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Uvodnik

THE SPARK - jiskra inovace, inspirace,
podnikatelského ducha je dnes patmejsi
nez v predchozich desetiletich. Zména
zasdhla viechny oblasti Zivota. Socidlnf,
politické, hospoddrské
a technologické zmeény oteviraji Uplné
nové moznosti pro obcany a stejné i pro
podniky, pokud sleduji nejnovejsi vyvoj.
rozeznaji budouci prileZitosti a védome
vyuzivajl své Sance.

THE SPARK je interni iniciativa nasi
spolecnosti a motto zaroven. Motto,
podle kterého chceme vrhnout svétlo na
budouci prilezitosti a na to, jak je aktivné
vyuzivat. Tento dokument je prvnim
krokem s cilem poskytnout prehled

o budoucim vyvoji, jak ho vidime a jak

k nému planujeme pfistoupit. Jiskra je to,
co nas ve spolecnosti Schiedel pohani,

a tak s vyhledem do budoucna aktivné
Celime jedné otazce:

Co pro nés pripravuje budoucnost?

Jak budouci trendy a modernizace zméni
nas zplsob prace, nasi spole¢nost a
v neposledni radé i na nas trh?

Ve spolecnosti Schiedel FeSime tyto
vnitfni a vnéjsi zmény do hloubky.

V ramci predefinovani a obnovy nasi
znacky jsme prebudovali nejen nasi
firemni identitu, ale ve stejném kontextu
jsme vytvorili tento dokument, ktery
nazyvame "Schiedel Story". V tomto
pribéhu se zabyvame Ctyrmi ddlezitymi
tématy souvisejicimi s budoucnosti:
rodina, udrZzitelnost, produkt a design

a primysl. Pouze pochopenim téchto
témat a jejich vlivu na nase budouci Zivoty
Schiedel bude moci déle urcovat
standard.

THE SPARK — that flash of innovation,
of inspiration, of entrepreneurial spirit, is
more visible today than in previous decades.
Change has dffected all areas of life; social,
political, economic and technological changes
open up completely new possibilities for
people and companies alike, if they observe
the latest develop-ments, recognize future
opportunities and consciously seize their
chances.

THE SPARK is our internal company
initiative and a motto at the same time.

A motto under which we want to shed light
on future opportunities and how to actively
use them. This manuscript at hand is the
first step in order to provide an overview
of future developments as we see them
and how we plan to approach them. The
spark is what drives us at Schiedel, and so,
looking ahead, we are proactively facing one
question:

what will the future hold for us?

How will future trends and modernization
change our way of working, our society and,
last but not least, our market?

At Schiedel, we address these internal and
external changes in depth. In the course of
redefining and renewing our brand, we have
redesigned not only our corporate identity
but also, in the same context, created this
manuscript, which we call ‘the Schiedel
Story’. In this story we approach four
important future-related topics: families,
sustainability, product & design and industry.
Only by understanding these subjects and
their effects on our future lives, Schiedel
will be able to continue its standard-setting
ambitions.
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Menici se zivoty
budoucich rodin.

The changing lives of future families.
How can Schiedel help?

V rychle se ménicim svété se stale
Castéji sami sebe ptame: Jak budeme
Zit spolu jako rodina v budoucnu?
Jedna odpovéd je: Opét budeme
travit vice ¢asu doma. Pro Schiedel
je to prilezitost, jak pomoci rodinam
nejen byt doma, ale také citit se jako
doma.

In a fast-moving and rapidly changing
world we are increasingly asking
ourselves: How will we live together as

a family in the future? One answer is:
We are spending more time at home
again. For Schiedel this is an opportunity
to help families not only be at home, but
feel at home.

Pri pohledu na svét, lidi a jejich stale
se ménici Zivotni navyky si nemizeme
nevsimnout, Ze na celém svété existuje
jedna jedina skutecnost, ktera nas urcuje:
¢as. VSichni jsme na ném zavisli, at' Zijeme
sami nebo jako rodina, ve mésté nebo na
venkové, online nebo offline. Jak budeme
zit v budoucnosti? Kde se budeme citit
pohodIné a co definuje toto pohodli?

Travit vice ¢asu doma

Vyraz "ziistat doma" prochazi radikalni
zménou a stava se stéle vice zddoucim
cilem z celé rady davodi. Diky on-line
nakupovani, streamovacim platformam

a pracovnim moznostem, jako je home
office (domaci kancelar), je v soucasnosti
méné diivod(i odchazet z domova.

U znacek, jako je Schiedel, které vyvijely
technologicky vyspélé a vizualné pritazlivé
produkty jiz vice nez 70 let - produkty,
které dale zvysuji komfort bydleni - tento
vyvoj predstavuje obrovskou pfilezitost
dale uspokojovat rodiny v Evropé
inovativnimi a energeticky efektivnimi
reSenimi kamny, integrovanymi
ventilaénimi systémy a kominy.

