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STEYR MOTORS GmbH
Im Stadtgut B1 
4407 Steyr 
Austria

 +43 7252 2220 
 +43 7252 22229

 office@steyr-motors.com 
 www.steyr-motors.com

Interview with Michael Aschaber, CEO of STEYR MOTORS GmbH

Greener power
The current low price of oil may have tem-
porarily taken some of the urgency out of 
research to find non-fossil fuel-based alterna-
tives to the internal combustion engine, but 
the oil price cannot stay low forever. That is 
why the Austrian motor manufacturer STEYR 
MOTORS GmbH is working hard to develop its 
range of electric/diesel hybrid engines. The 
company has already won a raft of innovation 
prizes for its groundbreaking developments in 
this important field.

STEYR MOTORS is a niche player 

in a highly specialized market. 

Annual production capacity is 

2,000 engines, most of which are 

adapted to meet customer needs. 

“Although we are a relatively small 

player in the market, we are highly 

respected by our customers and 

our competitors,” says CEO Mi-

chael Aschaber. “We work closely 

with our customers to develop 

engines that will perform even un-

der the harshest conditions.” Mr. 

Aschaber joined STEYR MOTORS 

in 2005 with the task of building 

up the R&D department virtually 

from scratch. He recently took over 

as head of the company and is 

enjoying the new challenges that 

being CEO has brought. “Coming 

from the technical side of the busi-

ness, I now have to deal with the 

commercial and strategic aspects 

as well, which is a new experience 

for me.” 

STEYR MOTORS GmbH was 

originally part of the Steyr-Daimler-

Puch group of companies until it 

became an independent company

›››

STEYR MOTORS’ Austrian headquarters is currently under expansion thanks to in-
vestment by its new Chinese owner

STEYR MOTORS’ engines enjoy an unrivalled reputation for quality and 
reliability
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››› Interview with Michael Aschaber, CEO of STEYR MOTORS GmbH

 through a management buyout in 

2001. Its strategic goal was to be 

a niche player, producing small 

numbers of highly specialized en-

gines and selling licences for their 

production by third parties. In 2005 

it became clear that an in-house 

development department was re-

quired, which is why Mr. Aschaber 

was recruited. The fruits of his work 

soon became apparent with the 

launch of the world’s first parallel 

hybrid marine propulsion system 

for pleasure boats in 2008, which 

was quickly followed by the launch 

of a serial hybrid propulsion system 

in 2010. Numerous innovations in 

the field of electric/diesel hybrid 

engines cemented the company’s 

reputation and also allowed it to 

ride out the financial crisis and sky-

rocketing oil prices. “Even though 

the price of oil is now lower than it 

has been in years, electric solutions 

are increasingly sought after be-

cause of their ability to reduce CO2 

emissions,” explains Mr. Aschaber. 

“Our electric generators for buses 

will sell well in the Chinese market, 

where pollution in the major cities is 

making them uninhabitable.” 

STEYR MOTORS’ connections 

with China go much further than 

its identification as a promising 

market. In 2012, the company’s 

managers decided to sell to a Chi-

nese investor in order to raise the 

necessary capital to grow STEYR 

MOTORS in the future. “We now 

carry out development work as well 

as small series production here in 

Austria and produce larger series 

in China,” says Mr. Aschaber. “We 

are fielding a lot of enquiries from 

the Chinese market, particularly 

from Chinese bus and vehicle 

manufacturers. There is a huge 

amount of interest in less polluting 

solutions.”

STEYR MOTORS develops and 

produces engines for civilian and 

military applications and for use 

on land or sea. It looks back on 

a long history of innovation, hav-

ing produced its first monoblock 

engine, the M1 Monoblock engine, 

in 1922. Highlights from its cur-

rent product portfolio include two, 

four and six-cylinder monoblock 

engines boasting the lowest weight 

in their class, the lowest fuel and 

oil consumption, and the high-

est power density while offering 

superior reliability and operational 

safety. For the automotive market, 

STEYR MOTORS develops and 

builds engines for hybrid public 

transportation buses, and light 

commercial and military vehicles. 

Thanks to their robust cooling 

behaviour and reliable opera-

tion, even with poor fuel qualities, 

STEYR MOTORS’ monoblock en-

gines enjoy a unique standing with 

vehicle manufacturers around the 

world.

“We sell directly to the vehicle 

manufacturers and have our own 

distributor network for marine en-

gines,” says Mr. Aschaber. “Marine 

applications and military land vehi-

cles each account for roughly half 

of turnover. Hybrid buses are still 

a niche market. Our strategy for 

the future will see us continue our 

focus on hybrid, fully electric and 

alternative fuel solutions so that 

we are prepared for the day the oil 

runs out.” ❙

STEYR MOTORS became the first company to 
launch a serial hybrid marine propulsion system 
in 2008

Greener energy generation with STEYR 
MOTORS’ hybrid marine propulsion 
systems

STEYR MOTORS builds high perfor-
mance, specialist motors for a variety of 
civilian and military applications
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Consumers look for new shopping experiences – shopping has become the new 
global leisure activity

Imagebuilders knows how to translate a 
brand’s vision into exciting new shop interiors

Building the perfect  
brand store

The shop interiors of prominent fashion 
brands always impress with the wonderful 
clothing on display. However, the image of a 
brand is not only reflected in its products but 
to an even greater extent in the environment 
it chooses to present the brand. Imagebuild-
ers BV knows all about the creation of the 
perfect sales setting, as it is the first address 
manufacturers like Tommy Hilfiger, Scotch & 
Soda, Levi’s or Lee turn to when a new shop 
interior has to be brought to life. The Apel-
doorn-based company has created fascinat-
ing solutions that appeal to its customer base 
time and again.

It is not the first shop opening Jan 

Berends, Commercial Director of 

Imagebuilders, is supervising this 

year, but every new shop interior 

fills him with excitement and re-

lief at the same time. “When you 

have worked hard for a customer 

for several months, you are glad 

that yet another turnkey project is 

being completed as smoothly as 

possible,” says Mr. Berends. “We 

have been building shop interiors 

for more than 30 years now. And 

it is true, we have helped to create 

a new image of a brand, as every 

store is truly a business card for 

the brand and its vision.” Today, 

Imagebuilders can look back on a 

long reference list that includes fa-

mous names, ranging from adidas 

to Tommy Hilfiger, with a majority 

of customers drawn from fashion 

retailing. 

“We have a close link with the 

fashion world and with beautiful 

things. Throughout our years in the 

market, we have worked in accord-

ance with interior design develop-

ments, picking up the latest trends 

and translating them into shop 

solutions,” points out Mr. Berends. 

