.

55
Field sales employees

3,950
Points of Sale
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You make it sound as if being Head of Sales for 
Germany were child’s play.
 schlingmann  Of course it isn’t quite that 
simple. Being the Head of Sales for a com
pany’s domestic market is a demanding task. 
You are in the limelight at all times and bear 
a great responsibility for the brand and its 
revenue and earnings. And it goes without 
saying that a traditional German company 
can be successful globally only if the same is 
true at home, as this success story can then 
be transported abroad.
 metzler  It is both a pleasure and a challenge 
to make yourself and your team aware of this 
great responsibility every day — a responsi
bility that extends to the jobs of our col
leagues in production and other areas, as 
their employment ultimately depends on the 
sales we achieve. Fortunately, the German 
economy is currently in an excellent position 
and the domestic market is enjoying stable 
development. At the same time, it is import
ant for us to always listen to the market in 
order to ensure that our sales organisation 
is meeting its requirements — and so we can 
make adjustments if necessary. Another key 
task is to make innovative products available 
to the market at an early stage.
 schlingmann  The economic conditions are 
really very good at the minute. Consumer 
concerns about unemployment are relatively 
low. Unfortunately, retail is not the first area 
to benefit from this trend — after all, private 
households are having to spend substantially 
more on energy and are investing in long
term assets.
But this includes porcelain, the “white gold”.
 schlingmann  Tableware is no longer seen as 
an investment. Nowadays we are selling to 
saturated markets. The buying behaviour of 
end consumers has changed radically. Today, 
families no longer purchase the kind of 
30piece crockery sets that used to be a fix
ture in every household. Even wedding lists 

are becoming less commonplace. As such, 
our product ranges are structured according 
to occasions and themes. A wellconceived 
calendar of activities and themes is an im
portant tool for making sure that customers 
always have a new reason to buy. 

Can you give an example?
 schlingmann  Our presentations focus on the 
barbecue season in the summer. The Okto
berfest takes pride of place from September, 
and then it is time to highlight our successful 
Christmas product ranges. This is something 
we have achieved with great success in recent 
times.
How important are staff when it comes to 
sales?
 metzler  Extremely important — welltrained 
and, in particular, highly motivated emplo
yees are our concept for success. We have 
almost zero fluctuation and always present 
the same face to the customer — and this 
continuity is rewarded.
 schlingmann  Three personnelrelated aspects 
are central to determining whether sales 
activities are successful or not. Firstly, the 
expertise of our employees — each sales 
channel requires true specialists who know 
how to address, attract and look after custo
mers. Secondly, the familiarity and continu
ity of the people involved and their credibi
lity, authenticity and mutual trust. And 
thirdly, teamwork. We can be successful in 
our sales activities only if the entire organi
sation works as it should. 
Let us turn our attention to the future. What 
can we expect from you in 2014?
 metzler  We have some ambitious plans and 
are aiming to significantly increase our re
venue. We intend to achieve this by reinfor
cing our new product ranges on the market, 
intensifying marketing activities for our 
DirectFlush WCs with an open rim, and 
continuing to leverage the positive momen
tum in the area of bathroom furniture with 
our subsidiary brand Sanipa. I also have high 
hopes for our ViClean bidet WC. Contract 
business is another area with potential.
 schlingmann  With yearonyear revenue 
growth of 10 %, our performance in 2013 was 
stronger than many thought possible. We 

want to build on this success in 2014. I expect 
momentum to be provided by the expansion 
of our multichannel sales. We are focusing 
in particular on the hotel and restaurant 
sector, the expansion of our second brands 
Vivo, Gallo Design and Citta e Campagna, 
and the implementation of our activity and 
theme calendar. 
And where do you expect  Villeroy&Boch to be 
in 2020?
 metzler  The bidet WC will be a big deal in 
2020. I expect 10–15 % of German households 
to have this type of WC by then because of 
the improved hygiene it offers. Above and 
beyond bidet WCs, we intend to meet the 
demands of consumers with individual well
ness and comfort bathrooms. For more and 
more people, the bathroom is no longer 

simply a means to an end, but an important 
place where design, fragrance and lighting 
are all key factors.
 schlingmann  Our activities will focus on the 
multichannel approach and the dovetailing 
of our online and offline business. Another 
important factor will be the substantially 
closer link between our Tableware products 
and the eating and living habits of our custo
mers and their food itself. From breakfast 
rolls, pizza and pasta through sushi and bar
becue to coffee and tea — we want to accom
pany our customers all day long. Highqua
lity gift items will also be an important lever 
for future success. Furthermore, we must 
ensure that a visit to a  Villeroy&Boch store 
is a shopping experience that touches all of 
the senses: sight, sound, taste and smell. 

