
Brand Design 
Elements Guidelines
Personally yours

October 2014



Introduction 

2 GF Corporate Design Guidelines Brand Design Elements

The GF brand world features numerous brand elements,  

including a vibrant color palette, four illustration styles,  

and digital “Sparkle Cloud” templates. These guidelines  

illustrate how to create GF communications that are  

engaging, memorable, and on-brand. Adhering to these 

guidelines is essential to ensure the coherent and  

consistent representation of the GF brand.
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Corporate Design 
Getting started 
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Design elements
Each design element serves a 

different purpose and plays an 

important part in creating

the distinctive GF brand world. 

The GF essentials 

GF is our brand, and the GF logo is our only logo. Divisional 
names appear embedded in text.

DIN Next is the GF standard font. In addition,  
Glypha LT Pro Bold is used for strong headlines  
or key messages. 

Colorful sparkles stand for the added value GF provides its 
customers through innovation and customized solutions. 
The sparkles also provide additional space  
for design. 

Meaningful portrait images evoke engagement, closeness, 
empathy, and trust. They help to bring to life the GF 
positioning, “All about you.”  

The eight rainbow-inspired design colors represent 
the company’s diverse offerings. Please note: The logo 
remains GF blue. 

Luminous 3D diagrams are an effective way  
to communicate complex data.

Glypha LT Pro Bold and DIN 
Next build a strong team for  
corporate communication.

All about you

Back to contents <
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Principles
The GF corporate design features 

ample space for flexible layouts. 

It includes numerous design ele-

ments that can be used in a variety 

of ways to create distinctive 

communications.

Layout

All about you

Use the entire space 
to convey ideas. 

Logo
All visual corporate communications 
are branded GF and show the GF logo. 

Headlines
Short and memorable 
headlines leave a strong and 
lasting impression. 

Sparkles
Joyful sparkles 
inspire imagination.

Imagery
Meaningful portrait images evoke 
engagement, closeness, and trust. 

Diagrams
3D bar and pie charts help to 
communicate complex data in  
a tangible way.

Colors
A luminous color palette 
gives GF corporate 
communications a 
friendly and distinctive 
expression. 

Back to contents <
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Principles
The GF brand world is bright and 

friendly, characterized by a bright 

design environment and a vibrant 

blue logo. A darker environment also 

can be used in certain types of 

media. The dark design provides the 

option of highlighting, while 

still remaining within the GF brand 

world. 

The table shows where the dark 

design can be used.

Interplay of bright and dark

Bright

Signage and architecture 

Stationery

E-media 

Print media 

Advertising

Products and packaging 

Dark

Back to contents <
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Logo
The heart of the GF identity 

Back to contents <



9 GF Corporate Design Guidelines Brand Design Elements

Elements
The GF logo consists of a graphic 

element – the two plus signs – 

and the short GF logotype. These two 

elements appear in a fixed combina-

tion, to ensure identification and 

recognition. 

Protection
The GF logo is a globally registered 

trademark and a valuable corporate 

asset. It must be protected by 

correct implementation at all times. 

Modifications or supplements are 

not permitted.

Construction
Always use the official logo versions 

provided by GF. Do not reconstruct 

the logo in any way.  

 

Artwork files can be downloaded 

from the GF Net.

Sparkles versus logo
Sparkles and the logo are separate 

elements and should never be used 

in a visual fusion. For guidelines on 

using sparkles, please see 

“Design Elements” (pages 15 – 21).

Logo elements

Three business divisions – one brand
The GF logo represents the company’s values and ideas 
in their simplest form. It is the heart of the GF brand 
identity.

Back to contents <
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Versions
The GF logo exists in three colors:

–	 GF blue

–	 White

–	 Black

The GF logo should always appear  

in GF blue unless this interferes with 

readability. When dealing with low 

color contrast or improper color 

combinations, use the white GF logo. 

Use the black GF logo only in 

monochrome applications.

Backgrounds
The GF logo can be placed on all 

kinds of backgrounds, as long as  

the logo remains recognizable and 

legible. 

Logo versions

GF blue version 

Bright 
background

Dark  
background

Images

Black version White version 

—

——

—

The GF logo in blue is the most commonly used version. 
For color specifications, please see “Color specifica-
tions” (page 24). 

Choose the version that works best with the design. 
Remember that brand recognition and readability are 
key.

Use the black GF logo in monochrome applications only. 

Do not place the black GF logo  
on images.

Don‘ts

Do not place the blue GF logo  
on a dark background.

Back to contents <
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Principles
The GF logo should be left- or 

right-aligned. For certain types of 

collateral (e.g., movies), the logo can 

be centered. In all cases, make sure 

the GF logo is aligned with the other 

design elements (e.g., headlines, 

grid, and shoulder heights) as well.

Defined placement
For several types of collateral  

(e.g., stationery), the logo placement 

has been defined. To ensure consis-

tency, do not change the logo 

position and size in these collateral 

items.

Clear space
It is essential to maintain adequate 

clear (“white”) space around the 

GF logo so that it remains recogni-

zable. A minimum white space 

around the logo of 1x (x = the height 

of the plus sign in the logo) is 

recommended. When this is not 

possible (e.g., for giveaways or 

signage), visually estimate an 

appropriate amount of clear space.

Logo placement

Place the GF logo in one of the four corners of the layout,  
in alignment with the major design elements.

The top right corner is the ideal position for the GF logo. 
If this will not work for a given layout, try positions 2, 3, or 4.

The minimum clear space around the GF logo is equal to the 
height of the plus sign. The clear space serves as a protective 
area around the GF logo, in which no other design elements 
can be placed. 

The GF logo can be centered for certain types of media 
(e.g., movies). 

x

x

x

xx

Exactly 
what you 
expected.

1

24

3

Back to contents <
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Division naming
The three GF business divisions are:

–	 GF Piping Systems

–	 GF Automotive 

–	 GF Machining Solutions 

The names are defined and may not 

be altered. When listed together, the 

division names appear in the order 

as shown above.

Typography
Use both upper and lower case 

letters for division names. Whenever 

possible, use DIN Next. For more 

information on GF corporate fonts 

please see “Fonts” (page 31). 

Role of division names
Division names are verbal elements 

– not brands. They appear embedded 

in text, or as separate typographic 

elements, and always detached from 

the GF logo. Division names are 

typeset to blend into text hierarchies, 

but never to achieve an individual 

logo character.

Division naming dos and don’ts

GF Piping Systems 
GF Automotive   
GF Machining Solutions

 
Piping Systems 
Automotive   
Machining Solutions

GF Automotive

Automotive Automotive
GEORG FISCHER

Georg  
Fischer 
Automotive

GF PIPING SYSTEMS

GF  
PIPING 

SYSTEMS

Cool Fit ABS Plus is  
a complete secondary 
refrigeration and  
cooling system.

GF Piping Systems

Passion  
for a lighter 
future.

Avoid combining the division names with the GF logo. 

Division names appear detached from the GF logo.

Do not write “Georg Fischer” instead of “GF,” and do not 
use the division names to create a logo. 

For division names, use the font DIN Next.

GF is our brand. The GF logo should always take precedence over the 
division names. The division names should not be set in multiple lines, 
with line breaks and hyphenation.

Division names are typeset to blend into text hierarchies.

Don‘ts

Dos

Back to contents <
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Notation
For both internal and external com-

munications, use “Georg Fischer” or 

“GF” as its abbreviated form. Please 

note that in documents with a legally 

binding character (e.g., contracts), 

“Georg Fischer” must be written out 

in full.  

Exception
Existing legal names using 

“George Fischer ...” (e.g., George 

Fischer Corporation, El Monte, CA) 

are not altered. 

Internal and external 
communications
Division names use the abbreviation 

“GF”:

–	 GF Piping Systems 

–	 GF Automotive

–	 GF Machining Solutions

Internal communications only
In internal communications, the 

division names may be used in their 

full form, or abbreviated as follows:

–	 GF Piping Systems or GF PS 

–	 GF Automotive or GF AU

–	 GF Machining Solutions or GF MS

Use in copy text

Georg Fischer has three operational divisions:  
GF PipingSystems, GF Automotive and GF Machining Solutions.

Georg Fischer has three operational divisions:  
GF Piping Systems, Automotive and Machining Solutions.

Georg Fischer has three operational divisions:  

GF PIPING SYSTEMS, GF AUTOMOTIVE AND GF MACHINING SOLUTIONS.

Georg Fischer has three operational divisions:  
GF Piping Systems, GF Automotive and GF Machining Solutions.

Georg Fischer has three operational divisions:  
GF Piping Systems, GF Automotive and GF Machining Solutions.

Divisions

Do not combine words or otherwise 
modify the division names.

Avoid using italics to emphasize the 
division names. 

Avoid partially emphasizing the 
division names. 

Do not use all capitals for division 
names – use both upper and lower 
case letters. 

Do not omit “GF” from the division 
names, as it is an integral part of the 
division names. 

Georg Fischer has three operational divisions:  
GF Piping Systems, GF Automotive and GF Machining Solutions.

Don‘ts

Back to contents <
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Logo implementation examples 

GF Piping Systems

Cool
solution

For GF Machining Solutions, with its key technologies electric discharge 
machining and high-performance milling, innovation means meeting 
customers’ specifi c requirements. But at GF Machining Solutions inno-
vation goes much further: technological developments together with 
customers on site – the world over, machines designed for simple han-
dling, comprehensive services, and outstanding after-sales service. For 
the customer, all this means excellent process effi  ciency, 
shorter delivery times , and so lower costs.

Keeping
promises

The customer’s benefi t

20 000 revolutions per minute 
(thanks to high-tech 
motor spindles)

+80% process effi  ciency 
(compared to 
previous machines)

strong improvement in 
reliability due to well estab-
lished machine-tool

shorter delivery times thanks to 
high effi  ciency

higher quality overall during 
entire customer journey

Poster

Fact sheet

Mid-Year Report

Profi le. GF Machining Solutions provides machines, 

 system solutions, and customer services for the manu-

facture of molds, tools, and components. Its electric dis-

charge, high-speed milling, and laser texturing machines, 

along with automation solutions, make it the world’s 

leading provider to the tool and mold making industry 

and to manufacturers of precision components. 

A versatile range. GF Machining Solutions develops, pro-

duces, and distributes machines worldwide for 

electric discharge machining, laser ablation and high-

speed and high-performance milling, and a full range of 

services. High-precision tools and molds are  decisive 

competitive factors in the serial production of advanced 

consumer goods.

Customer focus. The division has its own sales companies 

to serve customers locally in more than 50 countries. Its 

production plants are located in Switzerland, Sweden, 

and China. Its most important customer segments are in-

formation and communi cation technology, aerospace, 

and the automotive industry.

Research and development. GF Machining Solutions op-

erates R & D centers in Meyrin, Losone, Nidau (Switzer-

land), Vällingby (Sweden), Beijing and Changzhou (China).

GF Machining Solutions
Facts & fi gures

million CHF 2012 2011

EBIT 45 37

Return on sales (EBIT margin) % 5.3 4.6

Invested capital (IC) 330 303

Return on invested capital (ROIC) % 13.4 13.0

Employees 2 798 2 712

Sales: CHF 842 million

255 Customer services

297 EDM

8 Laser

55 Automation / Tooling

227 Milling

GF Machining Solutions

Keeping 
promises

Back to contents <
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Design Elements 
A touch of inspiration and magic 

Back to contents <
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The Sparkle Cloud
The fine, colorful sparkles come 

from the well-known plus sign 

in the GF logo. Presented in a joyful 

gathering (“the Sparkle Cloud”), they 

represent the added value GF 

provides for its customers through 

innovation and customized solutions. 