“We have introduced an à la carte 

›››

Interview with Jan Behrends, Commercial Director of Imagebuilders BV
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Imagebuilders is responsible for creating interior solutions for prominent interna-
tional fashion brands

The company offers a full-service portfolio to the retailing world, paying attention to 
the smallest details

Imagebuilders BV
Paramariboweg 17 
7333 PA Apeldoorn 
The Netherlands

 +31 55 5393810 
 +31 55 5410786

 info@imagebuilders.nl 
 www.imagebuilders.nl

model, offering a complete portfo-

lio from which the customer can 

choose the menu he requires. 

This approach has become a true 

success.” Imagebuilders provides 

customized turnkey projects, in-

cluding initial design and concept, 

which are offered in cooperation 

with a design agency, as well as 

planning and final implementation. 

“We offer everything we can to our 

partners, including technical en-

gineering, calculation, production, 

installation and warehousing. We 

really offer a full service and our 

clients choose according to their 

requirements for the new shop 

interior,” stresses Mr. Berends. 

The company has become a close 

partner to the retail sector with 

a clear focus on fashion. It was 

founded in the mid-1980s around 

the same time as the Dutch fash-

ion brand Mexx. “The owner of 

that brand came into contact with 

our founder, who initially built fire-

places for the rich and famous in 

the Netherlands,” points out Mr. 

Berends. “The friendship between 

the two businessmen resulted in a 

close partnership, and we worked 

almost exclusively for Mexx for sev-

eral years. However, in 2002, I was 

hired to decrease dependence on 

Mexx and focus on acquiring new 

customers.” When the close coop-

eration with Mexx ended in 2008, 

Imagebuilders had already built 

up a sound new customer base 

of well-known fashion brands and 

could easily stabilize its turnover. 

In the same year, Imagebuilders 

launched its activities in China. To-

day, it operates a purchasing office 

in Shenzhen. “We have opened a 

sales office in Shanghai and oper-

ate another purchasing office in 

Istanbul, Turkey. Therefore, only 

small-scale projects and prototyp-

ing are processed at our Apeldoorn 

premises. Our main production is 

outsourced. Any items that have to 

be manufactured faster than our 

suppliers can manage, we produce 

ourselves. We are mainly interest-

ed in long-standing relationships 

with our clients,” points out Mr. 

Berends. 

To date, Imagebuilders has helped 

to shape the store image of a 

host of premium fashion brands, 

providing a multitude of solu-

tions down to the smallest detail. 

The company’s specialization in 

creating shop interiors that stand 

the test of the brand has gone 

international, with Imagebuild-

ers supplying clients all over the 

world. “The choice of location is 

up to our client; we take care of 

the rest,” adds Mr. Berends. Many 

brand stores are located in the big 

cities, while the number of shops 

in smaller cities is decreasing. 

“This is a simple fact you have to 

acknowledge,” says Mr. Berends. 

“It is merely a consequence of the 

world’s ongoing digitalization. The 

internet has changed shopping be-

haviour for good, and changes in 

big and small cities are part of this 

development.”

Many of the new stores managed 

by fashion brands in city centers 

are frequented by customers, who 

appreciate the image of the brand. 

“People will only buy your clothes 

if you are a brand that is desirable. 

And you can make it desirable 

through advertising but also by 

impressing people with a gorgeous 

shop interior that evokes excite-

ment. And this what we are good 

at,” states Mr. Berends. “The 

consumer wants to experience 

the brand and immerse himself 

in the brand’s world. This is why 

the fashion market will see more 

and more beautiful and interesting 

stores,” says Mr. Berends. Due 

to economic changes, the focus 

of new store developments has 

shifted to the Pacific area, both 

for Imagebuilders and its custom-

ers. Flagship stores will gain in 

importance. While at the moment 

Imagebuilders generates about 

70% of its turnover in Europe and 

only 30% overseas, this ratio will 

have turned in a few years’ time. 

“We are acting in a very positive 

market. Within the next few years, 

we will see a clear shift of focus 

from Europe to the Pacific region. 

India is important as well, even 

though we are not yet active there. 

First of all, we aim to consolidate 

our position in the Pacific region, 

and we will move on from there,” 

says Mr. Berends. Imagebuilders 

still has plenty of scope for growth 

in the near future. ❙

››› Interview with Jan Behrends, Commercial Director of Imagebuilders BV
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Interview with Roger Grossniklaus, Marketing and Sales Director at MATISA Matériel Industriel S.A.

We keep the trains rolling
Trains are travelling up and down the country at an ever-increasing speed. Every day, a 
growing number of passengers and goods are thus transported to far-away destinations. 
Railways are the beating heart of modern life and contribute greatly to the realization of a 
sustainable lifestyle that is so much appreciated by society. However, one must not forget 
that high-tech railway networks require maintenance. MATISA Matériel Industriel S.A. in 
Switzerland is the first address when it comes to the development and construction of  
appropriate high-tech machinery to guarantee the maintenance and service of railway  
lines worldwide.

Track maintenance used to require 

manpower and simple machinery 

to keep the tracks in operation 

and guarantee uninterrupted rail 

connections. Today, this main 

objective has prevailed, but the 

general conditions have changed 

completely. Railway lines are high-

tech constructions and subject to 

ongoing technological progress. 

MATISA’s corporate development 

has been virtually synchronous 

with technological progress in 

the railway business. While in its 

early years, back in the 1940s and 

1950s, the focus for MATISA was 

on supplying mechanical and later 

hydraulic solutions, the Swiss com-

pany is now a true manufacturer 

of high-tech machinery, offering 

tampers, ballast regulators, ballast 

cleaners, track laying and renewal 

machinery, and track ausculta-

tion machines. “Our machines 

differ from other machinery, as 

they are really high-tech products, 

positioned at the top end of the 

market,” says Marketing and Sales 

Director Roger Grossniklaus, who 

has been working for MATISA 

since 2006. MATISA has been set-

ting new benchmarks in the rail 

maintenance sector since its foun-

dation in 1945 when automated 

track maintenance became the 

new watchword in the railway 

›››

MATISA’s headquarters in Crissier near Lausanne

MATISA Matériel Industriel S.A.
Arc-en-Ciel 2 
1023 Crissier 1 
Switzerland

 +41 21 6312111 
 +41 21 6312168

 matisa@matisa.ch 
 www.matisa.ch

The machines are exported to over 20 countries The company’s production facilities in Crissier

http://www.european-business.com
mailto:matisa%40matisa.ch?subject=European%20Business%20Q1-2015
http://www.matisa.ch


businessEU
RO

PE
AN

8

market. “At the beginning, the 

focus was on the mechanization 

of railway track maintenance, and 

soon our first tamping machine 

came into operation,” points out 

Mr. Grossniklaus. Tampers are 

used to pack the track ballast un-

der railway tracks so that it is more 

durable. 

