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Interview with Christine Walker, Owner, Founder and Managing Director of 

PLU GmbH

Tuning for the boss
Every executive or manager needs someone to organize his or 
her daily schedule, to prepare documents and presentations, 
to arrange meetings – to provide backup in all their activities. 
As demands have become more and more complex, the tradi-
tional role of a secretary has been taken on by well-qualified 
assistants who are responsible for the management of every-
thing that happens behind the scenes. PLU GmbH in Munich is 
a highly specialized provider of professional services designed 
to support executives. Founder, Owner and Managing Direc-
tor Christine Walker has developed a unique qualification and 
training concept to train young people within the shortest time 
to meet the complex needs of modern managers.

Today, the business is based on 

four major pillars. These are Con-

sulting, Academy, Top Assistant 

and Search & Placement. In the 

consulting field, PLU focuses on 

office coaching. Following a con-

structive coaching concept which 

includes five training days, PLU 

identifies potential areas in which 

time can be saved. “A good as-

sistant and efficient management 

structures can activate manage-

ment time of over 20% within a 

few weeks,” says Ms. Walker. After 

the coaching phase, the company 

assists its clients in building “win-

ning teams” by enhancing the 

qualification profiles of their assis-

tants and in releasing time.

The Academy offers special train-

ing seminars for management 

assistants and executives. “It is 

important to make the executive 

and the assistant a team,” says 

Ms. Walker. “Both parties benefit 

from cooperation. The CEO gains 

more time while the assistant can 

take on new jobs and improve his 

qualifications.”

With its Top Assistant service, 

PLU provides qualified 

assistants for CEOs, di-

rectors and managers, 

for example to help 

out at peak times, on 

special projects or to 

handle staffing short-

ages. All assistants 

provided by PLU are 

highly experienced 

and draw on special know-how. 

PLU is able to react quickly to re-

quests – even across Europe.

Last but not least, PLU is a reli-

able partner in finding the perfect 

assistant. The company follows a 

structured process in finding (As-

sistant Search) and placing (Assis-

tant Placement) assistants and in 

carrying out special assessments 

(Assistant Assessment). 

›››

PLU GmbH
Maximilianstrasse 58 
80538 Munich 
Germany

 +49 89 232391690 
 +49 89 232391691

 mail@plu.de 
 www.plu.de

Christine Walker believes in team spirit; here, the 
PLU team at a run

Christine Walker is dedicated 
to her job and passionate about 
exceeding the expectations of 
her clients

http://www.european-business.com
mailto:mail%40plu.de?subject=European%20Business%20Q4-2015
http://www.plu.de
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“I have a good intuition for finding 

the right assistant, to train them 

and to speed them up,” says Ms. 

Walker. “In the beginning, our peo-

ple undergo a kind of performance 

test. In fact, I learned this concept 

from serious sports. Then, I de-

velop an individual training sched-

ule. Within only six weeks, we are 

able to speed up our trainees. 

Even young people with little job 

experience will be able to handle 

the needs of an executive of a DAX 

company. Also, I encourage them 

to be self-confident.”

Ms. Walker’s strategy is paying off. 

Her reference list reads like the 

“who’s who” of the German econ-

omy. She is well-known outside of 

Germany, too, and has customers 

in Austria and Switzerland. She 

has also carried out projects for cli-

ents from England and France.

“Time is the most valuable asset 

we have and in business, time is 

money,” says Ms. Walker. “Today, 

more and more CEOs understand 

that it is important to delegate in 

order to have more time for the 

important decisions. We all want 

more time. I know exactly how this 

feels as I was caught on the tread-

mill for a while, too. Then, I had 

an epiphany and reorganized my 

complete schedule – my whole life. 

›››  Interview with Christine Walker, Owner, Founder and Managing Director of 

PLU GmbH

Now I am much more productive 

with less effort. Most importantly, I 

was able to enhance my quality of 

life. We only have one life.”

Ms. Walker is positive about the 

future. “I see huge potential for my 

approach to business,” she says. 

“Also, my concept meets the spirit 

of the times. We give young people 

a chance to develop.” ❙

http://www.european-business.com
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Télé Anzère SA
Batterie de la Télécabine 
1972 Anzère 
Switzerland

 +41 27 398 1414

 info@teleanzere.ch 
 www.teleanzere.ch

Interview with Gilles Praplan, Director of 

Télé Anzère SA

An Alpine paradise
The Valais region of Switzerland is bless-
ed by unparalleled natural beauty. Rug-
ged Alps tower over crystal clear lakes 
while picture postcard-pretty villages 
nestle in the valleys. The area is home 
to several of Switzerland’s most popu-
lar ski resorts and attracts ramblers and 
hikers in the summer months. With 70 
km of ski pistes and a panoramic view of 
the Alps, the Anzère mountain resort of-
fers escape from everyday stresses. Op-
erated by Télé Anzère SA, it trans-
ports over 160,000 people 
up the mountain 
each year.

