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I

am looking forward to the digital world

Oh yes, and when my car needs washing, I don’t

of tomorrow. Let’s open the doors to

need to be there either. A clever car can do that

other important task: the many companies with
long and solid traditions must not be allowed

progress! Thus far it seems there has

on its own. Washing, drying, vacuuming—all of

to go under—they need to read the handwrit-

been too much talk and too little action.

that can be done while I take care of more im-

ing on the wall and find their place in the world
of tomorrow. Courageously, with imaginative

Nearly every day I see ways to make

portant matters. Maybe an inventive start-up

our lives and jobs easier. These ideas

troop in a garage somewhere is already design-

ideas, and a good sense for people, trends,

make me want to launch start-ups on the spot.

ing self-cleaning vehicle surfaces. Disruption!

and visions. That’s what transformation is all

How do you maintain excitement during meetings?

I would like to develop a digital world map for

For that would spell the end of the car wash

about—finding new forms.

executive board offices, which would show

business model.

By accelerating on the circuit, for example.

ness operations are running at their interna-

If the fridge in a smart home already knows

men who are working on the digital future. And

tional sites right then in real time. That would

that the grocery delivery service should bring

we look at the many innovations already under-

bring a new quality to transparency.

yogurt next time, that same company could

way at forward-thinking companies.

More information at: www.porsche-leipzig.com/events, events@porsche-leipzig.com, tel. +49 (0)341 999-13555

company leaders how the machines and busi-

also pick up my laundry and take it to the clean-

Whether a conference or gala evening: with us, your event is sure to be an exceptional
experience. The supporting programme: provided by Porsche. In the form of a factory
tour. Or driving event. On our FIA-certified on-road circuit or on our off-road track.
A business function really can be this exciting.

In this issue, you will meet fifty women and

When I land at an airport and it takes almost

er’s and back. And speaking of apps—as far

as much time to catch a taxi as the domestic

as I’m concerned, good digital apps should be

flight itself, I long for transportation services

like master keys. I like having everything done

to be digitally connected. That would ensure

from a single source: theater tickets linked to a

smooth and rapid transport to the final desti-

restaurant reservation, hotel stay, and museum

nation for both me and my luggage—with no

tour for a short getaway. And I’m by no means

long distances to walk and no waiting times.

the only person to have such desires.

I wish you much reading pleasure.

And at home in Stuttgart, I’m not terribly eager to park my car myself when shopping on

Now, I’m not about to found a start-up. Younger

Eberhard Weiblen

Saturdays. When I arrive at a parking garage,

people—digital natives—are better at that. But

Chairman of the Executive Board

the electronic parking assistant is welcome to

I am part of the large group of those who need

Porsche Consulting GmbH

take over and maneuver the car into a narrow

their services and therefore will help their new

parking place, and then retrieve it again when

business models become successful. More-

I call—via an app.

over, in my job as a consultant, I see yet an-
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Midnight. For a few hours now, fewer passenger trains will run on the line near the city
of Koblenz. The frequency of freight trains, however, will pick up. But if the technicians
from Deutsche Bahn (German Rail) close just one track on this multi-track segment, they
can replace a switch. And no train will have to wait. The construction crews are quick—a
new process means they need less time. As a result, Deutsche Bahn can speed up its
maintenance work and improve its on-time record.

  HEINER VON DER LADEN  

MARCO PROSCH

1 Preparing for the job: crew members from
DB Netz AG discuss the construction sequence.

2 Construction workers lift an abrasive rail saw onto
the track repair railcar. A checklist specifies which tools are
needed at the site.

G

ermany is a transit country. The center of Europe
is criss-crossed by long-distance transport routes.
People and goods are constantly on the move.
Their volumes increase every year. Without intensive maintenance, no infrastructure could handle
this enormous load. Whether roads or rails—everything needs
to be kept in good shape at all times.
Construction sites often cause lengthy traffic jams at peak
times on freeways. The same is true for railways: construction and other blockages can disrupt the exquisitely calibrated
timetable on Deutsche Bahn’s approximately 33,000-kilometer

6 Control and safety components must be removed
before the blade is replaced.

3 The repair railcar is driven to the
60-meter construction site. It leaves the
depot at around 10 p.m.

4 Preparation: at the Koblenz–Bonn segment on the left bank of the
Rhine, the equipment is unloaded right onto the switch.