“A traditional German company can be successful  
globally only if the same is true at home,  

as this success story can then be transported abroad.”

The new La Classica Nuova tableware collection: 
timeless elegance meets functional, modern 
aesthetics.

Schlingmann: “As Head of Sales for the company’s domestic market, we are in the limelight at all times.”

Tableware  
Germany

30
Field sales employees

1,600
Points of Sale

18
GERMANY

19
GERMANY

InsightsInsights



NORTH AMERICA 

COMPETITORS IN PARTNERSHIP

In April 2012,  Villeroy & Boch and the 
Japanese sanitary ware group Toto 
announced their sales partnership for 
the North American market. In the 
USA and Canada, all of  Villeroy & Boch’s 
Bathroom and Wellness products 
are now available exclusively via Toto 
USA. This is more than a little unusual, 
since the two companies are compe-
titors on every other market. A good 
reason to take a closer look at the 
collaboration.

Early December 2013: Constantin von 
Boch is on the road a lot. On the day 
of our interview, the Bathroom and 

Wellness Division’s Head of Sales for USA 
and Canada can be found in California, whe
re important meetings with the partner Toto 
and specialist bathroom retailers are on the 
agenda. Along with the Chicago area and the 
major cities on the east coast, California is 
one of the most interesting sales regions for 

 Villeroy&Boch. “People here are willing to 
spend what it takes to afford exclusive de
sign,” comments Boch. 
In order to attract the attention of American 
homeowners and project developers — or 
their architects and designers — to 
 Villeroy&Boch products in the first place, a 
broadbased presence in local displays is re
quired. Andreas Pfeiffer, Head of Bathroom 
and Wellness, is sure: “After we tried 

different approaches in the last years to grow on our own, I am 
confident that we are on the right track now with Toto to sustain
ably improve our market position.” Why? Pfeiffer: “Because Toto’s 
distribution power gives us a degree of access to wholesalers and 
showrooms that we could not achieve independently.” In concrete 
terms, this has led to  Villeroy&Boch collections being on display 
at more than 150 showrooms in the USA and Canada since late 
2013, while the number of wholesalers placing regular orders  
has risen from 20 to 65. The number of 
showrooms is set to reach 400 by the end 
of 2014. Constantin von Boch describes  
the expansion of the two partner’s distribu
tion as “aggressive”. “In view of this growth 
vision, our acquisition of the Mexican 
 sanitary ware plant Ramos in 2006 proves 
more and more to be an important step in 
the right direction”, Pfeiffer adds. “With 
this, we are close to the markets in USA and 
Canada and can deliver goods there with a 
low logistical effort.”
To understand the North American market, 
however, it is first necessary to appreciate 
the difficult situation on the ground. Kohler 
and American Standard are the dominant 
providers. Each has a market share of around 
25 %. Logically enough, this means that 
 independent specialist bathroom retailers 
— or dealers, as von Boch calls them — are 
dependent on bonuses from these two com
panies. It goes without saying that  Kohler 
and American Standard would rather not 
have any  competition from  Europe. And the 
dealers are well aware of this — which is why 
they are careful to consider whether it is 
really worth their while including the 
 Villeroy&Boch brand in their displays at the 
risk of irritating the two major players. 
By contrast, Toto has established itself as the number three on 
the North American market over a number of years — and is re
presented in almost every showroom, whether large or small. 
“Which now means that we are too,” explains von Boch with 
pleasure. 
This is how the partnership works in concrete terms: Toto 
purchases  Villeroy&Boch’s products, performs logistics opera
tions from its central warehouse in Atlanta, and is responsible 
for distribution and aftersales service. This means that Toto is 