They add a touch of inspiration and 

magic to the GF identity, and give the 

GF brand a fresh appearance. 

Feature 4
Sparkles are equal in size 

Feature 2
Various lucencies  

Feature 1
An array of colors 

Feature 3
Arrangement follows
a defined grid 

Design elements 

Back to contents <
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Three official design templates 

for the Sparkle Cloud are available, 

so that nobody has to build their own 

Sparkle Cloud from scratch:

–	 GF Sparkles Progress

–	 GF Sparkles Evolution

–	 GF Sparkles Expansion 

These templates should be the basis 

of all GF visual communications.  

Designed to be flexible, they 

can be rotated 90 or 180 degrees. 

Artwork files can be downloaded 

from the GF Net.

The sparkles float in a kind of cloud that lies diagonally 
across the image. 

The sparkles float from one side to the other side in the 
layout.

The sparkles are concentrated in the middle and drift 
toward the outside of the image.

GF Sparkles Progress GF Sparkles Evolution GF Sparkles Expansion

Design element templates

Back to contents <
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Look-and-feel
The sparkles appear in a gathering, 

to communicate the many ways 

in which GF provides added value for 

its customers. Use a generous 

amount of Sparkle Clouds – but use 

them judiciously. 

The size of the sparkles will depend 

on the overall design. 

Keep in mind that the GF sparkles 

should support images, and not 

detract from them. They should 

appear only on part of an image, and 

never on the whole image. 

Make sure the sparkles are 

surrounded by ample clear space so 

they have room to “dance.” 

Size
The size of the sparkles will  

depend upon the size of the logo. 

They should be a minimum size of 

¼ x (x = height of the logo) and a 

maximum size of ½ x. Exceptions to 

this rule can be made for 3D 

implementations, animations, or 

specific e-media implementations.

 

Design element implementation rules 

Rule 1
Always use one of the three templates 
provided. The templates can  
be rotated at a 90 degree angle or 
mirrored as well.

Rule 2
The Sparkle Clouds can be used in 
part or in their entirety. The sparkle 
cloud can be cropped, but single 
sparkles should not be cut off. 

Rule 3
Always place the sparkles on part  
of an image, or on a bright or dark 
gradient background. 

 

 

Back to contents <
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Design element implementation don’ts

 

 
 

Do not create your own Sparkle Clouds.  Never place two Sparkle Clouds on top of each other: They 
should not overlap, even partially.

Rotate the sparkles by 90 or 180 degrees only. 

 

We do
what we say.

Do not place the sparkles over faces. The sparkles should support images, not detract from 
them.   

The sparkles should not interfere with the legibility of the 
text. 

Avoid using too few sparkles, as they will be lost in the 
image. 

Do not make the sparkles too big. Do not break the Sparkle Cloud into smaller groups of 
sparkles. 

Don‘ts

Back to contents <
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Cross-media
The sparkles can be applied 

across almost all types of media. 

The table opposite shows where 

the sparkles can be used. 

Areas of application

Signage and architecture 

Stationery No sparkles on: 
– Letterhead stationery
– Envelopes
– Address labels 

Sparkles allowed on: 
– Business cards
– Compliment cards
– Info folders

No sparkles on 
signage and 
on building 
exteriors.

No sparkles

E-media

Print media 

Advertising 

Products and packaging 

Sparkles allowed.
Mandatory on: 
– Landing pages
– Key images

Sparkles allowed.
Mandatory on: 
– Covers
– Posters
– Roll-ups

Sparkles mandatory.

Back to contents <
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Media implementation examples 

10 GF Annual Report 2013   Letter to the Shareholders

  A substantial rise 
in performance

GF generated sales of CHF 3 766 million in 2013 for 
a nominal increase of 1%. On a like-for-like basis,  
corrected for changes in the scope of consolidation and 
currency effects, growth amounted to 2%. 

After a weak first quarter, sales recovered especially 
in the second half year, which showed growth of 4% on 
the back of better market conditions but also market 
share gains. 

Operating profit (EBIT) rose 13% to CHF 251 million as 
plants were better loaded in the second half and over-
head costs were kept at the previous year’s level. 

The EBIT margin went up from 6.0% to 6.7%, and the 
return on invested capital (ROIC) from 15.7% to 16.7%. 
All three divisions contributed to the profitability  
increase and generated ROICs well above their cost 
of capital. 

Free cash flow before acquisitions went up 76% to 
CHF 174 million thanks to the higher profit but also as 
net working capital was kept at previous year level and 
capital expenditures went slightly down. 

The number of employees increased by 654 to 14 066 
mainly on account of the acquisition of Hakan Plastik 
(Turkey) in July 2013. 

Net profit grew 5%, amounting to CHF 145 million after the 
deduction of CHF 26 million resulting from the divestment 
of the gravity die-casting business of GF Automotive. 

Earnings per share stood at CHF 34, after the above-
mentioned one-off effect. The Board of Directors will 
propose a dividend of CHF 16 (CHF 15 in 2012) at the 
Annual Shareholders’ Meeting. 

Significant progress towards strategy implementation //  
The acquisition in July 2013 of Hakan Plastik, a lead-
ing Turkish plastic piping systems manufacturer with 
annual sales of CHF 100 million, brings GF Piping 
Systems a strong presence in Turkey, in the Middle 
East and Eastern Europe as well as a whole array of 
complementary products, which will be sold by the 
whole GF Piping Systems sales organization. 

The divestment of the aluminum gravity die-casting  
plant of Herzogenburg (Austria) at the beginning of 2014 

Dear shareholders

4 Georg Fischer Annual Report 2013   Corporate Profile4 GF Annual Report 2013   All about GF

Sales: CHF 1 402 million Sales: CHF 1 498 million Sales: CHF 867 million

524 Industry

338 Building Technology

540 Utility

975 Passenger cars

 90 Industrial applications

433 Trucks 
 13 Laser

 60 Automation/Tooling

245 Milling

295 EDM

All about GF

GF Piping Systems

GF Piping Systems is a leading  
supplier of piping systems made of 
plastics and metal. The division  
focuses on system solutions and 
high-quality components for the safe 
transport of water and gas in indus-
try, utility, and building technology. 
Its product line includes fittings, 
valves, pipes, automation and jointing 
technology and covers all water cycle 
applications.

GF Piping Systems supports its cus     - 
to mers in over 100 countries through 
its own sales companies and repre-
sentatives. The division is present in 
Europe, Asia and the Americas with 
more than 30 manufacturing sites and 
research and development centers, 
which also support energy-saving use 
of raw materials and resources.

Our Profile //  GF comprises three divisions GF Piping Systems, GF Automotive, 
and GF Machining Solutions. Founded in 1802, the Corporation is headquartered  
in Switzerland and is present in 32 countries, with 124 companies, 48 of them 
production facilities. Its approximately 14 000 employees generated sales of  
CHF 3.77 billion in 2013. GF is the preferred partner of its customers for the safe 
transport of liquids and gases, lightweight casting components in vehicles, and 
high-precision manufacturing technologies.

GF Automotive

GF Automotive is a technologically 
pioneering development partner and 
manufacturer of light  weight cast 
components and systems made of 
ductile iron, aluminum and magne-
sium for the global automotive indus-
try as well as a variety of industrial 
applications. The highly complex 
lightweight components contribute to 
making modern vehicles lighter and 
reducing the CO2 emissions. 

GF Automotive manufactures some 
600 000 tons of lightweight compo-
nents at 9 production plants in Germa-
ny, Austria, and China. In those coun-
tries as well as in Switzerland, Korea 
and Japan it operates sales offices.  
The lightweight research and develop-
ment competency is in Schaff hausen 
(Switzerland) and Suzhou (China). 

GF Machining Solutions

GF Machining Solutions’ electrical 
discharge, high-speed milling and  
laser texturing machines, along with 
automation solutions, make it the 
world’s leading provider to the tool 
and mold making industry and to 
manufacturers of precision compo-
nents. Most important customer seg-
ments are information and communi-
cation technology, aerospace, and the 
automotive industry. 

The division has its own sales compa-
nies in more than 50 countries and 
production plants in Switzerland, 
Sweden, and China. GF Machining  
Solutions operates research and de-
velopment centers in Meyrin, Losone, 
and Nidau (Switzerland), Vällingby 
(Sweden), Beijing, and Changzhou 
(China).

GF Piping Systems GF Automotive GF Machining Solutions

million CHF 2013 2012 2013 2012 2013 2012

Sales 1 402 1 299 1 498 1 579 867 842

EBIT 141 135 70 53 51 45

Return on sales (EBIT margin) % 10.1 10.4 4.7 3.4 5.9 5.3

Invested capital (IC) 621 559 384 437 274 273

Return on invested capital (ROIC) % 18.7 18.6 16.1 12.1 15.2 16.4

Employees at year-end 6 095 5 282 4 947 5 188 2 873 2 798

254 Customer services

6 GF Annual Report 2013   Content

Worldwide 
for you

Americas
14 companies

Production plants,
service and sales centers

Production plants

Service and 
sales centers

Europe
67 companies

Near East
3 companies

11 GF Annual Report 2013   Letter to the Shareholders

allows GF Automotive to focus on its core iron sand 
casting as well as aluminum and magnesium pressure 
die-casting activities. 

The cost reduction program of CHF 25 million announced 
at the beginning of the year has been implemented in 
full and already supported the second-half result. It will 
be fully effective in 2014.

All three divisions increased their sales and operative  
profits  

GF Piping Systems
GF Piping Systems increased its top line by 8% to CHF 
1 402 million, of which acquisitions accounted for 5% 
and organic growth 3%. A long and cold winter im-
pacted sales negatively during the first four months in 

Yves Serra, President and CEO and Andreas Koopmann, Chairman of the Board of Directors.

5 GF Annual Report 2013   All about GF

32
124
48

Countries

Companies

Production 
facilities

7 GF Annual Report 2013   Content
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Colors
A range of hues for a range of emotions

Back to contents <
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Brand color
GF blue is used for the GF logo.

Design colors
The eight bright, rainbow-inspired 

GF design colors represent the 

company’s broad diversification. 

These eight colors are also available 

in saturated shades for greater 

contrast.

Backgrounds
Backgrounds appear in two different 

gradients for e-media and two solid 

colors for print.

White and black
White and black can also be used 

as background colors, but they are 

predominantly used as text colors. 

Brand color
GF blue

Design colors 
Eight design colors in two shades: 
bright and saturated. 

Bright background (E-media)

Bright background (Print)

Dark background (Print)

Black

Dark background (E-media)

White

The GF color palette 

Bright side

Dark side

Back to contents <
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Specification basis
The design colors have been 

specified on the basis of a CMYK test 

print. Use the specifications provided 

here for all implementations. When 

using additional, rare color systems, 

e.g., HKS or NCS, derive the shade 

from the corresponding Pantone 

tone. 

Sparkle Clouds
To reproduce the Sparkle Clouds, 

specifications are not necessary:  

The sparkles are defined directly 

within the template. They have been 

created as an overall image 

composition, using the design colors 

as well as additional shades and 

rainbow colors.