5 Replacement part: the new switch blade—the movable part
of the switch—is laid onto the track bed.

network. The lines with the most traffic are especially susceptible to the domino effect: if one train is delayed, that can
quickly affect the ones following it.

is located on a segment of track between the cities of Bonn
and Koblenz. It is on the “left” side of the Rhine—one of the
main lines in the Deutsche Bahn network.

Trains tend to be criticized more than any other means of
transport. But Deutsche Bahn is investing enormous resources in improvements. And with good results. While most
of its customers are at home in their beds, its construction
crews head out in their yellow maintenance railcars to keep
the network in good working order. The switches are especially vulnerable to wear, so they need to be replaced at the
right intervals. The switch scheduled for replacement tonight

We visit the replacement site, a short distance from the station
in Brohl. The safety guards are already at their posts. They
wear neon yellow vests and hold multi-tone warning horns to
signal the approach of trains on the adjacent track. In unrelenting rain, the ten-member crew unloads abrasive rail saws and
welding equipment from their maintenance railcar. Their task
is to replace a blade—the movable part of the switch. “This
is a typical maintenance job that we do more than 300 times

a year in our area alone,” says André Corsten, a maintenance
manager for the central region of DB Netz AG. A subsidiary of
Deutsche Bahn, this company is Europe’s largest rail infrastructure provider. Deutsche Bahn is not the only railway company
in the country. It shares the German rail network with more
than 400 competitors—and they too expect their trains to run
smoothly on intact tracks.

7 At temperatures of just above freezing, the old switch blade
has to be heated up before work can begin.

8 The small team of ten works closely together.

“Switches have to handle extreme loads,” says Corsten. “So
it’s very important for us to ensure good quality.” Deutsche
Bahn owns more than 66,500 of these switches. Each one
should last for decades—up to 40 years if well maintained. p

9 Erik Masurat, an area manager at DB Netz AG, and Roland Sitzberger from
Porsche Consulting (right) document the work process: “It’s all within plan.”

10 An abrasive rail saw is used to cut the old
switch blade from the rail.

11 The new switch blade—which weighs 1,800 kilos—
is installed with the help of a track lifting machine.

They’re made of very tough material. Heavily loaded freight
trains can easily exert an axle load of up to 22.5 tons on the
narrow strips of steel—in everything from icy cold conditions
to blazing midsummer heat.
Replacing the blade on a switch is hard work. But it requires
more than muscle power alone. The crew members are experts. Each procedure needs to be done absolutely correctly.
And coordinated with those of their colleagues. DB Netz AG
wants to further improve the working conditions for its welltrained specialists. And that starts before its crews set off in
the night. “We need a more efficient planning process,” says

16 Any projecting steel parts are
sheared off.

12 The superstructure welder adjusts the new
switch blade with an alignment bar. The connection
has to be exact down to the last millimeter.

Corsten. “Which is why we’ve been working with the engineers
from Porsche Consulting to develop a slot plan. It lets us
determine our maintenance needs early on, deploy our staff
accordingly, and thereby increase our efficiency at construction sites.” Corsten has the figures to prove that good planning can produce measurably better results. “Our new strategy enables us to handle up to 20 percent more construction
sites a year,” he reports.