the contractual partner for all dealers and plumbers. All the 
while, Constantin von Boch and his two sales colleagues take 
care to ensure “that Toto gives our brand the necessary con
sideration and presents our products as we wish them to be 
presented.”
Now it is clear as to why Toto’s sales and service staff were given 
detailed training before the partnership began. To act as “brand 
ambassadors for  Villeroy&Boch” (to quote von Boch), they have 

to understand the concept behind 
 Villeroy&Boch’s collections, the differen
ces in technical specifications compared 
with Toto’s products, and what aspects 
need to be taken into account in installa
tion. Intensive work on the packaging 
concept and logistics also took place be
hind the scenes — tasks that lasted several 
months.
So the benefits for  Villeroy&Boch are 
 clear. But what does Toto get out of the 
cooperation? Firstly, the German products 
with their excellent design are an extre
mely good fit for the technical and functi
onal characteristics of Toto’s ceramics. 
“This means that Toto can satisfy different 
tastes to an even greater extent and positi
on itself on a broader basis,” explains 
Constantin von Boch. “And secondly, Toto 
gets access to products that it does not 
manufacture or market itself, such as de
signoriented wallmounted WCs, mirrored 
cabinets and bathroom furniture. In other 
words, we complement their portfolio su
perbly.” A further argument is the margin 
Toto receives for reselling  Villeroy&Boch’s 
products.
The expected revenue generated for the two 
partners by the sales partnership is cont

ractually fixed. In 2013, the focus was on the setup of distribution. 
2014 will be the first year in which the performance of Constantin 
von Boch and his team is measured against the relevant revenue 
targets. 
But for now, Constantin von Boch is focusing on his next meeting 
in California. And together with his team and Toto as a sales 
partner, he is working on turning the relationship between two 
competitors — which looks unusual at first glance — into a true 
success story. 

Andreas Pfeiffer, Head of the Bathroom and 
Wellness Division: “I am extremely confident that 
we have adopted the right approach with Toto.”

Constantin von Boch, Head of Sales for Bathroom 
and Wellness in North America: “People on the 
east coast, in the Chicago area and in California are 
willing to spend what it takes to afford exclusive 
bathroom design.”

Architectura bathroom collection: timeless elegance with functional, modern aesthetics.
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The objective is clearly defined: 
the Asia /Pacif ic (APAC) region 
shou ld  cont r ibu te  15  % of 
 Villeroy & Boch’s consolidated re -
venue in the medium term. To 
accelerate the necessary growth, 
a dedicated organisation with re -
sponsibil ity for both divisions in 
the wider  Asia / Pac i f ic  reg ion 
was established in 2013. “This 
wil l  al low us to respond more 
quickly and flexibly to local requi -
rements – a key condition for si -
gn i f icant ly  speed ing up our 
growth in this booming region,” 
explains Frank Göring, CEO of 
 Villeroy & Boch.

The APAC organisation is headed 
by Jenny Looi Banning and a 
25strong management team 

spread across various locations in the regi
on, including Singapore, Bangkok, Shang
hai, Hong Kong, Tokyo and Sydney. The 
team consists of officers for central func
tions such as Human Resources, Finance, 
Marketing Communication and Product 
Management as well as country managers 
with responsibility for controlling the ope
rating business of the Tableware and Ba
throom and Wellness Divisions in the res
pective markets. 
“The decentralised organisation, our proxi
mity to the market and the ability to take 

decisions independently will help to support 
our planned growth,” comments Jenny Looi 
Banning, whose career has already seen her 
occupy a number of marketing, sales and 
management positions for international 
brands including Mars and Timberland. 
Looi Banning also expects to see synergies 
from the more intensive crossdivisional co
operation within the APAC organisation. 
“In Tokyo, for example, our Tableware pro
ducts are now represented in the largest 
showroom of the Japanese sanitary ware 
group Toto. And Toto’s local trading partner 
Cera will present  Villeroy&Boch’s Tablewa
re and Bathroom and Wellness products in 
future,” says Looi Banning, citing the first 
results of the new organisation.
She adds that one of the keys to achieving 
the Group’s ambitious targets will be highly 
qualified staff. The majority of the employees 
have been on board for a number of years, 
and the workforce has been expanded in a 
targeted manner over recent months. This 
includes product managers, who need to be 
optimally informed about the demands of 
Asian consumers in order to provide the 
right products, and (online) marketing ex
perts who can improve  Villeroy&Boch’s 
brand recognition, increase its presence  
on the Internet and support sales with  
target groupappropriate communication 