Zaméfujeme se a budeme se zamérovat
predevsim na témata jako "Utulnost"

a "pohodli". Rodiny se doma snazi

o maximalni pohodli - coz vede k vysokym
ocekavanim, pokud jde o estetiku,
funkénost a v neposledni radé i pohodli.
Bezproblémova integrace produktd

do ekosystém inteligentnich doma

a vSestranné sluzby na vyzadani maji

pro né velky vyznam. Abychom mohli hrat
v téchto domech vyznamnou roli,
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musime zjistit, jak naSe vyrobky mohou
plnit pozadavky tohoto nového pohodli.
Klicova slova, jako je univerzalnost,
multifunkénost a interiérovy design budou
vyznamné urcovat kvalitu této nové
predstavy komfortu v budoucnosti. Proto
musi byt znacky dokonale pfipravené

a musi resit nové vzniklé domovy

a rodinné hodnoty. S produkty, jako je
KINGFIRE firmy Schiedel, se jiz snazime
prispét k prostorové Uspornym, Utulnym
domovdm pro budouci majitele dom

z generace Y & Z.

Soucasné a budouci generace jsou
ochotné zahrnout celou rodinu, jeji
postoje, hodnoty a zajmy do svého
kazdodenniho Zivota. Takze co presné
se meéni? Které trendy potrebujeme vzit
v Uvahu?

Zazitek namisto vlastnictvi

Z materialniho hlediska to znamena
predevsim preferovani a fascinace jasnym,
jednoduchych a efektivnim designem,
jakoZ i neochota hromadit majetek

a odmitnuti "preplnéni" vécmi. Obecné
Ize predvidat, Ze zakaznici zitfka budou
klast podstatné vétsi dliraz na zazitek

z produktu (pocit z néj, jeho vyhody,
design, atd.) nez Cisté na fakt jeho
vlastnictvi. Citovy vztah ke spotfebnimu
tomu je implementovani dalSich funki,
pribéhd a sitovani v ramci myslenky
inteligentni domacnosti zcela nezbytné pro
budouci Uspéch na trhu.



Fungujici sluzby

V centru zajmu zakaznikd jiz neni
vlastnictvi vyrobku, ale spise sluzby

a zkudenosti souvisejici s vyrobkem.

Vse by mélo byt bezproblémové, mélo

by to zahrnovat kreativni Feseni, aby

v prvni fadé vznikl pozitivni, emocionalni
vztah k vyrobku. A to samoziejmé

v kratkodobém i dlouhodobém horizontu.
To je pravdépodobné jednim z nejvétsich
posunll v chovani spotrebitell. Po cela
desetileti byla spokojenost zakaznikd
fakticky zajiSténa vysoce kvalitnim
vyrobkem. Bezproblémovy servis pred
zakoupenim vyrobku a po jeho zakoupeni,
a to online i offline, urcuje, jak spotrebitelé
vnimaji znacku.

Vnimani znacky

Kdyz uz mluvime o vnimani znacky: pokud
jde o digitalni komunikaci znacky v pristich
letech, maji byt spInény specifické
pozadavky. Z predpokladd pro design
vyrobku - pfehlednost, jednoduchost,
Gcinnost - se vynoruji nové zakladni
principy pro vizualni jazyk a uZivatelské
zkusenosti jakéhokoliv digitalniho kanalu.
Racionalni, co nejjednodussi a s jasnym
zaméFenim na dominantni produkty.
Navic digitalni distribuéni kanaly, jako je
direct-to-customer marketing, se stavaji
stale dilezitéj$imi. Na zavér je tfeba
poznamenat, ze influencer marketing

bude pravdépodobné v neprilis vzdalené
budoucnosti nasyceny, zatimco live-stream
komunikace ziskava stéale vétsi dynamiku.
Ale bez ohledu na to, pres ktery

kanal budeme prodavat nase vyrobky

v budoucnosti, jedna véc je jista:

Looking at the world, people and their
ever-changing lifestyle habits, one cannot
help but notice that there is one single fact
that determines us globally: time. We are
all depending on it, whether living alone
or as a family, living in the city or in the
countryside, online or offline. How will we live
in the future? Where will we feel comfortable
and what defines that comfort?

Spending more time at home

The phrase ‘staying at home’ is undergoing
radical change and is becoming an
increasingly desirable goal for a variety

of reasons. Thanks to online shopping,
streaming platforms and working possibilities
such as home office, there are fewer reasons
to leave home these days. For brands such
as Schiedel, who have been developing
technologically advanced and visually

appealing products for more than 70 years —

products, which further improve the comfort
of living — this development presents an
enormous opportunity to continue satisfying
families in Europe with innovative and
energyefficient stove solutions, integrated
ventilation systems and chimneys.

Above all, our focus is and will be on subjects
such as ‘cosiness’ and ‘comfort’. Families
strive for maximum comfort at home — which
leads to high expectations when it comes

to aesthetics, functionality and, last but not
least, convenience. The seamless integration
of products into smart home ecosystems
and on-demand all-round services is of
great importance to them. In order to play

a significant role in those homes, we need to
find out how our products can live up to that
new comfort. Keywords such as versatility,
multi-functionality and interior design will
substantially determine the quality of this
new idea of comfort in the future. That is
why brands need to be perfectly prepared
and have to address newly evolved home
and family values. With products like
Schiedel’s KINGFIRE we are already trying
to contribute to spacesaving, cozy homes for
future homeowners from Generation Y & Z.