13 The welding mold is placed on the gap at
the welding point.

14 The mold is preheated with two gas flames to
compensate for the difference in temperature.

15 Liquid thermite superheated to around
2,400 degrees Celsius fills the gap in the
mold and joins the two ends of the rail.

laid. The steel is cooling at the welding points. The final grind
will soon be done, and checked with a meter-long steel ruler.
The seam is hardly visible. The crew quickly loads the equipment back onto the yellow maintenance train, which slowly
starts up. The safety guards are the last to leave their posts.
Masurat had scheduled four hours of work for this job. “We’re
well within plan,” he says. Peak time will soon be upon us, on
the line between Bonn and Koblenz. f
porsche-consulting /bahn_en

It’s now three in the morning at our construction site near
Brohl. Erik Masurat, the “track” area manager, nods in satisfaction. The new 1,800-kilogram switch blade has been

17 The remaining glowing weld solidifies within
a few minutes.

18 Extraneous material is removed with a grinder.

19 Grinding goes from coarse to fine. Now
the welding point has to cool for 60 minutes.

20 Before fine grinding begins, a load gauge
measures the pressure on the new switch blade.

21 Final check: A track repairman runs his hand
over the finely ground welding point. The switch blade
has been replaced in four hours.
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CURI
OSITY

W

hat exactly is curiosity? “It is the desire to

CURIOSITY CAN BE TRAINED

know more. And to be able to do more,”

“People have a strong urge to fill the gaps in their knowledge,”

says educational scientist Carl Naughton.

he adds. Based on his theory, curiosity on the job consists of

Brain scans show that the capacity for cu-

four dimensions. The first is a general inquisitiveness or desire

riosity is implanted deep in the mind. Its lo-

for new information. The second is an inner drive to completely

cus suggests that it must be very old in evolutionary terms.

understand how solutions to complex problems can work. “Em-

A native of Britain who works at the University of Cologne,

ployees who are curious have been shown to be more conscien-

Naughton has spent ten years on the question of “How does

tious,” says Naughton. “They tackle questions at work with more

the world enter our brain?”

persistence, intensity, and creativity.” The third dimension has
to do with a tolerance for uncertainty—the ability to handle new

He has examined 800,000 years of human history in search of

situations that one has not yet mastered and cannot yet assess.

the wellspring of curiosity. “Very early on, humans developed

“Curious people are better able to deal with change,” he says.

the ability to examine the unknown and to pursue questions per-

People can train this capacity, and raise their tolerance level in

sistently until finding the best possible solution.” This started

the process. And the fourth dimension is an openness to differ-

way back in early history—with the use of fire and the produc-

ent perspectives. “Curious individuals want to understand other

tion of the perfect spear.

people’s perspectives just as well as their own,” he notes. “They

UPBRINGING CAN DISCOURAGE INNOVATION

cause of their interest in how others see the world.” Openness

However, says Naughton, curiosity is not present to the same

can be trained as well.

have fewer conflicts in social relations and communications be-

OVERCOMES BARRIERS
   SVEN HEITKAMP  

MARCO PROSCH

extent in all people. In addition to genetic reasons, our social
environment also plays a role. “The degree to which curiosity

Curiosity is also important for the behavior of management per-

develops in our personalities depends on how well we use this

sonnel. One team leader at a large corporation not only had his

resource.” When children grow up hearing their parents say,

members present their solutions to problems. He also asked

“Stop asking so many questions!” this is akin to “pulling the

how they had arrived at their answers. This question alone

brake on innovation.”

paved the way to a different culture of communication. Because
they were given the opportunity to explain both their solutions

But parents may not be the only ones who have taken the wrong

and the efforts they had put into finding them, the teams felt

approach here. For decades now, companies have neglected

that they had been seen and heard. As Naughton sums it up,

to cultivate their employees’ curiosity. According to Naughton,

“When management personnel take an open approach, it’s like

“A company’s innovative power is defined by the curiosity of its

a supercharger for motivating employees to put more of their

employees.” More and more businesses are therefore starting

own energy into curiosity and innovation.” p

to break down the barriers to innovation. As the expert notes,
“It’s in a company’s interest for all of its employees to participate
in processes of change and in expanding the pool of knowledge.”

CURIOUS PEOPLE MAKE BETTER EMPLOYEES
Curiosity can be measured. Patrick Mussel, a Würzburg-based
psychologist, developed the Work-Related Curiosity Scale a few
years ago. Just ten questions reflect the level of an individual’s
desire for newness and change. Respondents assess their approach to work by assigning a number from 1 to 7 to brief statements such as “I enjoy developing new strategies.” Or, “It’s fun
to try new approaches and figure things out.” The answers yield
their curiosity quotient. “A high score on this test is a proven indicator of higher job performance,” says Naughton.

