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We celebrated a milestone anniversary in 2018: Our company was founded 270 years ago. Over 

the centuries, Villeroy & Boch has successfully reinvented itself time and time again – and I 

believe this to be one of the key factors in our success. After all, as the saying goes, nothing 

is more constant than change. To be successful in the long term, you have to evolve, adapt to 

new conditions, challenge yourself and see change not as a risk, but as an opportunity.

Changes are often initiated by young employees. They bring new ideas, perspectives and 

points of view to a company. This is why it is important for Villeroy & Boch to attract young 

people. We offer them various ways of starting their career with us, from traditional apprenti-

ceship or dual study programmes through to our junior management programme for gradua-

tes. Whatever path they may choose with us, we give motivated young people the opportunity 

to take on challenging and responsible tasks and actively shape our change and the future of 

our company.

I hope you enjoy reading the magazine.

Yours,

Frank Göring
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HOW A SHOWER TOILET 
CONQUERS THE BATHROOM

It is one of the success stories in the Bathroom and Wellness division: the ViClean shower toilet. 

In Asia, shower toilets accounted for almost 25 percent of revenue in 2018. And they are 

 becoming an increasingly common sight in European bathrooms too. In this interview, Kirsten 

 Wienberg, Head of Global Product Development&Design for Bathroom and Wellness, explains 

why and describes what makes the ViClean-I 100 model so special.



5

V I C L E A N

COMFORT IN THE BATHROOM

Ms. Wienberg, what is meant by a shower 

toilet? What advantages does it offer over a 

“normal” toilet?

With a shower toilet, cleaning takes place 
using water instead of toilet paper. This signifi-
cantly improves personal hygiene and ensures 
greater cleanliness and well-being.

How does the market for shower toilets 

look right now and what role does it play 

for Villeroy & Boch?

Villeroy&Boch has been addressing the  topic 
of shower toilets for many years now. We have 
been represented with our own model on 
the Asian market since 2011 and in Europe 
since 2013. However, the market situation 

differs from country to country and needs to 
be  looked at individually. For example, while 
almost every household in Japan has a shower 
toilet, in other countries they are still found 
almost exclusively in hotels or care facili-
ties. One thing is clear: The shower toilet is 
a product that still has considerable revenue 
 potential.

How do you explain the fact that shower 

toilets have long been commonplace in Asia 

in particular but are only now enjoying 

 popularity in many Western countries?

One reason is the Asian culture and the im-
portance placed on cleaning with water. House 
design in Japan also plays a role. The lavatory 
is often separate from the bathroom and out-
side the living areas, meaning it is not heated. 
Cleaning with warm water offers additional 
comfort. In Western countries, particularly in 
southern Europe, bidets are used for cleaning 
with water. As the shower toilet combines the 
functions of a toilet and a bidet in a single pro-

duct, however, it is also becoming increasingly 
popular in Europe. Many people encounter it 
on their travels and want the same comfort in 
their everyday life.

So the comfort aspect is an important one …

Absolutely. The trend towards comfort and 
a feel-good atmosphere has also reached the 
bathroom. Shower toilets enable comfortable 
and pleasant cleaning, particularly thorough 
and gentle with warm water. Shower toilets 
are also recommended by doctors.

Villeroy & Boch has revolutionised the design 

of shower toilets with the ViClean-I 100. How 

does it differ from other shower toilets?

Aesthetics in the bathroom are extremely im-
portant. A toilet needs to fit into the overall 
bathroom concept. The first models of shower 
toilet to hit the market were seen by many peo-
ple, particularly in Europe, as futuristic and 
hence aesthetically unappealing. In developing 
the ViClean-I 100, our aim was to integrate 
the technology in such a way that it is not 
immediately obvious whether it is a shower 
toilet or a conventional toilet. In this way, the 
 ViClean-I 100 has set a new design standard 
for shower toilets.

For whom is the ViClean-I 100 suited?

For everyone, basically! The shower toilet 
gives people with physical limitations more 
independence. But it is also ideally suited for 
families. Before using a shower toilet, children 
should be shown exactly how it works. The 
ViClean-I 100 is a suitable entry-level model 
for all target groups, from the hotel industry 
and care facilities to private households. The 
intuitive remote control makes it especially 
easy and uncomplicated to use.

Ms. Wienberg, thank you for talking to us!

Shower toilets enable comfortable cleaning with water. Smart home features and the 

growing integration of technology are providing additional comfort in the bathroom. 

For example, some shower toilets can play music or have seat heating, a night light 

and other benefits for greater bathroom comfort.
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WANTED: MOTIVATED YOUNG 
TALENTS WITH CURIOSITY

Creativity drivers, talented communicators, technology lovers: Villeroy&Boch is always on 

the lookout for young talents. The company has various ways of helping young employees to 

begin their career. From traditional apprenticeship and dual study to the junior management 

 programme, the options are as varied as the tasks.
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T R A I N I N G  AT  V I L L E R OY  &  B O C H

• Three-year or three-and-a-half-year vocational training in a commercial or industrial / technical profession

• Dedicated training workshop for industrial / technical apprentices

• Possibility to participate in internal advanced training courses

The apprentice mechatronics technician 
Julia Schmitt is in the second year of her 
apprenticeship at Villeroy&Boch. She disco-
vered her passion for fixing and assembling 
things through her uncle, whom she helped 
to repair classic cars from an early age. Her 
careers advisor made her aware of the mecha- 
tronics apprenticeship.