While in the past this was done 

by manual labour, tampers have 

proven to be faster, more accurate, 

more efficient and, not least of 

all, less labour-intensive. “With a 

modern tamper, it is possible to 

correct the alignment of the rails 

to make them level, which results 

in smoother rides and reduces 

the strain applied to the rails by 

trains,” adds Mr. Grossniklaus. 

MATISA has established a network 

of seven subsidiaries, mostly in 

countries with a strong presence 

of high-tech trains, including 

Italy, France, Great Britain, Ger-

many, Spain, Brazil and Japan. 

Today, MATISA employs a work-

force of 330 people at its Swiss 

headquarters and a further 100 

staff members at its international 

subsidiaries. “We are particularly 

strong in countries with a highly 

developed railway infrastructure,” 

notes Mr. Grossniklaus. “We export 

our sophisticated machinery to 

over 20 countries, generating 90 to 

95% of our sales volume abroad.” 

Within the next two to three years, 

MATISA will bring to the market 

new machinery that analyzes the 

condition of ballast along the track. 

Repair and renewal is thereby 

limited to one specific line section, 

and no superfluous large-scale 

repairs have to be carried out. MA-

TISA’s strict adherence to excellent 

after-sales service has also helped 

to manifest its position as one of 

the most innovative and committed 

suppliers. 

“We have the most competent 

technicians and elaborate training 

services,” explains Mr. Gross-

niklaus. “We offer an extensive 

spare part storage package at our 

customer’s premises. The cus-

tomer only pays for the spare parts 

he actually uses.” On the whole, 

high-tech quality machinery in 

combination with excellent cus-

tomer services and an innovative 

spirit form a successful symbiosis 

for MATISA. ❙

MATISA offers a range of high-output tamping machines Competent technicians take on repair

MATISA is present at international fairs like the IAF in Münster

The track renewal train P95 MATISA manufactures high-tech machinery

››› Interview with Roger Grossniklaus, Marketing and Sales Director at MATISA Matériel Industriel S.A.
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Interview with Dipl.-Ing. (FH) Michael Schäffler, Sales Director at Cadolto Fertiggebäude GmbH & Co. KG

The future is modular
Modular building concepts are an increasingly popular approach being taken throughout the 
construction sector to guarantee projects are completed on time and within budget. The 
leading provider of modularly built building infrastructure in the German market is Cadolto 
Fertiggebäude GmbH & Co. KG. Its specialist area of expertise is in the construction of tech-
nically complex buildings for use in the medical sector.

“Cadolto’s modular construction 

technology makes it possible to 

construct highly individual archi-

tectural solutions quickly, eco-

nomically and flexibly,” says Dipl.-

Ing. (FH) Michael Schäffler, Sales 

Director. “In the medical sector in 

particular, this is a highly advanta-

geous combination.” Cadolto gen-

erates 80% of its annual turnover 

from modular construction projects 

for hospitals, clinics and research 

laboratories. The remaining 20% is 

generated from the construction of 

office and administration buildings.

The modular building concept is 

quite straightforward. Cadolto’s 

experienced planning team breaks 

down the architect’s design into a 

modular building plan based on 

modules of any size, which will fit 

on the back of a truck for transport 

to the site once completed. Each 

of these modules is built indoors 

inside one of Cadolto’s assembly 

halls. All of the plumbing and elec-

trical fittings, as well as the floor 

and wall coverings are installed 

before delivery, so that 90% of 

the building work is completed 

off-site. “Even the technical equip-

ment for operating theaters and 

laboratories is pre-installed before 

delivery,” says Mr. Schäffler. “It is 

just like moving a complete room, 

furniture and all, and setting it up 

somewhere else.” In the shortest 

phase of the build, the modules 

are transported to the site and 

fitted together, both horizontally 

and vertically, to make buildings 

several storeys high and boasting 

several thousand square meters of 

space in just a few weeks. 

While the minimum amount of 

time required to complete a modu-

lar project is roughly half as long as 

for a building erected using con-

ventional building techniques, the 

fact that 90% of the work is carried 

out off-site and under a controlled, 

indoor environment means that the 

building schedule is not affected 

by variables such as poor weather. 

“We can take a lot of uncertainties 

out of the schedule which other-

wise have to be factored into the 

builder’s quote, thus saving money

›››

A new module begins to take shape

Part of a new hospital being transported to its final destina-
tion under police escort

The completed modules are assembled in-situ in a matter of 
weeks, minimizing disruption to residents

http://www.european-business.com
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Cadolto Fertiggebäude GmbH & Co. KG
Contact:  
Dipl. Ing. (FH) Michael Schäffler, Sales Director

Wachendorfer Strasse 34 
90556 Cadolzburg 
Germany

 +49 9103 5020 
 +49 9103 502120

 info@cadolto.com 
 www.cadolto.com

in the long run,” says Mr. Schäffler. 

“Another advantage is the much 

shorter time that our assembly 

team is actually on-site. This great-

ly reduces disruption to the hospi-

tal’s daily operations.” Cadolto is 

currently working on a project in 

Vienna to build a fully functional 

interim hospital for use while the 

Wilhelminspital in the west of the 

city undergoes renovation and ex-

tension work. The chosen solution 

from Cadolto comprises 176 mod-

ules arranged over four storeys to 

offer a total area of 11,000 m2. The 

highly technical building includes 

eight operating theaters, a pathol-

ogy department and an intensive 

care unit. Just twelve months are 

available for the complete project, 

from the design and planning 

phase to the final handover. The 

flexible project financing concept 

foresees that the interim building 

will be leased for eight years with 

options to extend the lease in-

cluded in the contract, should the 

renovation project be delayed. The 

hospital governing body also has 

the option of buying the building 

at the end of the lease or having it 

dismantled. This financing model 

is typical of Cadolto’s innovative 

approach and also creates a mar-

ket for used temporary structures. 

As well as being the market leader 

in Germany, Cadolto is also experi-

encing success in other European 

markets. Around half of turnover 

is now generated from projects 

abroad, mainly in France, the 

Netherlands, Luxembourg, Italy, 

Austria and Scandinavia. Turnover 

reached 100 million in 2014 with 

a workforce of 450 employees. 

“Business is very good at the mo-

ment, and our positive turnover 

growth reflects the current upward 

trend in the modular building mar-

ket,” says Mr. Schäffler. 

