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Interview with Robert Stanzl, Marketing and Sales Director of HTM Sport GmbH 

Free from boundaries
Travelling over snow on wooden skies has a history of almost 5,000 years. For a long time, 
the binding consisted of little more than a leather strap fastened over the toe of the boot. It 
was not before skiing evolved into a sport in the 1800s that great advances in technique and 
equipment design were made to prevent injuries. HTM Sport GmbH, well known for the  
TYROLIA brand, has been a pioneer in the development of ski bindings that release the boot 
to minimize skier injury in the case of a fall or impact. Focusing on active safety, the compa-
ny located in Schwechat, Austria, offers a product range that provides the perfect solution for 
every skier, whether for racing, freeskiing, park & powder, juniors or rental dealers. 

Numerous innovations and award-

winning developments confirm 

that TYROLIA offers perfect perfor-

mance and easiest handling at all 

levels, enabling skiers to overcome 

boundaries and to access all areas. 

It all started in 1847 when Wiener 

Metallwaren-, Schnallen- und 

Maschinenfabrik GmbH was es-

tablished in Schwechat, Austria. In 

1928 the factory produced its first 

ski binding, a true milestone of de-

velopment. The introduction of the 

first branded ski binding in 1949 

marked the beginning of the  

TYROLIA success story. In 1954 

the company was able to introduce 

the world’s first safety fore-clamp 

binding, the Ski Master, and 

started producing ski bindings on 

an industrial scale. The following 

years brought technological pro-

gress as well as enormous com-

mercial success. In 1969 TYROLIA 

launched the world’s first ski bind-

ing featuring an automatic heel 

unit, the TYROLIA Rocket. The 

Diagonal Heel releasing directly 

into the direction of the fall and the 

FreeFlex System are other techni-

cal advances that have proven cru-

cial for the development of modern 

ski bindings. “The FreeFlex Sys-

tem allows the ski to flex as it is de-

signed to do without impairing its 

natural dynamics,” explains Robert 

Stanzl, Marketing and Sales Direc-

tor since 1998 and member of the 

team since 1977. “The system is 

one of TYROLIA’s proprietary de-

velopments that have made skiing 

a lot safer.” 

Further trendsetting achievements 

followed, including the ABS Anti 

Blocking System, releasing the 

boot almost without fraction, the 

RailFlex System for easy mounting 

and the first carbon binding. In 

2001 TYROLIA became the first 

brand in the binding industry to be 

certified to ISO 9001, a distinction 

that confirmed its commitment to 

the highest standards of quality 

and safety. The year 2013 saw the 

company’s entry into the freeride 

segment. “The idea of the new 

AAA-Series is to provide complete 

›››

View into the manufacturing line: tampon printing

Continuous development, sophisticated design and laser support contribute to trend-
setting achievements at TYROLIA 

http://www.european-business.com
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The AAAmbition carbon ski binding, TYROLIA’s  
alternative combining low weight and perfect  
performance

HTM Sport GmbH
Tyroliaplatz 1 
2320 Schwechat 
Austria

 +43 1 701790 
 +43 1 70179334

 mail@tyrolia.com 
 www.tyrolia.com

segment is another market where 

TYROLIA excels with easily adapt-

able bindings as well as demon-

stration models that can be hired 

for trial.” Needless to say, there is 

no standstill of development with 

the innovative Austrian specialists. 

The new FreeFlex EVO developed 

for the World Cup will be launched 

shortly, and the new AAAmbition 

carbon binding will be available 

in winter 2015/16. HTM Sport at-

tends major trade fairs in all parts 

of the world in cooperation with 

HEAD, its parent group, and ben-

efits from synergistic effects both 

in the development and marketing 

sectors. Dedicated to functionality, 

safety and innovation, TYROLIA 

will continue to overcome bounda-

ries and leave its mark on the ski-

ing world. ❙

The FreeFlex EVO 20 XRD is equipped with the new 
Freeflex EVO toe developed for the World Cup

Anna Fenninger, one of the world-famous 
skiers who favours TYROLIA bindings

freedom and access to all areas, 

so it stands for AAAttack, AAAmbi-

tion, and AAAdrenalin,” points out 

Mr. Stanzl. “The fact that all mod-

els have been granted distinctions 

has contributed to our international 

renown, just like the many cups 

and medals won at major sports 

events. In a generally declining 

market, we have experienced far 

above-average growth and con-

tinuous positive development.” 

Indeed, HTM Sport is well estab-

lished in business with a global 

market share of more than 30% 

and ranks as the undisputed 

leader in the Alpine World Cup 

segment. The company employs 

200 people in Austria plus an-

other 190 in the Czech Republic. 

Exports account for up to 90% of 

its more than 40 million EUR turn- 

over, supported by ten subsidiar-

ies, 32 distributors and 12,000 

outlets worldwide, especially in 

the Alpine countries, North Ameri-

ca, Japan and Scandinavia.  

TYROLIA’s product range is based 

on its trendsetting developments 

and provides the right binding for 

every requirement. Cat-

egories such as Racing, 

AAA-Series, PowerRail, 

LiteRail, LiteDiagonal, 

SuperLite and Junior 

guarantee dealers, ski 

manufacturers and 

consumers high-tech 

products with unique 

safety features. “We 

have been active in the 

OEM business since 

2002 and have become 

the preferred partner of 

renowned manufactur-

ers since,” adds the 

Marketing and Sales 

Director. “The rental 

Powder coating, one of the processes carried 
out with utmost care and precision at the  
TYROLIA works

››› Interview with Robert Stanzl, Marketing and Sales Director of HTM Sport GmbH 
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Interview with Markus Wanner, CFO of EDELRID GmbH & Co. KG

They won’t 
let you fall

Imagine you are hanging from a mountain, 
held up by nothing more than a thin rope. 
Swaying above a gaping chasm, you would 
want that rope to be the best it could be – a 
rope you could trust with your life. That is the 
standard to which EDELRID GmbH & Co. KG 
works. Its range of climbing and safety ropes 
set the benchmarks in the industry to which 
everyone else aspires. 

EDELRID has been making climb-

ing ropes for over 150 years. 

Founded in 1863 by Julius Edel-

mann and Carl Ridder, the com-

pany has been at the forefront of 

mountaineering ropes ever since. 

Over the years, the company has 

pioneered numerous innovations 

that have made today’s ropes 

safer, more reliable, more wear-re-

sistant and much thinner. Through 

the use of groundbreaking braiding 

techniques and advanced materi-

als, EDELRID has contributed to 

making climbing a sport that can 

be enjoyed by all ages and ability 

levels. It has also responded to 

the rising popularity of new sports 

such as canyoning by developing 

new specialist products. “The ad-

vent of canyoning, which is a sport 

in which participants descend into 

water-filled gorges, negotiating 

natural obstacles using ropes and 

climbing gear, led us to develop a 

rope that would float on the water’s 

surface rather than sinking out of 

sight,” says CFO Markus Wanner. 

“Adventure sports are evolving all 

the time, and our product range 

keeps evolving to match.”

Since 2006, EDELRID has been 

part of the VAUDE Group, a Ger-

man producer of mountain sports 

High ropes courses are an increasingly popular leisure activity made safe for 
climbers of all ages with the right equipment

EDELRID also supplies special 
products for indoor climbing

EDELRID climbing ropes are strong, light and 
can take plenty of punishment

equipment. “We have been grow-

ing strongly since 2000, but since 

becoming part of VAUDE, we have 

enjoyed two-digit growth,” says Mr.