Current and future generations are willing to
include the whole family, its attitudes, values,
and interests in their daily lives. So what
exactly is changing? Which developments do
we need to take into account?

Experience over possession

Materially, this means, above all,

a preference and fascination for clear, simple
and effective design as well as a reluctance
to accumulate possessions and a rejection
of clutter. In general, it can be predicted
that the customers of tomorrow will place
significantly more value on the product
experience (the feel, its advantages, design
etc.) than on the mere fact of possession.
The emotional relationship to a consumable
item is more important than ownership. This
makes the implementation of additional
features, stories, and networking within the
context of the smart home idea absolutely
indispensable for future market success.



Smooth service
The core of the customers’ interest is no
longer possession of a product but rather

the service and experience around the
product. Everything should be seamless,
involving creative solutions to establish first
and foremost a positive, emotionally charged
relationship with the product. Thinking

Zamérujeme se na Utulnost a pohodli domova.
Nasimi prioritami jsou zkusenosti zakaznikd a sluzby.
Jsme inovativni, progresivni a energeticky efektivni.
Nase produkty jsou atraktivni, jasné, trvanlivé

a dobre technicky vypracované.

Komunikujeme jasné, jednoduse, efektivné.

both, short and long term, of course. This
is probably one of the biggest shifts in
consumer behaviour. For decades, customer
satisfaction was in fact assured by a high-
quality product. Smooth service before and
after the product purchase, both online and
offline, determines how consumers perceive
a brand.
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Brand perception

Speaking of brand perception: specific
requirements are to be met when it comes
to digital brand communication in future
years. From the premises for product design
— clarity, simplicity, effectiveness — emerge
new fundamental principles for the visual
language and user experience of any digital
channel. Completely streamlined, as simple
as possible, and with a clear focus on the
star products. Moreover digital distribution
channels, like direct-to-customer marketing,
are becoming ever more important. Finally,

it should be noted that the influencer market
is likely to be saturated in the not too distant
future, whereas live-stream communication
is gaining more and more momentum. But
no matter through which channel we sell our
products in the future, one thing is certain:

We focus on ‘cosiness’ and ‘comfort’ at home.

Customer experience and service
are our top priorities.

We are innovative, progressive and energy-efficient.

Our products are appealing, clear,

durable and well engineered.

We communicate clarity, simplicity, effectiveness.
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Udrzitelna reseni,

Sustainable solutions.
All life long.

Kdyz uvaZzujeme o napadech, které
jsou vhodné pro budoucnost,
myslime na dvé dilezité véci:

na ¢lovéka a Zivotni prostredi. Jedno
Ize Fici s jistotou: kolem nas uz
probiha aktivni zména. Zvlast, kdyz
jde o ohrozeni Zivotniho prostiedi.
Nikdy predtim nebylo globalni
odmitani ekologicky Skodlivé vyroby
produktl, material a pracovnich
procesl na vyssi trovni. Kromé toho
nabidnout zakaznikiim dlouhodoba
reSeni zaloZené na udrzitelnosti, nez
jen omezit se na symbolicka gesta.

When we think about ideas that

are fit for the future, two important
things come to mind: humans and the
environment. One thing can be said

for certain: an active change is already
taking place around us. Especially
when it comes to endangering our
environment. Never before has the
global rejection of environmentally
harmful product manufacturing,
materials and work processes been
higher. Moreover, at no time has it ever
been more important for brands to offer
customers long-term solutions based on
sustainability, rather than just limiting
themselves to token gestures.

Dnes vice nez kdykoliv predtim jsou
zakladnimi prvky dobrych vztahl mezi
zakazniky a znackami harmonizované
hodnoty a presvédceni. Spolecnosti musi
byt predevsim schopny prokazat, ze
pracuji udrzitelnym zplsobem s cilem
splnit ocekavani svych zakaznikd.

Probihajici diskuse ukazuiji, ze spotrebitelé
se jiz nezajimaji o kratkodobd reseni

a rychlé vysledky; mnohem vice jde

o dlouhodobé vysledky a udrzitelny
pristup. Zakaznici chtéji mit moznost,

aby se zapoijily a ztotoznili se znackou

a spolecné aktivné zménili svét.

Nejvétsi vyzvou do budoucna proto bude
vytvorit poctivy zaklad diivéry s cilem pIné
uspokojit o¢ekavani zakaznikd, pokud

jde o odpovédnou vyrobu a udrzitelné
zavazky. Koneckonc mame co do inéni
s cilovou skupinou, ktera ma zajem

o neustalé zlepSovani a védomé vyuzivani
nasich zdrojl.

To znamend, Ze znacky musi prevzit
odpovédnost za to, ze v celém retézci
tvorby hodnot se pouzivaji pouze
materialy, které jsou recyklovatelné. Toto
nové definuje zastaralé strategie recyklace.

Drevo je dobré.

Inteligentni a udrzitelné vyuzivani surovin,
zejména z obnovitelnych zdroju

a prirodniho materialu, jako je drevo, jako
regenerativni zdroj energie, ma mnoho
vyhod. Topeni dfevem je dobré pro klima,
a proto ma trvaly pozitivni dopad na nase
Zivotni prostredi. Moderni, energeticky
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Usporné krby, jako ty, které nabizi
Schiedel, umoziuji feseni s velmi nizkymi
emisemi a vysokym stupném ucinnosti.