Carl Naughton (born in 1970) is a native of Britain with a profound
sense of curiosity. He has a doctorate in linguistics and educational
science, is a trained actor, an author, and co-founder of the
Braincheck agency in Cologne.
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PORSCHE

MANY EMPLOYEES
HESITATE TO ASK
QUESTIONS
PRODUKTION 4.0
PRODUCTION

The Merck Group studied the “curiosity index”
of employees in Germany, China, and the
United States.

MERCK

ROBOT PARADISE

new. The urge to explore and the joy of discovery are therefore our
most important resources as we search for solutions to global challenges such as the demographic structure of our society and population

Merck CEO Stefan Oschmann wants his employees

growth. And that’s why curiosity should play a central role in our work.”

to dare to be more curious.

In order to define and measure curiosity, Merck worked closely together

M

with an expert in the field, Professor Todd Kashdan from George Mason
University in Fairfax, Virginia. Together they worked out four dimensions
erck, a global research and technology corpora-

of curiosity: inquisitiveness, creativity, openness, and stress resistance.

tion headquartered in Darmstadt, is a heavyweight

Merck carried out a study consisting of online interviews of more than

in healthcare, life science, and performance mate-

3,000 full-time employees in Germany, the United States, and China.

rials. It employs 50,000 people in 66 countries,

The study also included interviews of focus groups.

and posted sales of around 15 billion euros in 2016.
Its employees work to further develop technologies

Nearly three quarters (73 %) of the participants reported that they hesi-

that enhance life — such as biopharmaceutical treatments for cancer

tate to ask more questions at their places of work. Almost half of the

and multiple sclerosis, cutting-edge systems for scientific research and

employees in Germany (45 %) agreed with the statement “my employer

production, and liquid crystals for smartphones and television screens.

discourages me from challenging the status quo.” To develop new

No one at this company can afford to stand still. Its competitors aren’t

ideas, the main thing employees need is flexibility. Thirty-five percent

standing still, either. Which is why Merck is promoting curiosity as a driv-

of German employees cited self-directed work as the most important

ing force for innovation.

factor here.

Merck recently wanted to find out how curious employees are. Although

To improve this situation, Merck launched its Curiosity Initiative in August

curiosity plays an important role at work, most participants in the com-

2016. Visitors to the interactive online platform at curiosity.merck.de

pany’s study did not consider themselves to be curious. Just one in

can take a test to discover how curious they are. And receive tips on

five people (20 %) identified with this quality. Respondents were more

how to overcome creativity blocks.

CHARGING SOLUTION

NEW NETWORK

likely to describe themselves as organized, team-oriented, and detailconscious. “Curious” came in twelfth place. But precisely this trait har-

Merck CEO Stefan Oschmann personally took charge of this innovation

bors great potential for a company’s ability to innovate, and therefore

initiative. “I’m convinced that we can dare to be more curious. In fact

also for its competitive edge.

we need to — in order to understand the technological advances taking

“Innovations and technological advances don’t just fall from the sky,”

We need scientific curiosity in every part of society. The challenges we

place all around us and to actively and responsibly shape our future.
says Stefan Oschmann, Chairman of the Executive Board and CEO of

face are considerable, starting with a population of seven billion—plus

Merck. “They invariably arise from curiosity and an interest in what’s

all the other forms of life on our planet.” f

IDEA LAB
JAN RIECKHOFF
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How Albrecht Reimold, the Porsche AG Executive Board member
in charge of production, is guiding the company’s employees
and sports cars into the future.