materials. “And, of course, the excellent sales 
staff who ultimately sell our products.” 
Although the foundations have been laid 
over recent months, further challenges lie 
ahead for the APAC management team. 
Communication between the newly establis
hed central functions and the operating 
units is still getting into gear. The number 
of points of sale needs to be increased, as 
does the productivity of the existing points 
of sale. And relevant key performance indi
cators for managing the business need to be 
defined and a rational reporting system im
plemented, reflecting the principle that “you 
can’t manage what you can’t measure.”
And beyond this, Jenny Looi Banning also 
wishes to fulfil the personal mission with 
which she joined the company in August 
2012: “I want to help ensure that, a few years 
from now,  Villeroy&Boch is seen as a per
fect example of a European premium brand 
successively expanding its business in the 
APAC region.” 

Well received in Asia and the Middle East: the exclusive Amadea Royal 
furniture range.

ASIA/PACIFIC 

DECENTRALISED 
ORGANISATION 

FOR MORE RAPID 
GROWTH.
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The moment finally arrived in late 
2013: following several months of 
preparation,  Villeroy&Boch’s on

line experts launched the company’s new 
website for the Chinese market. The aim of 
the comprehensively redesigned site is to 
generate attention and inspire existing and 
potential customers to visit  Villeroy&Boch’s 
showrooms and points of sale.
The Chinese website is also distinct from the 
updated website for European and American 
consumers in many respects. The first diffe
rence: the website is responsive. “This me
ans it is equally suited to desktop PCs, note
books, tablets and smartphones. For 
example, the window and font size are ad
justed automatically depending on the 

In China,  V illeroy & Boch’s Bathroom and Wellness 
products have been marketed mainly in project bu-
siness to date. Now the company is looking to sti -
mulate traditional retail business with smaller regi -
onal dealers. This aim was boosted by the opening 
of a warehouse in September 2013 that will signi -
ficantly improve flexibility in the area of logistics.

When houses in Europe are built or renovated, the owners 
often choose  Villeroy&Boch sanitary products. The 
reason for this is not only the high level of brand awa

reness, the company’s strong presence in displays at wholesalers 
and plumbers and the high quality of the products offered, but also 
the fact that they are readily available. In China, however, the project 
business — equipping office buildings, hotels or highend residential 
complexes — is responsible for most of  Villeroy&Boch’s turnover. 
The business model is now set to be supplemented by a strong se
cond pillar: retail. To date,  Villeroy&Boch has mainly worked with 

larger retailers.“ In future, we intend to expand our retail business 
and increasingly also use smaller regional dealers to reach end 
 consumers who want to set themselves apart from other households 
with premium European bathroom products,” commented 
Andreas  Pfeiffer, Head of the Bathroom and Wellness Division. 
 However, this also means an increase in the proportion of smaller 
and mediumsized customers. The requirements in terms of logistics 
increase substantially when Chinese dealers place timecritical or
ders or purchase small numbers of units for their customers.
To ensure a more flexible response to the demand from Asia, 
 Villeroy&Boch bought the Thai sanitary ware producer Nahm with 
its plant in Saraburi already in 2008. At that time, CEO Frank 
Göring called the acquisition an “important strategic platform in 
the growth market Asia”. And this proved to be true: today, a major 
part of the goods sold in Asia are produced in Thailand.
In order to deliver the products to the Chinese customers as fast as 
possible, a dedicated local warehouse was opened in 2013. The faci

lity in Huaqiao — around 40 ki
lometres west of Shanghai — co
vers approximately 1,000 square 
metres and is home to some 950 
palettes and around 200 pro
ducts. The first deliveries left the 
new warehouse in September 
2013. Preparations lasting several 
months had to be undertaken 
before the first packages could 
be shipped. 
But Pfeiffer is certain that it was 
worth the effort: “After all, we 
have already expanded our field 
sales team, thereby laying the 
foundations for another surge in 
demand.” And improved pro
duct availability means the sales 
force now has an important ar
gument on its side. 