Pri topeni dfevem jsou spinény potreby
mnoha lidi tim, Ze se pouzivaji prirodni,
obnovitelné zdroje, které jsou dostupné
regionalné a jsou nizkondakladové.
Vzhledem k vysokému stupni U¢innosti
modernich krbl Ize vyznamné snizit
naklady na energii. Diky své univerzalnosti
je drevo velmi dulezité jako zdroj energie
k dosazeni udrzitelného klimatu a cili
ochrany Zivotniho prostredi.

Udrzitelné partnerstvi

Pri udrzitelnosti jde vice nez jindy

o partnerstvi. Spotrebitelé a podniky
chtéji prispét k lepsi budoucnosti. Jejich
spolecné hodnoty vytvareji partnerstvi
udrzitelnosti na principu rovnosti - tedy
dosazeni tohoto partnerstvi musi byt
vaznym firemnim cilem.

Alternativni materialy

A konecné znacky se musi stale vice
zabyvat alternativnimi materialy. Zakaznici
budoucnosti to nejen ocekavaji, pozaduji
od firem, aby se zabyvali vSemi moznostmi
s cilem vyvijet produkty udrzitelnym
zpUsobem. Znalost udrzitelnych materiald
a vyuziti osvédéenych obnovitelnych
surovin, jako je drevo, je rozhodujici
vyhodou pro spolecnosti v boji

o zakazniky zitfka.



Ve spolecnosti Schiedel nam velmi

zéleZi na Zivotnim prostredi; nas vyzkum a
vyvoj zamérujeme na reseni Setrnd

k Zivotnimu prostredi a energeticky
Uspornd, nizkoenergeticka reseni, jako
jsou nové filtry, hybridni vétraci systémy a
termobloky. S produktem Kingfire

uz poskytujeme energeticky efektivni,
nizkoenergetické feSeni s nizkymi emisemi,
vhodné pro nizkoenergetické domy.
Aktivné spolupracujeme s organizacemi,
které podporuiji efektivni spalovani a nizké
emise. Kromé toho neustale usilujeme

o zpétnou vazbu nasich zakaznik{
prostrednictvim prizkumd s cilem zlepsit
sami sebe a nase vyrobky.

Today, more than ever, the core elements
of good relationships between customers
and brands are aligned values and beliefs.
Above all companies must be able to prove
that they work sustainably in order to meet
the expectations of their customers.

Current debate shows that consumers are no
longer concerned with short-term solutions
or quick results; it is much more about long-
term outcomes and a sustainable approach.
Customers want to be able to engage and
identify with a brand, and proactively change
the world together.

The biggest challenge for the future will
therefore be to establish an honest basis
of trust in order to fully satisfy customers’
expectations when it comes to responsible
production and sustainable commitments.
After all, we are facing a target group who

is interested in continuous improvement and
conscious use of our resources.

This means that brands need to take
responsibility for ensuring that only materials
that are recyclable are used along the entire
value-creation chain. This redefines outdated
recycling strategies.

Wood is good

The intelligent and sustainable use of

raw materials, in particular a renewable
and natural material such as wood as

a regenerative energy source holds many
advantages. Heating with wood is good for
the climate and thus has a lasting positive

effect on our environment. Modern, energy-
efficient fireplaces like those offered by
Schiedel enable solutions with very low
emissions and high degrees of efficiency.

When heating with wood, many

people’s needs are met by the use of

a natural, renewable resource that is
available both regionally and low in cost.
Due to the high degree of efficiency of
modern fireplaces energy expenses can
be significantly reduced. Thanks to its
versatility, wood is crucial as an energy
source to achieve sustainable climate and
environmental-friendly goals.

Sustainable partnership

Sustainability is more than ever about
partnership. Consumers and businesses want
to contribute to a better future. Their shared
values form a partnership of sustainability,
on equal terms — therefore the achievement
of this partnership must be a serious
corporate goal.

Alternative materials

Finally, brands must engage more and more
with alternative materials. The customers
of the future do not just expect that; rather,




they demand of companies that they
address all possibilities in order to develop
products sustainably. The knowledge of
sustainable materials and the usage of
proven renewable raw materials, such as
wood, is a decisive advantage for companies
in the fight for the customers of tomorrow.

At Schiedel, we care deeply about the
environment; we focus our R&D on
enviromentally friendly and energy-efficient,
low-energy solutions, like new filters, hybrid
vents and thermo block stones. With
Kingfire, we already provide an energy-
efficient, low-energy and low emission
solution suitable for low energy houses.

We actively collaborate with organizations
that promote effective combustion and low
emissions. Furthermore, we constantly seek
our customers’ feedback through surveys to
improve ourselves and our products.

We are working on the future.
And we know: the future is green.

Jak Schiedel
chrani budoucnost.

W

Il. SUSTAINABILITY

How Schiedel
preserves the future.
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-moce

Emotion through design.
Feeling products.