›››
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Wanner. “We have become much 

more strategic in our approach 

due to this growth. A key tenet of 

our strategy is keeping production 

in Germany. Around 60% of the 

products that we sell are made in 

our own factory in Germany, Made 

in Germany is a recognized guar-

antee of quality, as is the name 

EDELRID,” says Mr. Wanner. “Of 

course, producing in Germany 

means that our products are not 

the cheapest in the market, but 

when it comes to safety, it pays 

to spend more for a product you 

know will perform.”

Although ropes are at the heart 

of EDELRID’s product range, the 

company also offers a full range 

of climbing and safety equipment 

including harnesses, helmets, 

climbing shoes, belay devices, 

carabiners, ice axes, crampons, 

backpacks, accessories and even 

cookware. As well as serving the 

needs of sports climbers both in-

doors and outdoors, EDELRID also 

provides professional equipment 

for the people whose work means 

they must be secured against 

falling. “The designs for all of our 

equipment are thoroughly tested 

before going into production,” says 

Mr. Wanner. “We also work togeth-

er with some of the leading ath-

letes from the climbing world who 

test our equipment in the most 

extreme conditions and feed back 

their opinions on its performance. 

Social media are another important 

tool, providing us with valuable 

input from people using our equip-

ment in real situations.”

Exports account for 60% of sales, 

and the company’s markets are 
The harness connects the climber with 
the rope and is an essential part of his kit

worldwide. “Our traditional mar-

kets are the Alpine regions of 

France, Switzerland, Austria and 

Italy, but we 

also have a 

lot of indoor 

climbing custom-

ers in countries like 

the Netherlands and 

Belgium,” says Mr. Wanner. “The 

US is one of our biggest export 

markets, closely followed by Aus-

tralia. But China, Japan and Korea 

are also important markets for our 

products.” Turnover reached 25 

million EUR in 2014, and con-

tinued growth is expected in the 

coming years. “We will continue to 

trade on our strengths of innova-

tion and quality,” says Mr. Wan-

ner. “We will be targeting further 

growth,   but at a sustainable pace. 

Through our partnership with 

VAUDE, we have attained a critical 

size that will allow us to compete 

successfully in the market.” ❙

EDELRID GmbH & Co. KG
Achener Weg 66 
88316 Isny im Allgäu 
Germany

 +49 7562 9810 
 +49 7562 981100

 mail@edelrid.de 
 www.edelrid.de

››› Interview with Markus Wanner, CFO of EDELRID GmbH & Co. KG
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Interview with Willem Bruijn, Managing Partner  

of Baumschlager Eberle Lustenau GmbH

The future of 
architecture

There have always been movements 
in architecture, and each movement is 
influenced by the social, cultural and 
economic issues of the day. Postmod-
ern architecture is about building mul-
tifunctional spaces that are economi-
cal to build, comfortable to inhabit 
and beautiful to the eye. But most of 
all, they have to be energy efficient in 
an age of climate change and soaring 
energy costs. The new movement that 
is gradually taking hold represents a 
rejection of the energy-wasting, steel-
and-glass vanity projects of the last 
century and a return to the solid build-
ings and traditional materials of the 
century before it. This movement is 
epitomized in the architectural style of 
Baumschlager Eberle Lustenau GmbH.

EB: What are the key features of the new architectural movement?

Willem Bruijn: Looking back, I did some quite extreme things before I 

came to Austria, architecturally speaking – either very commercial or very 

formal. Now, the emphasis is on creating sustainable buildings that gen-

erate value for the user. We are returning to the period before the indus-

trial revolution, and the old values that were important for centuries are 

coming back. A hundred years ago, with the arrival of modernism, all that 

mattered was building lighter and higher into the sky. The problem now 

is that satisfying the energy requirements of these structures is becoming 

unaffordable. 

EB: What does sustainability mean for you?

Willem Bruijn: We understand sustainability as comprising mainly three 

things. First of all, the building must be beautiful if it is to last. That is an 

aspect that is often forgotten. Secondly, the building should be flexible. It 

must be capable of being adjusted to suit new uses because it is impos-

sible to foresee the future. Compare old military buildings or convents 

and the ease with which they are being converted to new uses: their high 

ceilings and regularly placed windows are seen as attractive features by 

new users. Finally, buildings must be energy efficient and use as little en-

ergy as possible to provide a comfortable environment. Only when these 

requirements are satisfied can the building stand the test of time.

EB: Many of the city center sites that you are building on today were pre-

viously occupied by buildings erected in the 1960s and 1970s. Do you 

think 50 years is an appropriate lifespan for a building?

Willem Bruijn: No, certainly not. The reason those buildings are now be-

ing torn down is that they were ugly and inflexible. We plan for a lifespan 

of at least twice that. When you think that some projects take ten years to 

complete, then 100 years is not that long.

EB: Baumschlager Eberle is now 30 years old. Has it always worked on 

such big projects?

Willem Bruijn: No, there has been a gradual development over the years. 

In the first ten years, the company worked on smaller housing projects, 

building affordable family homes. It then graduated onto larger housing 

projects comprising between 60 and 100 houses, creating small sub-

urbs. Then about 15 years ago, the company started to expand interna-

tionally to work on bigger projects for insurance companies and other 

›››

The future of architecture: Baumschlager Eberle headquarters 
in Lustenau, Austria
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Baumschlager Eberle Lustenau GmbH
Millennium Park 20 
6890 Lustenau · Austria

 +43 5577 630510 
 +43 5577 6305130

 office@be-lustenau.com 
 www.baumschlager-eberle.com 
Pictures:  Archphoto NYC (Eduard Hueber, Ines Leong),  

Werner Huthmacher, be Baumschlager Eberle

clients. The airport in Vienna was an important project. We built a lot for 

universities and still do, as well as for the United Nations in Geneva. With 

foreign projects we set up local offices. Today, we have ten independent 

architecture firms, eight in Europe and two in Asia, employing a total of 

150 people. 

 

EB: Can you give an example of a major project you are working on at the 

moment?

Willem Bruijn: We just finished the new main building for the University 

of Luxembourg. The impressive construction will form the centerpiece 

of the new university and has also been nominated for the Mies van der 

Rohe – 2015 architecture prize. We are currently two years into a project 

to build the new headquarters for BNP Paribas Fortis in Brussels. The 

100,000 m2 building is huge for a city centerproject and will take another 

six years to complete but will exert its influence on the Brussels cityscape 

for many years to come. It is a hugely complex logistic puzzle but will add 

to the knowledge that we can bring to bear on the next project.

EB: Your headquarters in Lustenau has also been nominated for the Mies 

van der Rohe prize. What is so special about that building?

Willem Bruijn: Our head office is a much more intimate object – a cube 

with six floors that was designed with not only one specific purpose in 

mind. Each floor is divided into four large rooms. You could turn it into 

a restaurant, office or apartment – anything is possible. The building 

has no heating or cooling system and no mechanical ventilation, but the 

temperature inside is always between 22°C and 26°C. We have 100 visi-

tors a week come to see how we did it. What they are coming to see is 

the future of architecture – beautiful buildings that can be adapted to any 

purpose and that cost next to nothing to run. 

EB: Mr. Bruijn, thank you for the interview.

Nominated for the Mies 
van der Rohe –2015 
architecture prize: the 
‘Maison de Savoir’ of 
the new University of 
Luxembourg, Belval, 
Luxembourg

Vienna International 
Airport Terminal 3, 

Vienna, Austria

Current project: headquarters of BNP Paribas Fortis in Brussels

Interior view of Baumschlager Eberle’s headquarters in Lustenau, 
Austria: anything is possible thanks to its flexible design 

››› Interview with Willem Bruijn, Managing Partner of Baumschlager Eberle Lustenau GmbH

http://www.european-business.com
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Interview with Leo Hillinger, Owner and CEO of Leo Hillinger GmbH

The mastermind 
of Austrian wine
Approaching the famous winery of Leo Hillinger GmbH – 
with its owner Leo Hillinger probably being the most exotic 
figure among Austria’s young winemakers – it is obvious 
why the company and its excellent wines have shot to 
global fame in the past 20 years. The modern concrete and 
glass building, which resides high above the banks of Lake 
Neusiedl, symbolizes the symbiosis of tradition and modern tech-
niques in winemaking that has formed the basis for Leo Hillinger’s 
success. Today, this architectural gem serves as Leo Hillinger’s bold 
headquarters.