The first ski lift in Anzère was built 

in 1961 but the cable car ferrying 

passengers from the base station 

at 1,500 m up to the 2,362 m Pas 

de Maimbre was not built until 

1965. Refurbished in 1999, the 

cable car whisks passengers to a 

mountain paradise in a matter of 

minutes. From there they can ac-

cess over 70 km of prepared ski 

pistes during the winter season 

or an unlimited network of Alpine 

trails for keen and amateur hikers 

in the summer months. “Ours is 

a seasonal business in which the 

winter dominates,” explains Direc-

tor Gilles Praplan. “The winter sea-

son starts in December and car-

ries on through to the week after 

Easter, depending on the weather 

and snow conditions.” Last year 

Télé Anzère carried 150,000 

people in the winter season and 

between 10,000 and 15,000 in the 

summer. “Today, our clientele is 

mainly made up of Swiss guests,” 

says Mr. Praplan. “The strong 

Swiss franc has made Switzerland 

very expensive for people from 

Germany, Belgium or the UK and 

many have sold their chalets back 

to Swiss buyers.” 

The Anzère resort has an intimate 

atmosphere. The villages are all 

small and people know each other. 

The ski resort caters to skiers of all 

abilities and a ski school ensures 

that this wonderful sport is passed 

on to the next generation. “We 

operate the lifts in the resort, pre-

pare the pistes and make artificial 

snow where it is needed,” says 

Mr. Praplan. “We will continue to 

invest in the lifts and snow-making 

equipment to ensure that we can 

offer winter holiday-makers the ski-

ing experience they have come for. 

We also offer a number of special 

events throughout the season such 

as night-time skiing and torchlight 

descents. There is always a cel-

ebration to mark the end of the 

winter season. The last two winters 

were disappointing with the first 

proper snowfall coming just after 

Christmas. This means that budg-

ets are tight at the moment. Nev-

ertheless, we have set up a tourist 

agency with other business opera-

tors in the resort to help boost visi-

tor numbers.” ❙

Soaring high above the valley floor to whisk winter sports enthusiasts and nature 
lovers up to a mountain paradise

http://www.european-business.com
mailto:info%40teleanzere.ch?subject=European%20Business%20Q4-2015
http://www.teleanzere.ch
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 Interview with Bernd Eckl, Executive Vice President Sales, Marketing,  

Business Development & Corporate Communications at Getrag

Shaping the mobility of the future
Transmission systems are essential and com-
plex elements of a car that contain a great 
number of components working together to 
move a vehicle. Getrag in Untergruppenbach 
is a leader and pioneer when it comes to inno-
vative, future-oriented transmission systems. 
The Swabian company operates all around the 
globe, striving to offer sustainable and energy-
efficient solutions that bring forth the individual 
mobility of the future. The constant quest for 
innovation sets it apart from the market – and 
so does its extraordinary sense of social  
responsibility.

EB: Getrag was founded 80 years 

ago and has developed from a 

traditional German family business 

to a globally operating automotive 

supplier. Privately owned Getrag is 

one of the world’s largest manufac-

turers of transmission systems for 

passenger cars and light commer-

cial vehicles. On a fiercely compet-

itive market, the company regularly 

sets benchmarks. What have been 

the most important milestones in 

Getrag’s history?

Bernd Eckl: We are very proud to 

celebrate Getrag’s 80th anniversary 

this year. There have been many 

milestones and turning points so 

far, but I would like to highlight 

four decisive steps that have been 

responsible for the company’s dy-

namic development. Our ongoing 

internationalization started in the 

1980s. In 1982, Getrag founded 

its first subsidiary in the United 

States, which was the beginning 

of steady international develop-

ment and an important milestone 

in Getrag’s history. Another crucial 

milestone was the joint venture 

with Ford in 2001. For the first 

time, we learned about the or-

ganization of processes of an OEM, 

and this has deeply influenced the 

way we organize certain processes 

today. The way we think about 

the relation between customers 

and suppliers has changed com-

pletely. A third important step was 

the introduction of dual clutch 

transmissions in 2008 for Ferrari, 

BMW and Ford that bridge the gap 

between manual and automatic. 

While Getrag used to focus on 

manual transmissions, it was the 

first time that the company intro-

duced fully automatic systems, 

and this opened up completely 

new prospects. In 2015, we are 

going to produce 1.2 million dual 

clutch transmissions, and over 

the next five years, the number 

will even increase to three million, 

which means that it will become 

the company’s most important 

business unit. The last decisive 

milestone with a huge impact on 

future strategies was a joint ven-

ture with the Chinese company 

Jiangling Motor Company in 2007, 

followed by a joint venture with 

DongFeng. As a result, these days, 

Getrag has nearly 5,000 employ-

ees at five sites in China. We are 

very proud of our activities in Asia, 

the fastest-growing market in the 

world.  

›››

Bernd Eckl, Executive Vice 
President Sales, Marketing, 
Business Development & 
Corporate Communications

GETRAG International 
GmbH
Hermann-Hagenmeyer-
Strasse  
74199 Untergruppenbach 
Germany

 +49 7131 64440 
 +49 7131 6444204

 getrag.info@getrag.com 
 www.getrag.com

http://www.european-business.com
mailto:getrag.info%40getrag.com?subject=European%20Business%20Q4-2015
http://www.getrag.com
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EB: Could you please give us an 

overview of some facts and figures 

that best illustrate the company’s 

core competences? What are 

Getrag’s most important products 

and markets, and how has the 

portfolio developed over the years?