Uzitkovost na prvnim misté.
Neménna teorie designu uplatiiovand
po cela desetileti. Tradi¢ni pristupy

k pouzitelnosti vyrobku maji tendenci
podceriovat vyznam pocitd zakaznikd
z designu. Kromé toho, Ze vyrobky
jsou hodnotné a vyuzitelné, musime
tvorit produkty a zkuSenosti, které
prinaseji radost - zaméfit se na to,
jak na lidi pasobi véc, kterou jsme
vytvorili.

Utility first and above all.

A set in stone design doctrine everyone
followed for decades. Traditional
approaches to product usability tend
to underestimate the importance of
customer emotions in design. On top of
products being valuable and useable,
we also need to build products and
experiences that are enjoyable

— focusing on how the thing we have
created makes people feel.

Smérujeme k tzv. "Meaning Economy”
(vyznamové ekonomice). Pokud jde
o design vyrobku, nastoluje to otazky: jaky
pocit vyvolava v clovéku design produktu?
Jaky ma vyznam v jeho kazdodennim
zZivoté? Znackam se doporucuje, aby
zkoumaly svét spotrebitelskych emoci
a vytvarely smysluplné, pozitivni
a emocionalné nabité zazitky. Pro znacku,
ktera je absolutné presvédcena o tom, ze
emocionalni pritazlivost Gtulného ohné ve
vlastnim domé déla lidi Stastnymi, to
znamena: Jak presné musi krb vypadat, aby
lidé byli Stastni? Nase vyrobky musi
poskytovat odpovédi na tyto otdzky. Dnes
i v budoucnosti.

Design podporuje pohodu

Vime, Ze zejména design produktu hraje
klicovou roli v pohodé lidi. "Forma podle
funkce" se tak mize zménit na "Forma
vyvolava emoce" nebo na "Funkce vytvari
zazitky". Pro design je stale dllezitéjsi, aby
byl v souladu s emocemi, které chcete
vyvolat. Je to globalni vyzva pro designéry
produktd a znacek.

V nésledujicich letech se od produktovych
designér(i bude stale vice pozadovat, aby
navrhovali pro pocit, zazitek a kontext -
je to pozadavek, ktera pochazi ze svéta
marketingu a znacek, a nyni se chysta
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brostrednictvim designui.

hrat klicovou roli pfi navrhu samotného
vyrobku.

Emoce jsou vsak slozité a lisi se silou. Tedy
jaké emoce jsou nejsilngjsi? Které z nich
budou mit vliv na rozhodovani o koupi

v budoucnosti? Jednou z nejddlezitéjsich
emoci je potreba vnitfniho klidu.
Spotrebitelé stale vice touzi vyhnout

se stresu a zachovat si klid. To vede ke
stale se zvysujici potrebé vytvorit zény
komfortu - predevsim doma. Pohoda

a vnitrni klid jsou stéle vice vyhledavané
emocionalni stavy. K dosazeni téchto
pocitl by design vyrobku a bezpecnost
vyrobku mély vyvolavat pocit Gtulnosti

a pohodu. V kombinaci s nasim
presvédcenim, Ze Utulny ohen v domové
déla lidi Stastnéjsimi, to utvari budoucnost
nasich vyrobka.

Poslouchat, inovovat a rist

Ve spolec¢nosti Schiedel se u¢ime od
nasich zakaznik{ a rosteme s nimi.
Navrhujeme a neustdle upravujeme
reSeni, kterd vychazeji z potrreb zakaznika,
a vytvarime vlastnosti vyrobku, které
prekracuji stavajici normy. Pro zlepseni
nasich dovednosti a vyrobkd pravidelné
organizujeme inovacni workshopy

a designové studie.



Nase Usili o vyjimecny design je potvrzeno
nékolika ocenénimi Red Dot, Plus X

a italskymi ocenénimi za design. Nasim
hlavnim zamérenim vsak neni jen esteticky

design, ale také poskytovani skutecného
prinosu pro nase zakazniky tim, ze Setfime
prostor v jejich domovech a zajistujeme
optimalni, ergonomickou manipulaci.

Vyvijime a spoustime nastroje pro on-line
inspiraci, abychom nasli nejlepsi vhodné
feSeni pro novy obytny prostor nasich
zakaznikd tak, aby nase produkty co
nejlépe zapadly.

Pocit bezpedi

Jako lidr na evropském trhu pro bezpecné
kominové a spalinové systémy nabizime
spolehlivé a trvanlivé produkty. Utulny
ohen a Cerstvy vzduch vytvareji vyssi
komfort bydleni, kvalitu Zivota a prinaseji
do domovt nasich zakazniki bezpeénost

a nezavislost. Kazdy systém Schiedel je
testovan sam o sobé a Ize jej snadno
integrovat do moderni bytové vystavby.
Kombinované pourziti produktti Schiedel
také zvysuje funkénost a bezpecnost, takze
nasi zékaznici mohou jednoduse relaxovat
a vychutnat si pohodli svych domov.