This year Cadolto celebrates 125 

years since its establishment. 

Much has changed in that time, 

not least the company’s present-

day focus on modular building 

techniques. “We are still an 

owner-managed company now in 

the fourth generation,” Mr. Schäf-

fler adds. “The values of a family 

company are firmly embedded in 

our corporate philosophy despite 

substantial growth over the years.” 

In addition to its headquarters in 

Cadolzburg, Cadolto has a second 

production site in Krölpa, Thur-

ingia, and four other offices in 

Germany. Sales entities are located 

in Switzerland, Italy, Austria, the 

Benelux countries, Poland and 

France to serve these markets. 

“We are a regional company with 

a global outlook,” explains Mr. 

Schäffler. “We believe that modular 

construction is the future.” ❙

A modular extension is attached to the side of an existing 
building and supported by stilts

Cadolto built the dermatology clinic at the Universitätsklini-
kum in Essen

››› Interview with Dipl.-Ing. (FH) Michael Schäffler, Sales Director at Cadolto Fertiggebäude GmbH & Co. KG

http://www.european-business.com
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Interview with Frank Landhuis, Plant Manager at ALMI Machinefabriek BV

ALMI makes 
industry smarter  
Hollywood has brought us C-3PO, R2-D2 
and even Rosie, the Jetsons’ maid. In real-
ity, however, robots look quite different. They 
can be used in industrial welding, for instance 
– a field ALMI Machinefabriek BV pioneered. 
The Dutch company’s robotic welding cell is 
perfect for small series production.

“Using robots is ‘in’ in the Netherlands, particularly in 

smart industry, but we were already doing it in 2008,” 

says Plant Manager Frank Landhuis, who is in the 

process of taking over the direction of the company 

from his father Jan Landhuis. ALMI’s welding robots 

start and stop in the same position, and they often 

use RFID to recognize parts and moulds. “The robots 

know exactly what to do with the part, so practically 

no time is necessary to adjust the machinery to differ-

ent parts,” the Plant Manager explains. “That is what 

distinguishes us: the fact that we can supply small 

series production runs.” The general advantages of 

using robots in production are obvious. They offer 

consistent product quality, and reliable delivery is as-

sured as the robots never take a sick day. “Our clients 

can start assembly right away when they receive our 

parts,” Mr. Landhuis continues the list of benefits. 

“Quality is guaranteed. With our cooperation, our 

customers (OEM companies) will lead smart industry. 

That is our common objective for the future.”   

Specialized machinery
Founded in 1946 by Mr. Landhuis’s grandfather and 

his brother-in-law, it was not until 1980, under the 

leadership of the current director, that ALMI began 

working with robots. Since then the company has 

taken a close look at the supply chain and adjusted 

accordingly. The result is the ability to supply the 

complex parts outsourced to ALMI. “Our custom-

ers don’t have to invest in the production machinery 

themselves,” Mr. Landhuis points out. “We use the 

machines to make our own parts and components, 

as well, so they always run at full capacity. Some of 

the machinery is highly specialized, and since our 

customers can’t always afford to buy or maintain it 

to make just a few parts, they count on us. Everyone 

wins.”   

OutSOurcing
ALMI is growing at a fast pace, going from a staff of 

35 just a year ago to 50 now. Active in 60 countries, 

the company has recognized that its customers can-

not keep up with modern developments on their own. 

“Outsourcing is becoming more important,” Mr. Land-

huis says. “There is not one company in the Nether-

lands that can supply what we do. The kind of work 

we do and the scope of it are also unique.” ❙

ALMI Machinefabriek 
BV
Wierdenseweg 82-86 
7671 JK Vriezenveen 
The Netherlands

 +31 546 561353 
 +31 546 564465

 info@almi.nl 
 www.almi.nl

ALMI’s expertise in robotics allows it to 
aid its customers with welding, turning, 
milling or other industrial processes

http://www.european-business.com
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Unlimited 
possibilities

Interview with Rainer Höchsmann, Managing Director,  

Chief Development Officer and one of the company founders of ExOne GmbH

Like so many high-tech compa-

nies, ExOne was born as a start-up 

enterprise to commercialize the re-

sults of university-based research. 

In this case, the research was con-

ducted at the University of Munich 

in Germany and Massachusetts 

Institute of Technology (MIT). The 

German forerunner to what would 

become ExOne, Generis, was 

founded by students at the uni-

versity who had been carrying out 

research and practical develop-

ment work into three-dimensional 

printing. One of them is ExOne’s 

Managing Director in Germany and 

Chief Development Officer Rainer 

Höchsmann. “It started out with 

traditional ink on paper printing, 

and then we tried to imagine how 

we could make that process three-

dimensional. We experimented 

with swapping paper for other 

materials such as metal and using 

particles made of sand, metal and 

glass to build up layers of material 

to form three-dimensional objects 

fixed with a bonding agent to give 

strength and stability.” The first 

prototype was built for BMW ac-

cording to clearly defined specifi-

cations. After two years, the fledge-

ling company was able to deliver 

completely on schedule. “Having 

succeeded in developing a working 

protoype, we needed to find the fi-

nancing to expand internationally,” 

says Mr. Höchsmann. “In 2003 

we found an American investor in 

Extrude Hone, which was the ex-

clusive licensee of a three-dimen-

sional printing process developed 

at MIT.” In 2005, ExOne was spun 

off to continue to develop and mar-

ket three-dimensional printing and 

laser micromachining. In 2008, a 

development center in Japan was 

opened to ensure customer prox-

imity in the Asian market. In 2013, 

the company was successfully 

floated on the NASDAQ. 

›››

Managing Director, Chief Development 
Officer and one of the company founders 
Rainer Höchsmann

The automotive industry is the main customer group 
at present

One-of-a-kind decorative objects emerge fully 
formed

Objects can be produced in a variety of materials 
including bronze

Digital part materialization, otherwise known as 3D printing, is one of the most exciting new 
technologies to emerge in the new millennium. The benefits of the digital process go far be-
yond minimizing waste and saving time. However, as a mass production technique, it is still 
in its infancy. One of the companies pioneering this revolutionary process is ExOne GmbH in 
Gersthofen, Germany. Having gone well beyond the prototyping stage, this technology is now 
ready to come of age.

http://www.european-business.com
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ExOne is the 
world leader in digital 

part materialization or 3D printing

ExOne is not just seen as a pioneer 

in the market but a leader, having 

successfully translated its research 

into practical, efficient machines. 

Its progress has been swift. Having 

started in 2004 with a relatively 

small printer for different materi-

als and binders, ExOne launched 

the S-Max in 2010, the largest 3D 

sand printer in the world. ExOne 

also makes machines for printing 

in ceramics, stainless steel, bronze 

and glass. 