How did you come to apply to train as a 

mechatronic at Villeroy & Boch?

I have long known what I wanted to do with 
my career. I did a technical internship while  
I was still at school, and I have always enjoy-
ed fixing and putting things together in my 
spare time. Getting a position as a apprentice 
mechatronics technican at Villeroy&Boch 
was a real stroke of luck. There are very few 
companies in the region that even offer this 
kind of apprenticeship. 

As a woman working in mechatronics, are 

you still more the exception than the rule?

I am. Very few women have opted for a tech-
nical career to date, even though they offer 
good advancement and earnings opportuni-
ties. At Villeroy&Boch, there is also a female 
electrician in her first year of training and an 
industrial mechanic in her fourth year – but 
I have never experienced any prejudice or 
issues with other apprentices because of my 
gender.

What characteristics do you need for the 

apprenticeship?

The tasks and activities primarily involve 
physical work, and that isn’t for everybody. 
In mechatronics in particular, you also need 
to be flexible, as you are working at the meet-
ing point of three different fields: mechani-
cal engineering, electrical engineering and 
information technology. However, other ap-
prentices are always happy to assist. We help 
each other, and the older ones support the 
younger ones.

What do you particularly enjoy about the 

apprenticeship?

Training to be a mechatronics technican is 
extremely complex. It covers areas such as 
manufacturing metal parts, pneumatic con-
trols and robotics. I particularly enjoy tasks 
involving electronics and working on pro-
grammable logic controllers.

What are your career ambitions?

I will complete my apprenticeship in mid-
2020. I want to start by getting some work 
under my belt, but at some point I definitely 
want to qualify as a master technician or cer-
tified engineer.

How would you sum up your experiences 

at Villeroy & Boch in three words?

Varied, informative, challenging.

For more 
information: 

FACTS

APPRENTICESHIP
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Kristin Jager took a dual study programme 
in business administration with a speciali-
sation in industry. The partnership between 
 Villeroy&Boch and the Akademie der Saar-
wirtschaft (University of Cooperative Educa-
tion) in Neunkirchen was the ideal opportu-
nity for her to combine theory and practice. 
She completed her studies in 2017 and now 
works in Corporate Brand Licensing.

What was important to you when choosing 

your training?

As I was approaching my school-leaving 
exams, I only had a vague idea of what ac-
tually happens at a company. This is why it 
was especially important for me to supple-

ment my theoretical knowledge with practi-
cal insights. I was particularly excited by the 
prospect of being able to combine these two 
aspects right from the start. Another big plus 
is that, on a dual study programme, you earn 
money immediately after leaving school and 
you already have some work experience un-
der your belt when you graduate and begin 
your career. This was the perfect blend as far 
as I was concerned!

How is the day-to-day life of a student on a 

dual programme?

The course involves alternating theoretical 
and practical phases lasting several weeks. 
The theoretical study takes place at the Aka-
demie der Saarwirtschaft in Neunkirchen, 
while practical experience is gathered in vari-
ous areas of the company and through the ac-
companying seminars and training sessions. 
The expertise gained is then put into practice 
with smaller projects within the company 
that are assigned to students.

In which areas of Villeroy & Boch were you 

able to apply your knowledge?

As a student, I worked in various areas of 
the company. I got to know Central Procu-
rement, Online Marketing, PR and Treasury, 
as well as HR and Talent Management. In ad-
dition to the network this helped me build 
within the company, the knowledge I gained 
during the practical phases of my studies also 
benefits me in my current role in Corporate 
Brand Licensing.

What would you say to young people who 

are looking for the right training for them?

You should start by thinking of where your 
professional interests lie. Talking to family 
and friends can be useful. As soon as you 
have made up your mind, you should look 
closely at potential employers. This helps you 
to find the right company while also prepa-
ring you for the application process with your 
employer of choice.

What characteristics do you need for the 

dual study programme at Villeroy & Boch?

You need to be passionate about the subject 
area you are studying and interested in com-
bining the content with practical work in the 
field. Independence and a willingness to take 
responsibility for projects within the compa-
ny are presumed. I also think discipline and 
stress tolerance are important: A dual study 
programme requires you to reconcile the de-
mands of your studies and your work, and – 
unlike a traditional course – there are no 
breaks between semesters, for example.

How would you sum up your experiences 

at Villeroy & Boch in three words?

Varied, responsible, exciting.