Mr. Hillinger is a well-known celeb-

rity in Austria and beyond, often 

seen on television and always 

excited to market his top Austrian 

wines. The wine entrepreneur is a 

flamboyant marketing professional 

known for promoting his own 

wines. While many of his contem-

poraries merely sell red and white 

wines from Austria, Mr. Hillinger 

has set off to market the Hillinger 

brand and make it known to wine 

connoisseurs worldwide. Leo Hill-

inger, the company that bears his 

name, has won many distinctions 

for its organic wines that place the 

winery among the top five wine 

estates in Austria. “My parents left 

me a small wine trading business 

with nothing but debts. Certainly, 

I was naïve at the time I took over 

the company, but I was determined 

›››

Leo Hillinger GmbH
Hill 1 
7093 Jois 
Austria

 +43 2160 83170 
 +43 2160 831717

 office@leo-hillinger.com 
 www.leo-hillinger.com

The bold architecture of Leo Hillinger’s headquarters in Jois reflects 
the modern approach to winemakingLeo Hillinger was named 

‘Entrepreneur of the Year 
2012’ by Ernst & Young, 
while his company became 
the ‘Best Family Enterprise 
2013 in Burgenland’. 

Today, the wine entrepreneur 
employs a workforce of 85 
people, generating turn-
over of 18 million EUR. Leo 
Hillinger ranks among the 
top five wineries in Austria, 
producing only top-quality 
red and white wines. About 
50% of production is export-
ed globally.

Hill 1 is a red wine of 
considerable com-

plexity
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to make my new business a suc-

cess,” points out CEO Leo Hill-

inger. “No doubt, the initial start 

was far from ideal, but I have 

managed to turn Leo Hillinger 

into a well-respected brand.” In 

1990, Mr. Hillinger took over the 

company from his parents but 

could not fall back on a thriving 

and flourishing business. “There 

was no real tradition. There was 

no money either. I virtually started 

from scratch, driven by the desire 

to do things differently from my 

parents. It is good to know one’s 

roots, but at the same time, you 

must have your own vision to pur-

sue. That was exactly what I did, 

and it was extremely hard,” says 

Mr. Hillinger. 

Mr. Hillinger had no master plan 

or long-term strategy, but after 

years of extensive travel, he knew 

exactly what he wanted to do: Step 

by step he transformed the almost 

derelict company by implementing 

new structures and state-of-the-

art technology, and he created a 

completely new look. Mr. Hillinger 

also wanted to enhance the quality 

of his wines. “I have always been 

committed to traditional viticulture, 

but I wanted to give it a modern 

twist,” says Mr. Hillinger. “Looking 

back today, I have to admit I was 

immature and did not see the  

real situation. When you have 

nothing but debts, then, there is  

no strategy.”

Mr. Hillinger gave a new drive to 

his parents’ business and bought 

the first vineyard back in 1997, 

followed by the purchase of new 

vineyards in the coming years. At 

first, he did not have any equip-

ment, not even a single tractor. 

Now there are ten tractors cruising 

up and down the estate. “I wanted 

to prove that I was in touch with 

both my roots and the future,” 

adds Mr. Hillinger. “Maybe the 

contemporary new building with 

its bold structures reflects my state 

of mind. During my travels in the 

past, I came across new architec-

ture in New Zealand, California 

and Germany, which inspired my 

desire to create something equally 

expressive for my business.”

The modern architecture reflects 

the entire corporate orientation to-

wards a modern way of life. “I am a 

modern man through and through. 

I think in a modern way and have 

built up a modern company. The 

building shows the departure from 

the dusty and old-fashioned image 

of viticulture. I have set out to bring 

a modern touch to wine-making,” 

stresses Mr. Hillinger.

In Jois in the Burgenland region, 

Leo Hillinger has established its 

headquarters, including its own 

large wine store. The company 

operates flagship stores in Vienna, 

Salzburg, Kitzbühel and at its wine 

estate. It also operates a trad-

ing company that supplies Leo 

Hillinger’s wines as well as wines 

from grapes sourced from contract 

growers, only offering organic qual-

ities. “Today, we are positioned in 

the high-end segment and have 

taken on a vanguard position 

in the Austrian market with our 

high-quality organic wines,” points 

out Mr. Hillinger. Leo Hillinger’s 

vineyards cover an area of 53 ha 

in addition to areas cultivated by 

its contract partners in the region. 

Currently, more than 50% of its 

production is exported to 18 coun-

tries worldwide, with the USA and 

Switzerland being strong markets, 

amongst others. Leo Hillinger of-

fers white and red wines and the 

Small Hill range, consisting of a 

white or a red blend, as well as 

Hill 1, 2, and 3 and a Hillinger 

Secco. “We are acting in a positive 

market. We are relaxed about our 

position and the high quality of our 

wines. There is no urgent need for 

growth, but we will definitely con-

tinue our growth strategy in order 

to bring all the relevant information 

to the private consumer,” states 

Mr. Hillinger. “Consistency is  

key to our success, as is quality. 

Only if you have a superior product 

can you market it at the highest 

level.” ❙

Leo Hillinger offers its white and red wines at its Hill Lounge in Jois

Hillinger Secco is 
another example 
of Leo Hillinger’s 
sophisticated 
viticulture

››› Interview with Leo Hillinger, Owner and CEO of Leo Hillinger GmbH
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Interview with Member of the Executive Board, Ralf Mittermayr, who is implementing 

the Zero Waste Strategy at Saubermacher Dienstleistungs AG

Contributing to an environ-
ment that is worth living in
Waste is a huge problem in our modern society. A rapidly growing 
global population and associated increase in the generation of waste 
that is hazardous to the environment are leading to waste accumu-
lation worldwide of threatening proportions. As the impact on the 
environment becomes increasingly devastating, effective waste man-
agement solutions are required to secure the future of our planet. 
Saubermacher Dienstleistungs AG based in Feldkirchen bei Graz is a 
leading waste treatment and recycling company in Austria, offering 
individually tailored disposal solutions for companies, municipalities 
and households. Founded as a small waste disposal firm in 1979, 
Saubermacher has been gradually developing from a waste collection 
company to a green-tech provider, contributing to an environment 
that is worth living in.

Around 40,000 industrial and 

commercial companies and 1,600 

municipalities are part of Sau-

bermacher’s customer structure. 

“We serve the complete customer 

portfolio, offering individual ser-

vice packages for the collection, 

treatment, recycling and disposal 

of hazardous and non-hazardous 

waste,” illustrates Member of the 

Executive Board Ralf Mittermayr. 

“We have our own waste process-

ing plants to ensure the quality of 

the resources and to increase the 

recycling rate. In this way we can 

contribute to a cleaner environ-

ment.”

Around 3,200 employees, 300 mil-

lion EUR in turnover, 92 locations 

in six countries worldwide and 

a fleet of more than 600 special 

vehicles – these are just a few 

impressive numbers describing 

the Austrian waste treatment and 

recycling specialist. Today, the 

group of companies is active in 

Hungary, Slovenia, the Czech Re-

public, Germany and Abu Dhabi, 

realizing about 40% of its turnover 

abroad. “Saubermacher has be-

come a renowned brand, and we 

are the leading waste management 

company in terms of innovation 

and quality in Austria,” says Mr. 

