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worldwide



For over 85 years, we have been dedicating  
all of our activities to the development of inno-
vative lubricants by building on the values of 
continuity, reliability and proximity. Working in 
close collaboration with our customers, we  
develop complete, innovative and custom solu-
tions for a very wide range of applications.  
At the same time, we aim to develop lubricant 
solutions that contribute to the conservation 
of natural resources. The exceptional commit-
ment of our employees culminates in real in-
novative power. We stand for technology that 
pays back and set standards as the world’s lar-
gest independent lubricant provider – for our 
customers, partners and our community.
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FUCHS  
WorldWide 33 

   Production locations  
worldwide

8 Germany

8 other european countries

8 Asia-Pacific

1 Africa

6 North America

2 South America

60  

  Group companies 
worldwide

6 Germany

30 other european countries

17 Asia-Pacific

1 Africa

3 North America

3 South America

We are where our more than 100,000 customers need us – in over 45 countries 
around the world. Together with our employees, this local presence represents  
the basis of our success. Staff at 60 companies and 33 plants network and share 
their expert knowledge on a daily basis. We use this exceptional expertise to 
continuously set new standards worldwide.
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LUBRICANTS. TECHNOLOGY. PEOPLE. Our company rests on these three  
pillars. As our mission statement they provide the basis for our daily actions and 
represent the core of the FUCHS brand. 

oUr BUSiNeSS Model –  
For More THAN 85 YeArS

TEC HNOLOGY. HOLIST IC SOLUTIONS

Technologically advanced, process oriented, and 

complete lubricant solutions are a central success 

factor for FUCHS. Our worldwide network of 

experts meets customer requirements on a global 

level by quickly and efficiently networking fields  

of special expertise. We strive for technological and 

innovation leadership in important business areas. 

This involves effectiveness and efficiency, safety 

and reliability, as well as the sustainability of the 

lubricants – from their generation to their disposal. 

PEOPLE .  PERSONAL COMMITMENT

Almost 5,000 highly qualified and specialized 

employees worldwide are committed to securing the 

satisfaction of our customers. The global FUCHS 

team regards itself as a well-coordinated unit, whose 

high level of personal commitment continues the 

success story of FUCHS year after year. Intensive dia-

log with our customers and business partners, as 

well as trusting interactions with one another make 

it possible for us to always find the optimum,  

custom-made lubricant solution for the individual 

requirements of our customers.

LUBRIC ANTS.  10 0% FOCUS

FUCHS focuses 100 % on the development, manufacture, and sale of high-grade 

lubricants and related specialties for virtually all areas of application and industries 

worldwide. With more than 10,000 products, we offer our customers a full range  

of lubricants that meets strict national and international standards.
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FUCHS is the number one among the independent lubricant suppliers. Chairman of 
the Executive Board, Stefan Fuchs, explains how the Group is aiming to further 
strengthen its worldwide position through consistent expansion of business, as well as 
targeted acquisitions. To help achieve this, the brand strategy will focus on the name 
FUCHS and the special qualities of the company.

By Ulrich Pontes 

oNe BrANd 
WorldWide

»  We have defined a brand architecture, 
and want to be ‘my lubricants com pany’ 
for all stakeholders. Our mission state-
ment of ‘LUBRICANTS. TECHNOLOGY.
PEOPLE.’ sits at the heart of the FUCHS 
brand. « 

STeFAN FUCHS, CHAirMAN oF THe eXeCUTiVe BoArd

Mr. Fuchs, FUCHS has often operated in a difficult economic 

environment in the past, yet has always displayed profit-

able growth. is the company now set to grow more organi-

cally or rather through acquisitions over the course of the 

next few years?

Our focus is on organic growth and we will consistently work on 

achieving clearly defined growth targets in individual markets. As 

a component of our growth initiative, we have budgeted capital 

expenditure of EUR 300 million in the years 2016 to 2018 for the 

expansion of existing facilities and construction of new facilities. 

We will expand and develop the Mannheim, Kaiserslautern, and 

Chicago locations. Construction of new facilities – as replace-

ments for existing facilities – is planned in China, Australia and 

Sweden. If we can complement this plan through strategic  

acquisitions, we will certainly do so, should interesting opportu-

nities come up.

You are also working on establishing FUCHS more firmly  

as an umbrella brand in the Group. Why? 