• Theoretical and practical phases alternate in six-week blocks

• Partnership with Akademie der Saarwirtschaft (ASW) and Baden-Württemberg Cooperative State University (DHBW)

• Bachelor studies in business informatics (ASW), business administration (ASW) or business administration with a speciali-
sation in construction, building services and electrical engineering (DHBW)

For more 
information:

DUAL STUDY

FACTS
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After completing his master’s degree in pro-
cess engineering at Freiberg University of 
Mining and Technology, Thomas Sauer re-
turned to his home region of the Saarland. In 
2015, he began his career at Villeroy&Boch 
as a junior manager for engineering.

Why did you apply to the junior manage-

ment programme at Villeroy & Boch?

I was excited by the prospect of working for 
an international company and the job rota-
tion aspect, which meant getting to know 
different areas of the company, different 
working methods and different mentalities. 
 Villeroy&Boch’s junior management pro-
gramme offers all of this and more.

In which areas of the company did you 

work during the programme?

I started in the technology department at the 
Tableware plant in Merzig, then spent time at 
the Torgau plant and the sanitary ware plant 
in Mettlach. This was followed by a position 
at Bathroom and Wellness operations ma-
nagement in Mettlach, which is responsible 
for all matters relating to production and 
technology across all of the plants. The ju-
nior management programme allowed me to 
use smaller and bigger projects to gradually 
learn what is relevant for their planning and 
realisation.

Was there anything that surprised you 

about the training?

The fact that you can take on considerable 
responsibility even as a junior manager.

What characteristics do you need for the 

junior management programme?

Generally speaking, you need to be open to 
new ideas and new experiences, as you will 
often be working in interdisciplinary teams. 
As a young person in particular, it is import-
ant not to throw in the towel when a project 
doesn’t go to plan. This is all part of learning 
and growing.

For more 
information: 

JUNIOR MANAGEMENT PROGRAMME

• 36-month career entry programme for graduates in the areas of Finance / Controlling, Human Resources, Engineering, 
Marketing, Online Marketing, Digital Unit, Supply Chain Management / Procurement, Sales, IT

• Practice-oriented programme with a focus on learning by doing and targeted management training

• Job rotation with up to six positions covering all areas of the company and relevant departments

FACTS

How would you describe your time at 

 Villeroy & Boch in three words?

Exciting, innovative, international.

T R A I N I N G  AT  V I L L E R OY  &  B O C H



I N S I G H T S

10



K AT E G O R I E

11

NEW LOOK FOR 
ANNIVERSARY

Old Luxembourg and Wildrose are two of the Villeroy&Boch’s classics and still 

 bestsellers today. For the company’s 270th anniversary, they have been reinterpreted and 

redesigned. The result: Two modern collections that make any table a feast for the eyes – 

either by themselves or in combination with their traditional predecessors.
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The classic Old Luxemburg and Wildrose designs served as the  template 
for the new Vieux Luxembourg Brindille (left) and Rose Sauvage 
 collections.

The small, cobalt blue sprig called “brindille” has been blosso-
ming for more than 200 years, but has lost none of its beauty. It is  
Villeroy&Boch’s oldest décor. “The Vieux Luxembourg Brindille 
 collection brings a modern revival to the brindille. We have simplified 
its form and enlarged or cropped individual elements of the original 
design. We have also played with the blue and white background,” 
explains Product Manager Anne Rottleb.

Wildrose is also a classic among Villeroy&Boch’s collections. It has 
been a part of the range since the 1960s, and has since achieved 
cult status. This reinterpretation – called Rose Sauvage – takes the 
 classic flowering Wildrose motif and reimagines it on simple, modern 

 shapes. Fresh colours and the floral design in relief make Rose Sau-
vage especially pleasing to the eye.

Anne Rottleb adds: “Our goal was that the reinterpretations should 
not take the place of the classic designs, but rather augment them. 
Both Vieux Luxembourg Brindille and Rose Sauvage can be excel-
lently paired with their historical predecessors – creating an exciting 
fusion of old and new.”
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E M P LOY E R  B R A N D I N G

The job portal is often the first point of contact between the com-
pany and potential new employees. This makes it all the more 
important for it to give an impression of how it is to work for 
 Villeroy&Boch. And how better to achieve this than with images 
that show the working environment as well as Villeroy&Boch’s 
employees? With this in mind, employees were photographed 
 while at work in summer 2018. The result: authentic photographs 
that whet the appetite for working at  Villeroy&Boch. Uljana 
 Veresokin is one of the employees who took part in the photo shoot: 

“When I applied after completing my studies in 2016, it was very 
important for me to get a first impression of the working environ-
ment in advance. For many applicants, a modern workplace and 
friendly colleagues are key criteria when it comes to choosing a job. 
I am happy to have helped Villeroy&Boch to show that it offers both.”

AUTHENTIC, MODERN AND 
FRIENDLY

The Villeroy & Boch job portal can be found here: 

“Employees inspiring new employees” was the theme of a photo shoot in which 

Villeroy&Boch employees were photographed for the company’s careers page.
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CREATIVE PARKING
Creativity is as much an integral part of Villeroy&Boch as the Old Abbey is of Mettlach. 