Mittermayr. “We are constantly 

expanding our international activi-

ties, offering special solutions in 

the area of waste management.” 

The company plans to 

acquire green-tech 

firms in Central and 

Northern Europe 

to further expand 

its geographic 

footprint.

  

›››

These PET bottles will be recycled to 
make new bottles, sports clothing and 
food packaging
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“Sustainable and responsible use 

of existing resources, reuse of raw 

materials derived from waste, and 

an increase in recycling rates to 

protect the environment and en-

hance quality of life”: This is the 

philosophy of Saubermacher ac-

cording to its Founder and current 

Chairman of its Supervisory Board 

Hans Roth, who founded the com-

pany together with his wife Margret 

Roth in 1979. The company has 

been working constantly on new 

solutions and strategies to optimize 

waste management and disposal.

Saubermacher’s latest guiding 

principle of Zero Waste aims to 

make all waste recyclable. “As a 

waste disposal company, we do 

not aim to produce no waste at 

all, but to process and recycle 

all waste materials,” explains the 

Member of the Executive Board. 

“Our goal is to find solutions for 

material recycling or thermal uti-

lization for all waste streams to 

avoid waste ending up in landfills. 

This way, they can be returned 

to the production cycle, and the 

impact of the waste on the envi-

ronment can be reduced.” In its 

research and development de-

partment, the company develops 

efficient and innovative recycling 

methods to utilize the waste mate-

rials in the best way possible. 

In April 2015, for instance, Sau-

bermacher put a plant into opera-

tion, which generates domestic 

water from industrial hazardous 

sewage. With the 

chemical and physi-

cal biology (PB) plant, 

which is located near 

Graz, 20,000 t of in-

dustrial sewage can 

be processed, generating 2,000 t 

of reusable materials and domestic 

water. “This is definitely a step in 

the right direction,” points out Mr. 

Mittermayr. 

Intelligent logistics control systems 

to optimize waste streams are an-

other part of the Zero Waste strat-

egy. In addition, Saubermacher 

has a fleet of more than 600 spe-

cial vehicles for different kinds of 

waste. Professional route planning 

ensures the efficient collection  

of the waste and avoids empty 

journeys. “Already at waste col-

lection, the different materials are 

gathered and transported sepa-

rately,” explains Mr. Mittermayr. “A 

good sorting of the waste is crucial 

for efficient waste management. 

Therefore, it is important to raise 

the awareness of the people in this 

area. Correct waste separation is 

the first step to successful recy-

cling and environmentally friendly 

disposal.” For this reason, Sauber-

macher provides bins and contain-

ers in different sizes and designs 

to ensure correct waste separation 

and collection.

›››

With this high-tech plant, tons of plastic waste are sorted for further processing

Hans Roth is the Founder and Chairman 
of the Supervisory Board of Sauber-
macher

The physical biology (PB) 
recycling power plant 

 processes 20,000 t of 
hazardous industrial 

sewage 

›››  Interview with Member of the Executive Board, Ralf Mittermayr, who is implementing the Zero Waste Strategy at 

Saubermacher Dienstleistungs AG

http://www.european-business.com


businessEU
RO

PE
AN

13

Saubermacher  
Dienstleistungs AG
Hans-Roth-Strasse 1 
8073 Feldkirchen bei Graz 
Austria

 +43 59 800 
 +43 59 800-1099

 office@saubermacher.at 
 www.saubermacher.at

In brief
Core Competence
Waste management solutions

Facts & Figures 
•  Founded: 1979 by Hans and Margret Roth
• Structure: Plc owned by the Roth foundation
• Branch offices: 92 locations in six countries
• Turnover: 300 million EUR
• Export: 40%

Products & Services 
Collecting, treating, recycling and disposing of hazardous and 
non-hazardous waste

Target Groups 
Companies, municipalities and households

Philosophy
• Contributing to an environment that is worth living in
• Closing material cycles
• Sustainable and responsible use of the resources

Future  
• Expanding the international activities
• Organic and inorganic growth
• Digitalization of the waste management

The CPB power plant generates 
domestic water from hazardous 
industrial sewage

Saubermacher has the first hybrid truck in the 
waste management industry

To help people sort their waste, 

Saubermacher also created the 

new service app Daheim, which 

means ‘at home’. With the smart-

phone and tablet app, users re-

ceive instructions and advice for 

the correct disposal of their waste 

at home. “This app demonstrates 

our approach to closing material 

cycles, which goes far beyond our 

traditional business segment,” 

says Mr. Mittermayr. 

With its subsidiary Saubermacher 

Outsourcing GmbH, the company 

offers specialized staff to collect 

and sort waste that is produced 

in manufacturing processes. Ac-

curate sorting offers additional 

benefits to the factories as properly 

sorted residual materials achieve 

higher prices. 

Another unique selling proposition 

of Saubermacher is its close col-

laboration with the public authori-

ties. The company has eight public 

private partnerships in Austria 

and a total of 20 within the entire 

group, in which it holds a 50% 

share, in order to generate the best 

of both worlds. 

In the future, the company aims to 

expand its activities to become an 

international green-tech provider. 

“As a strong brand and leading 

company regarding the quality and 

innovative leadership of our waste 

management solutions, it is our 

responsibility to ensure the sus-

tainable and responsible use of our 

resources,” states Mr. Mittermayr. 

“With our efficient waste disposal 

solutions, we want to keep on con-

tributing to an environment that is 

worth living in.” ❙

›››  Interview with Member of the Executive Board, Ralf Mittermayr, who is implementing the Zero Waste Strategy at 

Saubermacher Dienstleistungs AG
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Interview with Pietro Lanzillotta, Head of Atradius Bonding at Atradius Credit Insurance N.V.

The fine art of 
calculating risk
When someone is lent money to buy an asset, it is fairly easy to recoup the money loaned by 
seizing the asset in the event of payment default. Loans that are not secured on a tangible 
asset are more risky, and therefore, lenders are well advised to insist on credit insurance to 
protect both parties. Atradius Credit Insurance N.V. specializes in risk assessment and offers 
a comprehensive range of credit management solutions that protect businesses of all sizes 
against bad debt. With more than 90 years of experience, the company is one of the leading 
providers of these services worldwide.

Cash flow problems are one of the 

biggest dangers facing companies 

of all sizes and a leading cause of 

bankruptcy. When customers fail 

to settle their debts on time, the 

entire value chain can collapse 

leaving companies overextended 

and insolvent. These chains are 

often influenced by a host of inde-

pendent factors, making evaluating 

exposure and calculating risk a 

fine art. It is an art that Atradius 

has perfected over the decades, 

and while it is impossible to elimi-

nate risk entirely, it is possible to 

minimize those risks and leverage 

their negative effects. “Our mission 

is to strengthen our customers’ 

credit management and support 

their growth by providing them with 

accurate assessments of the pay-

ment default risk of the buyers,” 

says Head of Atradius Bonding 

Pietro Lanzillotta. “Atradius also 

ensures effective collection of over-

due invoices and reliable protec-

tion against a range of contractural 

defaults.”

›››

Europe is a key region for 
the bonding market
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Atradius Bonding provides com-

panies with a wide range of bond-

ing products that strengthen their 

contractual relationships or secure 

compliance with regulatory bodies. 

A bond can be issued to hedge 

against all forms of risk, from non-

performance of contractual obliga-

tions for whatever reason to non-

fulfilment of financial payments 

due. A bond is a form of insurance 

that is becoming increasingly 

popular in both the public and 

private sectors. “A typical example 

of when a bond may be required 

could be a government road-build-

ing project,” explains Mr. Lanzil-

lotta. “If a national government or 

local authority wants to build a new 

road, they invite bids for tender 

before awarding the contract to the 

winning bidder. The company that 

wins the contract is then required 

to issue a performance bond, 

which is generally set at a certain 

percentage of the value of the total 

project. This bond acts as surety 

for the government or local author-

ity that the work will be carried out 

in accordance with the contract. It 

formalizes the extra costs for not 

fulfilling a contractual obligation.”