Bernd Eckl: Today, Getrag has 

13,500 employees worldwide; 

4,750 of them are based in Ger-

many. Thanks to their skills and 

expertise, Getrag is the world’s 

largest independent supplier of 

car transmissions. With our three 

business units Getrag Asia-Pacific, 

Getrag Ford Transmissions and 

Getrag, we focus on the three 

product units manual transmis-

sions, dual-clutch transmissions 

and hybrid transmissions. The 

product portfolio ranges from 100 

to 800 Nm for different car types, 

which makes us the biggest inde-

pendent manufacturer of transmis-

sions worldwide. A second supplier 

with a similar portfolio will be hard 

to find. We see great potential for 

our products, especially for dual 

clutch transmissions as they offer 

greater driving comfort combined 

with high efficiency and low fuel 

consumption. We are operat-

ing on an extremely fast-growing 

market here. We not only deliver 

future-oriented products but work 

out complete concepts in close 

cooperation with customers, which 

are mainly well-known automobile 

manufacturers. 

EB: Getrag operates on three con-

tinents, is the world’s number one 

in terms of transmissions and is a 

highly appreciated partner to the 

automotive industry. What are the 

main challenges of the future? 

Bernd Eckl: Innovation is an ongo-

ing process at Getrag, and our 

goal has always been to spear-

head technology. This year, we 

introduced smart actuation for 

dual clutch transmissions with wet 

clutches as well. We developed a 

modular and fuel-efficient trans-

mission family that is suitable for 

many different applications. Due to 

this innovative actuation concept, 

we have succeeded in further im-

proving the fuel efficiency of our 

dual-clutch transmissions with wet 

clutches. Besides that, we focus a 

lot on hybrid transmissions, which 

again results in higher efficiency. 

Apart from new products, we are 

always working on a balanced 

customer portfolio with both mass 

producers and premium manufac-

turers and on further strengthening 

our brand. Getrag is synonymous 

with the home of transmission; at 

the same time, it is synonymous 

with a people-oriented culture and 

a strong sense of social respon-

sibility. We installed a childcare 

center in the company, and the 

kids’ laughter and crying are 

ubiquitious – even when you are 

in meetings. At the end of the day, 

this makes us strong and sets  

us apart. I love working here,  

and I hope that, despite Getrag’s 

steady growth strategy, it will never 

lose sight of its social and cultural 

values. ❙

Thanks to smart actuation, the seven-speed dual-
clutch transmission 7DCT300 requires only about 30 
W, roughly the same amount of energy as a lightbulb

For 15 years, Getrag’s headquarters has been 
based in Untergruppenbach 

›››  Interview with Bernd Eckl, Executive Vice President Sales, Marketing,  

Business Development & Corporate Communications at Getrag

http://www.european-business.com
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Interview with Ing. Petr Gross, Managing Director of 

Ing. Petr Gross s.r.o. 

Perfection in plastic parts
Identifying market opportunities is a proven means for economic success, as the Czech com-
pany Ing. Petr Gross s.r.o. well documents. Starting out as a small injection moulding shop 
with three machines and a staff of eight, the company has developed into a medium-sized 
business with 35 machines and a staff of 200, a competent partner for high-quality plastic 
parts for demanding applications. Owned and headed by the namesake Ing. Petr Gross, the 
Czech plastics specialist owes its success to the flexible reaction to market trends and to on-
going investments in state-of-the-art technology.

“It all started in 2001 with a 

competition in Milotice,” says 

Mr. Gross, Managing Director. 

“A competition about injection 

moulding, and I was the winner.” 

Mr. Gross was no newcomer to the 

trade. He had a lot of professional 

experience, and at the time he 

was Managing Partner of a plas-

tics processing company. He sold 

his shares in that company and 

founded a new one bearing his 

name, Ing. Petr Gross.  “Parts for 

white goods were the first prod-

ucts we manufactured, mainly for 

coffee machines and kettles for 

Siemens and Bosch,” explains 

Mr. Gross. “Then there was an 

opportunity to make automotive 

parts, and we started manufactur-

ing technical parts and lighting 

components for cars. By and by 

we realized that there was no 

future in white goods as Siemens 

and Bosch had gone to China for 

production. So we concentrated 

on the automotive industry and 

invested in new technologies and 

new machines to cope with the 

challenge of rapid development. 

For example, we introduced two-

component injection moulds, and 

we were the first in the Czech 

Republic to offer three-component 

injection moulds.”

Today, the company has a staff of 

200 and generates turnover of 320 

million CZK, about twelve million 

EUR. Ing. Petr Gross has its own 

tool shop with a staff of 45 plus five 

specialists for development. “90% 

of our products are made for the 

automotive industry,” states Mr. 

Gross. “Lighting technology and 

optical parts are our specialty. We 

have invested a lot of money in this 

technology, and we are leading the 

way in Europe today. For exam-

ple, we manufacture thick-walled 

lenses for Bentley, Jaguar and 

Range Rover. We also develop our 

own products such as automatic 

snow chains, which can be easily 

adjusted to the wheels of cars or 

trucks.”