This new focus of our market strategy represents the consistent 

continuation of developments over the last few years and ulti-

mately the complete evolution of the Group over eight decades. 

FUCHS has grown through newly founded companies, acqui-

sitions, and mergers. The company today has a decentralized 

organizational structure. If we wish to remain successful and fur-

ther strengthen awareness of the FUCHS brand, we need a “one 

company” approach and must send out an image of unity. To this 

end, our work initially focused on establishing a uniform corporate 

culture and networking special topics. For example, we succeeded 

in bringing together employees from Research & Development, 

Purchasing and Sales in expert panels as a way of learning from one 

another and providing feedback. Now we are just lacking a uni-

form worldwide corporate identity. FUCHS will be very clearly iden-

tifiable as the umbrella brand – under which we will then just 

maintain product brands.

Almost all of the Group companies already bear the  

name FUCHS.

Our logo and the name are a connecting element and provide  

a sound basis for the already mentioned objective of our market 

strategy. However, our outward image still varies somewhat. In 

the future, we are keen to make everything uniform. On the inter-

net in particular, we want to display the same kind of unity as  

we do in the market. We are successful, enjoy continuous growth, 

and are an important partner to our customers throughout the 

world. Our new common brand identity represents an important 

step on the road to a successful future and will increase the 

power of the FUCHS umbrella brand against the competition. In 

future, it will then also be possible to recognize our worldwide 

FUCHS family from our uniform identity.

What challenges can you envisage on the road to  

achieving this?

We require discipline and the will to tackle this task together. This 

will require individual companies to sacrifice certain freedoms. 

However, we really need to enhance our profile and for this it will 

be necessary that the whole Group embraces a coherent and  

uniform identity. We feel confident that everyone will recognize 

and utilize the advantages of our new unity.

enhancing the company profile – can you explain what you 

mean by this? 

We have defined a brand for FUCHS. This rests on the positioning 

as “my lubricants company”, since this is what we aim to be for  

all stakeholders. We want to be the lubricant partner of choice 

for our customers, a key part of life for our employees, and an 

important market member for the public at large. The core of the 

brand sits above this. It is derived from the pillars of our mission 

statement: “LUBRICANTS. TECHNOLOGY. PEOPLE.”. In combina-

tion, these three dimensions accurately describe our business 

model and our strengths.

How exactly?

“LUBRICANTS.” describes our core business – we focus 100 %  

on lubricants and related specialties. This really sets us apart, for 

example from mineral oil companies. These companies focus  

primarily on crude oil, and lubricants only form a smaller segment. 

For us, on the other hand, base oils are just one raw material 

among many that we use to produce ten thousand different lubri-

cant formulations.

does technology play a key part in this? 

Yes indeed, “Technology.” plays a key part and what is crucial here 

is that we create complete solutions. We do not supply just any 

product, but rather immerse ourselves in the processes of our cus-

tomers and use our expertise to help make these more efficient. 

The third cornerstone “PEOPLE.” describes the personal commitment  

of our employees. The high degree of loyalty displayed by our 

employees and our low staff turnover rate show that we have estab-

lished our own special corpo rate culture, which is based on the 

appreciation of every individual. This is why “LUBRICANTS. TECH-

NOLOGY. PEOPLE.” describes us so accurately and why we have 

built our brand identity on this trifecta. 

What else does the brand architecture involve?

First of all, the promise to our customers: they are purchasing tech-

nology that pays back. Our products generate added value for  

our customers – for example by allowing their machines to run lon-

ger without servicing, or their drills to drill for longer without wear. 

Then comes the character of the brand: FUCHS stands for reliability, 

proximity and continuity. We stand by our word, are close to our 

customers both physically and in terms of thinking, and will still be 

here tomorrow. This is because the Fuchs family secures the com-

pany’s independence. But above all there is our vision. 

“Being first choice” – so are you also looking to set stan-

dards in the field of lubricants?