   MAREN EITEL  

18

CHRISTOPH BAUER

19

Porsche Consulting – THE MAGAZINE

You are building a lot of facilities for this new icon …

They, too, make work easier for our employees. It’s always

Yes, we’re preparing the main production facilities so the

crucial to have your people on board.

electric sports car can enter series production by the end
of the decade. We’re building a combined body shop for

Could you tell us how you do that?

the Mission E and our other sports cars. We’re also set-

Together with Porsche Consulting, we held an innovation

ting up a new paint shop. And I’ll be able to see the new

and technology marketplace in 2016 at which suppliers of

assembly hall from my office. Everything is linked by so-

digital technologies presented their products to our em-

phisticated conveyor routes. And don’t forget that we’re

ployees. That was very well received, and it was important

incorporating all of this into an existing site—while it con-

because it gave employees themselves the chance to see

tinues to operate.

INTERVIEW WITH ALBRECHT REIMOLD

how new technologies actually work. That in turn helps to
eliminate unfounded fears. When people talk about Indus-

Wouldn’t it be easier to build a plant from scratch?

“WE’RE MAKING THE
WORK EASIER”

try 4.0, they’re often frightened by the notion of fully auto-

Electromobility and digitization are ushering in a new age.

mated plants without any human employees. That will sim-

There’s no better place to start than right here—Zuffenhau-

ply not be the case.

sen and Porsche are inseparable. Here, where you can feel
all the tradition, it simply makes sense for us to keep mak-

But shouldn’t modern factories be self-optimizing?

ing history. What’s fascinating about Porsche in Zuffenhau-

Automation and control are an important component of

sen is how people work together, as well as the high degree

Porsche Production 4.0. But even the self-regulating effect

of identification that each person has with the brand, and

that we seek to achieve in the near future will continue to

of course with the products themselves. This is where the

require human action. We need employees to shape the

two-door sports cars are made that everyone immediately

processes. The point of digital technology is not to replace

associates with Porsche. The new production facilities will

people, but to make their work easier. Porsche production

let us make the Mission E highly efficiently with modern

will therefore be even more user-friendly in the future than

technologies. But we will also be guiding the existing parts

it already is today. f

of the plant into the digital age.

P

Are digital technologies compatible with a site
that has so much tradition?
Very much so. Zuffenhausen has shown itself to be exorsche’s main site in Stuttgart-Zuffenhausen

tion. Our goal is not necessarily to have the most modern

tremely capable of change in the past. Furthermore, digitiza-

is changing with the times. Plant 1, with the

production system in the world, but rather the one best

tion is not a revolution, but an evolution—one which started

red brick building at its core, will remain.

suited to meet our customers’ requirements. The goal is

many years ago with the introduction of computer systems

That is Porsche. Tradition. But a new world

to make a product that brings all of its power to the road

in production, modern control methods at the body shop,

is arising all around it. That too is Porsche.

while at the same time offering a high degree of individual-

and electronic screwdrivers in assembly. We’re now pursu-

Innovation. Sports car production is facing

ization. And to do that efficiently in a short period of time.

ing that course more comprehensively with the Porsche Pro-

its greatest transformation ever. The site facilities—right in

Porsche has long since made that the core of its approach.

duction 4.0 vision to guide us. Again, we’re not doing this

the middle of the mixed residential and industrial Zuffenhau-

But the transformation now underway in the automotive in-

just for the sake of having new technologies. What we’re

sen district of Stuttgart—have doubled their surface area

dustry is changing our production methods, and also our

looking for with every new application is efficiency.

in just three years to 614,000 square meters. Since 2010,

products—sports cars.

yet another 1,400 people will be hired for the Mission E, the

How so?

How can you be sure that this will produce more
than just hype?

first sports car with purely electric drive. Porsche is invest-

Well, with the exception of GT cars and special series like

We always test our new ideas in pilot trials, and make the

the site has also doubled the size of its workforce. By 2020,

20

ing 700 million euros in Zuffenhausen alone for this project.

the 911 R, many of our customers will not accept absolutely

decisions on how to proceed together with employee repre-

Albrecht Reimold, the Executive Board member in charge

purist cars in the future. Connectivity and intelligent driver

sentatives. One thing is clear: we are a company that has to

of production, is bridging two worlds: he wants the best of

assistance systems are here to stay. And we are working

make money. But there are many areas where digital tech-

both tradition and modernity. And he leaves no doubt that

on new drive systems. They’re needed because of new en-

nologies are of major benefit. That starts with ergonomics.

this synthesis will succeed.

vironmental regulations, but we would want them anyway.

