
D’IETEREN
AT A GLANCE

D’IETEREN AUTO
distributes Volkswagen, Audi, SEAT, Škoda, Bentley, 
Lamborghini, Bugatti, Porsche and Yamaha vehicles in 
Belgium. It is the country’s number one car distributor, 
with a market share of more than 22% and 1.2 million 
vehicles on the road at the end of 2015. 

Sales in 2015: EUR 2.9 billion.

BELRON (94.85% owned)

is the worldwide leader in vehicle glass repair and re-
placement. Some 2,400 branches and 10,000 mobile 
units, trading under more than 10 major brands including 
Carglass®, Safelite® AutoGlass and Autoglass®, serve 
customers in 33 countries.

Sales in 2015: EUR 3.2 billion.

In existence since 1805, and across family generations, D'Ieteren seeks growth 
and value creation by pursuing a strategy on the long term for its businesses 
internationally and actively encouraging and supporting them to develop their 
position as a leader in their industry or in their geographies. The group serves 
some 12 million corporate and end customers in 33 countries in two areas: 

…WITH AN INTERNATIONAL PRESENCE

57.11%1  

D’IETEREN 
FAMILY

FREE FLOAT
Euronext
Brussels

40.96%2 

100% 94.85% 

5.15%

Minority
shareholders

Own shares: 1.93%2 

1 In voting rights: 60.66%. 
2 At 31 December 2015.

A FAMILY-CONTROLLED,  
LISTED COMPANY…
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Our teams did outstanding work in 2015 in a demanding 
and volatile environment requiring agility and the capacity to 
adapt quickly to a succession of challenges. Their involvement 
enabled continued development and preservation of our 
leadership status. Here we would like to pay tribute to them 
and thank them for their energy and motivation.

Thanks to our people's efforts, our key performance indicator, 
the current consolidated result before tax, group's share, 
increased by 20.6% to reach EUR 212.1 million in 2015. 
Like-for-like (i.e. including results of Carglass® Brazil and China), 
D'Ieteren’s performance indicator is up 31.9%, exceeding 
our guidance. 

Both activities (D'Ieteren Auto and Belron) have contributed to 
this great performance.

In automobile distribution, in a market up approximately 3%, 
D'Ieteren Auto ended the year with an aggregate market 
share – excluding registrations under 30 days – of 22.34%  
(vs 22.71% in 2014). This remarkable result is notably due to 
the success of Audi where nearly all models contributed to the 
increased market share, and Porsche which continues its impressive 
growth due especially to the popularity of the Macan and hybrid 
Cayenne models, while Volkswagen remained the preferred car 
brand of Belgians. In total, D'leteren Auto’s sales were up by 8% 
and its current operating result rose by nearly 25%.

These performances are all the more praiseworthy given that they 
were achieved in an environment marked by the “Emissiongate” 
crisis which hit the Volkswagen group in September 2015. Here 
we would like to commend the response of the D'Ieteren Auto 
teams and of their CEO Denis Gorteman, who took bold, difficult 

decisions in a complex situation. From the outset, D'Ieteren Auto 
did everything possible to optimally manage the impact of the 
“Emissiongate” for its customers, while reaffirming its position 
as a preferred partner of the Volkswagen group, based on a 
strong relationship dating back to 1948. This was done by 
acting with optimum transparency, by ensuring we commu-
nicated with our customers and Belgian authorities as soon 
as information became available, but also by taking strong 
measures, in particular by twice suspending the sale of vehicles 
potentially affected by the irregularities. We are convinced 
that acting in this firm and efficient way enabled us to keep 
our customers' trust in the brands we distribute. Thanks to the 
measures taken, D'Ieteren Auto’s orders were back on track 
by the end of the year and the outlook for 2016 is positive.

Also in 2015, D'Ieteren Auto pursued important measures to 
improve its profitability. The teams focused on the three pillars 
of the 2018-2020 strategy, which are:

•  “Powered by You”, involving an overhaul of our internal 
organisational structure so that we become even more cus-
tomer focused. Six responsibility units were defined in the 
second half of 2015 targeting commercial and operational 
excellence.

•  “Market Area”, involving the optimisation of our network 
of independent dealers. 18 of the 26 Market Areas are 
currently being established.

•  “Pole Position”, focusing on improving the performance of 
our D'Ieteren Car Centers in the Brussels region. This project 
is progressing ahead of schedule and the synergies and 
cost savings are exceeding expectations. 

MESSAGE FROM THE MANAGEMENT

PEOPLE
POWERED

D’Ieteren
Activity Repor t 2015

“We are continually impressed by 
the talent, dynamism and respon-
siveness of our teams across the 
entire D'Ieteren group.”
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the General Meeting of Shareholders an increase in the gross 
dividend, from EUR 0.80 per share for 2014 to EUR 0.90 
per share for 2015.

We were delighted to welcome Arnaud Laviolette to the group's 
management team as Chief Financial Officer as from September. 
We also strengthened the Business Development team, formed 
an M&A team and welcomed a new Chief Legal Officer to 
replace Anne del Marmol who has taken over management 
of a new integrated legal department within D'Ieteren Auto. 
This evolution will be continued in 2016 enabling D'Ieteren 
to properly engage in ensuring the long term development of 
its activities and identifying new investment opportunities to 
ensure growth and value creation.

The D'Ieteren group continues its search in order to deploy its 
available financial resources with a view to supporting growth 
of its current activities and investing in new businesses or new 
business segments. Our selection criteria include long term 
growth opportunities, management quality, the possibility of 
becoming market leader, international expansion and low-level 
risk associated with technological or regulatory change. More 
generally, compatibility with the D'Ieteren corporate culture 
is key, and we must be convinced of our added value as a 
shareholder for the activity concerned. We have no difficulty 
in envisaging an investment with one or more partners, on 
condition that we have the possibility of being a majority 
shareholder or ultimately gaining control. 

The energy and motivation of all our people enable us to 
provide our customers with the type of services they expect 
from a group such as ours. Passion, respect and commitment 
are core values in our group, together with our constant 
endeavour to act fairly and responsibly toward all our stake-
holders. D'leteren therefore ensures that it reduces the impact 
of its activities on the environment, plays an active role in the 
development of communities in which it operates, and builds 
sustainable relationships with all its customers, staff, partners 
and investors. In 2015, corporate social responsibility remained 
at the heart of how the group operates: on pages 30 to  
39 you will find examples of actions undertaken or continued 
in this regard last year*.

More than ever, 2015 was “people powered”. We are con-
tinually impressed by the talent, dynamism and responsiveness 
of our teams across the entire D'Ieteren group. We would like 
to commend them most sincerely on their commitment. We 
also thank our customers, partners and shareholders for their 
loyalty and trust.

In vehicle glass repair and replacement, 2015 was a good 
year for Belron. In the US, the company continued to invest in 
its growth and equipped itself with the means to improve its 
market share by increasing its resources (the workforce, mainly 
technicians, grew by 11%), by developing innovative digital 
solutions, by conducting effective marketing campaigns and 
by right-sizing glass inventory levels to match demand. An ex-
ceptional winter 2014-2015 contributed further to the success 
of this strategy and the company's preparation enabled it to 
achieve best ever sales and results, serving a record number 
of customers. In Europe, many initiatives were launched in 
2014 and 2015, including a claims management service 
and a footprint expansion in France, extended use of digital 
marketing in several countries and restructuring in the UK, Italy, 
the Netherlands and Germany. These measures enabled several 
major European countries to record improved results despite a 
climate marked by pressure on sales and declining markets. 
Belron’s sales increased by around 13% in 2015 (-0.2% in 
Europe and +27.7% outside Europe), including organic growth 
of 4.7% and a positive currency translation impact of 8.1%. 
The current operating result rose by over 10%.

Last year, Belron acquired three franchisors: Autotaalglas and 
GlasGarage in the Netherlands and Junited Autoglas in Germany. 
In all cases, the acquired franchisor keeps its own brand, identity 
and operational model, thus providing customers with a choice 
between different value propositions. These acquisitions generate 
synergies, for example in terms of glass procurement.

Declining trends in our operations in certain emerging markets 
led us to take strong measures: exit from China, resale of 60% 
of our operations in Brazil to a local partner, and, in Turkey, 
refocusing on a few large urban centres and on our vehicle 
glass wholesale activity.