CHINA 

NEW WEBSITE  
FOR END CONSUMERS IN CHINA.

Project business has been the main revenue driver in China to date – now the company is intensifying its retail business.

Project manager Christel Hassel: “Our website is aimed at inspiring customers 
to make a purchase.”

BATHROOM AND WELLNESS:  
RETAIL BUSINESS TO BE EXPANDED.

device being used,” explains project mana
ger Christel Hassel. This systematic focus 
on mobile devices is particularly important 
for the Chinese market because smartpho
nes already command an aboveaverage 
share of the local market, and their growth 
shows no sign of stopping. The second dif
ference is the implementation of the design, 
which is dictated by the higher positioning 
of  Villeroy&Boch’s products in China. Has
sel: “Our products are positioned between 
the premium and luxury segments in Chi
na, so our brand presence has to be even 
more highquality than its European 
counterpart.” 
The content of the website is also import
ant: while consumers in Europe are already 

sufficiently aware of  Villeroy&Boch’s long 
history, this aspect is being brought to the 
forefront in Asia. Hassel: “The Asians are 
fascinated by our GermanFrench roots 
and the story of the origins of our company 
in the mid1700s. This tradition is one of 
the reasons they buy our products.” Ano
ther reason is the list of prominent custo
mers served by the company over the years, 
from Princess Diana through to numerous 
Popes and European royal families. This 
plays a significant role in the perception of 
 Villeroy&Boch as a premium brand. “Our 
task is to communicate this brand identity 
to the end consumer online,” summarises 
Hassel. Bringing across the European lifes
tyle, and particularly the European food, 
drink and bathroom culture, is also import
ant for the Chinese market. Accordingly, 
the website offers visitors content on topics 
such as red wine, which is becoming in
creasingly fashionable in China. “Our aim 
is for Chinese customers to feel that they 
can learn something about European 
 culture by visiting the  Villeroy&Boch 
 website,” explains Hassel. “And, of course, 
our products should inspire them and 
 appeal to them so that they visit our  
points of sale with a view to making a 
purchase.” 
Although it was launched at the turn of the 
year, work on the website is far from com
plete. As well as producing additional cont
ent, the online specialists are working on 
strategies for search engine optimisation and 
advertising. After all, as Hassel puts it: 
“Things never stand still on the Internet — 
least of all in China.” 

CHINA
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JAPAN

Anniversary celebrations extend to Japan
 Villeroy & Boch’s 265th anniversary was also celebrated in Japan – with the fes-
tivities lasting a whole week. Mitsukoshi Nihonbashi in Tokyo, one of the coun-
try’s most prestigious department stores, played host to a presentation of his-
torical  Villeroy & Boch products and the latest Tableware collections. “Japanese 
people are generally extremely interested in the background of a brand and not 
just the products themselves,” commented Hirotaka Ogawa,  Villeroy & Boch  
Managing Director for Japan.

Hai Ye, the Head of China for both 
 Villeroy&Boch divisions, and his 
team were faced with a Herculean 

task in the summer: to find a suitable way of 
celebrating  Villeroy&Boch’s 265th anniver
sary with key customers and partners. “After 
all, the history and tradition of a company 

and a brand are extremely important in Chi
na, because the country itself can look back 
on an extensive (cultural) history,” explains 
Ye, who comes from Beijing and studied 
mechanical engineering in Germany bet
ween 1990 and 1996.
No wonder, then, that around 150 guests 
accepted the invitation to the Sinan Mansi
ons in Shanghai’s popular French area under 
the motto “Tradition shapes the future”. The 

most important customers were in attendan
ce, designers and architects, professionals 
from the hotel and restaurant industry, as 
well as some 35 journalists from the interna
tional and local design, lifestyle and business 
press.
The evening event was a success, not least 
thanks to the presentation and live sale of 
an anniversary edition designed exclusively 
for the Chinese market: “Amazonia meets 
Masterpiece”. This limited series consists of 
38 large bowls from each of the 
collections New Wave, 
Flow and Urban Na
ture with an ele
gant Amazonia 
decor. All of the 
pieces are numbe
red, making them abso
lutely unique. “We are well 
aware of the exquisite taste of Chi
nese consumers,” commented Nicolas Luc 
 Villeroy, Head of the Tableware Division, 