Just how far this can be taken is illustrated by the multi-storey car park on the company’s 

premises, featuring a new “Urban Art” look courtesy of the Quintessenz artistic team. 

The result is both bold and inspiring.
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U R B A N  A RT  I N  T H E  C A R  PA R K

Wall surface of 1,400 square metres | 

5 artists | around 800 working hours to 

apply the mural | 370 litres of wall paint | 

882 spray cans

Stefanie Eimesser and Béatrice Jungblut (Villeroy & Boch Corporate 
 Marketing) with artists Tomislav Topic and Thomas Granseuer (from 
right).

More insights 
in the video.

Grey, sad, dismal: adjectives that would apply to most multi-storey car 
parks around the world. Now, Villeroy&Boch demonstrates that it 
doesn’t need to be this way. As part of the Mettlach 2.0 site develop-
ment project, the Quintessenz artistic team has been working with 
their spray cans to create a new look over a surface area of some 
1,400 square metres. The result is a dynamic and colourful collage 
combining current Villeroy&Boch products with historic decors and 
guaranteeing a positive start to the working day. The Insights team 
spoke to the artists about their work.

Mr Granseuer, Mr Topic, with the help of your team, you have created 

a new look for the Villeroy & Boch car park – what was your main 

aim in this project?

Tomislav Topic: We wanted to create a modern and dynamic artwork, 
bringing together products from both of the company’s divisions. 
A free design subtly featuring different products was intended to spark 
new visions. We took components such as the “Mettlacher Platten” 
ceramic tiles out of their context and applied them in graphic form 
to the wall. A three-dimensional array of cups, plates and washbasins 
now flies over the wall space. Bringing Villeroy&Boch products toge-
ther in unexpected ways in a collage was an exciting challenge.

How do your Urban Art creations come into being?

Tomislav Topic: The first draft is drawn up on paper as this manual 
step allows greater creative scope. This then provides the foundation 
for the first composition sketches on the computer, along with coordi-
nating elements and graphics. Throughout the entire design process, 
we need to keep the final dimensions of the graphics on the wall at 
the back of our minds, as something that looks aesthetic on the screen 
can lose its expressive force on the wall. To apply the design to the 
wall at Villeroy&Boch, we used a projector to simulate the observer’s 
viewing angle and prevent distortions caused, for example, by pillars 
or offsets in the wall. To create the actual wall design, we work with 
spray cans and acrylic paints or emulsions. These materials convey a 
certain characteristic style. For the base and to create sharp, clearly 
defined edges and shapes, we use acrylic paint. Spraying, on the other 
hand, allows smooth transitions, precise shadows and therefore depth.

You have already been commissioned to create designs for different 

companies. What makes these so special?

Thomas Granseuer: The exciting thing about working with clients 
such as Villeroy&Boch is creating a result that meets the client’s ex-
pectations while at the same time conveying our visions as designers 
and artists. Our task is to find a synergy between product, client and 
our working method or style. And in this case, I think we have suc-
ceeded!

FACTS AND FIGURES
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At the start of her trainee programme, Elke Novak held a washbasin 
made of unfired ceramic material in her hands – and the clay-coloured 
material immediately captivated her. Today, she has been working for 
Villeroy&Boch for around 27 years, holding various positions and 
seeing many developments within the company along the way.

After joining the company as a marketing trainee, she was appointed 
as a marketing coordinator in France. “Back then, moving to France 
was a big step. It would be like relocating to Asia now,” explains Elke 
Novak. At the time, she held the company’s only national marketing 
role. Today, similar positions are held by several people.

CERAMIC PRODUCT 
MANAGEMENT OVER THE 

YEARS
Internationalisation and digitalisation: Elke Novak – Head of Bathroom Ceramics 

Retail Product Management – offers an insight into how her workplace has changed 

during her time at Villeroy&Boch.

Elke Novak: Head of Bathroom Ceramics Retail Product Management
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D E V E LO P M E N T  O F  T H E  WO R K P L AC E

After two and a half years, she returned to 
Germany and joined the ceramic product ma-
nagement team in Mettlach, where she was 
responsible for new product development 
and the product range – as she still is today. 
“We set high standards for our ceramics and 
this product area is immensely important to 
the company,” says Elke Novak. She is aware 
of this responsibility, and she and her team 
observe the market, the prevailing trends and 
the company’s own product range, calculate 
prices and develop products that meet the 
needs and requirements of end customers – 
just as they always have. “Bathroom aesthe-
tics are extremely important to our custo-
mers. A washbasin with thin walls and clearly 
defined edges or products with a small radius look modern and are 
something special. But delicate edges and corners are a real challenge 
when it comes to ceramic production,” she explains. A problem with 
a solution that represents a big success in the field of ceramic develop-
ment: TitanCeram. “TitanCeram is a ceramic material that opens up 
new possibilities in product design by allowing impressively delicate 
shapes. It was a huge leap forward,” explains Elke Novak.