Adaptation by the countries to changes in market circumstances 
continued in Europe in 2015. In the UK, although the transfor-
mation of the operational model initiated in 2014 presented 
some major difficulties in the first half of 2015, measures taken 
subsequently significantly improved operational performance 
and service levels in the second half. Restructurings in Italy 
and the Netherlands, announced in 2014, are delivering the 
anticipated benefits, although volumes in these countries are still 
under pressure in an environment that remains very competitive. 
Further restructuring was decided in Italy in the second half of 
2015 to take account of this environment.

At group level, the consolidated net financial debt declined to 
EUR 573.2 million, reflecting an increase in D'Ieteren Auto’s net 
cash position partially offset by a slight increase in Belron's net 
financial debt, essentially due to a stronger dollar against the 
euro. The financial position remains particularly strong given 
a consolidated equity of over EUR 1.7 billion.

In view of these good results, its confidence in the teams' 
capacity to continue these trends and the group's financial 
strength, the Board of Directors has decided to propose to 

Axel Miller 

Chief Executive Officer

Roland D’Ieteren

Chairman

*D'Ieteren complies with the reporting standard of the Global Reporting Initia-
tive (GRI) – see pages 96-97 of the 2015 Financial and Directors' Report.

MAXIME SEGHIN
Consolidation AnalystHelping you out  

of trouble
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KEY FIGURES 
BY ACTIVITY

EXTERNAL REVENUE 
EUR  

6,035.4 
million in 2015

CURRENT RESULT BEFORE TAX2, GROUP’S SHARE
EUR 

212.1
million in 2015

CURRENT OPERATING RESULT2 
EUR 

248.5
million in 2015

AVERAGE WORKFORCE

27,970
average full time equivalents in 2015

48% 
52%

27% 
73%

35% 
65%

6% 
94%

(average full time  
equivalents) 20141 2015 Change

D’Ieteren Auto 1,606 1,580 -1.6%

Belron 26,542 26,390 -0.6%

Total 28,148 27,970 -0.6%

 (EUR million) 20141 2015 Change

D’Ieteren Auto 52.5 74.5 +41.9%

Belron 123.4 137.6 +11.5%

Total 175.9 212.1 +20.6%

 (EUR million) 20141 2015 Change

D’Ieteren Auto 53.3 66.5 +24.8%

Belron 165.1 182.0 +10.2%

Total 218.4 248.5 +13.8%

 (EUR million) 20141 2015 Change

D'Ieteren Auto 2,660.5 2,874.2 +8.0%

Belron 2,792.6 3,161.2 +13.2%

Total 5,453.1 6,035.4 +10.7%

1Restated to reflect discontinued operations in the Vehicle Glass segment. See notes 2 and 41 of the 2015 Consolidated Financial Statements.
2Before unusual items and re-measurements (APM - see glossary on page 40).
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NEW SITE FOR CENTRALISED 
BODYWORK ACTIVITY
“Zen Park” is the name of this site located in Drogenbos 
(south of Brussels), which will host all the bodywork 
activities of the current Mail (Ixelles) and Centre 
(Anderlecht) dealerships, as well as a new My Way 
centre, as from 2017. The purchase agreement of 
this 13,144 m² site is signed on 10 September.

SEPTEMBER

KEY EVENTS 2015

93RD LIGHT COMMERCIAL 
VEHICLES, RECREATIONAL 
VEHICLES AND 
MOTORCYCLES SHOW 
Held from 15 to 25 January, the Brussels Motor 
Show attracts a record number of 427,000 visitors. 
D’Ieteren Auto presents a number of new models 
including the Volkswagen Golf GTE, the Audi TT 
and Q7, the Škoda Fabia and Fabia Combi, and 
the SEAT ST Cupra and Leon X-Perience.

JANUARY

D’IETEREN EXPO
In the framework of its ‘Pole Position’ project (see 
page 14), D’Ieteren Auto completes its third site 
merger operation by moving the activities of its 
Expo site (in Laeken, Brussels) to the Drogenbos 
and Loozenberg (Zaventem) sites at the end of June.

JUNE

INVESTOR DAY
On 8 December D’Ieteren holds its first Investor 
Day in London. The main topics that management 
addresses include the recent evolution of D’Ieteren’s 
activities, conditions on the markets they operate in 
as well as their medium-term strategy and an update 
on D’Ieteren’s search for a new activity. Speakers 
include Axel Miller (CEO of the D’Ieteren group), 
Arnaud Laviolette (CFO of the D’Ieteren group), 
Denis Gorteman (CEO of D’Ieteren Auto) and Gary 
Lubner (CEO of Belron).

DECEMBER

SPIRIT OF BELRON  
CHALLENGE 2015
Over 100 events across the globe, involving more 
than 10,000 employees, raise money for charitable 
causes (see page 39). The Challenge culminates 
in an unforgettable event on 26 September, with 
1,500 employees swimming, cycling, running and 
walking to raise vital funds for the company’s global 
charity partner, Afrika Tikkun

SEPTEMBER

BECSA
The Belron Exceptional Customer Service Award 
(BECSA) showcases the everyday Belron heroes 
who provide outstanding service to customers 
throughout the year. On 10 November Belron’s CEO 
Gary Lubner announces the 26 award winners, 
representing 15 countries, and judged as the best 
of the best from an outstanding list of nominations.

NOVEMBER

ANOTHER ACQUISITION IN 
THE NETHERLANDS
On 10 November Belron Holland completes the 
acquisition of GlasGarage, a franchise organisation 
with national coverage.

NOVEMBER

GERMAN ACQUISITION 
On 24 September the acquisition of Junited Autoglas by 
Belron Germany (as announced in July) becomes legally 
effective. Junited Autoglas is a nationwide franchise 
group with 238 branches.

SEPTEMBER

NEW GROUP CFO 
On 1 September, Arnaud Laviolette (54) becomes  
Chief Financial Officer of the D’Ieteren group. Before 
joining D'Ieteren, Arnaud held various positions within 
the financial sector, at ING Belgium as member of 
the Management Board and at the Groupe Bruxelles 
Lambert as Director of Investments.

SEPTEMBER

AUDI CENTER BRUSSELS
On 26 November, Audi Belgium opens its brand 
new 1,388 m² showroom in Drogenbos, comprising 
an Audi Sport space which is unique in the region.

NOVEMBER

ACQUISITION  
IN THE NETHERLANDS
Belron announces that it has acquired Autotaalglas 
in the Netherlands. Autotaalglas is a nationwide 
franchise organisation with 54 branches.

JUNE

D’Ieteren
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D’IETEREN AUTO
BELGIAN MARKET LEADER  
IN VEHICLE DISTRIBUTION

WHAT WE DO

Boasting a more than 65-year relationship with the Volkswagen 
group, D’Ieteren Auto imports and distributes the vehicles 
of Volkswagen, Audi, SEAT, Škoda, Bentley, Lamborghini, 
Bugatti and Porsche across Belgium, along with spare parts 
and accessories. It is the country’s number one car distributor, 
with a market share of more than 22% and 1,2 million vehicles 
on the road. D’Ieteren Auto manages a network of some  
150 independent dealers and corporately owns 23 locations, 

mainly on the Brussels-Antwerp axis. It also sells used vehicles 
through 10 corporately-owned My Way centres and some  
140 dealerships affiliated to the My Way Authorized Distributors 
network. In addition, D’Ieteren Auto provides car financing and 
long-term car rental services through a joint venture between 
D’Ieteren and Volkswagen Financial Services. Finally, it distributes 
the products of Yamaha and MBK in Belgium and the Grand 
Duchy of Luxembourg through D’Ieteren Sport.

D’Ieteren
Activity Repor t 2015
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RESEARCH, MARKETING & TRAINING

“We are developing 
a range of advice, 
leadership and financial 
support services to help 
our dealers play a full role 
within their Market Area.” 

In 2014, you announced the launch of a new 2018-2020 
strategy, based around three pillars. What steps were taken 
to implement this strategy in 2015?