›››

Lighting components for cars, an Ing. Petr Gross speciality Plastics for demanding applications, special components for the automotive industry 

http://www.european-business.com
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Ing. Petr Gross s.r.o. 
Milotice nad Bečvou 96  
75367 Milotice nad Bečvou  
Czech Republic 

 +420 581 110507 
 +420 554 213814

 info@ipg.cz 
 www.ipg.cz

Czech automotive suppliers are 

the main target group of Ing. 

Petr Gross. “We have hardly any 

exports, as almost all carmakers 

have Czech facilities,” underlines 

Mr. Gross. “We can also do without 

marketing. We are well known, and 

suppliers of lighting systems are 

aware of our competence. They 

keep placing orders. We have the 

latest technology, a highly expe-

rienced and motivated staff, and 

we always try to meet customers’ 

requirements promptly. We want to 

further optimize operations to re-

duce production time and cost. We 

have an eye on market trends and 

invest in new solutions. You never 

know what the future will bring. All 

you can do is react flexibly to the 

market, and that’s exactly what we 

do, now and in the future.” ❙

Lighting technology and optical parts, such as thick-walled lenses, are part of Ing. 
Petr Gross’s product spectrum

›››  Interview with Ing. Petr Gross, Managing Director 

of Ing. Petr Gross s.r.o. 

http://www.european-business.com
mailto:info%40ipg.cz?subject=European%20Business%20Q4-2015
http://www.ipg.cz
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Interview with Bart Van Malderen, Owner and CEO of 

Drylock Technologies GROUP

Comfort and security:  
the next generation 
of hygiene products

When it comes to absorbent hygiene products, effectiveness 
is key. However, comfort also carries a lot of importance. 
Having both together – effectiveness and comfort – is ideal. 
Drylock Technologies GROUP masterfully combines both 
elements. The result is a dependable, comfortable and 
more environmentally friendly product.

Ontex was founded in 1979 by 

Paul Van Malderen. “My father 

started the business and began 

producing pads for hospital beds 

in his garage,” says Bart Van Mal-

deren, Owner and CEO of Drylock. 

In just six short years, the compa-

ny was able to move from a garage 

to a large machine park facility. Mr. 

Van Malderen joined his father’s 

company in 1987 and has been 

working on making the company 

more successful with each passing 

year. 

In 2007, Bart sold Ontex and left 

the business for a few years until 

2012 when he started up Drylock 

for innovation reasons. “I noticed 

that some things did not happen 

in this market; the big players did 

not really innovate baby diapers,” 

explains Mr. Van Malderen. “I real-

ized that diapers could be made 

much thinner.” Drylock achieved 

this thinness by eliminating fluff 

pulp from the diapers. By manu-

facturing diapers that are com-

pletely pulp free, the company was 

able to make each diaper only a 

few millimeters thick. 

Due to this innovative product 

approach, Drylock initially only 

competed in the premium market. 

Now, the company is becoming 

more active in the non-premium 

sector. “We started with completely 

new premium products and then 

added the bulk of classical prod-

ucts. It is a two-tier strategy,” adds 

Mr. Van Malderen. The company 

focuses on three distinct groups: 

baby care, adult care and femi-

nine care. “We sell our products 

in the institutional market and the 

consumer market,” says Mr. Van 

Malderen. Drylock sells in 28 Eu-

ropean countries and is expanding 

its influence in other areas of the 

world, such as Russia, the United 

States, China and Australia. “You 

have to be strong in the core coun-

tries first and then expand beyond 

that,” states Mr. Van Malderen. 

The expansion for Drylock includes 

building new production plants but 

also concentrating on non-physical 

expansion, such as writing pat-

ents for its various products. This 

growth in physical and non-physi-

cal areas means that new employ-

ees are needed. 

››› 

Let your baby 
feel the freedom 
of thinness with 

Drylock’s Magics 
diaper line

http://www.european-business.com


businessEU
RO

PE
AN

11

Currently, the company employs 

about 760 people but is expect-

ing to employ over 1,000 by next 

year.  Company turnovere is also 

expected to increase from 120 to 

125 million in 2014 to around 250 

million by next year. 

Even though the company mainly 

focuses on the premium market, 

it is still able to compete with the 

larger multinationals. One of the 

reasons Drylock is so competitive 

is because it is a private label  

manufacturer. The company 

provides labels for supermarket 

chains, among others for Jumbo 

in the Netherlands, E. Leclerc in 

France and Coop in Switzerland 

and Scandinavia as well as Lidl 

in 28 countries. For the smaller 

supermarket that does not have 

its own brand, Drylock uses its 

in-house brand named Magics. 

“In the past, the manufacturer of 

private label products was never 

visible on the packaging. Now 

we are with the phrase ‘Drylock 

technology inside’ printed on the 

package,” says Mr. Van Malderen. 

“Some clients want to put empha-

sis on comfort in their promotion, 

others on the environment and 

sustainability.”