We are headed towards the so called
‘meaning economy’. In terms of product
design, this raises the questions: what kind
of feeling does the design of a product
trigger in a person? What kind of meaning
does it give their everyday life? Brands
are encouraged to explore the world
of consumer emotions and to generate
meaningful, positive and emotionally charged
experiences out of it. For a brand that is
utterly convinced, that the emotional appeal
of a cosy fire in one’s own home makes
people happy, this means: How exactly does
a fireplace have to look, in order to make
people happy? Our products have to provide
answers to these questions. Today and in the
future.

Design drives wellbeing

We know that product design, in particular,
plays a key role in people’s wellbeing. ‘Form
follows function’ can thus become ‘Form
encourages emotions’, or ‘Function creates
experiences’. It is becoming increasingly
important for design to be aligned with

the emotions you seek to generate. This is

a global challenge for product designers and
brands.

In the years to come product designers will
be increasingly asked to design for emotion,
experience and context — a demand that
originates from the world of marketing

and branding, and is now preparing to play
a crucial role in the design of the product
itself.

Emotions, however, are complex, and vary
in strength. That is to say, which emotions
are the strongest? Which ones will influence
buying decisions in the future? One of the
most important emotions is the need for
inner peace. Consumers are increasingly
anxious to avoid stress and to stay calm.
This leads to an ever-increasing need to



create comfort zones — above all, at home.
Tranquility and inner peace are emotional
states that are increasingly sought after. In
order to achieve those feelings the product
design and product safety should evoke
cosiness and wellbeing. Combined with
our belief that a cozy fire at home makes

people happier, this shapes the future of our

products.

Listen, innovate and grow

At Schiedel we learn from and grow with

our customers. We design and constantly
adjust solutions that are based on customer
needs, creating product features that exceed
existing norms. To improve our skills and
products, we run Innovation Workshops &
Design Studies on a regular basis.

Our pursuit of excellence in design is
confirmed by several Red Dot, Plus X and
Italian design awards. However, our main
focus is not solely the aesthetic purpose, but
also providing real benefits to our customers
by saving space in their homes, and through
flawless, ergonomic handling.

Nase vyrobky vytvareji pozitivni emoce pro
spotrebitele a prispivaji k pohodli a pohodé.

Uc¢ime se od nasich zakaznikd a rosteme

s nimi a rovnéz nase vyrobky.

Nasi zékaznici se mohou vzdy spolehnout
na vysokou Uroven bezpecnosti nasich vyrobkd,
od kominG pres kamna az po vétraci systémy.

We develop and launch tools for online

inspiration to find the best suitable solution
for our customers’ new living space in order
to make sure our products’ best possible fit.

Feeling safe

As Europe’s market leader for safe chimney
and flue gas systems, we provide reliable and
long lasting products. A cozy fire and fresh
air create higher living comfort, quality of life
and bring safety and independence to our
customer’s homes. Each Schiedel system is
tested by itself and can be integrated easily
in the modern house building. The combined

. PRODUCT A DESIGN

use of Schiedel products also increases

the functionality and safety, so that our
customers can simply relax and enjoy the
comfort of their homes.

Our products create positive emotions for
consumers and contribute to comfort and wellbeing.

We learn from and grow with our

customers, and so do our products.

Our customers can always trust in the high
safety level of our products, from chimneys
to stoves to ventilation systems.



V. PRUMYSL



Svét se meéni.

The world is changing.
And so is our industry.

Pokud jde o preziti podnikd, globalni
byli konkrétni: znacky se musi dostat
do takové pozice, aby byly schopny
rychle a kompetentné reagovat na
vznikajici makroekonomicky a celkovy
trzni vyvoj. Jediny zpUsob, jak Fesit
tyto posuny, je dikladné porozumét,
jak se touhy a chovani spotrebiteld
budou vyvijet do budoucna.

Global changes are of ever increasing
importance when it comes to the
survival of businesses. In concrete terms:
brands have to position them-selves in
such a way that they are able to react
quickly and competently to emerging
macro-economic and overall market
developments. Also the only way to
address these shifts is to gain a detailed
understanding of how consumers’ desires
and behavior will evolve in the future.

Prdmysl, ekonomika a kultura - to
jsou nejdllezitéjsi konstanty v rychlém,
vysoce digitalnim a neustale se ménicim
svété zitrka. Pokud se podivame na tyto
parametry na celém svété, zjistime, ze
existuje pét oblasti inovaci, které budou
v pristich letech zasadné ménit pramysl,
ekonomiku a kulturu.

Jednoducha a udrZzitelna reSeni

Ve vyspélych primyslovych zemich jsou
obyvatelé stéle starsi, zatimco porodnost
klesa. Prilezitosti pro znacky a firmy, jako
je Schiedel, spocivaji stale vice ve vyvoji
jednoduchych a udrZzitelnych reseni pro
domacnosti, protoze spotrebitelé opét
uprednostnuji pohodinou moznost zlstat
doma diky trendlim, jako je "Cocooning"
nebo "Hygge", a nove si je pro sebe
definovat .

Klimatické zmény

Klimatické zmény ovliviuji pramysl

a ekonomiku na mnoha rdznych Grovnich.
Dochazi k novému demografickému
vyvoji, protoze klimatické zmény maji za
nasledek nové migracni pohyby a extrémni
povétrnostni jevy. V nasi cilové skupiné
pocet uvédomélych spotrebitell neustale
roste, a tak je nasim Ukolem i Ukolem
jinych spole¢nosti brat tyto zmény v Uvahu
pri vyvoji novych produktd &i inovativnich
sluzeb.