Denis Gorteman: In 2015, our efforts focused primarily on 
the deployment of “Powered by You”, involving the overhaul 

of our internal structure. We needed to place the customer 
even more at the centre of our organisation, in order to ensure 
that our activities were truly customer-oriented. I firmly believe 
that a company can only operate effectively once each and 
every responsibility has been clearly defined. By creating our 
various responsibility units (see chart on next page), we have 
created a coherent, agile structure that is accepted across 
the company. We are now able to work in a coordinated 
manner, making use of all available information and individ-
ual experiences. As such, we are able to offer our customers 
high-performance and appropriate solutions, thereby boosting 
our success and growing both our own business and the 
business of our dealerships.

What, in practical terms, does this reorganisation involve in 
staffing terms?

Denis Gorteman: Our employees are now grouped into six 
separate yet interconnected business units. The aim of this new 
structure is to achieve commercial and operational excellence 
by building on our existing expertise, strengthening our busi-

A STREAMLINED  
ORGANISATION CAPABLE OF 
MEETING ANY CHALLENGE

ness-specific skills and drawing on our practical experience. 
This structure will also help to foster cross-functional working 
practices, thereby enabling us to become more effective, 
flexible and pro-active. 

The first of our new units is the “Retail” unit, covering our own 
distribution activities, including new and used vehicles, parts 
and accessories, mechanics, bodywork, financial products, 
maintenance products, etc. The aim of this unit is to address 
the needs of our customers from A to Z. Secondly, we have the 
“Operations” unit. This unit has been established to answer the 
following question: “How do we deliver our sales and service 
activities in the most effective way?”. The third unit, known as 
“Brands, Customer & Business Development, Network”, acts as 
a central hub for all sales drivers and is in direct contact with 
all our customers. We then have three cross-functional units: 
“Human Resources”, “Finance” and “Research, Marketing & 
Training”. The new structure was launched in the second half 
of 2015, and we expect it to begin delivering results from 
this year onwards.

SYLVIE HUWART
Management Assistant & Press Relations,  
Bentley Belgium & Lamborghini

“The new structure was 
launched in the second 
half of 2015, and we 
expect it to begin de-
livering results from this 
year onwards.”

Will this project involve some major changes?

Denis Gorteman: Yes it will. And we are addressing change 
in a proactive and respectful way. We want to foster more 
leadership within the organisation, and we are encouraging 
people to embrace change responsibly. A prime example is our 
introduction of the “Market Area” project. We are fundamentally 
overhauling our network, but doing so in close consultation with 
our partners, many of which have been with us for many years, 
and some since 1948. This is how we do things.

What progress has been made in the “Market Area” project, 
i.e. the overhaul of the independent dealer network?

Denis Gorteman: We have identified a total of 26 Market 
Areas, and 18 of these are currently being established. Al-
though this strategy was not universally accepted when we 
announced it back in April/May 2014, this development is 
a sign of growing support for the strategy among our network 
of independent dealers. The network has a full grasp of the 
reasoning behind the strategy, has taken it on board, and is 
now implementing it in practice. This gives me great satisfaction. 
Within D’Ieteren Auto, we are developing a range of advice, 
leadership and financial support services to help our dealers 
play a full role within their Market Area.

Discussions are going well in terms of the eight remaining 
Market Areas. I am pleased to see this project making progress, 
especially since the target date for this strategy is 2020 rather 
than 2015. What’s more, we cannot expect to overhaul our 
entire network in 12 months. It is a major change that will 
demand guidance, support and, most of all, time. This year 
we expect to complete the creation of about ten Market Areas.

INTERVIEW WITH

DENIS GORTEMAN 
CEO OF D’IETEREN AUTO

Stay focused

D’Ieteren
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How did the 'Pole Position' project (i.e. the improvement of 
the performance of D'Ieteren Auto's own dealerships in the 
Brussels area) evolve?

Denis Gorteman: In the first half of 2015 we moved our activities 
from the Expo site (in Laeken), to the Drogenbos and Loozenberg 
(in Zaventem) sites. In the first half of 2016, we will also move 
our Bentley and Lamborghini activities to Drogenbos and we 
plan on creating the VW-CVI-SEAT-Škoda hub in Zaventem 
in September. This will be our fourth site merger operation, 
following the closure of the Vilvoorde and Fort-Jaco (in Uccle) 
sites and the transfer of activities from those sites at the end of 
2014, and the closure of the Expo site last year. Each of these 
operations has had the same goal: to resorb the D’Ieteren Car 
Centers’ annual losses of around EUR 10 million and to enable 
the entity to return to good financial health by 2018. Last year, 
we also opened a brand new Audi Brussels centre in Drogenbos, 
demonstrating our ambitious investment strategy.

 

 
 

This aspect of D’Ieteren Auto’s new strategy is progressing 
particularly quickly.

Denis Gorteman: The project is certainly moving more quickly 
than we anticipated, and we are achieving greater synergies 
and cost savings than expected. To date, the results of our “Pole 
Position” project have been extremely satisfying. There is now 
unanimous support for the changes across our organisation, 
and a belief that our retail business is heading in the right 
direction. In financial terms, we have now managed to reduce 
the D’Ieteren Car Centers’ losses by around 45%. Yet this is 
just the first major step. We have also managed to ensure that 
everyone is fully aligned and we've established a longer-term, 
more robust vision of the business. We have done this while 
retaining the same level of sales, improving customer satisfac-
tion and optimising our talents – in other words, ensuring that 
we have the right people in the right places. Our bodywork 
business is a particularly good example in this respect. We will 
close two bodywork centres and open a new one (the work 
will begin this summer and should be completed towards the 
end of 2017). We have overhauled our working practices, 
changed locations, and expect to increase the number of 
vehicles coming into our centres. We have approached these 
changes in a holistic manner, covering not just sales, but also 
finance and operations.

In September 2015, the Volkswagen group was hit by the 
so-called “Emissiongate” scandal. How, several months on, 
would you assess the impact of this crisis and the way in 
which D’Ieteren Auto has responded?

Denis Gorteman: The “Emissiongate” came as a real shock 
and surprise to everyone. It was a completely unexpected 
event that challenged the values of our business. Of course, 
this is a natural reaction. Yet our response proved, once 
again, that D’Ieteren Auto is able to work in a collaborative, 
cross-functional manner and with the common good in mind. 
When we set out working towards a common goal, we are 
simply unbeatable. This is yet more proof that we have made 
the right strategic decisions in recent years. For example, 
the projects, priorities and goals that we set back in 2012, 
and we have just discussed some of them, have helped us to 
mitigate the worst effects of the scandal.

Yet again, our crisis management strategy has focused, first 
and foremost, on our customers. We have acted ethically and 
responsibly, dealing with both customers and the authorities in 
a fully transparent, open and honest manner. In many cases, 
we have taken the initiative and sought to identify our own solu-
tions (see opposite for full details of D’Ieteren Auto’s initiatives). 
We have taken the difficult decision to stop selling products 
potentially affected by the scandal, once again demonstrating 
our commitment to giving priority to our customers and to the 
community. I firmly believe that we have responded to this crisis 
in the best possible way. However, we need to continue our 
efforts. I would be lying if I said that the image of the brands 
we sell has not been affected by this affair. It is therefore up 
to D’Ieteren Auto and its dealership network to regain the trust 
and confidence of its customers. Now, more than ever, we 
need to stick together, act in an exemplary manner, and support 
our customers and our network. This, in turn, will translate into 
continuous market leadership.

“There is now unanimous support for the 
changes across our organisation, and a 
belief that our retail business is heading 
in the right direction.”

Subsequent events & information:  
www.customercare.dieteren.be

22 SEPT.  
Works to clarify irregularities concerning a software 
involving some 11 million diesel vehicles with type  
EA 189 engines.

22 SEPT.  
Reaction to irregularities concerning a software used 
in some of Volkswagen group’s diesel engines.

25 SEPT.  
Launch of ‘Customer Care’ website in response to  
customer concerns.

25 SEPT.  
Matthias Müller appointed new CEO of Volkswagen AG.

26 SEPT.   
Decision to suspend the commercialisation of vehicles 
potentially fitted with the non-compliant software.

28 SEPT.  
Offer to replace existing orders by diesel EU6 
vehicles.

5 NOV.  
Temporary sales suspension of models that may 
be affected by the irregularities with respect to CO2 
emissions.

20 NOV.  
Is confident that no fiscal adjustment will be passed 
on to the customers affected by the irregularities with 
respect to CO2 emissions.