This development was made possible by close cooperation between 
development engineers and the production specialists whose task is to 
work out how innovations can be realised. Although this partnership 
has intensified in recent years, the basic principles of their work have 
remained similar. However, the rise of digitalisation has allowed pro-
cesses to be adjusted and simplified. “Data research used to look very 
different. Not everyone had their own computer, and it took a lot of 
effort to find the necessary data for preparing analyses, for example. 
I had to go to the respective department and ask them in person. I 
would then be given a pile of continu-
ous form paper containing tables with 
varying degrees of clarity, and I had to 
search for the relevant data myself. To-
day, I can simply pull data and analyses 
from the system – whenever and where-
ver I want,” says Elke Novak. Another 
thing that has been changed by digitali-
sation: “Designers used to deliver hand 
drawings or models and the products 
were developed manually. Nowadays, 
all of that is digital.”

Digitalisation and the Internet have 
had a huge impact on business. Today, 

there are new ways of providing consumers with information. Price 
lists and photo brochures are still printed, but in relatively small num-
bers. Elke Novak used to be surrounded by paper; nowadays, she can 
find (almost) everything online. Consumer campaigns used to run in 
magazines, whereas now they mainly take the form of online cam-
paigns. “They are far more varied, and we have all kinds of options for 
targeting consumers that we never had before,” she adds.

As the Internet has become more important, so too has international 
business. “Our international activities have changed significantly over 
the years. Nowadays, our approach is geared far more specifically to 
the individual countries and markets. This has made our work con-
siderably more complex,” says Elke Novak. After all, each country 
has its own habits and standards that product management has to 
take into account. To achieve this, there is a close dialogue between 
the Mettlach-based employees and their colleagues in a wide range 
of countries who have extensive knowledge of the respective coun-

try-specific requirements and cultural 
habits. “Today, we are a far larger, 
highly international team. For exam-
ple, early this year I welcomed a junior 
manager from Mexico. This is great to 
see, and it is important for product de-
velopment, too. Different cultural back-
grounds mean new ideas and impetus,” 
says Elke Novak. And good ideas are 
essential for product development. 
 After all, one aspect of the job of pro-
duct manager will never change: It is 
always about developing the products 
for the bathroom of tomorrow.

DIGITALISATION

HAS CHANGED

THE WAY

WE WORK.
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In addition to high-quality bathroom furniture, Villeroy&Boch has offered its own 

range of home furniture since the start of 2019. Insights discovers what makes the 

Mosaïque collection so special.

LIVING WITH 
VILLEROY&BOCH
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H O M E  F U R N I T U R E  P R O G R A M M E

THE PARTNERS

Around the world, Villeroy&Boch is known for the high-quality 
products from its Tableware and Bathroom and Wellness divisions. 
“The new range of home furniture complements our core business 
of Tableware and Bathroom and Wellness. Our range of products 
for the home is supplemented by our licensed laminate and lighting 
products,” explains David Jakob, responsible for licensed products at 
Villeroy&Boch. The company now offers an end-to-end concept for 
modern living.

“In developing the products for the Mosaïque collection, we focused 
on two aspects in particular,” Jakob says. “Firstly, with living areas 
increasingly growing together, every piece of furniture other than the 
bed and the wardrobe needs to be able to fit well in any room. The 
colour, material and fabric variations mean the collection caters to 
every taste.” Open-plan kitchen, dining and living space has long been 
a feature of modern living. Now bathrooms are increasingly also ope-
ning up and combining with bedrooms to form common areas for 
relaxation and well-being.

What makes the Mosaïque home furniture collection special is the 
Villeroy&Boch brand DNA it displays in various interpretations. The 
rhombus motif – the first décor on the Mettlach tiles developed by 
Eugen Boch in the 1850s – features on the wall units, armrests, chair 
backs, fronts and headboards. Whether woven into the fabric, cut into 
the wood or deep-drawn into the leather, they make each piece dis-
tinctive. And anyone who only wants to use the rhombuses to add 

Get more insights in the video.

For its home furniture range, Villeroy & Boch is working 

with four high-profile licensing partners. Collection C is a 

specialist for modular living room and dining room furni-

ture, FEY & Co. is a pioneer for box-spring and upholstered 

beds for the German market, geha specialises in bedroom 

furniture and individual space solutions, and W.Schillig is 

helping to make the project a success with its expertise in 

upholstered furniture and dining room chairs and benches. 

All four partners are German companies with the same high 

quality awareness as Villeroy & Boch and a keen instinct for 

dealing with brands.

specific highlights can also do so: The furniture can be purchased in 
selected stores with or without the motif. Needless to say, the furnitu-
re also reflects Villeroy&Boch’s core competency: ceramics. The ma-
terial is used not only in the living room and dining room tabletops, 
but also in the eye-catching doors on the highboards.