while moderating the sale. What makes the 
edition particularly special is that each piece 
is accompanied by a certificate of authenti
city handsigned by  Villeroy — a gesture that 
was highly appreciated by the Chinese 
buyers. And as if that was not enough, some 
even asked  Villeroy to autograph the cera
mics. This was something he had not anti
cipated. “We are well aware of  

the exquisite taste  
of Chinese consumers.”

CHINA/JAPAN

265 YEARS OF  VILLEROY&BOCH  
HIGH DEMAND FOR TRADITION IN THE  

FUTURE MARKET OF CHINA.

The notion that India offers signifi-
cant potential for the  Villeroy & Boch 
brand is nothing new. The middle 
class and its purchasing power are 
expanding, the number of millionai-
res is on the rise, and a wide range 
of international premium brands are 
discovering the sub-continent to be 
a highly attractive market. Follo -
wing a first attempt between 2006 
and 2010,  Villeroy & Boch has reor-
ganised the distribution of its Tab-
leware products: a joint venture 
with Genesis, India’s most success-
ful luxury retail company, now has 
sole responsibility for distributing 
crockery, cutlery, glass and more.
“Genesis already works with a number of 
premium and luxury brands, such as Bur
berry, Giorgio Armani and Bottega Veneta, 
and has the necessary expertise and knowled
ge of the market to ensure the successful dis
tribution of our products, too,” commented 
 Villeroy&Boch Head of Tableware  Nicolas 
Luc  Villeroy on the launch of the cooperation 
in June 2013. “The Indian market for luxury 

products has enjoyed continuous growth over 
recent years. For us, this means the partners
hip with Genesis comes at exactly the right 
time for us to step up our local presence.”
The first  Villeroy&Boch store, at the Palladium 
Mall in Mumbai, was opened in August by 
Management Board member  Villeroy and Ge
nesis MD Sanjay Kapoor. Guests included 
affluent customers, important distributors, 
local celebrities and representatives of the press. 
 Villeroy describes the store, which is around 
100 square metres in size, as “groundbreaking 
in every respect”. The environment of the luxu
ry shopping district is particularly distinguished 
and the store design corresponds to that of the 
latest premium flagship stores in Europe, pre
senting the full range of products for highqua
lity table settings. Sanjay Kapoor: “With its 
conviction that luxury should be something you 
experience and not merely something you pay 
for,  Villeroy&Boch quite literally brings 265 
years of tradition, innovation and outstanding 
design quality to the table.”

Since January 2014, customers in India have 
also been able to buy  Villeroy&Boch pro
ducts in Bangalore and Kolkata, and a further 
13 stores are set to open nationwide between 
now and 2018. 

Villeroy&Boch sees the Indian luxury seg
ment as a growth market not only for the 
Tableware Division, but also for its sanitary 
ware products. The company’s Bathroom 
and Wellness products are currently available 
from 25 showrooms and 20 dealers. 
Although the highend market in India is se
eing considerably slower development than 

in the other BRIC nations, Thorsten Bies 
(Head of Sales Middle East, Africa and India) 
believes that design and qualityoriented 
consumers offer significant potential in the 
medium term. Bies states the objective clearly: 
“We want to be the first choice in India when 
it comes to premium and luxury products for 
Bathroom and Wellness.” 

INDIA

JOINT VENTURE WITH  
GENESIS BOOSTS 

 TABLEWARE DISTRIBUTION.

BATHROOM AND WELLNESS

Nicolas Luc Villeroy, Head of the Tableware Division 
(right), opens the first Villeroy & Boch store in India 
together with Genesis MD Sanjay Kapoor.

Samarkand Rubin:  
a popular range of gift items 
becomes a premium collection.