29 SEPT.  
Announces action plan to refit diesel vehicles with  
EA 189 engines. 

15 OCT.  
Federal Motor Transport Authority (KBA) decides on recall 
for affected EA 189 engines.

2 NOV.  
Emphasizes that no software has been installed in the 
3-liter diesel power units.

16 OCT . 
About 320,000 vehicles will be recalled in Belgium.

3 NOV.  
Internal investigations at VW identify irregularities in CO2 
levels. Around 800.000 group vehicles could be affected 
worldwide.

13 NOV.  
Next steps in clarifying the CO2 issue.

2015

http://www.seeklogo.net

ESTELLE CATRY
Warehouse employee

Sky's the limit
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KEY FIGURES
Mobility is an increasingly important issue across society. As 
an automotive company, what is D’Ieteren Auto’s position in 
this debate?

Denis Gorteman: For us, the most important thing is to play 
a central role in the mobility debate in Belgium. We need to 
accept and embrace this inevitable – and in my view, positive 
– change. Sustainable development is particularly important to 
us. We want to play a leading role in dealing with mobility-re-
lated issues, ensuring that we give our customers the advice 
and guidance they need. To achieve this goal, we need to 
develop both the necessary skills and sufficient credibility. It is 
my belief that D’Ieteren Auto has a more important role to play 
in this respect than its competitors, since we are the historical 
market leader, with deep Belgian roots. We are therefore well 
placed to take a long-term view of the issue, and to understand 
it from a Belgian perspective. I will, however, admit that this is 
very much an ambition for the future. We have a lot of work 
ahead of us.

What are D’Ieteren Auto’s priorities in 2016?

Denis Gorteman: Our new strategy will only bear fruit if we 
have the right people in the right places. Given that we are 
fundamentally overhauling our structure and our objectives, we 
need to work on our leadership and on the engagement and 
motivation of our people at all levels. We therefore need to 
ensure that our culture is well adapted to the challenges we 
see in our environment. Looking at the question another way, 
we need to make sure that our existing 'talent pool' has the 
necessary skills to meet our needs, both now and in the future. 
Our main priority in 2016 is therefore to prepare ourselves 
for the challenges of tomorrow, building on the initiatives we 
have been implementing since 2014.

“For us, the most important thing is to play a central 
role in the mobility debate in Belgium. We need 
to accept and embrace this inevitable – and in my 
view, positive – change.” 

(EUR million) 2014 2015 Change 

• New vehicles 2,316.5 2,512.8 +8.5%

• Spare parts and accessories 169.7 180.4 +6.3%

• D’Ieteren Car Centers (aftersales) 81.0 83.9 +3.6%

• Used vehicles 38.7 46.1 +19.1%

• D’Ieteren Sport 26.0 25.5 -1.9%

• Other 28.6 25.5 -10.8%

D’IETEREN AUTO 2,660.5 2,874.2 +8.0%
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1 Before unusual items and re-measurements (APM - see glossary on page 40). 
2  The Automobile Distribution segment includes all costs related to the corporate activities, including (concerning the current result before/after tax) the finance costs 
resulting from the investment in the Vehicle Glass segment.

Note: Following the creation of Volkswagen D’Ieteren Finance, whose results are accounted for using the equity method (and there-
fore excluded from external revenue and from current operating result), and in order to reflect all the group’s activities, the current 
result before tax, group’s share, includes from 2012 the group’s share in the current result before tax of the entities accounted for 
using the equity method.

EVOLUTION OF REVENUE AND CURRENT OPERATING 
RESULT OF D’IETEREN AUTO SINCE 2006  
(EUR million)

NEW CAR REGISTRATIONS IN BELGIUM AND  
MARKET SHARE OF D’IETEREN AUTO SINCE 2006

SALES EVOLUTION BY ACTIVITY

1%

87%

2%

1%
6%

3% 

TOTAL SALES BREAKDOWN BY ACTIVITY (2015)

(EUR million) 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015

New vehicles delivered (in units) 112,944 120,774 119,967 99,241 117,951 136,199 120,157 112,877 111,667 114,978

External revenue 2,491.4 2,642.4 2,679.4 2,453.8 2,732.9 3,208.3 2,787.3 2,627.4 2,660.5 2,874.2

Current operating result1,2 81.9 98.7 88.5 65.8 92.6 114.9 54.2 46.7 53.3 66.5

Current operating margin 3.3% 3.7% 3.3% 2.7% 3.4% 3.6% 1.9% 1.8% 2.0% 2.3%

Current result, group’s share

  before tax1,2 59.5 74.7 60.6 42.9 64.9 92.7 52.5 47.1 52.5 74.5

  after tax1,2 57.0 65.2 59.3 41.9 62.0 98.0 48.5 43.0 49.7 74.3

Average workforce 
(average full time equivalents) 1,571 1,601 1,650 1,565 1,584 1,685 1,587 1,601 1,606 1,580

D’IETEREN AUTO

GERDA VERMEIR
Marketing & Promotion Manager,  
My Way

Be creative

D’Ieteren
Activity Repor t 2015
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VOLKSWAGEN

ŠKODA

AUDI

SEAT

TIGUAN

VISIONS

Q2

ATECA

NEW MODELS
D’IETEREN AUTO

The second generation Tiguan is the first Volkswagen 
group SUV whose design is based on the new 
(modular) MQB platform, which is future oriented 
in all of its aspects. Volkswagen is presenting four 
versions of the new Tiguan: the very sporty Tiguan 
R-Line, the classic on-road model and an off-road 
version customised for off-road use. Meanwhile, 
the Tiguan GTE – a concept vehicle with a plug-in 
hybrid drive – offers an outlook on future develop-
ment of the best-selling SUV.

Over recent years, Škoda has fundamentally 
expanded and renewed its model range. The 
SUV range is now also being strengthened. With 
the Škoda VisionS, the Czech car manufacturer 
gives an insight into how Škoda’s future SUV 
design language might look like. The brand also 
presents its most important future technologies 
with this show car.

The compact SUV is an urban-type vehicle for 
everyday driving and recreation, uniting a pro-
gressive design with a high level of functionality. 
Connectivity, infotainment and assistance systems 
are on level of full-size class. The Audi Q2 is as 
individual as its driver – inside and out. 

The Ateca, SEAT’s first SUV, combines a unique 
design, dynamic driving pleasure, urban ver-
satility and outstanding practicality. Equipped 
with the latest high-end technologies including 
assistance and infotainment systems, the Ateca 
makes every day and every kilometre an unfor-
gettable experience.

D’Ieteren
Activity Repor t 2015
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PORSCHE

YAMAHA
HURACÁN LP 580-2

911 TARGA
BENTAYGA

XSR900 FASTER SONS
LAMBORGHINI

BENTLEY

D’IETEREN AUTO

The Bentley Bentayga combines unparalleled 
luxury with effortless performance and everyday 
usability. With an all-new W12 powertrain, 
the Bentayga is the fastest, most powerful, most 
luxurious and most exclusive SUV in the world. 
It offers a true Bentley driving experience and 
showcases innovative technology features.

The rear-wheel drive model fits perfectly into the 
Huracán family, appealing to those wanting an 
even more intense driving experience, or who 
currently drive other rear-wheel-drive cars and aspire 
to driving a Lamborghini. This is the purest expres-
sion of a Lamborghini to date, with class-leading 
technological refinements. It is a serious car for 
serious drivers: it is maximum driving fun.

Conceived over 50 years ago, the Porsche 911 
Targa is a legendary car, an icon among the 
icons. Today, it is available with all-wheel drive 
and two engine variants: the 3.0 litre six-cylinder 
engine offers 370 hp in the 911 Targa 4 and 
420 hp in the 911 Targa 4S. Its main hallmarks? 
The typical roll bar and the fully automatic roof 
panel, that slides open at the first sunbeam, for 
a truly unique driving experience.

Following the MT-09’s leading example, Yamaha 
continues to evolve its Sport Heritage range with 
the all-new XSR900. The pure and timeless styling 
refers to the historic and iconic sporty models of 
the past. The carefully thought out motor/frame 
combination, mixed with cutting edge technolo-
gies, offers unparalleled performances to riders 
with a distinctive eye for style and design.