Color specifications 

GF blue

Print coated
Pantone: 	 3015C
CMYK: 	 100 25 0 30
Print uncoated
Pantone:	 307U
CMYK: 	 100 15 0 25

E-media
RGB: 	 25 101 163
HEX: 	 #1965a3

Signage Architecture
RAL: 	 5017 Verkehrsblau
HKS: 	 40 K*
Scotchcal: 100-47  
FasCal: 	 964 QM

* �color specification deviating, 
use another color system

GF 1a-orange

Pantone: 	 7578C
CMYK:	 0 62 95 0
RGB: 	 255 102 0
HEX:	 #ff6600
RAL: 	 2000

Saturated

Bright

GF 2a-yellow-green

Pantone: 	 575C
CMYK: 	 46 6 100 42
RGB: 	 116 116 0
HEX:	 #747400
RAL: 	 6025

GF 3a-green

Pantone: 	 341C
CMYK: 	 100 0 93 29
RGB: 	 0 122 61
HEX:	 #007a3d
RAL: 	 6029

GF 4a-turquoise

Pantone: 	 7713C
CMYK:	 100 10 29 20
RGB: 	 0 124 124
HEX: 	 #007c7c
RAL: 	 5021

GF 6a-violet

Pantone: 	 2082C
CMYK: 	 74 85 0 0
RGB: 	 110 0 147
HEX: 	 #6e0093
RAL: 	 5022

GF 5a-blue

Pantone: 	 3015C
CMYK: 	 100 25 0 30
RGB: 	 25 101 163
HEX: 	 #1965a3
RAL: 	 5017 Verkehrsblau

GF 7a-pink

Pantone: 	 676C
CMYK: 	 18 100 6 18
RGB: 	 184 0 138
HEX: 	 #b8008a
RAL: 	 4004

GF 8a-red

Pantone: 	 1807C
CMYK: 	 5 94 88 22
RGB: 	 189 12 24
HEX: 	 bd0c18
RAL: 	 3001

GF 1b-orange

Pantone: 	 124C
CMYK: 	 0 31 98 0
RGB: 	 255 204 0
HEX:	 #ffcc00
RAL: 	 1004

GF 2b-yellow-green

Pantone: 	 391C
CMYK: 	 16 0 91 28
RGB: 	 184 184 0
HEX:	 #b8b800
RAL: 	 1027

GF 3b-green

Pantone: 	 7738C
CMYK: 	 63 0 84 0
RGB: 	 102 194 102
HEX: 	 #66c266
RAL: 	 6018

GF 4b-turquoise

Pantone: 	 7710C
CMYK: 	 81 0 23 0
RGB: 	 46 184 184
HEX: 	 #2eb8b8
RAL: 	 6033

GF 6b-violet

Pantone: 	 521C
CMYK: 	 40 60 0 0
RGB: 	 184 138 230
HEX: 	 #b88ae6
RAL: 	 4005

GF 5b-blue

Pantone: 	 299C
CMYK: 	 86 8 0 0
RGB: 	 51 173 255
HEX: 	 #33adff
RAL: 	 5012

GF 7b-pink

Pantone: 	 7424C
CMYK: 	 0 78 8 0
RGB: 	 255 102 204
HEX: 	 #ff66cc
RAL: 	 4010

GF 8b-red

Pantone: 	 7417C
CMYK: 	 0 72 70 0 
RGB: 	 255 98 98
HEX: 	 #ff6262
RAL: 	 2012
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Please note
Use gradients only for e-media.

Background specifications for e-media gradients

Position: 5%

Pantone: 	 Cool Gray 2 C 
CMYK: 	 0 0 5 9
RGB: 	 214 209 188

Position: 5%

Pantone: 	 7547 C 
CMYK: 	 70 30 40 100
RGB: 	 10 25 29

Position: 50%

Pantone: 	 7545 C 
CMYK: 	 48 24 32 76
RGB: 	 37 58 57

Position: 95%

Pantone: 	 7547 C 
CMYK: 	 70 30 40 100
RGB: 	 10 25 29

Position: 50%

Pantone: 	 Cool Gray 1 C
CMYK: 	 0 0 3 1
RGB: 	 244 244 239

Position: 95%

Pantone: 	 Cool Gray 2 C 
CMYK: 	 0 0 5 9
RGB: 	 214 209 188

Gradient angle: -30°
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Please note
Use solid color backgrounds only  

for print.

Background specifications for print

Bright background print

Pantone: 	 9080 C
CMYK: 	 0 0 5 5

Dark background print

Pantone: 	 3035 C 
CMYK: 	 100 30 19 76

Back to contents <
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Main color
Select one main color for the 

collateral item being designed.  

Use the bright shade for layout 

areas, and the saturated shade 

for text. 

Additional design colors
To improve legibility of charts and 

tables, use the two adjacent colors  

in the color wheel as design colors.

Accent colors
For accents, use the color that is 

opposite the main color in the color 

wheel. 

Color application rules 

Main color: 
orange

A)

B)

Main colors

Main colors and 
additional colors

Color selection

GF 1-orange

GF 8 

GF 1

GF 2

GF 5Accent colors

GF 2-yellow-green

GF 1

GF 2

GF 3

GF 6

GF 3-green

GF 2

GF 3

GF 4

GF 7

GF 4-turquoise

GF 3

GF 4

GF 5

GF 8

GF 5-blue

GF 4

GF 5

GF 6

GF 1

GF 6-violet

GF 5 

GF 6

GF 7

GF 2

GF 7-pink

GF 6

GF 7

GF 8

GF 3

GF 8-red

GF 7

GF 8

GF 1

GF 4

Accent color:
blue

GF 4-turquoise

GF 3-green

GF 6-violet

GF 7-pink

Additional design colors:
red and yellow-green

Example with GF1 orange
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Color application
The table opposite shows how best 

to use the GF corporate colors. 

Using the GF colors 

Sparkles Typography Background Logo

The sparkles use rainbow 
colors. The colors are defined 
in the Sparkle Cloud 
templates.

The GF design colors can also 
be used for backgrounds. 
However, use colored 
backgrounds sparingly.  
Details for the use of colored 
backgrounds are provided  
in the specific application 
guidelines

Use bright and dark gradients 
for e-media backgrounds.

Use bright and dark solid 
colored backgrounds for 
print.

Backgrounds can also be 
black or white. 

Use DIN Next in all design 
colors, but be mindful of 
legibility. Otherwise, use 
black or white.

Headlines in Glypha LT Pro Bold 
are set in black or white.

Always use GF blue for the  
GF logo, unless it will 
interfere with recognition and 
legibility. 

When using GF blue for the 
GF logo is not possible, use 
black or white instead. 

–

–

–

––

– –

–
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Functional color application
Color is an effective way to highlight 

important information and key 

messages. When used thoughtfully, 

color can help to structure content 

and guide the reader through com-

munications materials. 

Color implementation rules 

Rule 1
Follow the color application rules (see page 27). 

Don‘ts

Use one main color, plus two additional color 
segments.

Use both bright and saturated colors. Use colors to highlight important information 
and structure text. 

Do not use more than three color 
segments in a given piece of collateral. 

Do not use pastel or muddy colors. Do not use color arbitrarily. 

Rule 2
Make colors pop.

Rule 3
Use colors to support the content of the design. 

2 GF Annual Report 2013  Key Figures 2013

Key Figures 2013

million CHF 2013 2012 2011

Sales 3 766 3 720 3 638
EBIT 251 222 235
Return on sales (EBIT margin) % 6.7 6.0 6.5
Return on invested capital (ROIC) % 16.7 15.7 13.3
Free cash flow before acquisitions/divestitures 174 99 103
Dividend (proposed) per registered share in CHF 16 15 15
Employees at year-end 14 066 13 412 13 606

The figures 2011 have not been adjusted according to Swiss GAAP FER.

2011

2012

2013

3 766

251

222

235

174
99

103

145

138

168

3 720

3 638

2012

2011

2013

2011

2012

2013

Sales 2013 by region (in %)
(100% = CHF 3.77 billion)

31% Germany

 5% Switzerland

 3% Austria

22% Rest of Europe  7% Rest of Europe

 4% Rest of world  1% Rest of world  5% Rest of world

21% Asia 14% Asia 25% Asia

14% Americas 10% Americas  9% Americas

Gross value added 2013 by region (in %)
(100% = CHF 1.29 billion)

24% Germany

31% Switzerland

13% Austria

Employees 2013 by region (in %)
(100% = 14 066)

23% Germany

18% Switzerland

14% Austria

 6% Rest of Europe

EBIT 251 
Net profit 
145 million CHF 

Sales  
3 766 million CHF

Free cash flow
before acquisitions/
divestitures
174 million CHF

3

new patents 
registered in 
2013

R&D centers 
worldwide

specialized  
engineers  
for innovative  
solutions

CHF invested in research & 
development 

Acting on our customers’ 
needs
At GF innovation processes are based on a close collaboration with customers in order
to address their specific needs. GF’s quest for customer-oriented solutions is reflected 
in its global R&D centers, which contribute their expert knowledge to the development 
of well-adapted solutions – to remain our customers’ first choice.

600

46
20

GF Annual Report 2013   Innovation

 100 000 000
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  predecessors. Noise levels must also be reduced. Those 
are the challenges the engineers of the engine makers 
are facing.”

Custom designed solutions //  MTU has accepted this 
challenge and invested some EUR 65 million in building  
the hall, equipped with a modern manufacturing and  
logistics system for making high-pressure and medi-
um-pressure compressors using blisk (blade integrated 
disk) design. These engine components are particularly 
efficient and light. Blisks are high tech products that are 
fully manufactured in a single piece – at MTU, this is 
done using GF Machining Solutions milling machines. 
Blisks improve aerodynamics and efficiency of the en-
gines. The Munich firm is the worldwide leader in this 
domain and makes no compromises with respect to  
either quality or process stability. Michael Eder – Key  
Account Manager for GF Machining Solutions in charge 
of the MTU Aero Engines account – has the correspond-
ing level of responsibility: “MTU is planning to expand 
its blisk production capacity from the current 600 to up 
to 3 500 by 2016.

3 questions: 
Walter Sürth, Director of Blisk Production  
MTU Aero Engines, about working with GF.

What are the biggest challenges of making blisks? 
Blisks are extremely complex components. That’s 
why the biggest challenge is to provide continuous 
process stability and control the necessary supply 
chain. Given our production volumes, there is simply 
no room for errors or instabilities in our order pro-
cessing, so we have to be able to rely on our machin-
ery one hundred percent. 

Why did MTU Aero Engines decide to use machines 
from GF Machining Solutions? 
The decisive point was the compact machine design 
with the integrated pallet changer. The machines can 
be loaded from behind, which is a unique feature 
that, as far as I know, no competitor offers. More-
over, GF Machining Solutions has adapted the  
machines for us and our control standards. 

Series production has been going since September 
2013. Can you already give a first evaluation?
The initial experiences have shown that even with 
the most demanding tolerance specifications, the 
production results are very good, especially with re-
spect to reproducibility. That is extremely important 
to us: the precision demanded for the parts is so high 
that we cannot allow even minimal deviations. Due to 
the uniform results of the GF Machining Solutions 
machines, we are completely flexible.

number of GF milling  
machines in the new blisk 
manufacturing hall

investment for the expansion 
of the blisk production,  
in million EUR

fuel savings of the A320neo 
engine compared with  
the current A320 engines

20

-15%

65

MTU Aero Engines is Germany’s leading 
manufacturer of aircraft engines  
and a big player in the international  
aeronautics industry. This high-tech 
company develops, manufactures,  
sells and supports civil and military 
aircraft engines. Emerging from  
BMW Aero Engines, MTU was part of 
the MAN Group until 1985, then owned 
by Daimler Chrysler. In 2005, the com-
pany became independent and went 
public. About 60% of its shares are in 
free float. 