Ongoing product development 

means that the company can offer 

the largest build volume available 

in the metal additive manufactur-

ing industry as well as the fastest 

production rates. Its machines are 

currently used in a wide range of 

areas from heavy industrial equip-

ment manufaturing to decorative 

artwork and architectural hard-

ware. “Last year we installed our 

100th prototyping machine in an 

industrial setting,” says Mr. Höchs-

mann. “With the pace with which 

our technology is finding reso-

nance in the manufaturing world, 

we can truly say that the 3D age is 

upon us.”

There are many advantages to 

digital printing over conventional 

production techniques. It can be 

used to accurately manufacture 

parts with highly complex shapes 

and internal geometries to demand 

and without waste. Any excess 

material is recycled back into the 

system for the next part. As each 

part is made from a digital pattern, 

time-consuming traditional meth-

ods such as pattern making and 

expensive tooling are eliminated. 

“We have calculated that total pro-

duction time savings of up to 70% 

are possible,” says Mr. Höchs-

mann. “Changes can be made or 

mistakes in the pattern rectified 

at the touch of a button. The pos-

sibilities are limitless.”

ExOne sells both its machines and 

contract manufacturing services. 

It has eight offices worldwide and 

has grown from a start-up employ-

ing just nine people into an estab-

lished player in a growing market 

with 370 employees. “We ended 

2014 with a healthy turnover and 

have been enjoying annual growth 

of between 30 and 40%,” says Mr. 

Höchsmann. “We have decided to 

focus primarily on industrial appli-

cations, which is why we have 60 

applications engineers listening to 

our customers’ needs and ensur-

ing that we meet them. We are in 

the fortunate position that our cus-

tomers approach us with projects.” 

The next goal for the company is 

to move forwards from prototypes 

to serial production. “We are the 

world leader for 3D printing of 

prototypes and want to retain that 

leadership position,” says Mr. 

Höchsmann. “We also want to ad-

dress the mass market, to bring 

down the time it takes to produce 

on a 3D printer and thereby re-

duce costs to a level that mass 

production becomes affordable. 

This will open up new markets for 

our machines.” At present, 80% of 

demand comes from the automo-

tive sector, aviation and turbines. 

The company can also imagine ap-

plications in the consumer sector 

to make one-of-a-kind objects that 

are too expensive to produce the 

traditional way. ❙

Inside the 3D printer, particles of sand, 
glass or metal are bonded together in fine 
layers to build up any shape imaginable

Complex internal geometries are built up layer by 
layer

ExOne GmbH
Daimlerstrasse 22 
86368 Gersthofen 
Germany

 +49 821 650630 
 +49 821 65063111

  info@exone.com 
  www.exone.com

›››  Interview with Rainer Höchsmann, Managing Director,  

Chief Development Officer and one of the company founders of ExOne GmbH
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Interview with Andreas Kindermann, Managing Director of Wollsdorf Leder Schmidt & Co. GmbH

The definition of luxury
Leather is the last word in luxury finishes. Beautiful yet hard-wear-
ing, sophisticated yet contemporary, this natural material is the only 
choice for the luxury car sector, where only the best will do. The best 
in this case is Wollsdorf leather supplied by Wollsdorf Leder Schmidt 
& Co. GmbH in Austria. The leather manufacturer was declared 
Global Tannery of the Year in 2014 and prides itself on the quality of 
its products. A leading supplier to the luxury car sector, it makes no 
bones about its absolute focus on manufacturing a premium prod-
uct. Every stage of the manufacturing process is subject to stringent 
quality controls, from the selection of the rawhides to approving the 
finished stitched part. The reward for such painstaking attention to 
detail is a client list that reads like a who’s who of the luxury auto-
mobile sector.

“We are certainly not the cheap-

est, but we have the best product. 

And in the leather industry, you get 

what you pay for,” says Andreas 

Kindermann, who has been Man-

aging Director of Wollsdorf since 

2008. Prior to that, he notched up 

over 20 years of experience in the 

automotive industry supply chain. 

“Not all leather is the same, and 

it is not just an expert who can 

tell the difference,” he continues. 

“Wollsdorf achieves the highest 

quality standards by controlling the 

whole production process from the 

raw hide to the cut or sewn leather 

part. The R&D department at  

Wollsdorf works together with sup-

pliers and customers, generating 

new innovations.”

Wollsdorf leather is sourced from 

a limited range of cattle breeds 

to ensure that the required hides 

can be matched as perfectly as 

possible. Leather is an entirely 

natural product, so slight variations 

are acceptable, but Wollsdorf tries 

to minimize these as much as it 

can through rigorous preselec-

tion of the hides. The rawhides 

are processed in the company’s 

own tannery at its headquarters in 

Wollsdorf. The company has two 

stamping and stitching plants in 

China to serve the Asian market 

and Croatia to serve the rest of the 

world. The plant in Croatia was 

opened in late 2014 and provides 

the latest cutting and sewing tech-

nologies in the market. “We supply 

our subsidiaries with the leather 

they need from our own tannery 

so that we can maintain an unbro-

ken quality chain throughout the 

production process,” explains Mr. 

Kindermann.

Wollsdorf maintains an extensive 

reserve of leather permanently in 

stock so that it can respond quick-

ly to customer orders however 

large or small. “We have reserve 

stocks to cover approximately ten 

weeks’ supply,” says Mr. Kinder-

mann. “This is a relatively large 

buffer, which means we can guar-

antee 100% availability to our cus-

tomers.” The company has over 

230 colours permanently in stock 

and in a range of thicknesses. Wol-

lsdorf’s main automotive leather 

product is leather for steering 

wheels. Roughly 140,000 leather 

steering wheel sets are supplied 

to clients worldwide every week. 

This translates into a 40% market 

share, making Wollsdorf the mar-

ket leader in this area. Steering 

wheel leather is just one in a range 

of automotive leather products for 

seats, head supports, arm rests 

and door trim. 

›››

Andreas Kindermann has been Manag-
ing Director of Wollsdorf since 2008 
and has notched up over 20 years of 
experience in the automotive industry

Wollsdorf headquarters in Austria from the air

http://www.european-business.com
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Wollsdorf Leder Schmidt & Co. GmbH
Wollsdorf 80 
8181 Wollsdorf 
Austria

 +43 3178 51250 
 +43 3178 5125100

  office@wollsdorf-leder.com 
  www.wollsdorf-leder.com

The sale of automotive leather  

accounts for 70% of Wollsdorf’s 

annual turnover. Customers are 

both the automotive manufactur-

ers directly as well as indirectly 

through their Tier 1 suppliers, in 

this case the steering wheel manu-

facturers. Another 20% of turnover 

is generated from sales to the 

furniture industry. Here, Wollsdorf 

targets German premium furniture 

brands such as COR and Macha-

lke and the Austrian company 

Wiener Werkstätten. The US-based 

office furniture manufacturer  

Herman Miller is also a major 

client. Another growing market 

segment is the aviation industry. 