D’Ieteren
Activity Repor t 2015
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BELRON
WORLDWIDE LEADER IN VEHICLE 
GLASS REPAIR AND REPLACEMENT

WHAT WE DO

Belron is the worldwide leader in vehicle glass 
repair and replacement. With more than ten major 
brands – including Carglass®, Safelite® AutoGlass 
and Autoglass® – and a network of subsidiaries and 
franchisees in 33 countries on five continents, the 
company completed a job every three seconds in 2015.  
2,376 branches and 9,879 mobile units, available 24/7 
in most countries, enable its service teams to meet customer 
demand anywhere, any time. This focus on service quality 
generates a very high level of customer satisfaction.  

Belron has also forged long-term partnerships with many 
large insurance, lease and fleet companies, enabling it 
to handle claim events from start to finish and greatly 
simplifying the administration process.

2014* 2015

Mobile units 9,257 9,879

Branches 2,370 2,376

D’Ieteren
Activity Repor t 2015

* Excluding Brazil and China.
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GODELIEVE BIESMANS
Customer Contact Centre Agent

“Our deep-rooted innova-
tion and drive keeps us at 
the front of the market.” 

How are you looking to make sure that Belron stays at the 
forefront of Vehicle Glass Repair and Replacement in your 
countries?

Gary Lubner: We continued to face declining market conditions 
in many countries though we experienced a second exceptional 
winter in the USA in 2015. The underlying drivers of kilometres 
driven, speeds, windscreen size and road conditions continue 
to cause a reduction in the breakage rate in all developed 
markets, with the winter weather offsetting these trends in the 
USA but not in Europe. In response to these challenges we 
implemented many new initiatives, both to grow market share 
and to improve operational efficiency. As always, the group 
shared ideas across the different countries in order to leverage 
both our scale and scope.

Tell us more about this. For example, what does it mean for 
your sales and marketing activity?

Gary Lubner: Our deep-rooted innovation and drive keeps 
us at the front of the market. Many of our business units are 
exploring new and exciting opportunities, driven by changing 
markets and developing technology. For example, Safelite® 
in the USA is really leading the way in how we harness the 
significant new opportunities offered by digital technology.

At Safelite, as across the group, we are growing our business 
online, building on foundations laid in previous years. More 
than 60% of Safelite online customers are now using a mobile 
device, which is driving us to focus on creating a simplified 
user experience. This is all about providing customers with the 
opportunity to reach us in the way that best suits them, and 
we are achieving great success in this area because what 
we are doing is based on feedback from our customers. This 
is exciting work because we have found that small changes 
can make a really big difference for the customer. An example 
of the progress we are making in this area is the significant 
increase in the proportion of bookings made online.

We are also maximising our results from using paid search and 
are significantly investing in digital advertising. The business 

TRANSFORMING FOR TOMORROW

has also put a significant emphasis on developing its social 
media activity; be that planned activity or fast-time reactive 
activity to seize opportunities when relevant topics are trending. 
Unlike traditional marketing, this is all about minutes and hours, 
not days and weeks.

We continue to transform the business landscape with very 
successful promotions, and have some great examples from 
Carglass® France. Having run its first wiper promotion in 
2012 (whereby customers received free wipers when having 
a windscreen repaired or replaced), in 2015 Carglass® 
France ran three wiper promotions, one promotion offering 
a car wash card and another with a subscription to the auto-
matic motorway toll service. These gift promotions were also 
supported by other integrated activities including educational 
campaigns focusing on topical safety messages.

Another exciting way we are transforming our business is with 
the introduction of Third Party Administration (TPA) services in 
several countries. We operate developed TPA business part-
nerships in the US and Canada, handling and administering 
vehicle glass repair and replacement claims for many of the 
largest North American insurance companies. Our most no-
table addition in this area last year was in Australia, where 
we entered a partnership with a major insurer to offer TPA 
services. TPA deepens and enhances our relationship with our 
insurance partners and is a key means of adding value for 
them. Although Europe typically offers less opportunity in this 
area, we are performing claims handling and TPA services for 
certain key European insurers and continue to actively pursue 
opportunities in this area in all our major geographies.

“November 2015 
saw the highest ever 
Net Promoter Score for 
the Belron group as a 
whole at 84.3%.”

Are there any operational successes that you feel particularly 
proud of? 

Gary Lubner: I am incredibly proud that we continue to set re-
cord levels of customer service. Delivering consistently superior 
service is absolutely fundamental to Belron, and we measure 
this using the Net Promoter Score, which shows the number of 
customers who say that they would not only return to us, but 
would also recommend us to others. Despite all the challenges 
of the year, we succeeded in achieving record monthly scores 
in Australia, Greece, France, Canada, Denmark, the USA, 
the Netherlands and Sweden. In fact, November 2015 saw 
the highest ever Net Promoter Score for the Belron group as 
a whole at 84.3%.

We have delivered a really innovative network expansion at 
Carglass® France. The thinking behind this was to expand in 
less densely populated areas, with low cost ‘mobile branches’ 
such as shipping containers built to accommodate Carglass® 
activity and in shared locations. Key to this expansion has been 
a partnership with Total which has seen Carglass® branches 
appearing across the largest petrol station network in France. 
In 2015, Carglass® France opened 83 new service locations, 
bringing the total number of branches in the network to 422.

Belron has a reputation for being at the forefront of new in-
dustry developments, and a great example of this is how we 
are leading the way in Advanced Driver Assistance Systems 
(ADAS) which are high tech systems developed to help the 
driver. Our capability in this area has been developed in 
several countries, with critical know-how from Belron Technical, 
our research and development division.

Our combined knowledge on ADAS fitment, functionality and 
standardised process for camera calibration is unique in the 
industry and we are rapidly becoming the go-to solution for 
calibration needs. We work with respected industry expert 
technology providers to deliver a multi brand calibration solu-

INTERVIEW WITH

GARY LUBNER 
CEO OF BELRON

Look to the future

D’Ieteren
Activity Repor t 2015
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tion and use specialist target boards to allow us to calibrate 
cameras. As a result, we are currently capable of calibrating 
95% of all the vehicles equipped with a camera that come 
to us for a replacement in Europe, and are working with our 
technology partners to reach over 99% by mid-2016 and to 
extend into North America and Australasia.

I am also proud of the work behind the scenes that takes 
place to ensure we are effective and efficient. We use the 
‘Our People’s Time Index’ (OPTI) productivity framework which 
gives great insight into where the time of our technicians is 
being spent; monitoring core activities, such as fitting, travelling, 
customer service and administration tasks as well as identifying 
time being spent on ‘wasteful’ activities, for example resched-
uling customer appointments due to having the wrong piece of 
glass, or warranty repairs. In 2015 we started developing and 
extending our OPTI framework to measure and enable smarter 
planning of resource. Carglass® Germany is a great example 
of our productivity framework in action, with a structured ap-

proach to driving smarter measurement, planning, scheduling 
and executing of work by our Field Operations workforce.

What have been the key operational challenges for Belron 
over the last year? 

Gary Lubner: We have faced some important challenges over 
the year. In Italy we have made efficiency changes after one 
of the major insurance partners set up its own network for ful-
filling glass claims in December 2014, leading to a significant 
reduction in volumes, and in Germany we took the decision to 
discontinue our vehicle glass repair and replacement business 
for heavy commercial vehicles.

In the UK we finalised our major restructuring programme, 
moving to an entirely mobile operating model replacing our 
former network of branches. Introducing a new business model 
on this scale led to some disruption and operational challenges 
but the impact decreased rapidly as these were addressed. 

The UK business is now significantly better equipped to meet 
the challenges of the changing market, both present and future.  

In the Netherlands, we had anticipated increased competition 
and price pressure and had accordingly planned a number 
of changes, developing a far more cost effective model. We 
have moved to a network of small branches with one, two or 
three technicians and a new branch 
layout, look and feel. We have also 
relocated a number of branches 
where we could achieve significant 
rent savings.

This transformational change in both 
the UK and the Netherlands was 
designed to preserve and strengthen 
our position in the market, delivering a profitable business on 
a long term, sustainable basis.

How did your emerging market strategy change in 2015? 

Gary Lubner: We have struggled to deliver profitable growth 
in emerging markets over the past few years. I attribute this 
to two primary factors: firstly, the lack of sophistication and 

control in the insurance segment and secondly, the level of 
turbulence in these markets.