Wherever people are under time pressure, joint human-robot

Electric drives are capable of great performance. And the

efforts can help. That makes things easier for our employ-

What are you working on right now?

first Porsche with purely electric drive should be able to

ees. Moreover, Porsche production is known for high levels

Albrecht Reimold: Porsche has set itself high goals with its

do everything that Porsche embodies. We don’t want any

of both individuality and complexity, and digital visualiza-

Strategy 2025. Together with my colleagues, I am working

compromises in the design, the chassis, or the range. The

tion systems help to make sure the right components are

on achieving them. We are placing a huge focus on digitiza-

Mission E is destined to become a new icon—like the 911.

consigned. Digital techniques also help with documentation.

EXPERTS FROM PORSCHE CONSULTING ARE
WORKING WITH THE SPORTS CAR COMPANY TO
PUT PORSCHE PRODUCTION 4.0 INTO PRACTICE.
HERE ARE THE MAJOR STEPS:
1.	Providing fresh impetus
Openness to outside ideas

2.	Generating guiding principles
Orientation via an overarching vision

3.	Promoting employee enthusiasm
Experience with new technologies dispels fears

4.	Connecting and prioritizing applications
Overall concept instead of isolated solutions

5.	Turning prototypes into successful scale-ups
Prompt generation of visible results

21
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body shop at Porsche Leipzig started by ana-

will be to send error notifications fully automati-

lyzing around two billion data sets from one

cally to the appropriate maintenance personnel.

year, and used algorithms to correlate them

achieve this, however, considerably more data
must be gathered and evaluated. “We’re really
talking about big data here, and about self-opti-

with each other. All data that indicated irregu-

TEN PERCENT MORE EFFICIENT

mizing production systems,” observes Wagner.

larities were localized on a “map.”

The improvement measures have helped to

Thus far, analysis has concentrated on the past.

raise output from 18 to 21 car bodies an

In order to explore the future and engage in

This revealed the fact that certain error notifica-

hour. Porsche wants to use the time leading

tions appeared more frequently at certain loca-

up to the next model to prepare for the future.

tions. For example, identical systems showed

“We’re not under pressure, and our car body

different error rates for the left and right car

construction processes are stable,” says Al-

doors. Once this was detected, both the source

brecht Reimold, the Porsche Executive Board

of the error and its solution were quickly found.

member in charge of production. “But that’s

The process intervals (takt times) for the mirror-

exactly what gives us the chance to try out

image systems were not absolutely identical

new ideas, and start doing basic planning for

and needed to be synchronized. Analyzing mod-

the systems we’ll use for the next models—
like what data we’ll need from system and ro-

A glance at the digital shift log streamlines

bot manufacturers in the future.”

the search for a solution.

The goal is clear: an early warning system for
errors before they actually occur. This will en-

ROBOT PARADISE
The robots at the Porsche plant in Leipzig have a good life. They are treated like powerful
and high-strung racehorses, and given the highest level of care and feeding. All the attention pays
off—the well-groomed yellow “colleagues” are extraordinarily efficient.

predictive analytics, complex processes will be

able the relevant components to be replaced

needed—and the help of artificial intelligence.

before they break down, and maintenance

Porsche Leipzig and Porsche Consulting are

plans to be adjusted to meet real needs. To

already working together on this vision. p

Maintenance 4.0: The right maintenance specialist
is informed by smartwatch.

ern metal-working processes was a more complex matter. “The analysis showed that there
were more spot-welding errors on hot-worked
steels than on other materials. By adjusting the
relevant welding parameters, we were able to

   GERALD SCHEFFELS  

B

increase productivity,” says Wagner.