Villeroy&Boch’s entire home furniture collection is perfectly coordi-
nated. David Jakob: “Other brands and manufacturers tend to adopt 
a selective approach to development – usually with a full focus on a 
single piece of furniture. It is extremely rare to think in terms of a 
whole collection built on an overarching idea. If the couch and the 
wardrobe happen to match, it is more by luck than by design. This is 
why our new mindset has met with such enthusiasm among retailers.”
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O. N OVO  K I D S

CROWDSTORMING

In developing O.novo Kids, Villeroy&Boch has tapped a new market – and broken new 

ground in its development process in order to do so. This is because a bathroom  

collection especially for sanitary areas in crèches, nurseries and primary schools demands 

the appropriate expertise.

Crowdstorming platforms are where creative minds can 

submit design ideas for a variety of projects tendered by 

companies in addition to rating others’ ideas. The best ideas 

win prize money.

“The need for new and modernised buildings in educational construc-
tion has risen sharply in the last few years, and so it has also become 
a relevant market for Villeroy&Boch,” says Thimo Franke, Head of 
Sales for DACH Property, about the move into the new market. At 
the same time, there are different requirements in the planning of 
modern educational buildings: They have to satisfy high design and 
facility standards. This is because the architecture and the design not 
only have to look good, but they also have to specifically aid children 
in their learning and development. This also includes using the sani-
tary facilities by themselves: This boosts children’s self-confidence on 
the one hand while also helping out their educators. Villeroy&Boch 
therefore set out to create a high-end bathroom collection for children 
that combines fun and functionality.

In developing the design, product developers sought out the help of 
the jovoto crowdstorming platform community: In total, 51 ideas and 
product suggestions were submitted through jovoto, from which the 
very best were selected. The three basic concepts that emerged from 
this ultimately formed the basis for the O.novo Kids collection.

Villeroy&Boch worked closely with educators, architects and desig-
ners throughout the development process. The requirements of pro-
ject planners and decision-makers were given equal emphasis to the 
practical experience contributed by child care workers. And even the 
young target group itself was included in the process: The children 
of Villeroy&Boch employees and from selected children’s day care 
centres acted as product testers and rated the collection’s design and 
everyday practicality. Above all, children were asked about the colour 
concept: Bright blue, yellow and red tones were the test group’s fa-
vourites. Primary colours not only brighten up a room, they also help 
children find their way. So, thanks in part to the enthusiastic support 
of lots of little helpers, O.novo Kids has become a clever bathroom for 
children with a wide range of options to encourage intuitive learning – 
and one that’s a lot of fun as well!

Senior Product Manager Thomas Kannengießer says: “For O.novo 
Kids we adopted an entirely new approach to product development. 
The collection’s success shows that this was the right way to do it.”

THE ABCS OF PRODUCT 
DEVELOPMENT
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Villeroy&Boch – a name that stands for two families, a major brand and 270 years of 

history. How did it all begin? We take a look at the early days of the company.

A merchant and an iron founder wrote the first chapters in an amazing 
family and company story. The iron founder was François Boch. To-
gether with his three sons, he began producing ceramic tableware in 
Audun-le-Tiche in Lorraine in 1748. Eighteen successful years later, 
he opened a factory in Septfontaines in Luxembourg. Among other 
things, this is where Old Luxembourg was born – a décor that remains 
successful today.

The move to Mettlach took place around 60 years later: Jean-François, a 
member of the 3rd generation of the Boch family, purchased the former 
Benedictine abbey in 1809 and converted it into a highly mechanised 
tableware production operation. Jean-François studied at the École de 
Sciences in Paris. As well as designing many machines, he also deve-
lopped a white and extremely strong earthenware material that was 
significantly cheaper than expensive porcelain. He used this material to 
bring fine tableware within the reach of wider sections of the popula-
tion – heralding a real breakthrough.

Merchant Nicolas Villeroy also focused on ceramics and innovations. In 
1791, he acquired an interest in an earthenware factory and soon after-

wards became the owner. He was one of the first people to use coal as 
a fuel for ceramic production. He enlisted the services of experts from 
the UK and France to modernise the factory and introduced the copper-
plate process to produce decorated products at more affordable prices.

Boch and Villeroy were competitors. They both needed to assert 
their presence – but not just against each other: the dominant UK in-
dustry posed a particular challenge. This gave rise to the merger of 
Villeroy&Boch in 1836. The company grew quickly. From Paris to 
London, Warsaw, Moscow and St. Petersburg, Scandinavia, Southern 
Europe and finally North and South America: Villeroy&Boch conque-
red the tables of the world – becoming one of the first global players of 
the 19th century.

Inspired by an archaeological find, Eugen von Boch (4th generation) be-
gan experimenting with tiles. The result were the “Mettlacher  Platten”, 
a range of attractive and very hard-wearing tiles that became a global 
success. Mettlach’s fame spread as far as Russia, where the tiles were 
known by the name of “Mettlachski plitki” in the era of the Czars. 
A special “Mosaic Factory” was set up for this production in 1869, and 

Start of production of 
sanitary ceramics.

Nicolas Villeroy 
acquires an earthen-
ware factory in 
Vaudrevange (Waller-
fangen).

Villeroy & Boch looks 
back on a 270-year 
success story.

Merger of the com-
panies Villeroy and 
Boch.

Tile production 
begins.