Yes, we are already doing this and wish to expedite it globally 

throughout all areas of application. We want to be the first choice 

for our customers and anyone who works with lubricants. How-

ever, we still have a lot to do until then. After all, we operate in an 

incredibly diversified market – from automotive to food produc-

tion. But we are working on catering consistently to all niches of this 

market worldwide with quality products, technical expertise, and 

proximity to customers. This why “being first choice” is our vision. 
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lUBriCANTS oF THe 
HiGHeST STANdArd 
FUCHS offers special products for hundreds of applica-
tion areas. The product portfolio is broken down into the 
core categories of automotive and industrial lubricants, 
metalworking fluids, lubricants for special applications, 
as well as technical and process-related services. 

Our customers include automotive suppliers and OEMs, 
companies from the mechanical engineering, metalwork-
ing, mining and exploration, aerospace, power genera-
tion, construction and transport, agriculture and forestry 
sectors, as well as the steel, metal and cement indus-
tries, yet also companies in the food industry and glass 
production sector. FUCHS lubricants are tailor-made and 
stand for performance and sustainability, safety and 
reliability, efficiency and cost savings and they also meet 
the highest quality standards. They represent a promise: 
technology that pays back.

Fuel saving

reduced wear

High thermal 
resistance

extension  
of maintenance  
intervals

Process compatibility

Corrosion protection

reduced oil consumption

Food grade

Co² reduction
rapidly  
biodegradable
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leAder iN iNNoVATioN 
ANd TeCHNoloGY
FUCHS is a solution provider, development partner, idea generator, 
and driver of innovation. Our impressive capacity for innovation is 
an important strength and a key driving force behind the objective 
of continually enhancing the potential of lubricants. Research and 
development (R & D) therefore assumes a key position in the Group. 
The company currently has more than 600 ongoing R & D projects, 
whose aim is to tap the potential of new products and technol-
ogies. These projects are supported by around 400 engineers and 
scientists at 24 laboratory locations throughout the world. The 
ultra-modern Technology Center at the headquarters in Mannheim 
coordinates the international network of experts, brings together 
expertise, and supports knowledge transfer. In addition to this, the 
company invests continuously in the further expansion of its 
laboratory and test capacities.
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On the test rig 
Tests performed under real-world operating conditions are  
a key component of the lubricant development process.  
The specialist FUCHS focuses on modern testing procedures  
and their development. Impressions from the headquarters  
(HQ) in Mannheim and Wedel – two of the largest test fields  
in the German lubricants industry.

By silke Wernet and Ulrich Pontes
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»   With our testing procedures, we  
address the specific requirements of  
our  customers. This is certainly one  
of our  major strengths. «

dr. CHriSTiAN SeYFerT, TeST Field MANAGer AT FUCHS 

Continuous stress tests of this kind not only save customers test-

ing costs, they also provide time benefits as to the competition 

thanks to their comparably short duration. “We target the specific 

requirement being faced by our customers. This is certainly one 

of our major strengths,” stresses Seyfert, who has been with FUCHS 

since 1999. Naturally, internal product development also bene-

fits from the fast test results.

A TEAM OF ExPERTS

To ensure that everything works smoothly, the lubricant manu-

facturer employs a team of experts from various disciplines at its 

Mannheim testing facilities to secure a broad range of skills. 

Among these experts are specialists capable of designing, construct-

ing and adapting test rigs when the specific requirement being 

faced by a customer demands this – for example hydraulic test rigs 

with vane cell pumps as used in vehicle power steering systems. 

The FUCHS specialists then address all mechanical aspects of the 

test rig, the measuring technology employed, all safety consider-

ations, as well as complete documentation. A project of this 

type can take two months to complete or sometimes even an entire 

year in the case of complex test rigs. With this special test rig 

development expertise and its complex technological know-how, 

the Mannheim testing facilities play a vital role within the Group, 

as underlined by Seyfert. All highly specialized testing procedures 

come together at this central location. “We therefore also 

see ourselves as a service provider for the entire FUCHS Group.”

A NEw M EM BER OF THE FUCHS FAMILY 

A new addition to the FUCHS family also has crucial testing 

capacities that are key for exceptional innovations: DEUTSCHE 

PENTOSIN-WERKE GmbH. Let us now move around 360 miles 

north to the HQ of PENTOSIN in Wedel. The single-story test field 

building is surrounded by massive mixing tanks. “PENTOSIN’s 

special strength lies in the OEM business with transmission fluids, 

partic ularly for dual-clutch transmissions,” comments Dr. Stefan 

“Testing in progress. Please do not enter the machine room!” The 

heavy door is closed. When looking through the viewing window, 

your attention is immediately drawn to a Plexiglas box of roughly 

the size of a wardrobe. It contains the drive shafts from a vehicle, 

which are as thick as broomsticks and are starting to pick up 

speed. The four shafts, which are attached to a total of eight joints, 

are turning faster and faster. Air is blown through wide hoses to 

simulate the air stream. This is one of two drive shaft test rigs at 

FUCHS HQ in Mannheim that are used to test the endurance of 

grease in joints of this type.