We entered China in 2009 and expanded into several cities 
through acquisitions. The transformation of the former owner- 
managed businesses into subsidiaries of a major multinational 
corporation necessitated significant cost increases in order to 
achieve the necessary level of compliance. However, due to the 

lack of sophistication in the market 
we have been unable to generate 
the level of sales commensurate 
with these higher costs. Further, as 
we grew, the compliance costs we 
faced continued to increase. After 
a detailed review in 2015, we 
took the decision that continuing 
to pursue the market entry would 

be excessively costly for the group at this time.

In Brazil, turbulence in the economy and in the market led 
to profit challenges over recent years. While our losses de-
creased in 2015, we are delighted to have concluded a joint 
venture agreement with Advisia early in 2016. This will give 
the business the benefit of local entrepreneurs, supported by 
global Belron knowledge and capabilities.

Sprinkling ideas

MARJORIE SZTOMPKA
Branch Manager

D’Ieteren
Activity Repor t 2015
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1 Restated to reflect discontinued operations in the Vehicle Glass segment. See notes 2 and 41 of the 2015 Consolidated Financial Statements. 
2 Before unusual items and re-measurements (APM - see glossary on page 40).

EVOLUTION OF REVENUE  
AND CURRENT OPERATING  
RESULT OF BELRON SINCE 2006 
(EUR million)

REVENUE BREAKDOWN BY 
REGION

(EUR million) 2006 2007 2008 2009 2010 2011 2012 2013 20141 2015

Total jobs (in million units) 6.1 8.4 9.4 10.7 11.7 11.3 10.4 10.8 10.5 10.9

External revenue 1,507.3 2,000.0 2,156.1 2,423.2 2,800.9 2,769.0 2,727.2 2,843.1 2,792.6 3,161.2

Current operating result2 119.9 156.5 173.9 215.5 255.6 262.3 196.0 173.5 165.1 182.0

Current operating margin 8.0% 7.8% 8.1% 8.9% 9.1% 9.5% 7.2% 6.1% 5.9% 5.8%

Current result, group’s share

  before tax2 72 97.6 108.6 150.4 211.3 213.1 147.7 130.5 123.4 137.6

  after tax2 62.7 83.4 86.7 126.1 155.5 162.3 110.9 93.1 94.3 112.2

Average workforce  
(average full time equivalents) 12,731 18,281 20,833 22,399 24,790 25,199 24,200 25,645 25,204 25,608

EUR 

3,161.2
million in 2015

EUR million 2014 2015 Change

• Europe 1,455.2 1,453.9 - 0.2%

• Rest of the world 1,337.4 1,707.3 +27.7%

Total 2,792.6 3,161.2 +13.2%

JOBS BREAKDOWN 
BY TYPE

10.9
million jobs in 2015

in million units 2014 2015 Change

• Replacement 7.7 8.1 +4.3%

• Repair 2.8 2.8 +0.2%

Total 10.5 10.9 +3.2%

JOBS BREAKDOWN 
BY TYPE

46% 
54%

74% 
26%

55% 
45%10.9

million jobs in 2015

in million units 2014 2015 Change

• Mobile 5.7 6.0 +5.7%

• Non-mobile 4.8 4.9 +0.4%

Total 10.5 10.9 +3.2%
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KEY FIGURES
BELRON

Our other emerging market operations in Russia and Turkey 
are both performing acceptably.

Tell us about what the future holds for Belron. 

Gary Lubner: As we look ahead, our view is that the underlying 
trends in the developed vehicle glass repair and replacement 
markets that have been experienced in the last few years will 
continue. We anticipate declining volumes and continued 
pricing pressure as all market players seek market share.

We plan to continue to deploy initiatives, commercial actions 
and efficiency gains in response to this to retain our leading 
position, as well as consolidating the industry where appro-
priate such as our acquisitions of franchise networks in the 
Netherlands and Germany in 2015. These acquisitions allow 
us to offer alternative service models to the market. We will 

continue to reap the benefits of the changes I have already 
described, and will continue to transform into 2016 and 
beyond in order to meet future challenges head-on.

While we continue to believe in our capacity to generate 
value in the VGRR segment we undertook a detailed strategic 
review in 2015 supported by McKinsey consultants which 
identified additional service markets where we can leverage 
our key competencies to deliver future profitable growth. Our 
focus is primarily on providing additional ‘distressed service’ 
to customers for their vehicles and in their homes. We are 
excited by the opportunities that have been identified and 
will pursue them in 2016 and beyond. At our core will be 
our goal of making a difference to our customers by solving 
their everyday problems with real care.

On the road again!

TIMUR KARATMANLI
Branch Manager

D’Ieteren
Activity Repor t 2015

“At our core will be our goal 
of making a difference to 
our customers by solving 
their everyday problems 
with real care.”

  

28 29



CORPORATE SOCIAL 
RESPONSIBILITY

A GROUP AWARE OF 
ITS RESPONSIBILITIES

D’Ieteren
Activity Repor t 2015
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CONDUCTING OUR BUSINESS  
IN A COMMITTED AND  
RESPONSIBLE WAY

D’IETEREN AUTO
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IMPORTANCE FOR D'IETEREN AUTO

1 
RESPONSIBLE 

MOBILITY

2 
RESPONSIBLE 
PURCHASING

3 
SAFETY 4 

CUSTOMER 
SATISFACTION

5 
TRANSPARENCY  

AND  
GOVERNANCE

6 
EDUCATION  

AND TRAINING

7 
COMPETITIVENESS

8 
WELL-BEING  

AT WORK 
9 

ENVIRONMENTAL 
FOOTPRINT 

The activities of D’Ieteren Auto mean responsibility toward its 
customers, employees and numerous partners that the company 
wants to take in an exemplary manner, in line with its values. 
It relates to the reputation and the trust it generates.  

D’leteren Auto therefore ensures that it reduces the impact of 
its activities on the environment, plays an active role in the 
development of the regions in which it operates, and builds 
strong, long-lasting relationships with all its stakeholders. In 
2012, D’Ieteren Auto began consulting its stakeholders directly, 

with a view to identifying the social responsibility topics that are 
relevant to the company. By operating in this way, D’Ieteren 
Auto is able to seize growth and performance improvement 
opportunities, and to create medium-term and long-term value 
for all. Because corporate social responsibility is a long-term 
driver of progress, D’Ieteren Auto’s staff are encouraged to 
play an active role in this process.

D’Ieteren Auto conducts its CSR reporting activities in line with 
the guidelines issued by the Global Reporting Initiative.

1     RESPONSIBLE MOBILITY 

Move better, move less! Mobility is a driver of prosperity and 
integration. D’Ieteren Auto is aware of this societal added 
value and the related challenges: congestion, pollution, etc. 
Solutions already exist. 

 •  New engines that are less polluting: D’Ieteren Auto promotes 
environmentally friendly technologies (natural gas, electric, hybrid, 
etc.). All brands are developing innovative green technologies. 

•  5 network partnerships: D’Ieteren Auto collaborates with 
Evora and Engie (electric charging), supports the CNG 
network (station at Erps-Kwerps), works with the Natural 
Gas Federation (promotion to fleet customers).

•  D’Ieteren Auto spin off – OTA Keys: IT solution for vehicle 
sharing. Shared key via smartphone for companies, indi-
viduals or rental companies. 

•  TILT (Technical Information Learning Tips): a website dedicated to 
new technologies, eco-driving and safety, to provide customers 
with comprehensive information.

•  Brussels – seven work sites dedicated to regained mobility. 
D’Ieteren Auto endorses the work of BECI (Brussels Enterprises 
Commerce and Industry).

•  94% of ELVs (End of Life Vehicles) are recycled and recovered 
via an approved and inspected system.

•  D’Ieteren Auto supports the “Mobility” chair (Ghent Univer-
sity), finances a study on mobility solidarity (Agence Alter) 
and is a member of Intelligent Transport Systems (ITS.be).

2      RESPONSIBLE 
PURCHASING

Supply is a key function for D’Ieteren Auto. The validity of 
customer guarantees depends upon it. Respect for the envi-
ronment and ethical conduct are key purchase requirements, 
alongside price and quality.

•  100% of suppliers have signed the D’Ieteren Auto Purchase 
Charter, in compliance with the 10 UN Global Compact 
principles.

•  Suppliers are selected on the basis of sustainable criteria 
– 5% weighting.