François Boch founds 
a pottery in Lorraine.

270 YEARS OF 
VILLEROY&BOCH

1748 1791 1836 1869 1876 2018
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a factory in Merzig soon became one of the biggest producers of floor 
tiles in the world. In 1879, Eugen Boch introduced a completely new 
product: artistic terracotta. Made from a specially developed material 
far superior to other building materials and natural stone, it was used 
to decorate manor houses, cathedrals, banks and castles.

The 19th century also marked the beginning of modern hygiene and 
sanitation. The company has been producing washing vessels for a very 
long time. Production of “water pipe articles” – the first sanitary cera-
mics – began in 1876. This was quickly followed by large-scale produc-
tion of tubs and toilets. These developments were made possible thanks 
to new production techniques and better materials: the “slipcasting 
process”, which involved pouring liquid ceramic material into moulds, 
and the introduction of fireclay, which barely distorts during firing, un-
locked series production: bathroom fittings had now become affordable. 

By the dawn of the 20th century, Villeroy&Boch was supplying fine 
tableware to European dynasties and upper classes, equipping presti-
gious venues such as Moscow’s Bolshoi Theatre, as well as swimming 
pools, hotels and banks with tiles, terracotta and sanitary products. The 
private lives of the families have also been closely connected for many 
years. Eugen Boch, son of Jean-François Boch, and Octavie Villeroy, 
granddaughter of Nicolas Villeroy, married in 1842.

Over the past 270 years, the company has succeeded in continu-
ously evolving while remaining true to its roots. Then as now, the 
 Villeroy&Boch name is synonymous with quality, design and  innovative 
spirit. And this shall remain the case for the next 270 years.

A lot has changed over the centuries – 
 including in the bathroom. The photo below 
shows a bathroom in 1900, while the photo on 
the right depicts its 2018 counterpart.

2018

1900
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First impression: the smell of wood. The Villeroy&Boch logo on 
the building indicates: the Mondsee factory belongs to the corporate 
family. Known as “Villeroy&Boch Badmöbel GmbH”, the site is an 
established part of the Bathroom and Wellness production network – 
specialising in the production of quality furnishings.

The unique charm of the Mondsee site lies in its fascinating blend 
of nature, workmanship and technology. In the storerooms, top qua-
lity woods await their turn to be processed: fine solid wood, veneer 
of  different wood types, plywood and MDF as well as conventional 
particle board. Over in the production halls, machines then take over, 
cutting, sawing and conveying the wood. These machines stand side 
by side with high-tech robots which unerringly select the correct tools 
for their tasks.

Nonetheless, several of the jobs involved in manufacturing furnishings 
require the human touch. Site Manager Herbert Stabauer, who has 
been with the company since 1981, explains the mix of technology 
and craftsmanship. “Here in Mondsee, we use various wooden ma-
terials to manufacture ranges and products which differ widely from 
each other. Some are unostentatious, some are high gloss, some have 
ornamental fronts; the legs can be straight, artistically turned or cur-
ved. It is precisely this diversity that makes it challenging to select the 
right degree of automation.” He then goes on to illustrate just one 

HIGH-TECH 
MEETS HANDICRAFT

Mondsee in Austria: In an area where many spend their holidays, Villeroy&Boch 

manufactures quality bathroom furnishings. The factory, which unites finest 

craftsmanship with state-of-the-art technology, has been located here for 

125 years. A trip to Salzkammergut.

High-quality bathroom furniture is made in 
Mondsee, including using real wood. The 

 production process also involves handiwork.
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of the small peculiarities of producing high-quality furniture: As it is 
impossible to fully varnish angular furniture corners, since surface 
tension causes the varnish to retract, every single corner is rounded 
off by hand – a laborious process requiring the instinctive finesse of 
an expert.

Stabauer has every reason to be satisfied with the performance of the 
site. Around half of the furniture is made to order, with the other half 
earmarked for the warehouse and subsequent distribution. Demand is 
high, keeping employees at the site busy – the factory operates a two-
shift system, which is unusual for the region.

The Mondsee site employs some 100 people, of whom 50 are quali-
fied carpenters. Stabauer knows that he needs professionals in order 
to maintain high quality standards. Developing and retaining new ta-
lents is a key task. Employee Maximilian Aigner explains: “I trained 
as a production engineer in Mondsee and wanted to stay here after-
wards in order to refine my skills. My plan worked out – I am now 
a supervisor at the new painting facility.” And the 22-year-old is not 
alone: Around 90 percent of apprentices stay on with the company. 
This helps to ensure continuity. However, Mondsee is also shaped by 
change. One example is the traditional joinery apprenticeship, which 
has evolved into the new occupation of joinery technician. Stabauer 
says, “Increasingly, we need employees with a good understanding of 
IT.” Manual skills, technology, IT: these aspects are merging more 
and more in the production of bathroom furnishings. The industry is 
changing – but Mondsee has been combining tradition and the future 
for more than 125 years with great success.