IV. PRUMYSL

Konec narlstajiciho konzumu. Rostouci
vyuzivani materialovych zdrojd nebude
jiz dlouho trvat. Znacky proto musi
prehodnotit sv{j vybér materialu, aby
vytvorily a zajistily nové a udrzitelné
obchodni modely. Pokud chceme

byt prikladem, mize to znamenat, ze
nezbytny prirodni a prdmyslovy odpad
bychom méli povazovat za novy cenny
zdroj. Na rozdil od spole¢nosti vytvarejici
odpad, produkty Schiedel symbolizuiji
dlouhou Zivotnost. Pfi svém poslani
vyrabét udrzitelnym zplsobem budeme

i nadale vyuzivat a hledat obnovitelné
zdroje a nové zpUlsoby, jak sniZzit mnozstvi
odpadu.

Udaje jako material

Schopnost poskytovat produkty pomoci
snimacich technologii a internetovych
pripojeni, se schopnosti dodavat

a reagovat na Udaje v realném Case umozni
spole¢nostem vytvaret nové pohledy na
vyuziti a mozné oblasti pro optimalizaci.
Védecky pokrok a inovace tak zvysuiji
efektivitu a konkurenceschopnost
podnikd. Ve spolecnosti Schiedel

si také musime klast otazku, jak

ziskat a analyzovat Udaje zakaznik(
prostrednictvim nasich vyrobkd s cilem
optimalizovat a prizpisobit nase nabidky.
Staly vyzkum trhu a technologii v nasem
odvétvi i mimo néj je zasadni.



Nové materialy.

Nové vyrobni moznosti, jako je 3D

tisk, zaznamenavaji stale vétsi rozmach

a diky obrovskym posunem v kvalité

se nyni také stale vice pouzivaji nejen

v primyslové vyrobé prototypd, ale

i stavebnich prvkd - vice nez kazda Ctvrta
prdmyslova spolecnost jiz ma 3D-tiskarnu
integrovanou do svych vyrobnich procest.
Ocekavame, ze technologie vyznamné
ovlivni v soucasnosti zavedené vyrobni
postupy, obchodni modely a hodnotové
retézce v pribéhu pristich 10 let.

Interné v nasi tovarné neustéle razime do
budoucna program vysokého standardu,
v jehoz ramci neustale zlepSujeme

nase vyrobni procesy, abychom byl

blize nasim zakaznikdim a vybudovali
Gcinnéjsi logistiku. | nase nabidka BIM,

3D CAD knihovna, stejné jako skoleni pro
architekty a inovace pfispivaji k tomuto
VYVOji.

Industry, economy and culture — these
are the most important constants in the
quick, highly digital and ever-changing world
of tomorrow. Looking at these parameters
globally, we find that there are five areas
of innovation that will profoundly change
industry, economics, and culture in the years
to come.

Simple and sustainable solutions

In the advanced industrial nations, people
are getting older and older, while birth rates
are dropping. Opportunities for brands and
companies like Schiedel lie increasingly in
the development of simple and sustainable
solutions for the home, as consumers once
more prioritize the comfort of staying at
home via trends such as “Cocooning” or
“Hygge”, and re-define it for themselves.

Climate change

Climate change affects industry and
economics on many different levels. New
demographic developments occur as climate
change results in new migratory movements
and extreme weather phe-nomena. In our
target group, the number of conscious
consumers is growing steadily, so we and
other companies are called upon to take
these changes into account when it comes
to developing new products as well as
innovative services.

The end of cumulative consumption

The increasing use of material resources will
not be lasting much longer. Brands therefore
need to re-evaluate their material selection
in order to create and ensure new and
sustainable business models. To showcase
one example, this could mean: unavoidable
natural and industrial waste should be seen
as a new valuable resource. In contrast to

a disposable society, Schiedel’s products
stand for longevity. On our mission to
produce sustainably, we will continue to use
and search for renewable resources and look
for new ways to reduce waste.

Data as raw material

The ability to provide products, via sensor
technology and web-connectivity, with the
ability to deliver and respond to data in

real time will enable companies to generate
new insights into usage and potential areas
for optimization. Scientific advances and
innovations thus increase the efficiency and
competitiveness of companies. At Schiedel
we also have to ask ourselves how to obtain
and analyze customer data through our
products in order to optimize and customize
our offers. Steady market- and technology-
research inside and outside of our industry is
essential.

New materials

New production possibilities such as 3D
printing are gaining more and more impetus
and, thanks to quantum leaps in quality, are
now also being increasingly used not only

in the industrial production of prototypes,

but also building components — more than
every fourth industrial company already has
a 3D-printer integrated into its production
processes. We expect the technology to
significantly impact currently established




manufacturing practices, business models
and value-creation chains over the next
10 years.

Internally, we constantly push towards

the future through our Factory Excellence
Program, through constantly improving

our production setup to be closer to our
customers and make logistics more efficient.
Also our BIM offering, the 3D CAD Library,
as well as the trainings for architects and
new Innovations are contributing to that
development.