“Leather seats last at least two 

times as long as a seat upholstered 

in fabric or imitation leather,” says 

Mr. Kindermann. “Consequently, 

the higher initial costs will ultimate-

ly be offset by the longer life span 

of leather. Sales of aviation leather 

are somewhat more complicated 

because you are dealing with four 

interested parties and potential ac-

cess points: the airline, the aircraft 

manufacturer, the seat manufac-

turer and the stitching company. 

There are some aircraft manu-

facturers that fit their planes with 

seats as standard but, as a rule, 

it is their customers, the airlines, 

that decide or even specify which 

manufacturer should supply the 

leather for the seats in the aircraft 

they have ordered. In other cases 

it is the seat manufacturer that or-

ders the leather from the supplier. 

More rarely, it is the stitching com-

pany that buys the leather.” This 

means maintaining close contacts 

with all of the major players in the 

industry. In fact, the only trade fair 

which Wollsdorf regularly attends is 

the Aircraft Interiors show in Ham-

burg. “Here, we can meet up with 

all the major decision makers in 

one place,” says Mr. Kindermann. 

“Our relationships with automo-

tive clients tend to be more direct, 

having been built up over many 

years.”

Even with a traditional product like 

leather, there is still room for in-

novation in response to customer 

needs. Wollsdorf has pioneered 

a number of technical solutions 

including cool leather that does 

not heat up when exposed to di-

rect sunlight and shrink-optimized 

leather for instrument panels. 

Another innovative new product for 

the aviation industry is Wolls- 

dorf’s Amba Eco FOC leather, 

which boasts a weight reduction 

of as much as 40% compared to 

standard aircraft leather without 

compromising on properties such 

as tensile strength. This product 

was developed for the German 

airline Lufthansa and has also at-

tracted attention from other airlines 

interested in reducing fuel costs.

Since its establishment in the 

1950s as a family-run tannery, 

Wollsdorf has seen its business 

grow into an international success. 

Exports now account for 98% of 

turnover, and the workforce has 

swelled to 1,000 worldwide. The 

company remains in the hands of 

the same family until now. Turn-

over is expected to exceed 150 

million EUR for 2014, and growth 

projections continue to be positive. 

“We see strong growth potential 

in Asia and the USA, which will 

compensate for slowed growth in 

Europe,” says Mr. Kindermann. 

“The luxury segment has remained 

buoyant, and demand for our main 

product, leather steering wheels, 

is increasing. The new plant in 

Croatia will double the current 

cutting capacity. This increase in 

production will more than cover 

our growth targets for the next five 

or six years.”

Wollsdorf has its eyes firmly on 

the future. It plans to consolidate 

and expand its position in the 

aviation leather market as well as 

build on its leadership position in 

the automotive sector. “We have 

already received the first orders 

for stitched leather for the aviation 

sector and can now offer a full 

service from leather production 

and stamping to stitching in this 

promising industry,” says Mr. Kin-

dermann. “We will be investing in 

new machinery at our headquar-

ters in Wollsdorf and are planning 

a significant increase in production 

capacity here as well.” ❙

Wollsdorf is the market leader for steer-
ing wheel leather with a global market 
share of 40%

Aircraft leather creates a suitably plush 
interior in this luxury jet

Wollsdorf’s high quality leather is also 
in demand from the premium furniture 
industry

››› Interview with Andreas Kindermann, Managing Director of Wollsdorf Leder Schmidt & Co. GmbH
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Interview with Dr. Eduard Scheiterer, Managing Director of ADTRAN GmbH and  

Senior Vice President and Managing Director of International Markets for ADTRAN, Inc. 

Next-generation  
communications
Over the past three decades, technology has transformed our lives time and time again, 
changing so fast that we are no longer fazed as it takes us leaps ahead of where we were 
yesterday. It has changed the way we communicate, share and learn. It has given us a voice 
in global debates and kept us in tune with how larger events affect our local communities. 
And while it has enabled us to do more, it has also required us to adapt to living in a new 
data-driven, globally connected world. One of the major players providing the key infrastruc-
ture in this new world is the American corporation ADTRAN, Inc. It is represented in Europe 
by ADTRAN GmbH.

ADTRAN GmbH’s Managing Direc-

tor and ADTRAN Inc.’s Senior Vice 

President and Managing Director 

of International Markets Dr. Eduard 

Scheiterer has been involved in 

the digital revolution since the late 

1970s. He has experienced the 

changes in network technology 

first hand, first with the German 

technology firm Siemens and later 

with its Finnish partner Nokia as 

part of the joint venture Nokia 

Siemens Networks. In December 

2011, ADTRAN announced it was 

to buy Nokia Siemens Network’s 

broadband business. The deal 

was completed in 2012, and Dr. 

Scheiterer found himself in entirely 

new surroundings. “Siemens has 

over 400,000 employees, and 

Nokia Siemens Networks had over 

60,000 employees,” he explains. 

“In comparison, ADTRAN is highly 

focused on a market sector with 

2,200 employees worldwide, so 

it is quite a different feeling but a 

very good feeling.” Although it is 

a highly focused, less well-known 

player in the market, ADTRAN 

nevertheless occupies a position 

among the top three global com-

panies in its field, holding its own 

against more high-profile competi-

tors such as Alcatel Lucent and 

Huawei. Building up the compa-

ny’s presence and image has been 

one of ADTRAN’s strategic aims 

over the past three years with the 

result that now no one in the EU 

has any doubt that ADTRAN is one 

of the three global suppliers in the 

fixed access network communica-

tions market.

ADTRAN specializes in telecom-

munications networking equip-

ment and Internet products. Its 

products enable voice, data, 

›››

ADTRAN’s headquarters in Huntsville, Alabama, USA

Huntsville, home of the Saturn V rocket, 
is known as the Rocket City

IPTV applications are hungry for bandwidth Fast broadband depends on updating 
infrastructure
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tions across a variety of network 

infrastructures. In other words, it 

enables the connections that allow 

the digital revolution to take place. 