MARCO PROSCH

MAINTENANCE BY SMARTWATCH
When other problems occur at the body shop,
ending, welding, and riveting

Macan (photo above). But even if the robots

sheet metal—these are the

don’t smile back when they’re carefully groomed

exceeds what a human being can process, so

the Leipzig team find solutions faster. If oper-

heaviest types of labor. But

by specially trained maintenance personnel, they

the connections often remain unrecognized. A

ators see a problem they can’t solve on their

the yellow giants are up to

do provide information on how they’re doing.

pilot project with Porsche Consulting has now

own, they enter it in an app on a tablet or oper-

the job. The only thing they’re

They just have their own way of expressing it.

mined this enormous collection of data.

ating panel. A maintenance specialist qualified

ing emotions. Not yet, at any rate. But if these

All robots speak a common language, that of

TWO BILLION DATA SETS

issued smartwatch. The app shows all similar

high-powered and teachable robots did in

data. The 387 robots at the Macan body shop

How can existing data be used to increase pro-

errors that have appeared in the past, com-

fact have feelings, they would probably regard

generate around 70,000 maintenance-relevant

duction levels and lower maintenance costs?

piled in a digital shift log. Entries can be “liked”

the Porsche plant in Leipzig as paradise. “Un-

data sets every day. Their systems and compo-

After all, maintenance accounts for around

if they are considered helpful. So the app be-

fortunately, you can’t tell how machines are do-

nents are constantly measuring a range of val-

ten percent of an automotive factory’s total

comes more instructive over time, and speeds

ing just by looking at them,” says Norbert Wag-

ues such as heat, position, and energy require-

operating costs. To address this question, an

up the search for solutions. The technology is

The “caretakers” know their robots well: Maintenance personnel use Data Matrix codes to access

ner, the head of the body shop for the Porsche

ments. And if there’s a problem, they’ll signal

expert team from Porsche Consulting and the

currently being tested, and the next logical step

specific information.
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it. However, the volume of data they produce

the pilot project with smart technology helps

to solve the problem is notified via a company-

not terribly good at is display-

23
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PORSCHE MACAN

BIRD’S-EYE VIEW
OF THE BODY SHOP

Preassembly is where the aluminum engine

The first station on the main line

hood is made. Its individual components

produces the underbody. This is
also where the Porsche SUV re-

1

ceives the “construction plan” that

are folded and riveted. High-tech adhesive is
applied between the outer and inner parts.

will accompany it throughout its
journey—a transponder with all

2

the vehicle-relevant data.

How SUV bodies are made at the Porsche factory in Leipzig.

The superstructure comes
next: the side walls, doors,

3

tailgate, and top.

60

MILLION
digital entries are registered
by the systems in one year.
If printed on letter-sized
paper, the stack would be
120 meters high.

387

Main line
Preassembly

24

SPOT WELDS

help to build the car bodies.

are performed by robots.

8

10

divided into 100 intervals
(takt times) is how long it
takes to make a car body.

is the increase in efficiency
achieved. Output per hour
rose from 18 to 21.

HOURS

6,000

ROBOTS

PERCENT

+
+

35,000
SQUARE METERS

is the surface area of the body
shop. That is roughly equivalent to five football fields.
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Superb fit: Michael Kiefer (born in 1975)
directs the high-voltage systems
department at Porsche Engineering,
which develops charging solutions.
He’s holding the key component of a
charging station—in scaled-down size.
In front of him stands a model of the

CHARGED UP
Electromobility is upon us. Its success and popularity
will depend on a new approach to fueling—a dense network
of high-powered charging stations. The Porsche sportscar maker is tackling this project itself. Its specialists are
working on a high-powered charging solution—and not
only for its own cars.

   PETER WEIDENHAMMER  

JÖRG EBERL

Porsche Mission E concept study. When
this electric car comes on the market
in 2019, the charging stations should
already be in place.
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e think the charging infrastructure is one of

progress in developing not only the hardware but also the as-

tors, such as highway service stations, can expect a complete

the most crucial issues for introducing elec-

sociated business model,” reports Kiefer.

package of future-oriented technology at a reasonable price.