Performance bonds are just one 

of an extensive range of tailored 

bonding products offered by  

Atradius. The product range cur-

rently covers advance payment 

bonds, bid bonds, compliance 

bonds, customs bonds, contract 

bonds, judicial bonds, mainte-

nance bonds, tax duty bonds and 

environmental bonds, but contin-

ues to evolve in accordance with 

market needs. “Environmental 

or climate bonds are becoming 

increasingly important as envi-

ronmental concerns come to the 

fore in the public consciousness. 

Corporate reputations now fre-

quently depend on a company’s 

environmental record,” says Mr. 

Lanzillotta. “A bond insures the 

beneficiary that a third party ‘the 

principal’ will meet its contractual, 

legal or regulatory obligations.” 

Atradius leads the French, Italian, 

Nordic and Spanish non-banking 

bonding markets and is fielding 

an ever-increasing number of 

international enquiries for its bond-

ing services. “We are present in 

eight different countries with our 

bonding products and are looking 

at expanding into new countries 

and markets,” says Mr. Lanzil-

lotta. “The key markets for our 

bonding business are Italy and 

Germany with a combined volume 

of 500 million USD. Of course, the 

uncertainty in Europe regarding 

the euro and the debt crisis has 

benefited our business, which 

tends to run anticyclically.” Atra-

dius only opened its German office 

last year, but already the market 

is developing strongly and offers 

huge potential for the future. The 

company is currently looking into 

setting up bonding subsidiaries in 

the UK and Switzerland as its busi-

ness becomes more international 

in nature. Whether its customer is 

operating domestically or intention-

ally, this local presence is a major 

advantage in negotiating local or 

cross-border bonds.

Another key advantage is Atra-

dius’s focus on technology. “We 

have developed a tool that allows 

bonding to be conducted entirely 

online,” says Mr. Lanzillotta. “It is 

a very convenient and efficient way 

to do things.” A pilot project that 

has been underway in the French 

market for some time means that 

85% of French bonds are already 

issued online.

International bonds are becoming 

a mainstay of the bonding divi-

sion as more and more corporate 

clients look for partnerships that go 

beyond the normal bank relation-

ship. Through its own offices and a 

network of business partners,  

Atradius offers access to guarantee 

facilities in international markets. 

›››

Atradius seeks to minimize risk exposure on major civil engineering and building 
projects by tailoring bonding products to the client’s needs

Atradius Credit Insurance N.V.
David Ricardostraat 1 
1066 JS Amsterdam 
The Netherlands

 +31 20 5532047 
 +31 20 5332811

 info@atradius.com 
 www.atradius.com

››› Interview with Pietro Lanzillotta, Head of Atradius Bonding at Atradius Credit Insurance N.V.
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ber of European countries has, 

however, meant that a number of 

public works projects have been 

put on ice or cancelled altogether.  

For the future, Atradius Bonding is 

keen to improve its digital services. 

“One of our ongoing projects is to 

develop a more advanced IT solu-

tion for our business applications,” 

says Mr. Lanzillotta. “We hope to 

achieve some key milestones with 

this project this year.” Another 

focus is to expand its geographic 

presence to cover the majority of 

Europe by 2020. Atradius’ overall 

mission is to expand its tailor-made 

product offerings in all depart-

ments. A particular focus is on 

developing high-value products 

in commercial and political risk 

insurance for large and complex 

transactions. Its geographic ambi-

tions are focused on exploring new 

opportunities in emerging markets, 

particularly in Central and Eastern 

Europe, Asia and the Americas. 

Atradius already enjoys a leading 

position in the risk management 

market but will strengthen its 

competitive position and reduce 

profit volatility by maximizing cost 

efficiencies for its and its clients’ 

benefit. ❙

Atradius has a global presence 

through a network of 160 offices in 

50 countries and a team of experts 

numbering 3,300 people around 

the world. 

“We have access to credit infor-

mation on more than 200 million 

companies worldwide, and this 

lands. In 2001, NCM and the Ger-

man credit insurance group Ger-

ling Credit merged to form Gerling 

NCM. In 2003 a rebranding exer-

cise introduced the name Atradius 

for the group. With total income of 

over 1.6 billion EUR, Atradius is 

rated ‘A’ by the leading bond credit 

rating companies Moody’s and 

A.M. Best for its financial strength 

as an underwriter, ensuring that 

customer risks are covered here 

as well.

The bonding division was created 

in 2005 through the merger of all 

country offices where Atradius had 

bonding operations. Its biggest 

potential market is also its new-

est. “Our focus is definitely on the 

German market in the short term 

with other countries also on the 

horizon,” says Mr. Lanzillotta. “The 

Italian market is also an important 

market for us although it has suf-

fered in recent years.” 

Atradius focuses mainly on public 

works and civil engineering bond-

ing solutions, where it enjoys a 

strongly consolidated position and 

is regarded as the leading expert 

in this field. A focus on austerity 

in the national budgets of a num-

In brief
Core Competence
Credit insurance products

Facts & Figures 
•  Founded: 1925
•  Structure: group
•  Branch offices: worldwide
•  Employees: 3,300
•  Turnover: 1.6 billion EUR
•  Export: active worldwide

Products & Services 
•  Credit insurance
•  Surety products
•  Debt collection services

Target Groups 
Corporate clients

Philosophy
Minimize risks for clients and leverage exposure

Future  
Continued international expansion coupled with 
technological advances

information, as well as a thorough 

understanding of the various mar-

kets in which these companies are 

active, form the basis of our risk 

assessment,” says Mr. Lanzillotta. 

Atradius can trace its history back 

to 1925 through the foundation of 

credit insurer NCM in the Nether-

››› Interview with Pietro Lanzillotta, Head of Atradius Bonding at Atradius Credit Insurance N.V.
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Interview with Dr. Karl-Maria Pfeffer, Managing Director of Raiffeisen Property International GmbH

A profitable place to invest

Quantative easing in Europe has sent stock markets soaring as investors look for a safe ha-
ven from low interest rates. Just when the latest bubble will burst is anyone’s guess. Perhaps 
where they should be putting their money is in property. Real estate is one of the few con-
sistent long-term performers in a market that had been markedly sluggish up until the EU 
started printing money. Raiffeisen Property International GmbH in Vienna, Austria, is a prop-
erty asset management and development company with an impressive portfolio of properties 
in Austria and Central and Eastern Europe. It offers its investors a profitable place to invest.

Investing in property has always 

been a safe option, and today it 

may well be the most profitable. 

Property assets offer the twin ben-

efits of capital growth and a reli-

able investment income. Raiffeisen 

Property International specializes 

in the development, management 

and sale of real estate in Austria 

and other Central and Eastern Eu-

ropean countries. Its experience in 

the sector goes back 25 years al-

though it has existed in its current 

form since 2010. The company 

is a wholly-owned subsidiary of 

Raiffeisen Bank International. Its 

integration into its parent group’s 

banking network provides security 

and support in its geographic terri-

tories. Although Raiffeisen Proper-

ty International’s focus was initially 

on office buildings, it now offers 

a broadly diversified portfolio en-

compassing residential, retail and 

commercial properties. The com-

pany is seen as a pioneer in the 

industry, and many of its projects 

have the distinction of being the 

first of their kind in their area. “Our 

successful project to build the SAS 

Radisson Hotel, Kiev, was the first 

western-style, four-star hotel in the 

Ukrainian capital,” says Managing 

Director Karl-Maria Pfeffer. “We 

also developed the first modern 

office building in Kiev as well as 

the first residential estate with de-

tached houses in Prague. As such, 

we have contributed enormously 

to the architectural development of 

many of these countries following 

the fall of communism.”