As super alloys get even tougher and more heat 
resistant, EDM becomes the solution.

07_Success_Stories_GF2013_en.indd   32 18.02.2014   00:29:43

The  
innovation 
for our 
customer

Nature’s blueprint
Bionics combines biology, technology,  
and abstract approaches taken from nature  
to answer technical questions. Shape opti-
mization simulates the biological growth of 
roots and branches of trees.

Less is more
The new cast iron steering knuckle developed 
by GF Automotive is more than 32 percent 
lighter than the standard design.

-32 %

InspIred by  
nature

WeIght  
optImIzed

Innovation increases competitiveness
Innovative parts employing bionic design 
increase the benefit to customers and com-
petitiveness.

InCreased 
eFFICIenCy

Passion for  
a lighter future

The 
customer’s
success  
story

It started with an idea
In Chico, a small town in California, the past three de-
cades have witnessed a unique story in the history of 
beer. Back in 1979, two young guys borrowed USD 50,000, 
built their own microbrewery from secondhand equip-
ment and started producing beer. This homebrewing 
outfit has grown into the Sierra Nevada Brewing  
Company, now America’s sixth largest brewery. 

So how did Sierra Nevada find Georg Fischer? In 2007, 
BrewExpo America was held in Austin, Texas. “That was 
the first time that GF Piping Systems exhibited there,” 
recalls Dan Strömberg, Cooling Market Segment Man-
ager at GF Piping Systems in the US. “Ken Grossman 
came by our stand, and I had the opportunity to show 
him our ultramodern Cool Fit ABS Plus cooling sys-
tems.” Well, Ken Grossman is a co-founder and cur-

Reliable technology

Energy efficient

Cleanable system

Easy to handle and install

No condensation

No corrosion

The  
customer’s
benefits

The Cool Fit ABS Plus system 
from Georg Fischer is suitable for 
secondary refrigeration loops in: 
– Food production
– Beverage production
– Cold stores
– Specialties (process cooling, 
 data centers, etc.)

Following investments of some CHF 45 million at its larg-
est iron foundry in Mettmann (Germany), GF Automotive 
operated its novel production line, one of the world’s most 
modern manufacturing facilities. The plant’s efficient and 
resource-sparing production is instrumental in meeting 
the steadily growing demand for light-metal parts in the 
automotive industry.

In November, GF Automotive announced it would further 
enlarge its existing plants in China and focus on its core 
activities in Europe. In order to concentrate on its iron and 
aluminum die-casting foundries in Europe, GF Automotive 
divested the entire aluminum sand casting business, thus 
reduced its production footprint in Europe.

GF Automotive won second place in the raw materials, 
work materials, and process optimization category at the 
ÖkoGlobe awards in Germany. The prestigious prize is 
awarded for groundbreaking innovations in sustainable 
mobility.

Ultramodern facility  
in Mettmann opened

Expansion in Asia and focus  
on core business in Europe

Second place  
at ÖkoGlobe awards 

 GF Automotive 

Highlights 2012

At the 116th Annual Shareholders’ Meeting of Georg  Fischer 
Ltd in March, a total of 1,296 shareholders representing 
33.1 percent of the share capital attended. Andreas  
Koopmann, who joined the Board of Georg Fischer in 2010, 
was elected as new Chairman and Gerold Bührer as new 
Vice Chairman. Isabelle Welton and Roger Michaelis were 
elected as new members of the Board.

A new Chairman  
of the Board

 Georg Fischer Corporation 
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Color implementation examples 

Trade Fairs
Participations 2010 – 2012 
Cae simagni mperis dolorum ex estis ipis aut pa vid unt 

et eum quodi blaboribus, cor sedis earum 

ipsaes volori volenihil inveligendit ra voluptur, volores 

et latintur, quae que si ut laut alitas ullabor 

empore ratemporem quibus et volumet expero.

Cae simagni mperis dolorum ex estis ipis aut pa vid unt 

et eum quodi blaboribus.

107

111

118

2010

2011

2012

65

64

53

37

45

479

9

7

GF Machining Solutions

Participations total

GF Automotive

GF Piping Systems

PowerPoint presentation Poster
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Typography
The GF brand in letters, numbers,  
and characters
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Corporate fonts
The GF standard corporate font is 

DIN Next in regular and bold  

(DIN Next Medium is optional). 

Glypha LT Pro Bold is used for 

headlines. Using these fonts 

consistently is key to maintaining 

and strengthening the GF corporate 

identity. 

GF owns licenses for DIN Next and 

Glypha LT Pro Bold. These fonts are 

used for all GF templates. 

To get these licensed fonts, please 

contact GF Corporate Communica-

tions.

Fonts

DIN Next Bold

DIN Next Regular

Glypha LT Pro Bold is our 
headline typeface:
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

DIN Next is our standard font:
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz
1234567890 ,.–()*

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefgshijklmnopqrstuvwxyz
1234567890 ,.–()*

Glypha LT Pro Bold
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Principles
DIN Next Regular, DIN Next Medium 

and DIN Next Bold are used for 

almost all internal and external 

written communications, as they are 

highly readable and also available in 

many languages. 

Rules
On this page you will find five simple 

rules to help you implement the GF 

corporate typography guidelines. 

Preferences
For optimal readability, prefe-

rences should be set as follows: 

Typefaces = regular and bold  

(DIN Next Medium is optional)

Letter size = x

Line spacing 	= 105 –130 percent of x 

Letter spacing = 0 (optical kerning) 

Type size and line spacing will 

depend on the design. 

DIN Next rules

DIN Next is the preferred font for all 
text types. The only exception is for 
prominent titles, when the preferred 
font is Glypha LT Pro Bold.

GF corporate  
communications = DIN Next

Rule 1

Use DIN Next in all sizes for a variety 
of text types, including subheadlines, 
numbers, and captions. 

DIN Next is perfect in all 
shapes and sizes.

Rule 2

Use both upper and lower case letters 
for all text. Do not use all capital 
letters. 

Use upper and lower cases.Rule 3

Set DIN Next in the colors from your 
color selection: Use the main color, 
additional colors, or accent colors for 
headlines and subheadlines.

DIN Next is colorful.Rule 4

Use DIN Next Bold to highlight and 
structure text – and DIN Next Regular 
for copy text, DIN Next Medium is an 
option for special cases. 
Avoid DIN Next Light and Black. 

DIN Next Bold is an eye-catcher.Rule 5
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Principles
Glypha LT Pro Bold is an ideal 

typeface for catchy key messages. If 

Glypha LT Pro Bold is not available in 

a given language, use DIN Next 

instead. 

Rules
On this page you will find five simple 

rules to help you implement the GF 

corporate typography guidelines. 

Preferences
For optimal readability, prefe-

rences should be set as follows:

 

Typeface = bold

Letter size = x

Line spacing = 100 –115 percent of x

Letter spacing = +5 (optical kerning) 

Type size and line spacing will 

depend on the design. 

Glypha LT Pro Bold rules

Use Glypha LT Pro Bold only for 
headlines. Never use Glypha LT Pro 
Bold for copy text or labeling. 

Rule 1

Rule 2

Rule 3

Rule 4

Rule 5

Use Glypha LT Pro Bold in black and 
white. 

Use both upper and lower case letters 
for all text. Do not use all capital 
letters. 

Glypha LT Pro Bold is ideal for short 
headlines. Avoid creating long 
single-line headlines. 

Give Glypha LT Pro Bold space.  
Glypha LT Pro Bold is most impactful 
in a spacious layout where it is set 
apart from other design elements. 

Glypha LT Pro Bold is 
our headline typeface.

Glypha LT Pro Bold is 
black or white.

Use upper and 
lower cases.

Keep it short.

Give Glypha LT Pro Bold  
some space.
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Languages
The Font Index shows which font 

to use for each of the countries in 

which Georg Fischer has a pre-

sence.

DIN Next and Glypha LT Pro Bold 

have been defined as the  

GF corporate fonts. These fonts must 

be used whenever possible.

For languages with alphabets  

that are not available in DIN Next and

Glypha LT Pro Bold, substitute fonts 

have been recommended (*).

For font-related questions  

(e.g., substitute fonts other  

than those recommended here), 

please contact GF Corporate 

Communications.

Font Index

Country	 Text font	 Headline font

Argentina	 DIN Next	 Glypha LT Pro Bold

Australia	 DIN Next	 Glypha LT Pro Bold

Austria	 DIN Next	 Glypha LT Pro Bold	

Belgium	 DIN Next	 Glypha LT Pro Bold

Bosnia & Herzegovina	 DIN Next	 Glypha LT Pro Bold

		  Memphis*

Brazil	 DIN Next	 Glypha LT Pro Bold

Bulgaria	 DIN Next	 Glypha LT Pro Bold

Canada	 DIN Next	 Glypha LT Pro Bold

China	 DFHeiGB Std*	 DFSongGB std*

Croatia	 DIN Next	 Glypha LT Pro Bold

Czech Republic	 DIN Next	 Glypha LT Pro Bold

Denmark	 DIN Next	 Glypha LT Pro Bold

Egypt	 DIN Next Arabic	 Ahmed*

Finland	 DIN Next	 Glypha LT Pro Bold

France	 DIN Next	 Glypha LT Pro Bold

Germany	 DIN Next	 Glypha LT Pro Bold

Great Britain	 DIN Next	 Glypha LT Pro Bold

Greece	 DIN Next	 Joanna Hellenic*

Hungary	 DIN Next	 Glypha LT Pro Bold	

India	 DIN Next Devanagari	 Shree Devanagari 0706*

Indonesia	 DIN Next	 Glypha LT Pro Bold

Israel	 Brown*	 Abetka*

Italy	 DIN Next	 Glypha LT Pro Bold

Japan	 DF Gothic P*	 DFHS Mincho*

Lebanon	 DIN Next Arabic	 Ahmed*

Lithuania	 DIN Next	 Glypha LT Pro Bold

Luxembourg	 DIN Next	 Glypha LT Pro Bold

Macedonia	 DIN Next	 Memphis*

Malaysia	 DIN Next	 Glypha LT Pro Bold

Mexico	 DIN Next	 Glypha LT Pro Bold

New Zealand	 DIN Next	 Glypha LT Pro Bold

Netherlands	 DIN Next	 Glypha LT Pro Bold

Norway	 DIN Next	 Glypha LT Pro Bold

Philippines	 DIN Next	 Glypha LT Pro Bold

Poland	 DIN Next	 Glypha LT Pro Bold

Romania	 DIN Next	 Glypha LT Pro Bold

Russia	 DIN Next	 Memphis*

Country	 Text font	 Headline font 

Serbia & Montenegro	 DIN Next	 Glypha LT Pro Bold

		  Memphis*

Singapore	 DIN Next	 Glypha LT Pro Bold

	 DIN Next Devanagari	 Shree Devanagari 0706*	

	 DFHeiGB Std*	 DFSongGB std*

Slovakia	 DIN Next	 Glypha LT Pro Bold

Slovenia	 DIN Next	 Glypha LT Pro Bold

South Korea 	 YD Yoonche*	 YD Hope*

Spain	 DIN Next	 Glypha LT Pro Bold

Sweden	 DIN Next	 Glypha LT Pro Bold

Switzerland	 DIN Next	 Glypha LT Pro Bold

Syria	 DIN Next Arabic	 Ahmed*

Taiwan	 DFHeiGB Std*	 DFSongGB std*

	 Hei ASC Traditional*	 DF Ming HK Traditional*

Turkey	 DIN Next	 Glypha LT Pro Bold

United Arab Emirates	 DIN Next Arabic	 Ahmed*

USA	 DIN Next	 Glypha LT Pro Bold

Vietnam	 DIN Next	 Glypha LT Pro Bold

Font providers
www.linotype.com
www.ascenderfonts.com
www.monotype.com

Please note: When choosing a substitute font for DIN Next or 
Glypha LT Pro Bold, try to find a font with similar characte-
ristics.