Bathroom and  
Wellness India

25 Showrooms 20 Dealers

An anniversary edition celebrating the company’s 
265th birthday: “Amazonia meets Masterpiece”.
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Villeroy&Boch celebrated its 265th 
anniversary around the world in 
very different ways. In the Middle 

East,  Villeroy&Boch came together with the 
leading local interior design magazine 
Emirates Home to launch a design compe
tition. The task was to design an Arabianin
spired decor for selected items. After exami
ning a large number of submissions from 
local designers in summer and autumn 2013, 
Nicolas Luc  Villeroy selected the winners 
together with the editorinchief of the ma
gazine, Alpana Depala, in December. The 
“Abeer” design by the Dubaibased designer 
Maher Aboul Housn was produced as a li
mitededition buffet plate and coffee mug 
and is now being sold in the United Arab 
Emirates. The plate is limited to 265 pieces, 
each of which is numbered.

UNITED ARAB EMIRATES

VILLEROY&BOCH PROMOTES 
LOCAL DESIGN TALENT  
IN THE MIDDLE EAST.

Nicolas Luc  Villeroy looks back on a success
ful and inspiring project: “Maher’s design 
brings together stylistic features of the tra
ditional and the contemporary. With ‘Abeer’, 
he pays respect to Arabic calligraphy, which 
is muchloved in the region, and raises it to 
a new level using expressive, fresh colours 
combined with an elegant gold trim. The 
product management and sales teams invol
ved in the project consider these characteri
stics to be an extremely good fit for the 
 Villeroy&Boch brand and the Middle East 
region, and I very much agree.” 

The winning “Abeer” collection by Maher A. 
Housn. The local design competition was 
organised in conjunction with Emirates Home 
magazine.

The limited edition is being sold in a total of seven 
Villeroy & Boch stores in Dubai and Abu Dhabi, 
including at the largest shopping centres, Dubai 
Mall and Mall of the Emirates.

Nicolas Luc  Villeroy’s destination on 
19 September 2013 is Riyadh. The 
capital of Saudi Arabia, which has 

a population of five million, is about to 
become home to the country’s largest 
 Villeroy&Boch Tableware store. This is rea
son enough for the Head of the Tableware 
Division to pay a visit.
The journey to the new store takes 
 Villeroy right into the heart of the Saudi 
capital. The surroundings on Tahlia Street 
are appealing and some other premium 
brands have already opened stores in the 
vicinity. “An optimal environment for us,” 
comments  Villeroy. The first sighting of 

the sales floor is no less positive. On an 
area of around 250 square metres, 
 Villeroy&Boch presents its latest crock
ery series, glassware, cutlery, gift items and 
home accessories. Nicolas Luc  Villeroy 
describes as “endtoend” the approach of 
offering complete Tableware worlds to 
customers. 
However,  Villeroy is not just here to take 
a look at the new store. He also has a mee
ting with representatives of the Sara 
Group. Sara, which is short for Saudi Ara
bia Agency, has been  Villeroy&Boch’s 
local trading partner for a number of ye
ars. Sara is responsible for the distribution 

of both Tableware and Bathroom and Wellness products in the 
Middle East. “This region is a growth market for us,” notes 
 Villeroy. “Our status as a premium brand is an extremely good match 
for the requirements of local consumers. This is also the reason why 
numerous luxury hotels and restaurants rely on our products.”
Sara and  Villeroy&Boch are always on the lookout for new store 
locations with a view to expanding the distribution network. The 
partners’ next objective is to open additional stores in the United 
Arab Emirates. To date,  Villeroy&Boch has 55 points of sale for 
Tableware products and 20 for Bathroom and Wellness products 
in the Middle East.
But the focal point on this September evening is the opening of 
the store in Riyadh. The event is attended by guests of honour 
including German Ambassador Dieter W. Haller, as well as nu
merous representatives of the regional media. All of them are 
waiting for the big moment: the symbolic cutting of a birthday 
cake, specially designed for this evening in an Arabian style, to 
mark the 265th anniversary of  Villeroy&Boch. 

SAUDI ARABIA

NEW  
 VILLEROY&BOCH STORE 

OPENS IN RIYADH

The largest Villeroy & Boch store in the region 
opened its doors in Riyadh in September 2013.

The latest collections in the new Tableware store. 
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