A few doors further, grease endurance life measurements are being 

performed at high temperature and high speed on rolling bear-

ings, such as those used in car wheel bearings, electric motors, or 

machine tools. Tests like this can easily take 1,000 to 2,000 hours, 

i.e. six to twelve weeks. Creating real-world operating conditions 

is a key component of lubricant testing. As the world’s largest 

independent lubricant manufacturer, the Mannheim-based family 

company intentionally focuses on test procedures of this kind, 

as they represent a key quality feature.

Up to 35 test rigs of this kind can be operated at the same time in 

Mannheim, spread over approximately 1,600 square meters in a 

three-story building. “Our testing facilities are certainly among the 

largest used by the lubricants industry in Germany,” explains 

Dr. Christian Seyfert, who has managed the FUCHS test field since 

2004. It is home to mechanical test rigs for lubricating oils, greases 

and fluids used in the metalworking industry. “With the exception 

of running engines, we actually test everything,” comments the 

Doctor of Physics.

For example, tests are performed on the foaming characteristics  

of passenger vehicle axle drives at various operating temperatures 

and speeds. The effectiveness of lubricants when adjusting seat 

backrests in passenger cars is also tested under variable loads.  

A new test rig simulates various aspects of sheet metal forming, 

such as those used in car body manufacturing or rolling mills. 

During testing, the respective lubricant is always intentionally 

taken to its load limit – or beyond.

RESULTS OBTAINEd MORE qUIC kLY

Seyfert explains the start of the testing process: “The customer 

approaches us with a special requirement in his specific application. 

We then take a close look to determine what exactly needs to be 

simulated in our tests.” In the case of damage to bearings or trans-

missions due to wear, this might include testing the lubricant- 

specific influence on the wear behavior of the respective product.

Seyfert describes the test procedure at the rolling bearing test rig 

for axle oils with regard to fatigue wear. “For this measure-

ment, we intentionally increase the load on the part being tested, 

for example by increasing the speed,” explains the 48-year-old. 

“Everything runs very fast, and we get results within a very short 

time that would otherwise take years or even decades.”

For example, if the specialists determine after a certain time that 

the first damage to the system is likely to occur after 30 million 

load cycles, they head over to their colleagues in the laboratory. “We 

then change the chemical composition of the lubricant so it can 

withstand greater loads. This allows the vehicle part to achieve a 

longer service life,” explains the head of the test field. 

50In the future,  
FUCHS will  
have space for
test rigs at its Mannheim HQ.  
It currently houses 35 – several 
of which were developed  
and constructed by the in-house 
specialists themselves.

left // “FZG test” of the load capacity of gear oil. When does damage occur 
to the tooth flanks of the gears being tested? right // “GK3” test rig in 
Wedel: Gear oil must demonstrate its performance in conjunction with 
original clutch discs in the round testing head.
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clutch discs from transmission manufacturers are inserted and lubri-

cated with the fluid being tested. In addition to this, the test rig 

simulates certain design-specific operating parameters. After all, 

the manufacturers each have their own tricks up their sleeves 

in terms of the materials used and many other details regarding 

the design of the gearbox. Testing on the rigs must therefore 

be very carefully planned and programmed to deliver meaningful 

results. The key then is to wait. A typical test can take hours or 

even days, during which many thousands of clutch engaging and 

disengaging operations are performed fully automatically under 

variable load and temperature conditions, while digitally capturing 

a wide range of measured variables. 

“There are around 40 test rigs of this kind in the world – so we are 

very well equipped with our three units,” reports Knaffel. Yet 

despite this, the capacities are fully utilized. Besides new fluid devel-

opments, design changes made by the hardware manufactur-

ers also have to be examined in new test runs. The head of the 

test field therefore hopes that a fourth GK test rig will soon be 

acquired – despite the rather hefty price tag of €750,000 exclud-

ing building infrastructure costs. 