DIN Next: Sans serif, technical, straightforward, and elegant
Glypha LT Pro Bold: Slab serif, strong, striking, and rugged

*Substitute fonts 

Fonts listed in turquoise and 
marked with an * have been 
defined as GF fonts for 
these countries.

Fonts listed in red and 
marked with an * are recom-
mended substitutes for DIN 
Next or Glypha LT Pro Bold 
for these countries.
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Schaffhausen, January 23, 2014
¶
¶
Consolidated Design
¶
Dear Mrs. Sample
¶
Lorem ipsum dolor sit amet, consetetur sadipscing elitr, sed diam nonumy eirmod tempor 
invidunt dolores et ea rebum. Stet clita 10,5 auf 13,5 pt no sea takimata sanctus est Lorem 
ipsum dolor sit amet. Lorem ipsum dolor sit amet, consetetur sadipscing elitr, sed diam no-
numy eirmod tempor invidunt ut labore et dolore magna aliquyam erat, sed diam voluptua. 
At vero eos et accusam Lorem ipsum sit amet, consetetur sadipscing elitr, sed diam nonumy 
eirmod tempor invidunt ut labore et magna aliquyam erat, sed diam voluptua. At vero eos et 
accusam et justo duo dolores et ea rebum. Stet clita kasd gubergren, no sea takimata sanctus 
est Lorem ipsum dolor sit amet.   
¶
Duis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel il-
lum dolore eu feugiat nulla facilisis at vero eros et accumsan et iusto odio dignissim qui blandit 
praesent luptatum zzril de et justo duo dolores et ea rebum. Stet clita kasd gubergren, no sea 
si. Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diam nonummy nibh euismod 
tincidunt ut laoreet dolore magna aliquam erat volutpat.   
¶
Nam liber tempor cum soluta nobis eleifend option congue nihil imperdiet doming id quod ma-
zim euismod tincidunt ut laoreet.
¶
Yours sincerely
¶
Georg Fischer AG
¶
¶
¶
Simon Sample Peter Muster
Advertising manager Officer in Charge

Registered letter 
Arche Type & Co. Ltd.
Mrs. Sabhet Sample
21 Lombard Street 
London, EC3V 9AH 
United Kingdom
¶
¶
¶
¶

Communication

Georg Fischer AG
Amsler-Laffon-Strasse 9
8201 Schaffhausen
Switzerland
T +41 52 631 11 11
F +41 52 631 28 53
info@georgfischer.com
georgfischer.com

Simon Sample
T +41 52 631 26 97
F +41 52 631 28 63
M +41 78 746 75 95
simon.sample@georgfischer.com

Document name/author

Bank account: Realbank AG, 8000 Zürich / IBAN: CH86 0020 6206 1462 7101 N / BIC: RBKWCHZH80A

0.5 ¶

0.5 ¶

Street of Philadelphia 123a, P.O. Box 123a, London, EG SW3 1PQ 2251112
Georg Fischer AG, Department name, Corona Jubilee Annex Building

Date January 23, 2014
Place Schaffhausen
To All employees
cc G. Speer Anderson, F. Bock Anderson,  
 P. Jäcke RVT 698, C. Saurer BKS 3374,  
 M. Epp BKS 394
¶
¶
¶
¶

Memo

  Consolidated Design
  ¶
 1 Heading
  ¶
  1.1 Subhead 1
   Lorem ipsum dolor sit amet, consetetur sadipscing elitr, sed diam nonumy eirmod tempor et 

justo duo dolores et ea rebum. Stet clita 10,5 auf 13,5 pt no sea takimata sanctus est Lorem 
eos et accusam et sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna ali-
quam erat volutpat. no sea takimata sanctus est Lorem ipsum dolor sit amet.   

  ¶
  1.2 Subhead 2
   Autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum 

doet justo est Lorem ipsum dolor sit amet. lenit augue duis dolore te feugait nulla facilisi. tinci-
dunt ut laoreet dolore magna aliquam erat volutpat.   

  ¶
 2 Heading
  ¶
   Lorem ipsum dolor sit amet, consetetur sadipscing elitr, sed diam nonumy eirmod tempor 

invidunt invidunt ut labore et dolore magna aliquyam erat, sed diam voluptua. At vero eos et 
accusam 

  ¶
  2.1 Subhead 1
   Lorem ipsum dolor sit amet, consetetur sadipscing elitr, sed diam nonumy eirmod tempor invi-

dunt sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna aliquam erat volutpat. 
no sea takimata sanctus est Lorem ipsum dolor sit amet.   

  ¶
  2.2 Subhead 2
   Autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consequat, vel illum 

dolore zzril de labore et magna aliquyam erat, sed diam voluptua. At vero eos et accusam et 
laoreet dolore magna aliquam erat volutpat.   

  ¶
  Simon Sample
  Advertising manager

Communication

Georg Fischer AG
Amsler-Laffon-Strasse 9
8201 Schaffhausen
Switzerland
T +41 52 631 11 11
F +41 52 631 28 53
info@georgfischer.com
georgfischer.com

Simon Sample
T +41 52 631 26 97
F +41 52 631 28 63
M +41 78 746 75 95
simon.sample@georgfischer.com

0.5 ¶

0.5 ¶

Document name/author

Office applications and electronic 
media
DIN Next and Glypha LT Pro Bold are 

cross-media fonts. Use these two 

fonts whenever possible. However, 

for all office applications and for 

online media, the GF fonts are 

replaced by license-free system 

fonts that are available worldwide, 

on all computer systems.

MS Office
When working with MS Office 

applications, such as Word or  

Excel, use Arial. Glypha LT Pro Bold 

is not available for MS Office. In 

some templates, the titles are set in 

the font Rockwell Bold. Remember 

to use the templates provided. 

MS PowerPoint
When working with MS PowerPoint, 

use Arial for all copy and subhead-

lines. Use Rockwell Bold for bold 

titles. Remember to use the 

templates provided. 

Internet
Set online content in Arial. Use 

Rockwell Bold for bold headlines. 

System fonts 

Poster 

Online report PowerPoint presentation

Website

Stationery

For GF Machining Solutions, with its key technologies electric discharge 
machining and high-performance milling, innovation means meeting 
customers’ specifi c requirements. But at GF Machining Solutions inno-
vation goes much further: technological developments together with 
customers on site – the world over, machines designed for simple han-
dling, comprehensive services, and outstanding after-sales service. For 
the customer, all this means excellent process effi  ciency, 
shorter delivery times , and so lower costs.

Keeping
promises

The customer’s benefi t

20 000 revolutions per minute 
(thanks to high-tech 
motor spindles)

+80% process effi  ciency 
(compared to 
previous machines)

strong improvement in 
reliability due to well estab-
lished machine-tool

shorter delivery times thanks to 
high effi  ciency

higher quality overall during 
entire customer journey

Glypha LT Pro Bold  
for headlines 

Print media and e-media: Glypha LT Pro Bold and DIN Next Office applications and e-media: Rockwell and Arial

DIN Next Regular and 
Bold for copy text 

DIN Next Regular and Bold 
for copy text 

Arial Regular and Bold  
for content

Arial Regular and Bold  
for content

Arial Regular and Bold  
for text

Glypha LT Pro Bold  
for headlines 

Rockwell Bold 
for headlines

Rockwell Bold 
for headlines

Titles in Rockwell Bold  
(e.g., memo, fax) 
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Typography implementation examples 

We do 
what 
we say
 

20 March //  Shareholders’ Meeting for fi scal year 2012

17 July //  Publication of mid-year report 2013

25 February //  Publication of Annual Report 2013

19 March //  Shareholders’ Meeting for fi scal year 2013

2014

2013 

Save 
the date

Investor Relations
Daniel Bösiger
Tel.: +41 52 631 21 12

Fax: +41 52 631 28 16

daniel.boesiger@georgfi scher.com

Corporate Communications
Beat Römer
Tel.:  +41 52 631 26 77

Fax: +41 52 631 28 63

beat.roemer@georgfi scher.com

Poster Flyer

Annual Report, inside pages 
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Corporate  
Report

Financial overview //  The 2013 business year underscores 
the importance of two elements of the Strategy 2015: 
focusing the Corporation on less cyclical business  
activities and strengthening its presence in growth mar-
kets. At GF Piping Systems, business in Asia, which was 
strong especially in the second half, offsets the  
weather-related sluggishness of European markets in 
the first four months of the year. At GF Automotive, 
foundry capacity in China was fully utilized, whereas in 
Europe, especially in the first six months, the passenger 
vehicle market was weak. In the last quarter, GF Auto-
motive benefited from a brisk upturn in sales in the 
truck segment. At GF Machining Solutions, sales in  
Europe and the US recovered, whereas emerging mar-
kets such as India and Brazil felt the impact of exchange 
rate turbulences.

Accounting //  For the 2013 business year, GF switched 
from the IFRS accounting standard to Swiss GAAP FER. 
The changeover was made in view of the distortions that 
the revised IFRS accounting standards would have 
caused. Under Swiss GAAP FER, for instance, the con-
solidation of the 50% share in the balance sheet and 
income statement of the CHF 400 million Chinaust joint 
venture can be retained. Moreover, Swiss GAAP FER 
largely eliminates any volatility in equity due to surplus-
es or deficits in the funding of pension plans, which 
would have had to be recognized in equity according to 
the revised IFRS standard. As part of this changeover, 
the registered shares of Georg Fischer Ltd have been 
traded on the Domestic Standard of SIX Swiss Exchange 
Ltd since 28 June, though they are still part of the SMIM 
and SPI Indices of the Swiss Exchange.

Currency effects //  Per end 2013, currency fluctuations 
had a positive effect of CHF 25 million on sales. Mainly, 
this was due to the trend of the Euro (+CHF 45 million), 
while the USD and other currencies (Turkey, India,  
Japan, and Brazil) had a negative impact of CHF 20 mil-
lion on sales. 

Sales //  GF posted sales that were up 2%, on a like-for-like 
basis, to CHF 3.77 billion (2012: CHF 3.72 billion).  
GF Piping Systems reported a sales growth of 8% (2.7% 
on a like-for-like basis), of which CHF 665 million came in 
the first half and CHF 737 million in the second half year. 
Despite a strong final quarter, sales at GF Automotive 

were slightly lower in the second half – at CHF 746 mil-
lion – than in the first half (CHF 752 million). Overall, the 
sales increase came to 0.5% on a like-for-like basis.  
GF Machining Solutions posted sales of CHF 447 million 
in the second half, compared with CHF 420 million in the 
period from January to June. All in all, the division’s 
sales rose by 3% on a like-for-like basis.

EBIT //  Operating profit rose from CHF 222 million in 2012 
to CHF 251 million (+13%) in 2013. The second half ben-
efited from better market conditions than the first se-
mester, especially at GF Piping Systems and GF Auto-
motive. As a result the EBIT rose to CHF 133 million 
against CHF 118 million in the first half year. The operat-
ing margin (return on sales, ROS) rose from 6.0% to 6.7%.