A more recent example of RPHI’s 

innovative approach to property 

development is the new Floreasca 

Sky Tower in Bucharest. The 137 

m high-rise office building is the 

highest building in Bucharest and 

the centerpiece of the Floreasca 

City Center multifunctional devel-

opment, featuring shopping and 

entertainment facilities as well as 

office space. Floreasca is a boom-

ing urban district and popular 

residential area in the northeast 

of Bucharest, and the Sky Tower 

adds to its overall attractiveness. It 

has also proved highly attractive to 

investors and tenants as the major-

ity of its 50,400 m2 of space has 

already been rented out. “We have 

two major projects currently in the 

pipeline,” says Dr. Pfeffer. “The 

›››

RPHI specializes in the development, management and sale of high-quality real 
estate projects such as the TatraCentrum shopping mall in Bratislava, Slovakia
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Raiffeisen Property International GmbH
Lehargasse 11 
1060 Vienna 
Austria

 +43 1 71313130 
 +43 1 713131313

 rphi@rphinternational.com 
 www.rphinternational.com

first is Expo 4 in Bulgaria and a 

housing project in Vienna. This last 

will have 200 residential units, of 

which half have been sold off plan 

before the first sod has even been 

turned.” The fact that its projects 

are able to attract buyers before 

building starts is testament to the 

buoyancy of the market and also 

the strength of RPHI’s reputation. 

“We tend to specialize in small but 

high-quality developments and do 

a lot of the necessary work our-

selves,” says Dr. Pfeffer. “We are 

very hands-on, and our clients ap-

preciate that.” To ensure customer 

proximity, RPHI has offices in the 

various national markets in which 

it is active. The key team is located 

at its headquarters in Vienna, 

where it employs 30 people. Its 

largest presence is in the Ukraine, 

where it has 60 employees. “The 

Ukrainian market is beset with 

problems at present, and it is dif-

ficult to predict what will happen,” 

says Dr. Pfeffer. “Nevertheless, it 

has the potential to be a very excit-

ing market.” A sense of uncertainty 

coupled with optimism can also be 

felt in the Hungarian and Bulgarian 

markets while Romania is currently 

booming thanks to a strong IT and 

telecommunications sector.

The profitability of residential let-

tings is also growing as prices in 

major cities rise sharply. “Renting 

in Vienna is becoming increasingly 

expensive, and while that is in part 

a reflection of modern lifestyles, 

some blame must also be carried 

by recent changes to legislation,” 

says Dr. Pfeffer. “We would not be 

active in the residential sector if it 

was not profitable to do so. After 

the success of recent projects, we 

will continue to look for suitable 

projects in the future.” The chal-

lenge is to find good-quality, sus-

tainable projects. “There is a lot of 

pressure from the institutional in-

vestors to find investment vehicles 

for their funds,” says Dr. Pfeffer. 

“However, we have to weigh the 

potential for profit of each project 

against the risk.”   ❙

The Floreasca Sky Tower in Bucharest, Romania

Space2Move office and retail complex in Vienna

››› Interview with Dr. Karl-Maria Pfeffer, Managing Director of Raiffeisen Property International GmbH
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Interview with Dominik Tomczyk, President and CEO, and Izabela Robak, Development 

Director at Polwax S.A.

Diversification and  
innovation

Very few industries embrace product diversity quite like the paraffin industry. Within that 
industry, Polwax S.A. has continually provided a wide range of products. Its product portfolio 
and commitment to excellence have led to the continued success of the company. Polwax has 
been active in the industry for 15 years, employs almost 250 people and boasts an annual 
turnover of 64 million EUR.

Polwax, in name, came into being 

in 2012 as a result of a manage-

ment buyout from what was then 

called Lotos Parafiny. Even though 

the company name is new, the 

products and services provided 

by the company continue to be 

backed by more than a decade 

of quality. “The long-time experi-

ence, long-term management 

team and new ideas of developing 

specialties in waxes and paraffin 

keep the company successful 

and make it a strong competitor,” 

says Dominik Tomczyk, Presi-

dent and CEO. Izabela Robak, 

Development Director, adds that 

Polwax has a very broad product 

range. “Our portfolio is divided 

into twelve groups dedicated to a 

wide range of industrial sectors.” 

These groups include investment 

casting, wood processing, the pro-

duction of varnishes and paints, 

the production of construction 

materials, the manufacture of 

explosives, the manufacture of 

candles and gravelights, and vari-

ous applications in the fertilizer, 

rubber, paper and packaging, and 

food industries. The wide range 

of groups was developed by the 

company a few years ago to de-

crease its dependence on the in-

dustry connected with gravelights 

and candles. “In addition, it allows 

us to reduce the seasonality of our 

production,” Ms. Robak explains. 

The revenue coming from the 

sales of industrial paraffin reached 

close to 20% of the total revenues 

of Polwax in 2014.

One of the company’s unique 

selling points is its customer ori-

entation. “We serve end users in 

industries – factories and manu-

facturers. We prepare products 

custom-made for end users. We do 

not produce for stock, only on or-

der, all customized,” Mr. Tomczyk 

says. The company’s business is 

about 25% international and 75% 

domestic. 

Mr. Tomczyk stresses that Polwax 

is greatly focused on product 

marketing in general. Since the 

management shift and subsequent 

name change, the management 

team has focused on making 

the Polwax name recognizable. 

“Polwax is the new old player. If 

we want to make our mark on 

the industry, we must let them 

know about our new products,” 

explains Mr. Tomczyk. In order to 

achieve this, the company focuses 

on promoting and maintaining 

its multilingual website. It also 

publishes a product catalogue, as 

well as releasing product-related 

and finance-related articles to the 

public. “We have an internal em-

ployee newsletter, as well,” adds 

Ms. Robak. “To maintain close re-

lationships with our customers, we 

organize regular client meetings.” 

At the end of January, Polwax 

signed a contract with the German 

company ThyssenKrupp Uhde 

Engineering Services for basic 

engineering for a solvent deoiling 

installation. “This new production 

facility will give us an additional 

30,000 t of material for production,” 

›››

The company’s main plant is in Jasło

Polwax serves the food packaging industry with wax coatings
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says Vice President and COO Ja-

cek Stelmach. These additional 

facilities and tons of production 

material are key because they will 

allow the company to broaden its 

horizons. “We want to continue 

to develop ourselves, and we 

need this installation to fulfill our 

demands, realize our vision to be 

innovative and have an attractive 

portfolio,” Mr. Tomczyk explains. 

Polwax plans to invest about 20 

million EUR into the project, and 

construction is set to begin in 

2016. The first products coming 

out of the new two-stage deoiling 

facility are planned for the middle 

of 2019.

Recently, Polwax reached a new 

milestone with its purchase of two 

laboratories, one in Jasło and one 

in Czechowice-Dziedzice. The 

laboratories are fully equipped and 

provide services for physical and 

chemical analysis, mainly of pe-

troleum-derived products, but also 

in the analysis of wastewater and 

the examination of the operating 

environment. These laboratories 

provide new possibilities for the 

company as a whole. It can now 

secure operations in analytical ser-

vices, thereby entering into a new 

market with great prospects. “This 

is a very important development 

for us. It gives us a strong basis 

for R&D, it allows for an extension 

of the scope of work that can be 

done, and it gives an opportunity 

for getting access to new, techno-

logically advanced projects,” says 

Mr. Stelmach.