3E MACHINE TEST R IG

Staff at the Mannheim test field are also looking forward to using 

further specialized technology when the new test field building 

at the Plant 1 site is ready for operation (please refer to “Greater 

capacities”). It will house a large test rig for vehicle transmission 

striking the optimum balance. “Not just for a brief moment, but 

for more than 40,000 miles.” 

THOUSANdS OF CLUTCHING ANd dECLUTCHING 
OPER ATIONS

Tests are needed to demonstrate whether this balance is successful –  

focusing in particular on one of the three so-called GK test rigs 

that sit at the heart of the Wedel testing facilities. Two of these rigs 

can be seen directly through the window of the test field team’s 

office. They are man-sized dark blue units, and the accompanying 

switching and measuring technology in addition takes up the 

space of a large wardrobe. In contrast, the steel-gray testing heads 

on the front look rather inconspicuous. Packages of original 

testing with electrical simulation of engine and wheels – a so-called 

3E machine test rig. “While in the past we have only examined 

individual components in our trans mission fluid tests, in the future 

we will be able to focus on  complete transmissions and the inter-

action between the individual parts,” explains Dr. Christian Seyfert. 

This testing system, which will also be used for testing truck 

 components in the mid-term, measures nine by eight meters and 

will be housed in the new building. Once installed, it will be the 

largest stand-alone test rig in the history of FUCHS. 

 Schweizer, Head of R & D Automotive-Double Clutch and Central 

Hydraulic Fluids. The long-standing company from Wedel enjoys  

a leading position in the DSG segment (direct-shift gearboxes) in 

terms of both development and production of suitable fluids. The 

testing facilities also play a key part for these two areas. 

It is managed by vehicle engineer Martin Knaffel. He explains the 

special challenges resulting from the design of dual-clutch trans-

missions: “On the one hand you have gears and synchronization 

just like a manual transmission. This obviously requires wear resis-

tance. On the other hand, however the same fluid lubricates and 

cools the clutches, so you clearly need special friction charac-

teristics.” These are contradictory requirements, so the art lies in 

GreATer CAPACiTieS
MANNHEIM: NEw TEST F IELd BUILdING

A new test field building, offering around 1,200 

square meters of additional floor space, has been 

built at the Plant 1 site at the FUCHS HQ in Mann-

heim. Staff are scheduled to move into the new 

building, which will offer space for up to 15 further 

test rigs in the mid-to-long-term, in October 2016. 

The total costs, including installation of the new high- 

 performance testing systems, are in excess of €10 

million. Among other things the new building will 

be used for comprehensive tests of automotive 

transmission fluids as well as shock absorber oils.

left // Head of the FUCHS test field, Dr. Christian 
Seyfert, explains the drive shaft test rig.  
right // Head of the  PENTOSIN test field, Martin 
Knaffel (on the right), discusses test results 
with a colleague.

3 questions for  
dr. lutz lindemann
Chief Technical officer at FUCHS PeTrolUB Se

dR . L INdEMANN , wHY IS FUCHS FOCUSING ON 
REAL-wORLd TESTING PROC EdURES IN ITS 
LUBRIC ANT dEvELOPMENT OPER ATIONS?

We are positioned in the market as a company that claims tech-

nological leadership in many areas. This is why we need such 

extensive testing of our products in the fields of tribology and 

lubricant technology. We are keen to provide our customers 

with lubricants that they do not first need to test in real oper-

ating conditions themselves. Instead, we offer fully tested 

products with ultimate operational reliability at the end of the 

development cycle.

HOw dO YOU SET STANdARdS IN THE SEC TOR?

We do not run any standard tests in our testing facilities, but 

rather focus on tests with very specific measuring proce-

dures. We are highly specialized, and the test field activities 

represent an integral part of our research and development 

work. The harmonious interaction of these two areas is what 

makes us so strong. Our excellent position in the OEM busi-

ness, for example, is only possible thanks to these comprehen-

sive individual tests. Extending our test field capacities 

with the new building in Mannheim was therefore the next 

logical step.

SO wHERE wILL THE RESEARCH ANd dEvELOPM ENT 
CHALLENGES L IE IN THE FUTURE?