Net profit //  The divestment of the gravity die-casting  
operation in Austria, which was not a core business,  
resulted in a one-off exceptional charge of CHF 26 mil-
lion. Net profit came to CHF 145 million, which was 5% 
higher than the 2012 figure of CHF 138 million. All three 
divisions again clearly generated value for our share-
holders. 

ROIC //  GF defined an ROIC in the 15% range in the frame-
work of the Strategy 2015. The figure is being increased 
to the range of 16% to 20%, an adaptation that reflects 
the change to the Swiss GAAP FER standards. In 2013, 
ROIC came to 16.7% (2012: 15.7%). 

Free cash flow //  Cash flow from operations came to  
CHF 309 million in 2013 (2012: CHF 230 million).  
Free cash flow stood at CHF 108 million compared with 
CHF 19 million in 2012. 

Net debt //  Net debt rose slightly from CHF 334 million to 
CHF 352 million. The increase was mainly due to the 
acquisition of Hakan Plastik (Turkey).

Distribution //  The Board of Directors proposes to the An-
nual Shareholders’ Meeting the distribution of a divi-
dend of CHF 16 per share (+CHF 1). The dividend is pay-
able in part from a capital contribution reserve and in 
part from a reduction from CHF 10 to CHF 1 in the par 
value of the GF share. The proposed dividend, which is 
scheduled for payment on 4 July 2014, is equivalent to  
a payout ratio of 47%.

Value added //  The gross value added came to CHF 1.29 
billion, higher than in 2012 (CHF 1.23 billion). Europe 
accounted for 75% of the total (2012: 77%), with  
Switzerland (31%), Germany (24%) and Austria (13%)  
making large contributions. Asia and the Americas 
accounted for 24% of value added. Personnel costs 
came to CHF 914 million, slightly lower than in 2012  
(CHF 915 million).
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“ Great mutual  
respect  
and trust”

Marcus Wackermann, Market Segment 
Manager for utility vehicles at GF Automotive,  
is GF’s heavy-truck expert. He is the link 
between the customer, the R&D department 
and the manufacturing sites. Together with his 
colleagues, Wackermann developed innovative 
lightweight components for the new DAF XF. 
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Relationship with DAF // “That gave us the chance to ap-
ply our ideas and expertise from the start in the best 
way possible. Exhibiting at a large-scale road show 
was invaluable: we actively showed customers all the 
things we could do – a strategy that worked for us and 
introduced new ideas to the customers.” Of course, it 
helped that the relationship with DAF had existed for 
many years and was “characterized by great mutual 
respect and trust”, Wackermann emphasizes.

“ DAF got us on 
board early  
in the develop-
ment of the  
new XF truck.”

Highlight rear axle design //  It is no surprise that the 
components found in the new XF come from a broad 
range of the GF Automotive services portfolio. These 
include frames, cabs, chassis and drivetrains. “We 
were able to help in several aspects,” Marcus Wacker-
mann explains. In terms of weight, the rear-axle de-
sign is a highlight, developed jointly for DAF with the 
auto supplier ZF who is nominated as rear-axle mod-
ule supplier. Compared to its predecessor, the new 
rear-axle model alone is almost 70 kilograms lighter 
– proof of the high level of competence in lightweight 
design of GF Automotive in collaboration with DAF. 
“Through our mold and casting techniques, we are 
able to reduce wall thickness reliably to as little as five 
millimeters and in this way contribute to lighter de-
signs.” But also in vertical manufacturing, GF Auto-
motive and DAF have ushered in a new era: what gets 
shipped out at the end of the production line of the  
GF Automotive Herzogenburg plant in Austria is no 
longer an unfinished component but, for the first time, 
a complete exhaust manifold, ready to be installed 
during engine production. 

For DAF, that means higher quality and optimal lead 
times – a strategy that can also be applied to other  
areas. But GF Automotive can be useful to DAF from 
another, quite different perspective as well: flexibility. 
When several components from another supplier  
had to be replaced at short notice during the develop-
ment phase of the XF, GF Automotive immediately 
stepped in. Ensuring that these parts were of higher 
quality than the original ones was the stated goal of  
GF Automotive. 

Since 1996, DAF Trucks N.V. belongs to 
PACCAR Inc, one of the USA’s largest 
commercial vehicle groups. It is among 
the most successful truck manufactur-
ers in Europe. The keys to success: 
first class trucks and comprehensive 
service offerings. This is supported by 
a network of over 1 000 independent 
dealers in Europe, the Middle East, 
Africa, Australia, and Brazil. DAF has 
its own production facilities in the 
Netherlands, Belgium, and the UK. 

horse power of the strongest 
version of the NEW EURO-6-MOTOR 
PACCAR MX-13

DAF’s share of the European 
heavy utility-vehicle segment

the distance between  
maintenance intervals in km

510

150 000

19% 

Clean machine: the DAF XF Euro 6.
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Financing //  In August 2013, the Corporation emitted two 
new bonds of CHF 150 million each with maturities  
of five and nine years and coupons of 1.5% and 2.5%. 
The bond issue took advantage of the favourable condi-
tions in the capital markets in order to refinance  
the 2009–2014 4.5% bond of CHF 300 million due  
September 2014. 

Total assets //  Total assets come to CHF 3.1 billion. The 
equity ratio is still a solid 31%, though it is lower than in 
2012 (37%) owing to the increase in current liabilities 
related to the two new bond issues and the impact of the 
new accounting standard Swiss GAAP FER. 

Workforce //  The headcount at year-end 2013 came to  
14 066 (+4.9%), virtually back at the level before the di-
vestment of the GF Automotive aluminum sand casting 
business in the fall of 2012. The decline of about 450 
employees as a result of this divestment was offset by 
the new employees from Hakan Plastik (+710). The 
headcount at GF Automotive will fall further owing to 
the divestment of the gravity die-casting operations in 
Austria that was announced in January 2014. With 
around 3 500 employees, Asia has become the market 
with the highest number of employees, followed by Ger-
many with 3 200, Switzerland with 2 500 and Austria  
with 1 900.

Strategy and targets //  The implementation of the 
strategy launched in 2011 continues to proceed accord-
ing to plan. Progress was made in 2013 towards achiev-
ing a better balance portfolio. GF Piping Systems’ share 
of the Corporation’s total sales has risen steadily in  
recent years and has now reached the 37% mark. The 
aim is to increase the division’s share to 40% to 45% 
by 2015 through acquisitions and penetration into new 
markets. With the acquisition of Hakan Plastik, Cerkez-
köy (Turkey), a leading supplier of plastic piping systems 
in building technology and water utilities, GF Piping 
Systems has taken a major stride to generate further 
growth in Turkey, the Middle East and Eastern Europe. 

The company, acquired in July, will facilitate access to 
these attractive growth markets and offers a very good 
match with the product range of GF Piping Systems. 
Further acquisitions are envisaged, provided that the 
market conditions and business environment are right.

At GF Automotive, efforts will be focused on increas-
ing productivity in Europe and further expansion in 
China. The division’s share of sales came slightly down 
to the 40% mark for the first time, mainly on account 
of the 2012 divestments in Germany. The share of  
GF Machining Solutions, where focusing on less cyclical 
markets is in full swing, remained stable at 23%. The 
Corporation further reduced its dependence on Europe. 
Asian markets increased their share of total sales from 
20% in 2012 to 21% in 2013. China has an overall per-
centage share of 16%. 

GF took its first steps in China in 1993 and now has  
16 production plants as well as sales offices and  
research and development centers throughout China. 
By 2015, China’s share of total sales is expected to  
exceed 20%.

Outlook 2014 //  GF assumes that market conditions will 
remain volatile in the months to come, even though an 
uptrend in some of the markets relevant for the Corpo-
ration was observed in the second half of 2013. Its port-
folio will also be more balanced with GF Piping Systems 
and GF Automotive each making for ca. 40% of total 
sales. Barring unforeseen circumstances, GF expects 
both sales and net profit to further grow in 2014. The 
Corporation confirms the profitability targets defined in 
Strategy 2015, but the ROIC target is being raised from 
16% to 20% due to the changeover to the Swiss GAAP 
FER accounting standard.The target of 8% to 9% is re-
confirmed for the EBIT margin (ROS).

GF Piping Systems
Result //  The division posted sales of CHF 1.4 billion in 

2013. This works out to an increase of 8%, of which 5% 
was due to the newly acquired Hakan Plastik, integrated 
as of 1 July. Operating profit rose from CHF 135 million 
to CHF 141 million, an increase of 4%. This equates to 
an ROS margin of 10.1%. GF Piping Systems had a ROIC 
of 18.7%, compared to 18.6% in 2012.

Markets //  GF Piping Systems had to confront difficult 
weather conditions in the first four months both in  
Europe and in North America; this mainly impacted 
Utility, the unit that generates the highest sales with  
CHF 540 million. Industrial applications recovered in the 
second half of the year in all regions. In the Building 
Technology unit, markets such as Switzerland and Ger-
many were stable, whereas China reported strong 
growth. Other European markets, for instance Italy and 

  GF assumes that market  
conditions will remain volatile 
in the months to come, even 
though an uptrend in some of 
the markets relevant for the 
Corporations was observed in 
the second half of 2013. 
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“ Great mutual  
respect  
and trust”

70kg
weight reduction in the rear 
axle of the new DAF XF thanks 
to lightweight components 
made by GF Automotive

Demanding emission standards //  Sometimes, heavy-du-
ty vehicles really are faster than passenger cars – not  
necessarily in terms of their top speed but in their  
willingness to adopt innovations. Right now, that is  
exactly what’s happening with the introduction of new, 
more stringent emission standards. Starting from the 
1st of January 2014, only utility vehicles that meet the 
“Euro 6” norm can be registered. By contrast, a longer 
transition period is available for passenger cars, still  
allowing new Euro 5 models on the roads. 

But the implementation of the Euro 6 standard pre-
sents an enormous challenge for the makers of heavy-
duty vehicles: “Adding the new emission controls can 
increase a truck’s weight up to 280 kilograms, which 
could reduce its payload by the same amount,” says 
Marcus Wackermann, Market Segment Manager for 
utility vehicles at GF Automotive. “The added weight of 
Euro 6 technology would be completely unacceptable 
for freight forwarders.” That’s because first, every ad-
ditional kilogram the vehicle weighs means higher fuel 

consumption, and second, the smaller payload reduces 
overall transport efficiency, which is the lifeblood of the 
industry. Accordingly, the makers of such vehicles have 
been feverishly looking to offset the unavoidable addi-
tional weight that comes with emission control systems 
by finding intelligent weight reduction in other areas. 

Search for ways of saving weight //  That is certainly true 
for the Dutch utility-vehicle maker DAF Trucks, where 
the conversion to Euro 6 engines was carried out even 
before the law required it. The top model of its new gen-
eration of vehicles, the new DAF XF, presented at the 
IAA Commercial Vehicle Show in 2012, showed trans-
port industry customers that everything had been done 
to offer the Euro 6 technology without increasing the 
overall load. In their intensive search for ways of saving 
weight, DAF engineers were also able to take advantage 
of their long-standing partnership with GF Automotive, 
a company with outstanding competence in lightweight 
materials. “DAF got us on board early in the develop-
ment of the new XF,” recalls Marcus Wackermann.