Drylock, along with using no trees 

in the production of its fluffless 

products, also uses no glue in 

the absorbent core, which means 

fewer chemicals are used in the 

manufacturing process. Addition-

ally, due to the thinness of the 

products, the company is able 

to maximize space during trans-

port and within the stores. This 

means fewer trucks are needed 

to transport the products, which 

means fewer harmful emissions 

are released into the air. “Drylock 

is committed to the environment. 

I think this really endears the 

company in the hearts and minds 

of our consumers,” says Mr. Van 

Malderen. 

In order to reach a wider customer 

base, Drylock is active at trade 

fairs. One of the most important 

trade fairs the company attends is 

PLMA (Private Label Manufactur-

ing Association) in Amsterdam. 

Other than trade fairs, the compa-

ny introduces its products directly 

to prospective clients. “Whenever 

clients want to promote one of our 

products, we cooperate and set up 

promotions together,” explains Mr. 

Van Malderen. 

In the next three to five years, Dry-

lock plans to increase sales in its 

feminine and incontinence/adult 

product groups. “We make adult 

care incontinence products that 

give people their social lives back,” 

says Mr. Van Malderen. “Inconti-

nence is one of the last taboos in 

our society and affects people of 

all ages.” Drylock is dedicated to 

making its products even thinner 

so that they feel more natural when 

on the move. “Whether our client 

is a toddler or an adult, Drylock is 

there for the active person in eve-

ryone,” says Mr. Van Malderen.  ❙

Drylock Technologies N.V.
Spinnerijstraat 12 
9240 Zele 
Belgium

 +32 52 559560

 info@drylock.eu 
 www.drylock.eu

The modern interior 
of one of Drylock’s 
production plants

A view of Drylock’s 
headquarters in 
Zele, Belgium

Experience peace of mind every day with 
Drylock’s incontinence products

›››  Interview with Bart Van Malderen, Owner and 

CEO of Drylock Technologies GROUP

http://www.european-business.com
mailto:info%40drylock.eu?subject=European%20Business%20Q4-2015
http://www.drylock.eu


businessEU
RO

PE
AN

12

Enveloprint bv
Meniststraat 14 
7091 ZZ Dinxperlo 
The Netherlands

 +31 315 659696 
 +31 315 659602

 stationery@enveloprint.nl 
 www.enveloprint.nl

Interview with Koos Nederlof, Director of 

Stationery for Enveloprint bv

Creativity and quality in the  
paper product industry
Marketing a company’s products in an effective and exciting way is a constant challenge for 
each product development team together with the marketing department. Employees must 
evaluate how to present, package and display a product. Besides manufacturing, Enveloprint 
Stationery bv is there to support companies with each step of the creation and marketing  
of its paper products. Enveloprint is committed to being a full service provider for all of its 
clients in the commercial sector. 

Enveloprint bv was founded in 

1916 and is organized into two 

divisions: Business Papers and 

Stationery. The Business Papers 

division prints letterheads and oth-

er company-specific printed matter 

for its clients mainly in the Nether-

lands. The Stationery division has 

a large international focus, and 

this part of Enveloprint is active in 

25 countries. The services offered 

by Enveloprint Stationery include 

producing private label products 

and creating different types, tex-

tures and colours of paper in order 

to provide a wide range of paper 

stock. From this range it creates 

envelopes and develops creative 

products such as greeting cards, 

gift sets and scrapbooking materi-

als. 

“Trends change every few years, 

so we have trendwatchers who in-

form us of those shifts,” says Koos 

Nederlof, Director of Enveloprint 

Stationery. “We introduce a new 

collection every two years which 

we design ourselves.” Enveloprint 

Stationery is also up to date with 

cultural colour preferences. The 

company knows what its custom-

ers like in the Scandinavian coun-

tries and also what its customers 

want in Southern Europe. “It’s very 

important to be up-to-date with 

cultural colour differences, since 

this can help you sell your prod-

ucts more effectively,” explains Mr. 

Nederlof. 

The company’s target markets 

are retail chains, superstores and 

wholesalers. Enveloprint Stationery 

reaches clients through expos, 

face-to-face visits and themed 

special events. For the future, 

Enveloprint Stationery is consider-

ing expansion to the United States 

and increasing its presence in the 

digital design industry. “No matter 

what the future holds, Enveloprint 

will continue to offer a large as-

sortment of quality products to our 

customers while maintaining our 

various professional and environ-

mental responsibilities,” adds Mr. 

Nederlof. ❙

Enveloprint’s impressive stand at the Paperworld expo in Frankfurt, Germany

http://www.european-business.com
mailto:stationery%40enveloprint.nl?subject=European%20Business%20Q4-2015
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Crystal Hotels und  
Restaurants AG
Via Traunter Plazzas 1 
7500 St. Moritz 
Switzerland

 +41 81 8362626 
 +41 81 8362627

 stay@crystalhotel.ch 
 www.crystalhotel.ch

Interview with Marc A. Kilchenmann, General Manager of  

Crystal Hotels und Restaurants AG and Director of the Crystal Hotel

Popular place without price list
St. Moritz in Switzerland is one of the most popular ski resorts in 
the world. One of the most popular places to stay in the town is the 
Crystal Hotel. Located in the heart of St. Moritz, the four-star, family-
run hotel combines warm hospitality, outstanding service and the 
unique Alpine ambience to provide its guests with the perfect holiday 
experience – all of this without a fixed price list.