These new projects and innova-

tions continue to place Polwax in a 

league of its own, so the manage-

ment board is very optimistic about 

the future. The company recently 

started looking at new applications 

for some of the products it offers. 

“A current project is looking into 

how a hard wax can be used in 

casting the turbine engines of a 

new JP 700 turbine jet,” reveals 

Ms. Robak. “There are seven 

different companies and a few 

universities working on this in a 

consortium. The project will last 

until the end of 2016 for us and 

will be finished completely by the 

end of 2018.” Polwax is also mak-

ing strides in the food packaging 

industry. “We are developing a new 

paraffin for paper impregnation for 

the food industry, for the packaging 

that comes in contact with food,” 

she adds. The company definitely 

takes its commitment to innovation 

seriously and is always looking for 

new industrial applications for its 

products. “Our new strategy is to 

achieve 50% of revenues coming 

from industrial sectors by 2020,” 

Mr. Tomczyk says. This strategy 

has been labeled Project Future. 

Part of this is the construction of 

the deoiling facility, which will be 

placed close to existing assets of 

Polwax in Czechowice-Dziedzice.   

›››Polwax offers products to impregnate wood

The company provides a wide range of products dedicated to different industrial 
applications

The new blending unit allows the company to compose a number of specialized 
industrial waxes with great precision

››› Interview with Dominik Tomczyk, President and CEO, and Izabela Robak, Development Director at Polwax S.A.
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The existing installations and good 

logistic location will facilitate the 

achievement of the strategic goals 

the company hopes to fulfill. In 

relation to Project Future, Polwax 

is also working on modernizing its 

storage tanks, including a reduc-

tion in their energy consumption. 

These new installations, mod-

ernization techniques and the 

industrial branch revenue focus 

make the company less sensitive 

to fluctuations in the supply of raw 

materials. The diversified product 

portfolio will protect Polwax from 

possible recessions of certain 

key industrial sectors, enabling 

it to maintain a good and stable 

economic situation and position. 

“We think it is essential that you 

always strive to think outside the 

box. Without innovation and in-

vestment, it is very difficult to be a 

In brief
Core Competence 
Producer and distributor of industrial waxes and paraffins

Facts & Figures 
•  Structure: Public since the buyout in 2012
•  IPO: 6 October 2014
•  Branch offices: Jasło and Czechowice-Dziedzice
•  Employees: 245
•  Turnover: 64 million EUR
•  Export: 25%

Products & Services 
Investment casting; wood processing; production of var-
nishes and paints; production of construction materials; 
manufacture of explosives, candles and gravelights; various 
applications in the fertilizer, rubber, paper and packaging, and 
food industries

Target Groups 
End users in industries

Fairs & Exhibitions
Planned participation in fairs focused on laboratory services

Future  
Offer a wider range of products, further develop R&D capabili-
ties, diversify sources of raw materials and ultimately expand 
to markets outside of the EU

Polwax S.A.
ul. 3 Maja 101 
38-200 Jasło 
Poland

 +48 13 446 62 41 
 +48 13 446 62 52

 biuro@polwax.pl 
 www.polwax.pl

A special filtration press allows Polwax to work with high-viscosity products 

The management team: Jacek Stelmach (COO), Piotr Kosiński (CFO) and Dominik 
Tomczyk (CEO)

modern and innovative company,” 

Mr. Tomczyk says.

Polwax hopes to continue to offer 

a wide range of products, further 

develop its R&D capabilities, 

diversify its sources of raw ma-

terials, and ultimately expand to 

markets outside of the European 

Union. “Our philosophy is sim-

ple: Technology and innovation 

are key to being successful on 

the market,” Mr. Tomczyk con-

cludes. Big things are expected 

in the near future. Polwax and 

its management team have con-

tinued to stay current and reach 

new heights. The company’s 

unwavering commitment to 

technology and the willingness 

to innovate keeps the future very 

bright for the company and its 

employees. ❙

››› Interview with Dominik Tomczyk, President and CEO, and Izabela Robak, Development Director at Polwax S.A.
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Pioneering plastics
The modern world would not be what it is without plastics, which 
are often lighter, less expensive and more versatile than many 
other materials. PARAT GmbH + Co. KG recognizes plastic’s finer 
qualities and has made this topic its core business, supplying in-
novative plastics to revolutionize existing products.

PARAT covers two business units at 

five locations altogether in Germa-

ny, Austria, Hungary and Russia. At 

80%, the lion’s share of the com-

pany’s production falls to plastics. 

“Not only is this the largest field of 

work; it is also the biggest area of 

growth,” says CFO Thomas Kritzen-

berger. “There is a lot of innovative 

strength in this field, as well.” The 

remaining 20% is composed of 

tool bags and boxes, cases, and 

explosion-proof lights.  PARAT is 

an expert in a variety of plastics 

processing techniques, including 

thermoforming and the use of long 

fibers. A primary focus of the portfo-

lio is on outer cladding and interior 

lining for agricultural and construc-

tion equipment, utility vehicles, and 

special vehicles. “For instance, 

we produce engine components 

and hoods for tractors, including 

the lights, covers and lining,” CEO 

Frank Peters explains. “We also of-

fer complete back panels for cara-

vans, radiators grilles, bumpers, 

complete roofs for convertibles and 

countless other parts for the exterior 

in a number of colours.” Thanks to 

the company’s expertise in thermo-

forming, no subsequent painting is 

necessary, and PARAT has exten-

sive know-how in processing long 

glass fiber reinforced plastics. In 

interiors, the company’s spectrum 

encompasses the driver’s cabs of 

tractors and linings where fabrics or 

leather are used.

The plastics division serves large, 

global OEMs, such as Daimler, the 

entire AGO Group, MAN in utility 

vehicles, Caterpillar and Liebherr 

for construction equipment, Knaus 

and the Hymer Group in caravans, 

and Claas and Deutz for tractors. 

“Our customers make up a ‘Who’s 

who?’ list in their respective fields,” 

Mr. Peters highlights. “We are lead-

ers in innovation and among the 

trendsetters in our field. We offer 

our customers real added value.” 

PARAT’s second business unit of-

fers standard items of premium 

quality, like tool bags, textile cases 

and high-quality cases for profes-

sional tradesmen. “We also provide 

goods tailored to our customers’ 

needs,” Mr. Kritzenberger points 

out. “For instance, a company that 

has 300 people in its field staff 

might come to us for laptop cases. 

We can create a laptop case spe-

cially designed for that company.”

›››

PARAT GmbH + Co. KG
Schachtlau 3-4 
94089 Neureichenau 
Germany

 +49 8583 290 
 +49 8583 29123

 info-vertrieb@parat.eu 
 www.parat.eu

CFO Thomas Kritzenberger and  
CEO Frank Peters

PARAT recently invested in its location 
in Hungary

Engine hoods for tractors are just one 
part of the expansive PARAT plastics 
portfolio

Interview with Thomas Kritzenberger, CFO, and Frank Peters, CEO of PARAT GmbH + Co. KG
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 In this area, PARAT cooperates 

with organizations, EDI Fürth and 

sales agents, as well as selling on-

line via Konrad Elektronik, Amazon 

and Pro Cato. SMEs and profes-

sional tradesmen are also among 

the company’s target groups. 

PARAT was founded in 1945 in 

Remscheid, the stronghold of the 

tool industry at that time. The com-

pany initially focused on leather 

bags. After opening a plant in Neu-

reichenau in 1961, PARAT began 

the search for alternative materi-

als – and found plastics. It started 

producing suitcases, and 

the innovations piled up 

from there: roofs for con-

vertibles, foam insulation, 

fiber-reinforced plastics 

and more.  