To compensate for the extra weight of new truck emission control systems, 
the lightweight expertise of GF Automotive is in high demand. Marcus  
Wackermann, Market Segment Manager Commercial Vehicles, supervised 
solutions for the Dutch truck manufacturer DAF in close consultation with 
the sites of the division. Thanks to the good collaboration, new DAF XF 
trucks are constructed with lightweight, innovative components from  
GF Automotive. 
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Flexibility //  “DAF is an important customer,” explains 
Achim Schneider, Business Development & Sales 
Manager at GF Automotive. “For one thing, it is an ex-
tremely innovative company, one that has long been 
interested in our know-how with lightweight compo-
nents. Second, its brand is continually gaining market 
share in a highly competitive European market.” In 
fact, despite the difficult market conditions in the 
heavy semi-trailer tractor segment, which includes 
the new XF, DAF has risen to be number one in Europe 
with a 19% share of the market. 

Its global growth is even stronger, not least due to the 
fact that DAF is part of the largest American utility-
vehicle maker PACCAR, which also owns the US brands 
Kenworth and Peterbilt. All three models make use of 
the MX-13 and MX-11 “world engines”, which also con-
tain technology from GF Automotive. And according to 
the forecasts of the majority of logistics experts, the 
global utility-vehicle market will continue to grow. So it 
is no surprise that Achim Schneider emphasizes: “The 
utility vehicle segment is strategically very important 
for GF Automotive. It already accounts for more than 
one quarter of our sales. Because it is increasingly be-
coming more global, it represents an interesting 
growth potential for our high-performance compo-
nents.”

3 questions: 
Jos Smetsers, Procurement Director PACCAR 
Europe, Board of Management DAF Trucks, about 
working with GF.

How would you describe the relationship between 
DAF and GF? 
With all our suppliers, we look for a demanding, profes-
sional collaboration based on mutual respect. At DAF, 
we realize that our suppliers play a key role in making 
optimal transport solutions available for our customers.
 
How can GF Automotive contribute to your success?
There are many possibilities for improving transport 
efficiency. An extremely important role, for example, 
is played by weight-reduction measures. We always 
look forward to the innovative ideas and suggestions 
proposed by GF for improving the operating efficien-
cy of DAF vehicles.
  
What else would you ask from GF as a DAF partner?  
In everything we do, our mindset has to be: good  
today, better tomorrow, so that we can offer our cus-
tomers continuous improvements. GF is an extraordi-
narily capable company that offers the best solutions 
available on the market with excellent quality. We are 
a strong team. 

GF Automotive is supplying DAF with 
about 20 chassis and drive components  
in lightweight design, from wheel hubs  
to rear-axle parts.
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Imagery
Depicting the GF brand  
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Principles
The GF visual language consists of 

four main categories: key images, 

mood images, product images, and 

documentary images. 

Categories

Key images  
The key images show GF employees expressing 
the company’s positioning, “All about you.“ These 
portraits convey confidence, interest,  
and friendliness. Key images can also be photos 
showing employees from the waist  
up, and in their environments. 

Employee Product detail, in atmospheric environment Photograph

Illustration

Documentary images 
Documentary images complete the GF visual 
language with authentic and inspiring insights 
into the production or use of GF products.  

Product images 
Product images are photographs, renderings, or 
illustrations that depict products in their entirety.

Mood images  
Mood images show a single detail of a product in 
sharp focus, or entire applications in their 
environments. In these images, no people are 
visible. 

Application in its environment Employee at a GF workplace 

Exception: Working employee at a GF workplace 
Never use the image of a working employee at  
a GF workplace for a brochure cover
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Principles
The GF key images series consist 

of close-up employee portraits. 

The images focus on the employee’s 

friendly expression and mood to 

evoke feelings of engagement, 

closeness, empathy, and trust. 

Through these portraits, the GF 

brand positioning “All about you” 

is brought to life. 

Selection and staging of employees
Employees selected for photo shoots 

should be chosen because they 

represent key aspects of the GF 

brand personality:

– Intelligent and expert

– Honest and trustworthy 

– Friendly and responsive

Key image rules

Perspective (1) 
Always depict the person at eye level, head-on.  
The person should be looking directly at the camera  
with a friendly expression. Avoid shooting from a  
high or low angle. 

Focus (2) 
Follow the golden rule of portrait photography:  
Focus on the eyes. 

Background (3) 
The portraits should be set where GF employees  
work. The background should be in soft focus and  
bright or dark to offset the subject. Avoid stark or  
colorful contrasts in the background. 

Color scheme (4) 
The image colors should be natural with low chroma. Avoid 
using multicolored backgrounds. The focus  
should be on the person, not on the scene behind. 

Lighting (5) 
The lighting should be soft and clear. Illuminate the subject 
properly, to avoid creating hard shadows.  
The background can also be bright or medium gray  
and out of focus. Use lighting to create a clear  
distinction between subject and background. 

45

2

1

3

Employee 

Employee at a GF workplace 

3

Working employee at a GF workplace

Key image exception
Never use an image of a working employees at  
a GF workplace on a brochure cover.  
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Key image examples
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Principles
Like the portraits, the mood images 

feature a distinctive, well-lit subject 

set in front of a subtle background. 

The focus of a mood image is usually 

a close-up view of a product part or 

parts or an environment, while the 

background is low contrast and in 

soft focus.

Exceptions
People interacting with a product in 

its environment or an atmospheric 

environment related to the product 

can also be used for mood images. 

Avoid showing faces in the mood 

image category, as this will detract 

from the key images.

Mood image rules

Perspective (1)
To create a more interesting photograph, use an 
orthogonal perspective and shoot the image from  
a suitable distance. Avoid shooting from a high or  
low angle. 

Focus (2)
The most important part(s) of the product should  
be in sharp focus. When in doubt regarding product 
details, contact the appropriate GF employee. 

For application environments, use motion blurring  
(or a tilt shift-effect) to draw focus to the application. 

Action (3)
Action images (e.g., a running machine) communicate 
the dynamic qualities of the GF brand. Using motion 
blurring, a photographer can convey an impression of 
speed. 

Color scheme (4)
The image colors should be light and natural, with low 
chroma. Avoid using strong background colors. The 
focus should be on the product or product parts, and not 
on the scene behind. 

Lighting (5)
The lighting should highlight the most important parts 
of the product(s). Strong contrast and areas of light and 
dark enhance the overall image composition. 

Mood image exception

4

5

3

2

1

Product detail, in atmospheric environment 

Application in its environment Person interacting with a product in its environment.
Avoid showing faces.

2

1

3

23

1
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Mood image examples

Back to contents <



44 GF Corporate Design Guidelines Brand Design Elements

Principles
GF product images can be photo-

graphs, renderings, or illustrations. 

They are realistic depictions of  

GF products, shown either individu-

ally or in a group of related products. 

Product image rules 

Perspective
Ensure that the perspective captures the most 
important part(s) of each product. When in doubt 
regarding product details, please ask the appropriate 
GF employee. Avoid shooting from extreme angles and 
or any other techniques that might distort the product 
image. 

Focus
The focus should be on the entire product. 

Background
Use a white, bright or dark background, with or without 
gradient. Do not place products on colored back-
grounds.

Color scheme
Show the real colors of the products. To improve 
clarity and contrast, colors can be optimized. 

Lighting
Use bright and clear artificial lighting, and avoid  
creating hard shadows. 

Freestanding, without effects

With reflection

With drop shadow 

Dark background 

Bright background 

Do not place products on colored 
backgrounds. 

Do not group different unrelated 
products. 

Illustration 

Photograph
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Product image examples
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Principles
Documentary images are ideally 

suited to provide insights into 

how GF products are made, and how 

GF delivers added value to 

the company’s customers. Choose 

themes that are interesting to  

GF customers and provide authentic 

insights (without breaching 

security or privacy requirements). 

Especially interesting are action 

images, which show how GF 

employees work or interact with 

customers or other employees. 

Reference images
Reference images and images of 

applications depict installed  

GF products. They are taken at 

selected customer’s sites and show 

the products in their natural 

environment. Reference images can 

include people, with a typical 

professional activity related to the 

product, or they can be photo-

graphed as stills, without people.

Documentary image rules

Perspective (1)
Shoot at eye level or use a slight bird’s-eye perspective. 

Focus (2)
The content of the image should focus on themes that 
interest GF customers. 

Action (3)
Consider the photographer as a neutral observer of  
the scene. Capture real work situations. Allow people  
to act naturally: Do not stage interactions. Avoid  
creating images in which employees look directly into the 
camera. 

Color scheme (4)
Set images in real working environments. Background 
colors should be natural with low chroma. Stronger 
colors can be used as highlights. 

Lighting (5)
Use natural lighting. Images can be in either a bright  
or medium gray tonality, but they should always be rich in 
color contrast. 

4

3

5

2

1
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Documentary image examples
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Please refer to the rules for key 
images (page 40). 

Photo briefing for key images

The background can be a typical  
GF environment, but it should be blurred and 
undefined.

Be sure to give a copy 
of the permission form 
to the employee for 
their records. 

The background can also show the 
environment of one of the three divisions.  
It should also be blurred, but some charac
teristic elements can still be recogizable.

Please note:
All images must work in both extreme landscape format (e.g., for a Web page) and in portrait 
format (e.g., for a brochure). That is why shooting two additional background images  
at the end of a key image photo shoot is recommended.

Shown above are three shots from one key image photo shoot. The main image is in the middle.  
The main image must show the employee with both shoulders, without cropping. Please avoid 
sharp, colorful contrasts and messy-looking backgrounds.

Browser

All about you
Produkte & Lösungen          Medien & News          Investoren          Karriere          Über Georg Fischer

Browser

GF Piping Systems
Comfort

GF Automotive
Mobility

GF Machining 
Solutions

To prepare for a key image photoshoot for a key image, please follow these steps:

1. Find a suitable subject and get his/her written permission to be photographed  

2. Find a suitable location and an appropriate background

3. Make sure the images fit 

In exceptional cases, show an employee in  
a working situation or meeting with other 
employees. The background should also be 
blurred.
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Using GF images is always preferable to using stock photography. Stock images are  

never as strong or authentic as images shot especially for GF, plus they are not exclusive (a 

competitor might even use them). If using existing GF images or arranging a photoshoot is not 

possible, please follow these steps to buy stock images:

1. Choose an appropriate image category

n

2. Find an official, authorized image source
Corbisimages.com, de.fotolia.com, gettyimages.com, istockphoto.com, 123rf.com are a few  
well-established sources for licensed images. Do not use images from photo communities,  
where getting licenses may be difficult. 

3. Check licenses and file sizes 
Find out the type of license associated with a given image (in general, royalty-free images are substantially less 
expensive but are often poorer quality than those with royalties). Also, find out  
what file size is provided (i.e., whether the image has a high enough resolution for its intended use).

4. Other considerations 
When searching for images, refer to the image category descriptions in these guidelines. 
Stock images should fit the visual style of all GF images – images should convey quality, reliability, organization, 
and calmness. Avoid images showing specific products that are not GF products.

Don‘ts

Buying stock photography
Please refer to the rules for key 
images and mood images  
(pages 40 and 42).

Key images
Key images show GF employees 
expressing the company’s  
positioning, “All about you.“  

Using stock images for this  
category should be done in  
very rare cases only. 

Do not use images that lack focus on 
an employee or on a GF product.

Never use models in studio settings, 
as these images lack authenticity.

Avoid using unfocused images.

Mood images
Never use a stock image to  
show a single detail of a product  
in focus.

Stock images can be used to show  
applications (though they must be 
unrecognizable). Stock images can  
also be used as abstract or allegorical 
visuals.