The Crystal Hotel in St. Moritz has 

a long tradition. The four-star hotel 

was established by the Steiner 

family from Zurich in 1942. And 

the family still runs the place to-

day. In 1997, the hotel was com-

pletely renovated. “Since then, we 

have invested between 500,000 

and one million CHF every year to 

further raise the standard for our 

guests,” says Marc A. Kilchen-

mann, General Manager of Crystal 

Hotels und Restaurants AG and 

Director of the Crystal Hotel. “At 

present, we are investing two mil-

lion CHF in the complete refur-

bishment of our Wellfit spa and 

wellness area. The whole place is 

being renovated and outfitted with 

the latest equipment, including 

sauna, steam bath, aroma showers 

and infrared cabins.” The Crystal 

Hotel has a high occupancy rate 

of 88% in summer; the annual 

average is 75%. Its 74 rooms and 

suites are furnished in a cozy Al-

pine style and offer all the ameni-

ties. Run by Chef Alessandro da 

Como, the hotel’s Grissini restau-

rant spoils its guests with top-class 

Mediterranean and Italian cuisine 

and has been awarded 14 Gault & 

Millau points.

Situated in the famous resort town 

of St. Moritz, the Crystal operates in 

a highly competitive environment 

with an exceptional hotel density. 

The four-star hotel is holding its 

own, though, thanks to a number 

of unique benefits. “We are a small 

gem in the heart of St. Moritz,” 

states Mr. Kilchenmann. “Our cen-

tral location is a major advantage. 

In addition, we have a very fair 

pricing policy. This relates to every-

thing from the rooms to our wines. 

We offer quality wines at very af-

fordable prices.” For room book-

ings, the Crystal has even com-

pletely done away with fixed prices. 

“We do not have a price list any-

more,” explains Mr. Kilchenbaum. 

“All room rates are calculated on a 

daily basis and include breakfast, 

use of the minibar, WLAN access 

and all wellness offers, without any 

hidden extra charges.” The Crystal 

is a member of the prestigious 

Small Luxury Hotels of the World 

association. Another major market-

ing tool for the Crystal is its modern 

website, which was relaunched 

only a short time ago and attracts 

guests with a best price guarantee 

for direct bookings of 5% below 

the well-known Internet booking 

platforms. ❙

Centrally located in St. Moritz, the Crystal Hotel offers 
all guests a warm welcome

The four-star hotel has 74 rooms and suites equipped 
with all the amenities

Run by Chef Alessandro da Como, the Grissini restau-
rant is a well-known gourmet mecca

The Grissini restaurant is famous for 
its top-class Mediterranean and Italian 
cuisine

http://www.european-business.com
mailto:stay%40crystalhotel.ch?subject=European%20Business%20Q4-2015
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EnerDry A/S
Kongevejen 157 
2830 Virum 
Denmark

 +45 45 260440 
 +45 45 260444

 info@enerdry.dk 
 www.enerdry.dk

Interview with Arne Sloth Jensen, Managing Director of 

EnerDry A/S

A new way of drying bulk
Climate change is still a huge problem in the world, and it is im-
portant to find ways of saving energy and reducing CO2 emissions 
to save the future of our planet. EnerDry A/S with headquarters in 
Virum, Denmark, has developed a steamdryer which saves emissions 
of 600 t of CO2 each day and does not produce any air pollution. The 
steamdryers are currently used for drying beet pulp for sugar facto-
ries, but the technology can also be used for other applications.

“From the beginning, we have 

aimed for large energy savings and 

avoided pollution to help improve 

the climate,” says Managing Direc-

tor Arne Sloth Jensen. “Our ambi-

tion is to reduce CO2 emissions in 

the world, and our technology offers 

a lot of opportunities to achieve this 

goal. Now, our focus is on spread-

ing the technology.” In 1981, Arne 

Sloth Jensen invented the innova-

tive steam drying technology, which 

is the key element of the drying 

systems. He was managing a sugar 

factory in Denmark, which needed 

a lot of energy in the drying pro-

cess. Within a department of the 

factory, he developed the technol-

ogy together with three other engi-

neers and built a prototype of the 

steamdryer for drying beet pulp in 

1985. In 1998, Mr. Jensen founded 

EnerDry A/S to sell the technology 

worldwide. “Today, 30 installations 

are operating around the globe,” 

says the Managing Director. “With 

the equipment, our customers save 

nearly 200 t of coal per day, with 

our largest installation saving emis-

sions of 600 t of CO2. In addition, 

there is no air pollution by dust or 

bad smell from VOC.” 

The company employs highly 

skilled engineers, who develop the 

systems according to the custom-

ers’ needs. EnerDry works together 

with a network of workshops in Nor-

way, Sweden, Denmark, Germany 

and Poland which are specialized 

in making the different parts ac-

cording to EnerDry drawings. The 

company also supplies drawings, 

so the clients can buy some of the 

components in their own countries. 

“We give guarantees for the func-

tion of the components and offer 

start-up, engineering and consult-

ing services,” explains Mr. Jensen. 