 

PARAT gradually made 

its way onto the supplier 

lists of major manufac-

turers of utility vehicles, 

agricultural machines, 

caravans and recreation-

al vehicles. “We are one 

of the most innovative 

manufacturers of fiber-

reinforced plastic clad-

ding,” Mr. Peters notes. 

“It makes for a great surface. It is 

very versatile.” 

The concept of ‘you have to spend 

money to make money’ is not lost 

on PARAT. The company is invest-

ing eight million EUR in its plant in 

Hungary, and it has invested five 

million EUR in the Neureichenau 

location. “We are extremely grate-

ful to the government of Lower 

Bavaria and our owners for making 

it possible,” the CEO says. The 

strongest branches are in Austria 

and Germany, but these are bal-

anced with the plants in low-cost 

countries. “Without low-cost coun-

tries, we would have no chance 

against the competition,” Mr. Pe-

ters points out. “This combination 

keeps our innovation high without 

inflating our costs.”

PARAT has big plans in store for 

its future to increase its 75 million 

EUR turnover: It strives to be the 

most innovative company in the 

world concerning plastics, light-

weight construction and materials. 

The path to reaching that milestone 

lies in continuing to offer innovative 

solutions. “We also want to focus 

on the global aspect of our goal,” 

the CEO adds. “We’re already at 

the top in the EU. The next logical 

step is the world. Serving OEMs 

outside the European Union is 

our big chance.” The company’s 

expertise in plastics is in demand 

worldwide, and there is huge 

growth potential in China, Brazil 

and North America. Lightweight 

construction and the extensive in-

tegration of plastic parts, especially 

regarding emissions and weight 

reduction, are hot topics. “The 

realm of plastics is growing,” Mr. 

Peters continues. “There are more 

and more possible applica-

tions.” Thanks to syner-

gies within the company, 

the cases division profits 

from the developments 

in plastics. “We can offer 

new materials and solu-

tions for lower weight with 

increased robustness,” Mr. 

Kritzenberger underlines. 

“Ergonomics can also be 

improved. With our ther-

moforming technology and 

other processing tech-

niques, we can provide 

even better customized 

products.” ❙

The Neureichenau  
branch is the center of  
development for the  
whole company

Outer cladding by PARAT is integrated into the OEM’s system

››› Interview with Thomas Kritzenberger, CFO, and Frank Peters, CEO of PARAT GmbH + Co. KG
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Interview with Nils Morén, Sales and Marketing Director at Swede Ship Marine AB

Finding success in coastal waters
With its high ratio of coastline to land mass, 
Sweden has always had a strong maritime 
tradition. At its shipyards in Djupvik, Hunne-
bostrand and Gothenburg, Swede Ship Ma-
rine AB continues a tradition of shipbuilding 
that goes back over 120 years. The privately 
owned shipbuilding group has built a strong 
reputation over the years for the supply of 
medium-sized navy and coast guard vessels 
and high-speed rescue boats. It has recently 
added an innovative boat hoist to its range 
that makes launching and retrieving vessels 
from marina slipways far easier.

The Sublift boat hoist is just the 

latest innovation to be added to 

Swede Ship Marine’s product port-

folio. It is produced and marketed 

by subsidiary company Swede 

Ship Marine Sublift AB at the 

group’s Djupvik site. “We acquired 

the company that developed the 

hoist in February 2014 and inte-

grated its activities into the group,” 

says Sales and Marketing Director 

Nils Morén. “The Sublift hoist is a 

self-propelled submersible that the 

operator drives down the slipway 

into the water. The boat is floated 

onto the submersible, which is 

then driven back up the slipway. 

Our Sublift solution dispenses with 

the need for cranes, tractors and 

trailers. It is also much safer and 

easier to handle.” 

Sublift has been on the market 

since the late 1980s and has 

gained a reputation for reliability 

and performance. Over 150 hoists 

have been sold globally, and 

Swede Ship Marine hopes the ad-

dition to its product portfolio will 

allow it to serve its customers even 

better in future. Sublift is currently 

available in four different sizes 

ranging from 12 t to 90 t in capac-

ity. “Our intention is to expand the 

range through the addition of high-

er capacities,” says Mr. Morén. 

“We offer Sublift as an accessory 

on large patrol boat orders and as 

part of military sales.” 

Swede Ship Marine has always 

been somewhat of a pioneer in 

its industry. In the 1950s, it be-

came one of the first European 

ship builders to start welding in 

aluminum, and in 1979 it began 

production with composite materi-

als. “We were not the first to start 

using composites, but we caught 

the wave early on and reaped the 

advantages of being able to offer a 

full range of materials,” says 

›››

Coast guard vessel loaded on 40 t Sublift boat hoist for repair

Highly specialized hydrographic survey vessel
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Swede Ship Marine AB
Djupvik 
47198 Fagerfjäll 
Sweden

 +46 304 679500 
 +46 304 662500

 ssm@swedeship.se 
 www.swedeship.se

Mr. Morén. “Today we handle 

steel, aluminum and composite 

through the various operating 

companies in the group.” In ad-

dition to the Djupvik shipyard, 

which also serves as the group 

headquarters, Swede Ship Marine 

operates yards in Hunnebostrand 

for vessels made from composite 

and Gothenburg for engine repair 

and maintenance. Service is car-

ried out at all three sites. However, 

Swede Ship Marine’s key strength 

lies in shipbuilding. “We design 

and build boats completely in ac-

cordance with client specifications  

in a variety of different markets,” 

says Mr. Morén, who joined Swede 

Ship Marine in 2014 and has over 

25 years in the maritime sector.  

“We do not have a standard range 

but build to order. Last year we 

built three boats for the Norwegian 

Mapping Authority to take meas-

urements for sea charts. They were 

designed to allow measurements 

to be taken at high speeds and 

were highly specialized.”

Most of the vessels built by Swede 

Ship Marine are intended for use 

in coastal waters. The company’s 

customers include navy coast 

guards, rescue service operators, 

marine research organizations, 

and operators of passenger and 

pilot vessels. The defense sector is 

also an important customer group 

for the company, both at home 

and abroad. “The Swedish navy 

did not spend a great deal on new 

vessels in the last year, but in light 

of an increase in activities in the 

Baltic Sea, the Swedish govern-

ment recently announced plans 

to invest in new ships in the near 

future,” says Mr. Morén. “This 

represents a big opportunity for 

our shipyards to win domestic con-

tracts as our military work tends to 

come mainly from overseas.” 

The defense sector promises the 

most opportunities for Swede Ship 

Marine to expand its export activi-

ties. “It is very hard for a shipyard 

like ours to export to countries 

where there are strong local ship-

yards,” explains Mr. Morén. “We 

export to countries that lack the 

specialized design and technology 

that we have to offer or where the 

domestic shipbuilding industry is 

under development.” One of the 

key specialisms offered by Swede 

Ship Marine is in anti-submarine 

warfare. It has developed a 

unique expertise in surface ves-

sels that are able to detect and 

engage with submerged sub-

marines in shallow waters. Most 

other shipbuilders focus on the 

deeper waters of the Atlantic. 

Again, increased activity in the 

Baltic Sea is causing the Swedish 

government to strengthen its na-

val capabilities. Despite growth in 

its domestic market, Swede Ship 

Marine is currently focusing on in-

ternational expansion. A number 

of prestigious orders from coun-

tries like the United Arab Emirates 

mean that it is already well on its 

way to achieving that goal. ❙

››› Interview with Nils Morén, Sales and Marketing Director at Swede Ship Marine AB

A 27 m patrol boat cruises coastal waters

Coastal rescue vessel being put through its paces

http://www.european-business.com
mailto:ssm%40swedeship.se?subject=European%20Business%20Q2-2015
http://www.swedeship.se