“Our solutions are used by service 

providers, private enterprises, gov-

ernment organizations and millions 

of individual users worldwide,” 

says Dr. Scheiterer. “Our innovative 

network access products enable 

a wealth of applications ranging 

from Internet access and corporate 

connectivity to telecommuting 

and distance learning. They sup-

port modern lifestyles by enabling 

teleworking for parents who want 

to spend more time with their chil-

dren and help people better their 

position by making it possible to 

study for qualifications from home. 

The applications and benefits are 

endless.” 

The watchword on everyone’s lips 

when it comes to the Internet is 

broadband connectivity. “Service 

providers everywhere are faced 

with optimizing their existing 

network infrastructure to support 

advanced services, enabling not 

only voice and simple broadband 

connections to the Internet, but 

newer services such as IPTV and 

Ethernet,” explains Dr. Scheiterer. 

“ADTRAN offers a wide range of 

broadband access solutions to 

fit the needs of all customers.” 

These solutions are divided into 

two categories: Fiber-to-the-Home 

(FTTH) and ultra broadband. 

FTTH refers to the optical fiber 

used for last-mile telecommunica-

tions. ADTRAN’s FTTH solutions 

are ultra-flexible, high-capacity, 

deep-fiber solutions that can be 

used for residential, business and 

MDU applications. The company’s 

ultra broadband solutions are 

aimed at service providers and 

enable them to deliver profitable 

super-premium Internet and video 

services. “Network architecture is 

still hugely diversified, and high-

speed broadband coverage is not 

yet complete,” says Dr. Scheiterer. 

“If you look at the investment 

plans of institutions like the EU or 

Deutsche Telekom, they are talking 

about implementing 10 or even 

100 Gbps Ethernet, so we don’t 

need to worry that the market may 

stagnate under our watch.” 

The race to 10 Gbps may have 

been driven by the need to ad-

dress Internet capacity bottlenecks 

as more customers signed up for 

bandwidth-greedy applications. 

However, the implementation of 

100 Gbps infrastructure reflects 

a number of important economic 

factors including a desire to utilize 

bandwidth more efficiently. “His-

tory has shown us that as soon as 

you create additional bandwidth, 

it is quickly soaked up by increas-

ingly sophisticated applications,” 

says Dr. Scheiterer. “It is almost 

an unwritten law of the Internet 

that you can never have enough 

bandwidth.”

One of ADTRAN’s recent, greater 

successes was the conclusion of a 

major contract with one of the larg-

est European carriers to implement 

the expansion of its broadband 

network. It is one of a number of 

contracts won by ADTRAN with 

major players on both sides of the 

Atlantic. 

›››

Laying high-speed fiber-optic cable for 
faster Internet

ADTRAN specializes in FTTH 
broadband solutions

Broadband connectivity is the current topic of conversation at industry fairs

G.fast demo setup Cabinet solutions with the hiX5600 product family

›››  Interview with Dr. Eduard Scheiterer, Managing Director of ADTRAN GmbH and  

Senior Vice President and Managing Director of International Markets for ADTRAN, Inc. 
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›››  Interview with Dr. Eduard Scheiterer, Managing Director of ADTRAN GmbH and  

Senior Vice President and Managing Director of International Markets for ADTRAN, Inc. 

“There is no country in the world 

without a broadband initiative,” 

says Dr. Scheiterer. “It is a global 

trend from which we will no doubt 

continue to profit in the future.”

The German subsidiary serves the 

company’s customers in Europe, 

the Middle East and Asia Pacific. 

In addition to its headquarters 

in Munich, it also has offices in 

Berlin, Greifswald, Leipzig and 

Bruchsal. A total of 380 people are 

employed in Europe, most of them 

engineers. The company’s strate-

gic goal for the future is to diversify 

its client base to balance the split 

between large accounts and small 

and medium-sized clients. “On the 

one hand, we want to build our key 

accounts in the direction of long-

term strategic partnerships, but at 

the same time, we want to reduce 

the absolute share of turnover 

of our key accounts in order to 

spread our risk more widely,” 

explains Dr. Scheiterer. Another 

key trend for the future is cloud 

connectivity. As more and more 

applications move into the cloud, 

the demand on network capacity 

is easy to predict. After 30 years in 

the business, Dr. Scheiterer is still 

excited about what the future has 

in store. “So much has changed in 

communications technology over 

the last three decades, but there is 

much more to come,” he says. “I 

can’t wait to see where technology 

will take us in the future.” ❙

ADTRAN GmbH
Erika-Mann-Strasse 25 
80636 Munich 
Germany

 +49 89 411097111

 sales.europe@adtran.com 
 www.adtran.com

In brief
Core Competence
Network and telecom equipment

Facts & Figures 
•  Founded: 1986; ADTRAN GmbH established in 2012
• Structure: Part of ADTRAN Inc. in the USA
•  Branch offices: Germany, Europe, Middle East & Africa, 

Australia, Asia
• Employees: 380 in Europe, about 2,200 worldwide
• Turnover: 630 million USD in 2014 for the company
• Export: worldwide

Products & Services 
•  Broadband infrastructure products and services that deliver 

voice, data and video services to customers’ premises and 
mobile network cell sites

•  Cloud Connectivity solutions: IP business gateways and ac-
cess routers

•  Enterprise Communications solutions: enable businesses to 
construct voice, data and video networks within the cus-
tomers’ site or among distributed sites

Target Groups 
Service providers, telecom operators, businesses

Philosophy
Turnkey provider with product development, manufacture, 
sales, installation and maintenance all in house

Future  
Bringing the world together through technology

ADTRAN offers a complete portfolio of products  
complemented by service and maintenance contracts

The product portfolio is built 
around high-performance, low-cost 
equipment

http://www.european-business.com
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Interview with Dr. Dieter Bambauer, Member of Swiss Post Executive Management and Head of PostLogistics

How to profit from  
the e-commerce boom
For years now, word on the street has been that computers will ren-
der offices paperless. Everyone will be sending emails, so no one will 
need a postal system. This vision has yet to become reality, however. 
On the contrary: Digitalization has opened new areas of business for 
postal operators, in particular with e-commerce – as the Swiss Post 
knows. It is picking up the increase in parcels as online sales con-
tinue to grow.

Swiss Post operates as a full-

service provider on behalf of busi-

ness clients of all sizes throughout 

Switzerland and its neighbouring 

countries. Its affiliate PostLogistics 

offers the entire logistics chain 

from one source, such as ware-

housing with modern IT support, 

parcel deliveries and heavy trans-

ports worldwide including customs 

clearance. With a workforce of 

5,500 employees, it generated 

turnover of 1.58 billion CHF in 

2013. 