“We stay in close contact with our 

customers. Their feedback helps us 

to improve our technology.”

What is so special about the tech-

nology is that it does not use any 

energy because the energy is bor-

rowed from high pressure steam 

and brought back to the produc-

tion process as steam with lower 

pressure. It is not only suitable for 

sugar factories but also for other 

applications, such as the drying of 

wood chips, brown coal or other 

products. The technology can also 

help generate electricity in differ-

ent parts of the world, essentially 

improving power production from 

wet fuel.  ❙

The streamdryer plant in Pecinci, 
Serbia, saves emissions of 400 t of 
CO2 each day and does not produce 
any air pollution

http://www.european-business.com
mailto:info%40enerdry.dk?subject=European%20Business%20Q4-2015
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edding AG 
Bookkoppel 7 
22926 Ahrensburg 
Germany
 +49 4102 8080 
 +49 4102 808169

 info@edding.com 
 www.edding.com

Interview with Per Ledermann, CEO of 

edding AG

Thinking ink and more
Worldwide, edding is well known for its top-quality products such as 
permanent markers. With roots dating back to the 1960s, the fam-
ily company has always managed to adapt to new market trends and 
demands. At present, the company is successfully facing the chal-
lenges and opportunities of the digital transformation. Per Leder-
mann, CEO, is positive that the company will be able to maintain its 
leading market position on the basis of a well-balanced product port-
folio.

“Due to new technologies, the 

whole office market is being 

turned upside down,” he says. 

“For many companies, the paper-

less office is already reality. We 

will still be selling the classic ed-

ding 3000 20 years from now. But 

the number we sell will decrease. 

We are also researching disruptive 

technologies. This will be another 

important future issue.”

edding is already acknowledged 

for its interactive solutions. Under 

its brand Legamaster, the com-

pany develops and sells white-

boards and e-screens. “We offer 

comprehensive solutions,” says 

Mr. Ledermann. “For example, we 

help our clients in choosing the 

right software and offer electronic 

solutions such as height adjust-

able products. In the interactive 

field, consultancy is extremely 

important, too.”

Still, markers are the mainstay 

of the business. edding offers an 

unparalleled assortment of of-

fice markers, professional and 

industrial markers, and markers 

for private purposes, decoration, 

and artistic and creative use. The 

company is particularly known for 

the excellent performance of its 

industrial markers. For example, 

edding developed a special aero-

space marker for the turbines of 

an airplane in cooperation with 

British Aerospace. Also, the com-

pany’s creative assortment with 

porcelain markers, metallic and 

calligraphic pens as well as other 

special items is well-known. 

edding keeps its eyes open and 

is continuously searching for new 

application fields. The latest in-

novation created by edding is 

L.A.Q.U.E.®, a new nail lacquer 

with outstanding brilliance and 

durability. “We are looking for 

new fields where we can use 

our core competence,” says Mr. 

Ledermann. “We have always 

been good at developing bril-

liant colours for different types of 

surfaces. Our nail lacquer is ex-

tremely shiny, easy to apply, dries 

quickly and lasts a long time. Our 

strategy 2020 is based on a Jack 

Welsh Slogan: Change before you 

have to.” ❙

From left: edding Cofounder  
Volker Detlef Ledermann and son  
Per Ledermann

The latest innovation from edding: edding L.A.Q.U.E.® ensuring brilliance and durability

edding permanent spray was introduced 
in 2013 as part of the brand expansion 
in the creative sector

http://www.european-business.com
mailto:info%40edding.com?subject=European%20Business%20Q4-2015
http://www.edding.com
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Interview with Jérôme Goffinet, Communications Officer at 

Bières de Chimay SA

Beer and... cheese! –  
a match made in heaven
It is common knowledge that wine and cheese go well together. What is not so well known is 
that beer and cheese make for a delicious match, too. In the Belgian village of Chimay, the 
Trappist monks of Scourmont Abbey have been celebrating this combination for 150 years. 
Their company Bières de Chimay produces traditional artisanal beers, and it also has the 
perfect cheese to complement each beer. For all those who enjoy the quality and taste of 
traditional artisanal products, Bières de Chimay provides a range of delicious products in a 
heavenly combination.

At its cheese dairy, Chimay produces seven varieties of soft 
cheese to suit everyone’s taste, from mild to fruity to strong 

A reformed branch of the Cister-

cians, the Roman Catholic Trappists 

are a religious order that developed 

in the 17th century. Essential to the 

Cistercian order in general and the 

Trappists in particular is an ascetic 

lifestyle and the guiding principle 

‘ora et labora,’ meaning ‘pray and 

work,’ equally dividing monastic 

life into eight hours of prayer, eight 

hours of labour and eight hours 

of rest. Scourmont Abbey was 

founded in 1850 when 15 monks 

from an affiliated monastery made 

their way to Chimay and settled 

there. “The land for the abbey was 

a gift from the Prince of Chimay,” 

explains Jérôme Goffinet, Com-

munications Officer at Bières de 

Chimay. “Monks were bearers of 

knowledge, and the prince knew 

that wherever monks were present, 

centers of trade would evolve, and 

the region would flourish.” 