•  D’Ieteren Auto sets go/no-go criteria on hazardous chemicals 
for its workshop activities.

BENJAMIN PIPAR
Mechanic, Porsche

At your service

D’Ieteren
Activity Repor t 2015

CORPORATE SOCIAL RESPONSIBILITY
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JAN HUYGHE
Sales Supervisor  
My Way, VDFin

3      SAFETY

The road must be a safe space! D’Ieteren Auto is continu-
ing its efforts to ensure maximum safety for the users of its 
products. Multiplication of assistance technologies combined 
with raising awareness play a major role in that respect.  

•  Active promotion and/or series assembly of driver assistance 
systems: automatic emergency braking, adaptive cruise 
control, etc. 

•  Partnership with three post-driving licence training centres: 
nearly 5,000 training sessions with young people targeted 
as a priority.

•  Awareness-raising around responsible and respectful driving: 
annual awareness-raising for an average of 200 disadvan-
taged young people in partnership with the Belgian Road 
Safety Institute (IBSR).

4       CUSTOMER SATISFACTION  
 

D’Ieteren Auto invests daily to achieve the highest standards 
of satisfaction for its customers (dealers and motorists).

•  Customer first: 95.7% (December 2015) of customers recommend 
their dealer for sales; 92.6% (December 2015) for aftersales. 
Target for 2018: 98% both in sales and aftersales.

•  New approach to spare part management: availability and 
fluid stock – only 0.24% complaints.

•  Gradual deployment of customised CRM platforms for an 
improved customer experience.

•  Customer Dialogue Programme that accompanies the cus-
tomers throughout the life cycle of their vehicle and promotes 
responsible usage.

•  WECARE maintenance contract “for the better and without 
the worse”. Around 6,660 contracts sold in 2015.

5      TRANSPARENCY  
AND GOVERNANCE

Commerce is based on a contract of confidence rooted in  
ethics. Transparency and governance are the indispensable tools 
for this. These have always been part of D’Ieteren Auto's DNA. 

•  ‘The WayWeWork’ code of conduct recalls the values and 
the day-to-day ethical practices. 100% of employees informed.

•  Development of internal policies in all businesses to strengthen 
governance: Safety and Security Policies, Procurement Policy, 
Real Estate Policy, Charity Policy, Internal Audit Policy, etc.

•  New classification of functions for greater transparency and 
equity in remuneration.

•  Target-based management: target-setting, along with coaching 
and evaluation interviews.

6      EDUCATION AND TRAINING

D’Ieteren Auto places the training and qualification of 
its employees and future recruits at the heart of its de-
velopment. This is an essential factor for adapting to 
change, new technologies and societal challenges. 

•  D’Ieteren Campus – training for D’Ieteren Auto employees: 
5,164 training days in 2015; 82.2% of total staff was 
trained; average of 3.83 training days by employee.

•  On-boarding programme: welcome and coaching of new 
recruits.

•  Talent sourcing acquisition: retain apprentices in bodywork 
and electromechanics.

•  Succession management: preserve the knowledge and 
expertise of the longest-serving employees and ensure skills 
transfer.

•  D’Ieteren Auto supports the Fondation pour l’Enseignement 
(Belgian Foundation for Education) to create bridges between 

schools and businesses, aimed at school management, 
teachers and students.

•  Licence to Work, the driver’s licence for employment: access 
to the practical driving licence for 20 people on a socio-pro-
fessional integration programme, in partnership with TOTA, 
VAB, Brusselleer and Tracé Brussel.

7      COMPETITIVENESS:  
NEW ORGANISATION  
BY “MARKET AREAS”

An essential adaptation in a changing market.

2 goals: restoring the profitability of the dealers and of D’Ieteren 
Auto, and maintaining our leadership.

5 key principles: focusing on customer satisfaction; exploiting 
the potential of activities through the Market Area strategy; 
maximising synergies; adapting the structure of D’Ieteren Auto 
to the redesigning of the network; respecting employment and 
promoting a motivating internal climate.

More information on page 13 of this report.

8      WELL-BEING AT WORK 

D’Ieteren Auto’s performance is dependent on its employees. That 
is why offering them an environment that is reassuring, fulfilling, 
balanced and favourable to learning, where well-being is not 
just an empty word, is the primary concern of D’Ieteren Auto.

•  New organisation of work and management of work spaces 
for greater dynamism.

•  Work-life balance: work management and flexibility.

•  Giving back: 300 motivated employees in teams devote one 
work day each year to a charitable cause (Give & Gain). 

•  Employee satisfaction: 74.5% in 2013. Target for 2018: 80%.

9      ENVIRONMENTAL  
FOOTPRINT

It is possible to do business while mitigating the impact of 
our activities on the environment. D’Ieteren Auto achieves this 
by transforming its infrastructure and adapting its behaviour.

•  4 operating sites self-generate 29% (2015) of the electricity 
consumed (22% through photovoltaics, 78% via cogenera-
tion). Target for 2018: 40%. 

•  Rational energy consumption programme.

•  60% of waste is recycled. D’Ieteren Auto promotes selective 
sorting and collection in its dealerships, workshops and 
offices.

•  Mobility – towards greater flexibility: D'Ieteren Auto's em-
ployees are encouraged to use more flexible solutions: 
carpooling, public transport, shuttle buses, telecommuting, 
cycling, etc. 

Take the bull by the horns

D’Ieteren
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CORPORATE SOCIAL RESPONSIBILITY

BELRON
PROUD OF OUR FUTURE BY DOING 
THE RIGHT THING EVERY DAY
Belron continues to operate in a responsible manner focusing 
on four primary areas of responsibility: 

•  Environment
•  Ethics
•  Employment
•  Communities

The activities in these areas are an integral part of the Belron 
way of doing business and are a key part of how it engages 
with its customers, its people and its suppliers.

BENCHMARKING  
THE CSR PERFORMANCE 

In 2015 Belron implemented a CSR benchmarking programme 
across the group. It requires each corporate business unit to 
complete a CSR assessment which evaluates how well they are 
doing against key criteria in line with the 10 principles of the 

United Nations Global Compact in the areas of environment, 
labour, anti-corruption and human rights. This is then externally 
assessed by Ecovadis. By the end of 2015 most Belron business 
units have been evaluated with the rest being completed in 
the first quarter of 2016. They will each receive an individual 
benchmark and scorecard highlighting strengths and areas for 
improvement to ensure that corporate responsibility is completely 
embedded in everything we do.

REVIEW OF ALTERNATIVE FUEL  
VEHICLES 

Belron continues its search for a commercially viable alternative 
to fossil fuel vehicles to significantly reduce the carbon emissions 
of its mobile fleets while maintaining operational efficiency. 
Some research was carried out in 2015 which looked at 
technology maturity, infrastructure availability, vehicle suitability, 
cost and emissions. This will be used in 2016 as the basis 
for a review with the fleet managers from around the group 
to evaluate the potential in the main mobile business units.

EVALUATION OF ELECTRIC  
VEHICLES 

Initial tests of electric vans have not been successful, mostly due 
to vehicle size and autonomy. However, in 2015 an evaluation 
of the Nissan e-NV200 van by Carglass® France has proved 
to be worth extending. Nine vehicles are now operational in 
urban areas where the daily van route can be kept below 
100 km. In 2016 their performance will be evaluated with a 
view to extending the trial to other areas.

IMPROVING SUSTAINABILITY IN 
THE SUPPLY CHAIN 

A large part of Belron's turnover is spent on buying products 
and services to carry out its business activities and it has 
always been important to ensure that these suppliers share 
the Belron ethical approach to doing business. However with 
increasing pressure from key insurance and fleet customers 
and with new legislation being introduced, Belron decided 
to be more proactive and introduce a coordinated approach 
to evaluating suppliers. In 2015, with the support from the 
Purchasing Managers from around the group, a review was 
undertaken and a number of key recommendations drafted. 
These will be piloted early in 2016 and the results presented 
to the Purchasing Managers for implementation across the 
group. This should result in ensuring appropriate due diligence 
has been carried out across the supply chain including assess-
ments and audits of more strategic and higher risk suppliers. 