Sustainability is a top priority at the Mondsee site. The fur-

niture workshop is setting new standards in heat generati-

on: The chips and shavings from furniture production, which 

would otherwise be disposed of, are used to heat the plant. 

And the electricity used at the site is generated entirely 

from hydro power.

More insights in the video.

SUSTAINABLE MONDSEE

Affixing the logo is a precision task.
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Use the QR code to 
access a video with 

further insights:
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R E F E R E N C E S

Alongside elegantly styled rooms, a spa and a fitness centre, the JW 
Marriott Parq luxury hotel in Vancouver also offers everything the culi-
nary heart could desire. Whether in the restaurant, from room service 
or at a banquet – the exquisite dishes are served on Villeroy&Boch 
porcelain. The eye-catcher here is the Villeroy&Boch Stella Vogue 
collection with its elegant relief and subtle design in matte gold. The 
series is supplemented by the classic white collections Modern Grace, 
Stella and Royal.

At Milan-Malpensa Airport, the largest of the three international com-
mercial airports of the Italian metropolis, two German brands have 
cooperated on a very special project. Villeroy&Boch can be seen by 
an attractive target group in “Premium Restrooms” at the new and 
highly frequented Lufthansa Lounge. In the bathrooms, high quality 
sanitary products are combined with an extraordinary wall design 
featuring historic city maps and highlights of Milan’s architecture.

Project business with hotels, restaurants and the hospitality industry make a 

 crucial contribution to the success of Villeroy&Boch. The Lufthansa Lounge at 

 Milan-Malpensa Airport and JW Marriott Parq in Vancouver are two of these projects. 

They chose Villeroy&Boch for their amenities.

PROJECT BUSINESS 
HIGHLIGHTS

JW MARRIOTT PARQ LUFTHANSA LOUNGE
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DESIGN AWARDS 2018
Villeroy&Boch was again recognised for its design expertise in 2018. 

Here is a selection of our award-winning products.

O. N OVO  K I D S

O.novo Kids is a bathroom collection specially designed for sanitary 
facilities at crèches, nurseries and primary schools. The design takes 
account of the needs and abilities of the young target group and is 
intended to specifically assist them in their learning and development. 
As well as brightening up the room, the primary colours used in the 
collection help children to understand and use the toilet and washba-
sin intuitively. One of the highlights of O.novo Kids is the multiple 
washbasin, which is the first ceramic product on the market to offer 
washing areas with three different heights and depths. The collec-
tion picked up two awards thanks to its clever design – the Universal 
 Design Consumer Award and the Universal Design Expert Award.

C L E V E R  B A K I N G  B U N D T  C A K E  M O U L D

The Bundt cake mould from the Clever Baking series won several 
awards. At the Ambiente trade fair, it was recognised by consumers 
as the kitchen innovation of the year and also received the Golden 
Award – Best of the Best as the product with the highest overall sco-
re. In late 2018, it also received the German Design Award and the 
Iconic Award: Innovative Interior. What makes the two-piece Bundt 
cake mould so special is the removable inside part, which enables 
easy greasing and even baking. The inside part can also be used as a 
measuring cup.
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V I C L E A N - I  10 0

The ViClean-I 100 shower toilet combines a puristic design with 
outstanding functions and innovative technology. As the technology 
is integrated into the ceramics rather than the seat, the shower toilet 
is visually almost identical to a conventional toilet. This design in-
novation received the German Brand Award in the category “Brand 
Innovation of the Year” and the Red Dot Award.

A N T H E U S

The premium Antheus collection represents 
the meeting of high-quality materials and Art 
Deco-style geometric contours with the puris-
tic beauty of Bauhaus design. The collection 
by designer Christian Haas won the Red Dot 
Award for its outstanding combination of 
materials and styles.

2018 IN NUMBERS 

kilowatt hours of 
electricity will be 

generated from solar 
energy every year 
at  Villeroy & Boch’s 

plant in Roden in the 
Netherlands. 1,850 
solar modules were 

installed on the roof of 
the production site in 

autumn 2018.

people followed 
 Villeroy & Boch’s 

Instagram account 
in 2018. The channel 

offers inspiration for all 
aspects of bathroom 
design and the well-

laid table. The number 
of followers increased 
by almost 43 percent 
compared with the 

previous year.

square metres is the 
size of Factory N° 09, 

the new office and con-
ference centre in Mett-
lach. Having opened its 
doors in February 2018, 

the modern building 
with an open design 

offers a wide range of 
spaces for dialogue 

and exchange and the 
right workplace for 

every activity.

minutes of material 
were recorded by the 
production team of 

the n-tv documentary 
“Family Dynasties” 
during four days of 

shooting in Mettlach 
and Luxembourg. 

The result is a report 
lasting around 45 

minutes that will be 
broadcast in 2019.

young men and women 
started their careers 
with Villeroy & Boch 
in the summer. 36 
of them are in the 

company’s apprentice 
 programme, three are 

taking a dual study pro-
gramme, and the other 
two are on a technical 
college internship and 
a one-year internship 

respectively.

500,000 82,000 4,350 600 41
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