New materials such as special plastics or surface coatings 

are entering the market. We therefore need to engage in even 

more intensive basic research, also with regard to the avail-

ability of raw materials. In the future the focus will be more on 

biological and biologically modified raw materials that offer 

high functionality. With Lignin, which is a kind of waste mole-

cule from paper manufacturing, we have already devel-

oped and launched an alternative product to one of our con-

ventional solid lubricants. In the future, this area of research 

will be an important part of our work.
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CollABorATiVe  
ANd CloSe
The satisfaction of our customers – that is what drives us. All our employ-
ees who work in an open and personal environment are highly commit-
ted to this goal. Our customers throughout the world appreciate this 
special atmosphere and see in FUCHS an innovative and reliable partner.

By Silke Wernet

“ We use a FUCHS product for a floatation process in coal treatment. 
The product is tailored perfectly to our special requirements and has 
helped us successfully optimize this process, reduce costs, and in- 
crease production. In our almost 20 years of cooperation with FUCHS, 
we have come to realize that we made the perfect choice.”

Andrzej Molenda, Mechanical Treatment department Manager,  
Coalmine JSW S.A. Knurow-Szczyglowice / Poland

“ An internationally successful Group with the atmosphere of 
a traditional family business – this combination is what makes 
FUCHS so appealing to me. FUCHS specializes in and focuses 
on its core skills. As employees, we authentically represent 
 precisely this. And this impresses our customers.”

Katrin Brehm, Head of Controlling  
FUCHS SCHMierSToFFe GmbH / Germany

“ At FUCHS, the corporate philosophy is actively lived 
out, and we identify with it as employees. Good 
 prospects for the company are also passed on to the 
employees. We are challenged and encouraged, 
and our performance is recognized. I have the feeling 
that I can learn new things on a daily basis and  
also  further my self-development.”

Karin Simonis, Technical Service Assistant,  
FUCHS lUBriTeCH GmbH / Germany

“   In the Lamattina family, we work closely with the FUCHS 
family and are connected by more than just a business 
 relationship. FUCHS also offers us the best special prod-
ucts and employees. They understand our business, and 
we are more than satisfied with their service. This is why 
we will continue to rely on FUCHS products now and  
in the future.”

Phil lamattina, director lamattina Holdings, industry, 
Agriculture, Manufacturing / Australia

“ The high-grade lubricants from FUCHS, which comple-
ment our product range in the automotive aftermar-
ket sector, have helped us achieve a good position in the 
Chinese lubricant market. FUCHS is not only a reliable 
supplier of quality products, but is also willing and able 
to offer us both technical and sales support whenever 
we request it.”

Chuanchuan Wang, Senior Purchasing engineer, Bosch Trading 
(Shanghai) Co. ltd. / China
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FACTS ANd FiGUreS

Group sales revenues up € 213 million in 2015

201520142013201220112010 2009 

1,178

1,459
1,652

1,819 1,832 1,866

2,079

Breakdown of group sales revenues by customer sector 2015 (excluding acquisitions)

  Energy and mining 9 %

  Trade, transport and services 29 %

   Automotive industry (vehicle 
manufacturing and components) 26 %

Manufacturing industry (including chemicals production)* 20 % 

Engineering 9 % 

Agriculture and construction 7 % 

* Manufacturing industry = producer goods, capital goods, consumer goods.

The values presented on this page are based on the 2015 Annual Report (as at December 31, 2015).

Holding company:  
FUCHS PETROLUB SE with its headquarters in 
Mannheim, Germany

Year established: 
1931

locations:  
60 operating companies and 33 production facilities 
in over 45 countries

Products:  
A full range of more than 10,000 lubricants and 
related specialties

references: 
The world‘s largest independent lubricant manu-
facturer with more than 100,000 customers, 
including automotive suppliers and OEMs, as well 
as companies from the mechanical engineering, 
metalworking, mining and exploration, aerospace, 
power generation, construction and transport, 
agriculture and forestry industries

employees: 
Around 5,000 employees, more than 400 of whom 
work in research and development (R&D)

Brief profile

Sales revenues by customer location in 2015

   Europe  
51.2 % (€ 1.064.4 million)

North and South America    
17.5 % (€ 364.0 million)  

Asia-Pacific, Africa   
31.3 % (€ 650.7 million)
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