ENVIRONMENTAL REPORTING 

In 2015 Belron replaced its internally developed environment 
reporting system with an externally supported system to ensure 
that the reporting was in line with Global Reporting Initiative 
requirements under the United Nations Global Compact. All 
the data from the old system was validated and transferred 
to the new system and training on collection and reporting of 
energy use and waste management was given to all business 
units. Feedback has been extremely positive and the objective 
of providing the business units with a more transparent process 
and the ability to interrogate and understand their own energy 
and waste data has been achieved. In addition, the reporting 
was extended to all business units which meant on-boarding 
4 additional countries so that the report is a more robust and 
accurate reflection of the Belron environmental impact. More 
importantly this allows the business units to more accurately 
target opportunities to reduce their impact and see the results 
of their actions more clearly.
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programme, making the result a huge achievement as only a 
small number of organisations even make the list in the first year 
of entering. The Best Workplaces programme is run by the Great 
Place to Work Institute UK, an organisation that specialises in 
employee research and helps businesses to understand and 
improve levels of engagement. The programme is the largest and 
most respected global study of people management and work-
place cultures which culminates in the Best Workplace awards.

MAKING A DIFFERENCE 
THROUGH GIVING BACK 

The Spirit of Belron Challenge, comprising 
activities all over the world in support of 
charitable causes, saw over 100 events 
including the Big Belron Lunch taking place 
in the business units engaging over 10,000 
employees. This culminated in the Spirit of 
Belron Challenge event at Dorney Lake, 
Windsor where over 1,500 employees, 

their families and friends, business partners and suppliers came 
together to take part in a triathlon, duathlon or fun run. The event 
was a huge success, with 83% of participants rating it ‘excellent’. 
This engagement and involvement around the business resulted 
in over EUR 780,000 (approximately ZAR 11.3 million) being 
raised for Afrika Tikkun; a fantastic amount which will have a 
huge impact on the communities in which they operate. 

At the Spirit of Belron Challenge event Belron were once 
again joined by a group of exceptional young people who 
are beneficiaries of the Afrika Tikkun programmes in South 
Africa. Three of the group are part of the triathlon sports 
programme and were chosen to come to the UK not only for 
their sporting ability but also for their positive attitude towards 
education and commitment to help their community. The fourth 
member acted as an ambassador for the charity and spoke 
eloquently during the event about the impact the charity has 

had on hers and others’ lives. The group also spent time at 
the Belron office and at the companies of the Afrika Tikkun UK 
board members to gain experience in the work place. We will 
look to build on this in 2016 to ensure that the experiences for 
the Afrika Tikkun athletes coming to the UK or to the Cologne 
or Safelite triathlons give them a good platform for work in 
South Africa and building a better future for themselves and 
their communities.

ETHICAL RESPONSIBILITY 

The Belron group Risk and Assurance which ensures consistency 
by completing periodic internal reviews throughout our busi-
nesses, has developed a specific Ethical Conduct Programme 
to identify policies, procedures and controls already in place 
in relation to ethical conduct across the business. It covers the 
areas of oversight and management, relationships with busi-
ness partners, confidential information and data protection, 
financial property and people. 

This programme helps the central team to raise awareness and 
gather knowledge on the businesses' ethical conduct practices 
so that good practice may be shared, solutions developed 
and assurance measured. 

Following the positive feedback received from all four pilot coun-
tries – Germany, Sweden, Switzerland and Russia – the roll-out 
across the group has started. As more reviews are completed 
‘common themes’ and examples of best practices will be shared.

To continue supporting the businesses the Belron Ethics – Our 
Way of Working – awareness programme is now available 
online in nine languages with further translations planned for 
2016. The Speak Up line continues to be an effective system 
for Belron employees and the business as a whole. During 
2015 the Speak Up line received 29 calls from employees 
either reporting an incident or making an enquiry. Each call is 
reported to a Belron central team who works with the in-country 
executive management to follow up all concerns raised.

RECOGNITION OF BELRON 
PEOPLE 

A record breaking 60 nominations for the Belron Exceptional 
Customer Service Award (BECSA) 2015 were received with 
18 business units putting forward the enthusiastic and dedicated 
winners of their local recognition programmes. From those 
nominations, 26 winners from 15 countries were recognised, 
each winning EUR 3,000 and a glass award. 

The BECSA has been created to recognise Belron people who 
are providing exceptional service to customers throughout the 
year – the ‘everyday heroes.’

This year’s inspiring stories of passion, dedication and com-
mitment to outstanding customer service include:

•  technicians striving for perfection with every job, every day 
and receiving overwhelmingly positive feedback from their 
customers;

•  exciting and innovative ideas, from sun hoods to new IT 
processes and systems;

•  outstanding individuals who inspire and motivate those 
around them;

•  dramatic rescues including a gas explosion and a runaway car.

BEST WORKPLACES 

With Belron's aspiration to be the ‘best place you will ever 
work’ some of the businesses once again achieved external 
recognition for their workplace:

•  Carglass® Germany was again recognised as one of the 
best employers in the country, with independent certification 
from the Top Employers Institute. Research by the Top Em-
ployers Institute showed that Carglass® Germany provides 
exceptional employee conditions and nurtures and develops 
talent throughout all levels of the organisation. It also found 
that Carglass® Germany has demonstrated its leadership 
status in the HR environment, always striving to optimise its 
employment practices and to develop its employees.

•  Carglass® Belux was very proud to have achieved a place in 
the top 10 Best Workplaces in Belgium for the fourth consecutive 
year. A survey was conducted amongst all employees focusing 
on credibility, fairness, respect, pride and camaraderie within 
the organisation. It found that 83% of employees say that 
Carglass® is a very good organisation to work for.

•  Belron International achieved an outstanding 4th place in the 
Medium category in the annual UK Best Workplace awards. 
This was the first time that Belron International had entered the  
 

One direction JHENNY ANZIVINO
Commercial employee
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GLOSSARY OF ALTERNATIVE  
PERFORMANCE MEASURES (APMs) 
USED IN THIS ACTIVITY REPORT
In order to better reflect its underlying performance and assist 
investors in gaining a better understanding of its financial 
performance, the group uses Alternative Performance Measures 
(“APMs”). These APMs are non-GAAP measures, i.e. their 
definition is not addressed by IFRS. The group does not present 
APMs as an alternative to financial measures determined in 
accordance with IFRS and does not give to APMs greater 
prominence than defined IFRS measures. 

Each line of the statement of profit or loss, and each subtotal of 
the segment statement of profit or loss, is broken down in order 
to provide information on the current result and on unusual items 
and re-measurements. Unusual items and re-measurements 
comprise the following items: 

A.  Recognised fair value gains and losses on financial instru-
ments (ie change in fair value between the opening and 
the end of the period, excluding the accrued cash flows 
of the derivatives that occurred during the period), where 
hedge accounting may not be applied under IAS 39 (in 
this case recognised fair value gains and losses being 
directly accounted for in the Consolidated Statement of 
Comprehensive Income); 

B.  Exchange gains and losses arising upon the translation of 
foreign currency loans and borrowings at the closing rate; 

C.  Re-measurement of financial liabilities resulting from put options 
granted to non-controlling interests as from 1 January 2010; 

D. Impairment of goodwill and other non-current assets; 

E.  Amortisation of intangible assets with finite useful lives 
recognised in the framework of the allocation as defined 
by IFRS 3 of the cost of a business combination; 

F.  Other unusual items. They are material items that derive from 
events or transactions that fall within the ordinary activities 
of the group, and which individually or, if of a similar type, 
in aggregate, are separately disclosed by virtue of their 
size or incidence. 

All other items are recognised as part of the current result. 

Current result after tax consists of the reported result from 
continuing operations (or the result for the period when no 
discontinued operation is reported), excluding unusual items 
and re-measurements as defined above, and excluding their 
tax impact. 

Current result before tax consists of the reported result before 
tax excluding unusual items and re-measurements as defined 
above. 

Current result after tax, group’s share, and current result before 
tax, group’s share, exclude the share of minority shareholders 
in current result before/after tax.

Net debt is based on loans and borrowings less cash, cash 
equivalents and non-current and current asset investments. It 
excludes the fair value of derivative debt instruments.

Earnings per share are based on the result for the period 
attributable to equity holders of the Parent, after adjustment 
for participating shares (each participating share confers one 
voting right and gives right to a dividend equal to one eighth of 
the dividend of an ordinary share). Current earnings per share, 
which do not include unusual items and re-measurements, are 
presented to highlight underlying performance.
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