Vyvijime jednoduchd a udrzitelna Feseni pro

domacnosti.

Produkty Schiedel jsou symbolem dlouhé

zZivotnosti a udrzitelného rozvoje.

Usilujeme o staly vyzkum trhu a technologi

v nasem odvétvi i mimo néj.

Neustale zlepSujeme nase vyrobni procesy

a logistiku.

IV. PRUMYSL

We develop simple and sustainable
solutions for homes.

Schiedel products stand for

longevity and sustainability.

We strive for steady market- and technology-
research inside and outside our industry.

We continuously improve our
production processes and logistics.







NASE HODNOTY
PODPOROVAT

Zamérujeme se na vysledky.
Podporujeme nase lidi, aby prevzali
odpovédnost, cenime si stejné jejich
Uspéch i vysledkd vzdélavani.

ROZVIJET

Usilujeme o zménu prostrednictvim
vyzkumu a vyvoje a neustale
inovujeme a probirame nové zplsoby
mysleni.

SPOJOVAT

Maximalizujeme prinosy toho,
Ze jsme soucasti globalniho tymu,
ktery prinasi nové napady a mysleni.

INSPIROVAT

Udélame jesté vice a budeme usilovat
vybudovat udrzitelnéjsi svét.

NASE VIZE

Mame vedouci postaveni na
trhu s FeSenimi pro kominy,
integrovand kamna a vétrani.

NASE POSLANI

Schiedel vytvari technicky vyspélé
produkty zamérené na design s cilem
zlepsit Zivotni prostiredi. Mame vice
nez 70 let zkusenosti a poskytujeme
nasim zakaznikdm spolehlivé inovativni,
vysoce kvalitni, energeticky Gsporné
produkty a sluzby jak pro bytové tak

i nebytové budovy. Nase vyrobky

jsou bezpecné a snadno se instaluji.

NASE PRESVEDCENI

Jsme presvédceni, ze krb je srdcem
domova, protoze zvysuje pohodu,
spojuje rodinu a to je udrzitelny zpUsob,
jak privést teplo do obytnych prostor.

Vérime, ze mizeme prispét

k energeticky Uspornym budovam
poskytovanim ekologicky
Setrnych vyrobkd a sluzeb.

Vérime, ze pokud se starame o nase lidi,
mUzeme nakonec prispét ke zméné pro
nase zakazniky. Kazdy den prinasime

do prace nase zaniceni a zkusenosti:

to je zakladem naseho Uspéchu.

NASE
OSOBNOST

URCUJEME STANDARD

Zapalujeme jiskry zitrejSich
pramyslovych standardd a trendd.

STARAME SE

Vézime si a rozvijime jiskru, kterou
maji v sobé nasi lidé, i to, jak ji
prenaseji k nasim zakaznikdm.

JSME ZANICENI

Nové napady pro budouci stavby
neustale podnécuji nase zanicenf
pro inteligentnéjsi, zodpovédné&;jsi
reseni, prijemnéjsi na bydleni.

JSME ORIENTOVANI
NA PARTNERSTVI

Aktivné se snazime ziskavat zpétnou
vazbu od nasich zakaznikd, aby v nas
jejich potreby zapalili jiskru inspirace
pro nové technické reseni a sluzby.

A
INDUSTRIES COMPANY
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OUR VALUES
EMPOWER

We are result driven. We
empower our people to take
responsibility, we celebrate their
successes and learnings equally.

EVOLVE

We drive change through research and
development, continuously innovating
and embracing new ways of thinking.

CONNECT

We maximise the benefits of being part
of a global team bringing in fresh ideas
and thinking.

INSPIRE

We will go the extra mile
and be encouraged to build
a more sustainable world.

OUR VISION

We lead the market in
flue-ducting, integrated stove
and ventilation solutions.

OUR MISSION

Schiedel creates technically advanced,
design driven products to improve the
living environment. We have over 70
years of experience and provide our
customers with trusted, innovative,
high quality, energy-efficient products
and services for both residential

and non-residential buildings. Our
products are safe and easy to install.

OUR BELIEFS

We believe that a fireplace is the
heart of the home as it boosts well-
being, brings families together and it is
the most sustainable way of bringing
warmth to living spaces.

We believe we can contribute to
energy-efficient buildings by providing
environmentally friendly products and
services.

We believe that if we care for our
people we can ultimately make

a difference to our customers. We
bring our passion and expertise

to work every day: this is the
foundation of our success.

OUR PERSONALITY
STANDARD-SETTER

We spark tomorrow’s industry
standards & trends.

CARING

We value and nurture the spark
that our people carry and how they
trans-fer it over to our customers.

PASSIONATE

New ideas for future buildings

are constantly sparked by our
ingrained passion for smarter, more
livable, responsible solutions.

PARTNERSHIP-ORIENTED

We proactively seek our customers
feedback to let their needs spark
inspiration for new technical
solutions and services.

A
INDUSTRIES COMPANY
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Schiedel, s.r.o.
Horousanska 286 250
81 Nehvizdy

T +420326 999 0l |

info.cz@schiedel.com
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