In 1862, twelve years after the 

foundation of the monastery, the 

monks began to brew beer and sell 

it to support the abbey. “The first 

beer brewed here was the red one, 

which we still sell today. We also 

call it Première,” Mr. Goffinet says. 

“Cheese was added a few years 

later. In 1876 one of the monks 

travelled to France, where he was 

introduced to cheese-making. He 

brought the French recipe back to 

Chimay, and the cheese has been 

produced here ever since.” While 

the Red Cap beer is still among 

Bières de Chimay’s products and 

the production processes for both 

beer and cheese still contain tradi-

tional craftsmanship, the portfolio 

has been extended since the old 

days. Besides the fruity Chimay 

Red Cap, a brown beer with an 

alcohol content of 7%, the brewery 

also manufactures Chimay Triple. 

Also referred to as White Cap, Chi-

may Triple is a delightful beer of 

golden colour with 8% alcohol con-

tent. Another dark beer is Chimay 

Blue Cap, with an alcohol content 

of 9%, today the mainstay of the 

company, making up 50% of all 

sales. A light beer is also offered in 

the form of Chimay Gold, contain-

ing 4.8% of alcohol and originally 

reserved for the inhabitants of the 

abbey. All the beers are available 

bottled in various sizes, and Chi-

may Red Cap, White Cap and Gold 

can also be enjoyed on tap with 

180,000 hl produced every year.

What makes Bières de Chimay 

special, besides its long history and 

tradition and artisanal approach, is 

its unique and successful combina-

tion of beer and cheese. “Everyone 

is aware of the possibility to com-

bine cheese and wine,” says Mr. 

Goffinet. “But combining cheese 

and beer actually works exception-

ally well. We offer a variety of soft 

cheeses that complement our dif-

ferent beers perfectly.” Altogether 

the cheese division produces 

around 800 t of cheese annually, 

divided into the seven varieties 

à la Chimay Bleue, à la Chimay 

Rouge, Poteaupré, Chimay Gold, 

Grand Chimay, Chimay Grand Cru 

and Vieux Chimay, ranging from 

creamy, mild, subtle or fruity to 

strong, firm or intense.

Structurally, the abbey has estab-

lished a foundation uniting several 

companies, among them Bières de 

Chimay as well as Chimay Fromag-

es SC, employing 230 members of 

staff altogether.                      ›››

http://www.european-business.com
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“The abbey is still the owner of the 

foundation and therefore of these 

companies,” Mr. Goffinet explains. 

“And while the brewery is still an 

actual part of the abbey, we had to 

externalize the bottling facility due 

to the noise. Also, the cheese dairy 

was moved to a different facility as 

different types of yeast are used for 

beer and cheese, and we wanted 

to avoid cross-contamination in 

order to ensure the highest quality 

results.” The abbey turns over 50 

million EUR per year with its beer 

production and an additional ten 

million EUR through cheese. 

“Our key markets are wholesalers 

for the hospitality sector as well as 

purchasing centers through which 

our beer is sold to supermarkets,” 

Mr. Goffinet states. “We are present 

at many events, at trade fairs and 

exhibitions, nationally and inter-

nationally.” Additionally, there is a 

sales room near Scourmont Abbey 

called Chimay Experience. “At the 

sales room, visitors can purchase 

our products, but more than that, 

it is also a hostel where people can 

stay overnight. We have our own 

restaurant and an exhibition area 

where people have the opportunity 

to witness the beer production 

process,” he adds. “Furthermore 

there is a boutique that sells our 

products.”

But the beers of Bières de Chimay 

are not only sold locally. It is ex-

ported worldwide to the USA, Asia 

and many other countries. “Our 

distribution channels vary slightly 

depending on the country,” says 

Mr. Goffinet. “This is owed to gov-

ernmental regulations. In Norway, 

for example, the state’s involvement 

is still very extensive.” This, how-

ever, does not impair the success of 

the traditional beer producer. “The 

market situation in general is very 

good,” Mr. Goffinet explains. “There 

is a current trend towards artisan-

ally brewed beer, and there are 

many aficionados keen to savour 

typical beer varieties.” According 

to the Communications Officer, 

the emphasis is no longer on high 

amounts of drink but rather on the 

pleasure of its specific taste. The 

long history and great tradition of 

Bières de Chimay is an additional 

selling point. Also, its combination 

of beer with its variety of cheeses is 

very well received. “It is this com-

bination that we want to continue 

to develop,” states Mr. Goffinet. 

“In Chimay, this combination has 

been alive for 150 years now, and 

that’s how we want it to remain in 

the future. It is a truly delightful and 

successful combination. A match 

made in heaven.” ❙

Scourmont Abbey was founded by Trappist monks in 1850

Bières de Chimay SA
Route Charlemagne, 8 
6464 Baileux (Chimay) 
Belgium 

 +32 60 210311 
 +32 60 213422

 marketing@chimay.com 
 www.chimay.com

Bières de Chimay has produced traditional artisanal beers for 150 years now

Chimay beer and cheese are a delicious match

›››  Interview with Jérôme Goffinet, Communications Officer 

at Bières de Chimay SA
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