Customers in e-commerce can 

count on Swiss Post for market-

ing, sales, payment, logistics and 

customer service, and PostLogis-

tics plays its part in storage and 

commissioning, packing, delivery 

and returns management. “Online 

retailers have to offer professional 

service with quick, reliable deliver-

ies and returns, or the next pro-

vider is just a mouse click away,” 

says Head of PostLogistics Dr. Di-

eter Bambauer. “Over the past five 

years, the e-commerce market in 

Switzerland has grown by between 

4 and 10% each year. This growth 

has translated into a massive in-

crease in our parcel business and 

a correspondingly strong increase 

›››

Dr. Dieter Bambauer

Dr. Dieter Bambauer (56) took the helm of PostLogistics 
on 1 October 2009. Before that, he was CEO of Schen-
ker Schweiz AG and Hangartner AG, both subsidiaries of 
Deutsche Bahn. Originally from northern Germany, he is 
also a member of the executive committee of the Faculty 
of Logistics Management at the University of St. Gallen. 
He brings his long experience in international logistics 
to the task of developing Swiss Post’s new e-commerce 
platform.
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Post CH Ltd
PostLogistics AG
Viktoriastrasse 21 
3030 Berne 
Switzerland

 +41 848 888888

 logistics@swisspost.ch 
 www.swisspost.ch/logistics

in turnover. However, it has also 

pushed our sorting and delivery 

capacity to its limit.” That is why 

PostLogistics is investing around 

60 million CHF until the end of 

2016 in modernizing its parcel 

sorting centers and increasing ca-

pacity by around 25%. The com-

pany is committed to capturing as 

much of the growth in online trade 

as possible by offering its custom-

ers full-service solutions.

Swiss Post’s e-commerce solu-

tion is the only one in Switzerland 

covering the whole value creation 

chain. Its customers have a single 

point of contact for all aspects 

of their online retail business, 

thereby reducing the time and 

effort it takes to find solutions to 

problems. Swiss Post is also the 

market leader for CEP (Courier 

Express Parcel) deliveries, as well 

as letter deliveries and payment 

transactions. These three business 

areas are fundamental to the suc-

cess of e-commerce portals. “The 

most important trump in our hand 

is, of course, logistics,” Dr. Bam-

bauer points out. “We are the only 

provider to cover the entire chain. 

Other logistics outsourcing provid-

ers still depend on the services of 

parcel delivery companies such as 

Swiss Post for the final delivery to 

customers. Moreover, we can offer 

convenience services for parcel re-

cipients that no one else can, such 

as weekend or evening deliveries.”

With online retailers in mind, Swiss 

Post recently launched a new lo-

gistics service called YellowCube. 

YellowCube is a full logistics solu-

tion that covers product warehous-

ing, picking, packing and delivery 

as well as returns management. 

“It is highly automated and makes 

it possible to guarantee next-day 

delivery even on late orders,” Dr. 

Bambauer describes the solu-

tion. “Returns are also processed 

quickly, so they can be made avail-

able for the next order. YellowCube 

is aimed at small to medium-sized 

online retailers. It allows them to 

compete with large online retailers 

with their own logistics arms. Such 

large retailers are also targeting our 

customer group by offering logis-

tics services to third parties. They 

will keep us on our toes in the fu-

ture.” YellowCube is also of interest 

to foreign online dealers who need 

to send parcels to Switzerland. 

They can store their goods for 

the Swiss market in Switzerland, 

providing faster fulfilment without 

dealing with customs. ❙

›››  Interview with Dr. Dieter Bambauer, Member of Swiss 

Post Executive Management and Head of PostLogistics
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Interview with Anton Kleinheinz, Managing Director 

of BRAINFORCE (Deutschland) GmbH

The right manager  
– for the time being

Recruitment is rarely an easy task for companies. Temp agencies can provide relief if the  
employee is needed for only a short time, but to whom do companies turn when they have  
to replace someone from the management team? When a vacancy cannot be filled, compa-
nies call on BRAINFORCE AG for their interim management needs. In Germany, the interna-
tional group is represented by BRAINFORCE (Deutschland) GmbH. 

Management positions cannot be 

left vacant. These jobs are often 

too much for another person to 

simply pick up the slack. At the 

same time, a company cannot hire 

just anybody to fill the position. 

BRAINFORCE allows companies 

to bridge the gap with qualified 

interim managers so the client 

can carry on with its daily busi-

ness while finding a permanent 

executive. “We offer independent, 

experienced managers for tem-

porary assignments,” says Anton 

Kleinheinz, Managing Director of 

BRAINFORCE Germany. “It re-

quires a great deal of flexibility on 

our part to find the perfect fit for 

the client, but we have a pool of 

experts to fall back on.” 

Mr. Kleinheinz joined BRAIN-

FORCE less than one year ago. 

Before that, he had spent 30 

years in mechanical engineer-

ing companies, including time 

in China and South Korea. As a 

result, he is more than familiar 

with clients’ needs. “There are 

many reasons why a company 

may need an interim manager,” 

he explains. “Sometimes there is a 

new situation that requires specific 

know-how, for instance during an 

acquisition. Many of our clients 

do not have the resources for that 

kind of situation.” He cites another 

example of a medium-sized com-

pany expanding abroad. “A typical 

SME does not have the necessary 

expertise. The company requires 

an expert with the right contacts to 

guarantee success.”

‘Interim’ does not only mean short-

term. It covers a wide range of 

applications from mergers and ac-

quisitions (M&A) and post merger 

integration (PMI) to the bridging of 

management functions along the 

value chain in sales, R&D, manu-

facturing, sourcing and quality 

management. “The interim man-

ager is not going to be in the com-

pany permanently,” Mr. Kleinheinz 

underlines. “A headhunter takes 

too long, and the substitute has no 

future prospects in the company 

anyway. For these kinds of situa-

tions, interim management is the 

perfect tool.”   

BRAINFORCE has the solution 

for special projects, as well. Pro-

ject managers with expertise in 

various fields are available, as 

are experienced coaches who 

can show younger managers the 

ropes in a sector. BRAINFORCE 

can also guide its clients with 

management consultants, who 

open a company’s eyes to alter-

native and more efficient ways 

of conducting business. “My fa-

vourite part of this job is bringing 

people together,” Mr. Kleinheinz 

says. “It is very satisfying to see 

our interim managers working 

with our clients to reach a com-

mon goal.” ❙

BRAINFORCE 
(Deutschland) GmbH
Bavariaring 43 
80336 Munich  
Germany

 +49 89 33038660 
 +49 89 33038689

 info@brainforce-gmbh.de 
 www.brainforce-ag.com

BRAINFORCE is an international expert in interim management solutions with eight 
locations in seven countries
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