Product images 
Documentary images
Never use stock images  
for these two categories.  
Show only real GF products  
and real GF environments. 
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Illustrations
Visualizing information
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Four styles for different 
applications
GF uses four different illustration 

styles. Each style has its own 

distinctive character and application.  

Categories

Character 
– Two or three dimensional
– Schematic
– Reduced and simple
– Can be combined with other graphics
– Illustrate complex relationships
– GF colors 

Application
– Process diagrams
– Relational illustrations
– Temporal sequences

Character
– 	Three dimensional
–	 Isometric
–	 Schematic 
–	 Combined with two-
	 dimensional illustrations
–	 Reduced and simple
–	 Surfaces and lines
–	 GF colors 

Application
–	 Products
–	 Technical illustrations
–	 Process diagrams

Character
– 	Three-dimensional rendering 
– 	Transparencies and cutaways
– 	Optimized content
– 	Realistic perspective
– 	Realistic representation 
	 of materials 
– 	Realistic colors 
	 (slightly undersaturated)

Application
– 	Products
– 	Structure and construction 
– 	Product usage

Character
– 	Two dimensional
– 	Orthogonal
– 	CAD dimensions
– 	Technical structure
– 	Lines, shaded planes
– 	Black and white

Application
– 	Products
– 	Structure and construction 
– 	Dimensions
– 	CAD

Initial phase Loop 1

Initial phase Concept phase Development Loop 1 Loop 2 Validation Start of production

Loop 2 Loop 3 Loop 4

Information graphics 

3D product 
information graphics 

Product graphics 

3D product 
realistic graphics 

CAD product illustration

Back to contents <



52 GF Corporate Design Guidelines Brand Design Elements

Principles
Information graphics are an efficient 

communication tool:  

They explain complex relationships 

and processes in an easy to under-

stand manner. Information graphics 

use familiar visual elements to 

help simplify information, such as 

callouts for explanations, or arrows 

for temporal sequences. 

Opposite are some examples of 

possible applications. 

Character
– 	Two or three dimensional

– 	Schematic

– 	Reduced and simple

– 	Can be combined with other 

graphics

Usage
– 	Process diagrams
– 	Relational illustrations
– 	Temporal sequences

Information graphics 

Initial phase Loop 1

Initial phase Concept phase Development Loop 1 Loop 2 Validation Start of production

Loop 2 Loop 3 Loop 4

Water sourcing  20%

23%

12%

35%

10%

Water transportation

Water storage

Water distribution

Reconstruction aid
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Principles
3D graphics are an ideal way to 
explain and illustrate technical 
details. Isometric perspectives  
are especially helpful for creating 
illustrations. 

Opposite are some examples of 
possible applications. 

Character
–	 Three dimensional

–	 Isometric

–	 Schematic 

–	 Combined with two-dimensional 

illustrations

–	 Reduced and simple

–	 Surfaces and lines

–	 GF colors 

Usage
–	 Products 
–	 Technical illustrations
–	 Process diagrams

3D product information graphics 
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Principles
3D product realistic graphics are  

the stars of the GF illustration family. 

Precise and realistic, they leave  

a strong impression of quality, 

technical excellence, and intelli

gence. 3D rendering software should 

be used to create this type of 

illustration.

Opposite are some examples of 

possible applications.

Character
–	 Three-dimensional rendering 

–	 Transparencies and cutaways 

–	 Optimized content

–	 Realistic perspective

–	 Realistic representation of 

materials 

–	 Realistic colors  

(slightly undersaturated)

Usage
–	 Products

–	 Structure and construction 

–	 Product usage

3D product realistic graphics 
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Principles
CAD product illustrations show all 

the essential information needed for 

planning and installing GF products.

Opposite are some examples of 

possible applications. 

Character
–	 Two dimensional

–	 Orthogonal

–	 CAD dimensions

–	 Technical structure

–	 Lines, shaded planes

–	 Black and white

Usage
–	 Products 

–	 Structure and construction

–	 Dimensions 

–	 CAD

CAD product illustrations
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Principles
Each of the four types of GF 

illustrations serves to convey a 

specific type of information.  

Combining illustration types within a 

given piece of collateral is possible.

Illustrations

Do not mix 2D with partial 3D displays 
within one illustration,  
and be mindful of aesthetics. 

Whenever possible, show product 
illustrations in 3D, not as information 
graphics. 

Do not distort a 2D illustration to 
create a 3D illustration. 

Do not use 3D clip art or illustrations 
from image databases. 

Product renderings should not distort 
the product itself – products should 
always be recognizable and realistic 
in appearance. 

CAD illustrations should never be 
colored. Use black and white only. 

Do not incorporate photographs  
in CAD dimension illustrations. 

3D product
information graphics

Don’ts

3D product 
realistic graphics 

CAD product illustrations Information graphics 
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Diagrams
Illustrating data
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Basics
3D diagrams are an excellent way 

to communicate complex data. 

GF uses mainly bar and pie charts. 

Concept
With their isometric design, 

3D diagrams are true highlights. 

Bar charts are always displayed

sideways; pie charts always provide 

a bird‘s eye view. 

To emphasize the 3D quality of these 

diagrams, all elements feature a 

subtle lucency. Color, size, and 

positioning support the key message 

of a given piece of collateral. 

Elements should be visually distinct 

from each other.

Colors
3D diagrams use colors from 

the luminous GF color palette. 

Labeling
Diagram labels are set in DIN Next.  

Their positioning is determined 

by the type of diagram and volume of 

text. The labels are placed as close 

to the diagram as possible. 

Connect the data and the diagram 

with a fine line that has a thick 

endpoint. The line is set at a  

90 degree angle. 

3D diagrams

Bar chart  Pie chart 

Gross value added 2012 by region (in %)
(100 % = CHF 1.23 billion)

24 % Germany

32 % Switzerland 

14 % Austria

7 % Rest of Europe

13 % Asia

10 % Americas

108

69

227 180

–238

–58

168

 

127 Net profit
221 EBIT

2008

2010

2011

2012

2009

233

108

69

227 180

–238

–58

168

 

127 Net profit
221 EBIT

2008

2010

2011

2012

2009

233
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Basics
Bar charts are an ideal way to 

visualize comparative data  

(e.g., sales figures per GF division 

over a three-year period). 

The dimensions of the bars can be 

adapted to a given design, but they 

should be alike within the same 

diagram. The elements should be 

aligned so that they support the 

main information or message to be 

conveyed. 

3D bar charts

Do not place bars too closely together, 
or the diagram will appear too 
massive.

Simple bar chart 

Stacked bar chart Bar chart with two comparisons 

Three-year overview 

Two amounts in a five-year overview, including stacked 
bars and two different data sets

Do not confuse the reader by 
randomly positioning the bars. 

Do not use flat or dull tones –  
use the luminous GF colors. 

Don‘ts

Lucent isometric bar

Base

Negative value
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3D pie charts

Do not distort the pie shape – make sure it  
remains recognizable, and that all segments  
are fully placed on the base. 

To place emphasis on one particular segment,  
only one wedge has been displaced.

The wedges are distributed equally. The wedges are distributed irregularly,  
but the pie chart is still recognizable. 

Do not rotate pie charts. Do not change the proportions of the 
wedges relative to each other. 

Do not create pie charts that are  
too high or appear too massive. 

Do not assemble elements in a physically  
impossible space, or create overlaps.

Don‘ts

Principles
Pie charts are ideal for illustrating 

numerical proportions. 

The blasted pie chart is the common 

style for GF pie charts. After an 

isometric pie chart is designed, its 

wedges are cut and distributed from 

the center. Callouts connect the 

wedges to their corresponding 

labels. 

Closed pie charts can be used  

as well. The height of a closed pie 

chart should be determined by the 

design. Avoid creating a pie chart 

that appears too massive. 

Isometric pie segment
transparent

Base
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Principles
2D diagrams can be used instead 

of 3D diagrams, whenever the 

creation of 3D diagrams can not be 

technically achieved, or when only 

a small, discrete visual is needed. 

For labeling and color usage, the  

3D guidelines apply. 

Please note: The GF PowerPoint 

template allows for the simple 

creation of 3D bar charts and pie 

charts.

2D diagrams

2008
2009

2010
2011

2012

4.53

3.58

3.92

3.03

3.49

GF Automotive

GF Piping Systems

GF Machining Solutions

34 % China

26 %
Germany

9 %
Switzerland

1 %
Austria

30 % Americas

GFP GFAU GFAC GF

WACC

16.6

11.9

13.0
13.3

32 % 	 Switzerland 

14 % 	 Austria 

7 % 	 Rest of Europe 

13 % 	 Asia 

10 % 	 Americas 

24 % 	 Germany 
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Diagram implementation examples 

2 GF Annual Report 2013  Key Figures 2013

Key Figures 2013

million CHF 2013 2012 2011

Sales 3 766 3 720 3 638
EBIT 251 222 235
Return on sales (EBIT margin) % 6.7 6.0 6.5
Return on invested capital (ROIC) % 16.7 15.7 13.3
Free cash flow before acquisitions/divestitures 174 99 103
Dividend (proposed) per registered share in CHF 16 15 15
Employees at year-end 14 066 13 412 13 606

The figures 2011 have not been adjusted according to Swiss GAAP FER.

2011

2012

2013

3 766

251

222

235

174
99

103

145

138

168

3 720

3 638

2012

2011

2013

2011

2012

2013

Sales 2013 by region (in %)
(100% = CHF 3.77 billion)

31% Germany

 5% Switzerland

 3% Austria

22% Rest of Europe  7% Rest of Europe

 4% Rest of world  1% Rest of world  5% Rest of world

21% Asia 14% Asia 25% Asia

14% Americas 10% Americas  9% Americas

Gross value added 2013 by region (in %)
(100% = CHF 1.29 billion)

24% Germany

31% Switzerland

13% Austria

Employees 2013 by region (in %)
(100% = 14 066)

23% Germany

18% Switzerland

14% Austria

 6% Rest of Europe

EBIT 251 
Net profit 
145 million CHF 

Sales  
3 766 million CHF

Free cash flow
before acquisitions/
divestitures
174 million CHF

3

new patents 
registered in 
2013

R&D centers 
worldwide

specialized  
engineers  
for innovative  
solutions

CHF invested in research & 
development 

Acting on our customers’ 
needs
At GF innovation processes are based on a close collaboration with customers in order
to address their specific needs. GF’s quest for customer-oriented solutions is reflected 
in its global R&D centers, which contribute their expert knowledge to the development 
of well-adapted solutions – to remain our customers’ first choice.

600

46
20

GF Annual Report 2013   Innovation

 100 000 000

Sustainability Report 2013

Annual Report 2013
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Downloads
Artwork files, templates, images, and more detailed guidelines can be downloaded from the GF Net 

at gfnet.georgfischer.com.

Contacts
If you need information that is not available on the GF Net, please email Corporate Communications. 

The divisional CD officers will also be happy to provide support and input on new collateral to be designed 

for their respective divisions. 

Corporate Communications 	
Head of Digital Media & Branding

Michael Gyenge 

michael.gyenge@georgfischer.com

Trademark rights

Piergiacomo De Colle

piergiacomo.de-colle@georgfischer.com

Divisional CD officers 
CD officer GF Piping Systems 

Matthias Markgraf

matthias.markgraf@georgfischer.com 

CD officer GF Automotive

Marco Melai 

marco.melai@georgfischer.com

CD officer GF Machining Solutions 

Paul Thickett 

paul.thickett@georgfischer.com 

Contacts
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