There is a reason for the fast pace and tight schedule: plans

flexibility in integrating the system into existing facilities. The

tric cars,” says engineer Michael Kiefer. He

Plus an operating strategy. There will also be a high degree of

heads a new department at Porsche Engineering that concentrates on every imagin-

call for charging column production to start in the winter of

only parts of the future charging station in direct proximity to

able topic related to electric cars—except for the cars them-

2017 / 2018. “Before customers start thinking they want to buy

the cars will be the column and a compact cube containing the

selves. That’s new territory for Porsche AG, because the

an electric car, we have to make it clear they’ll find charging

power electronics—future-oriented technology in an attractive

non-automotive sector has other rules and processes than the

stations; otherwise, they simply won’t be interested,” observes

package. Developed in accordance with international standards

conventional automotive industry. But there’s no way around

Kiefer. Porsche wants to facilitate the requisite dense network

and equipped with standardized charging plugs, the system

the situation. “For customers to have a complete experience,

of rapid charging stations by means of the right infrastructure,

can also charge all other standard electric cars on the market.

the infrastructure has to harmonize with what the cars can do,”

and is therefore pressing ahead with the project. Future opera-

“Strength in numbers,” remarks Kiefer. He is charged up. f

says Kiefer. So by developing a charging station, Porsche is
creating value for itself. In so doing, it is relying on an internal

The power and cooling modules for the charging parks are

partnership: specialists from Porsche Engineering are design-

housed in cube-shaped shells that can be located at flexible

ing technology that Kiefer describes as “uniquely Porsche,”

distances to the charging columns.

while experts from Porsche Consulting are developing lean and
rapid processes and helping turn a vision for the future into a
sound business model.
ments. It draws not only on the core areas of automotive engi-

“RECHARGING LIKE REFUELING”—IN JUST 15 MINUTES

neering, but also includes transformer and software experts.

The background: the electric sports car from Porsche, whose

This situation is unusual for Porsche Consulting as well. It usu-

Mission E concept study was presented at the International

ally focuses on optimizing existing structures and processes,

This is what one of the charging parks in

Motor Show (IAA) in 2015, will set the brand’s typical standards

but this time was asked to help set up a completely new depart-

a dense network along European highways

in combining power with streamlined everyday usability. A key

ment. Without any type of model. “We had nothing to go on,”

could look like. With 920 volts and charging

element of the concept consists of rapid charging technology

says Kiefer. “The people at Porsche Consulting brought their

power of up to 320 kilowatts, Porsche’s

based on 920 volts and a charging power of up to 320 kilo-

project management experience and gave us serious decision-

columns enable very rapid “recharging like

watts. This will make it possible to “fill up” a car with power

making support in all areas. So we were able to come up with

refueling.” The plugs conform to international

in about 15 minutes. “The success of our electric sports car

solid results quickly and stick to our schedule.”

standards, which means electric cars from

hinges on fast charging times,” says Kiefer.

other companies can also use the parks.

START-UP ATMOSPHERE WITHIN THE CORPORATION
An initial market analysis of the available infrastructure yielded

The team led by Kiefer still has a start-up feeling. After all, a

sobering results. The engineers did not find overall concepts

department of this type didn’t exist before. A structure had to

that meet Porsche’s requirements, and the consultants did not

be created, and plans laid for specific steps that often required

find economically viable solutions. “There’s not much available,

approval from the board. Although Porsche’s product engineer-

and what does exist is too expensive or unsuitable,” says Kiefer.

ing process served as the basis, it is designed for the much

However, in order to acquire operators for charging stations,

longer period of four years. By contrast, this industrial project

it’s absolutely essential to have a concept that makes business

brings different requirements—the team has only 18 months

sense. So Porsche decided to develop a charging station to

to present a marketable product. Once again, the partnership

the point where it is ready for series production in both techni-

has proved to be extremely beneficial. Porsche Engineering is

cal and economic terms.

concentrating on developing the technical side, and Porsche
Consulting the commercial side. “In just one year we have made

NEW EXPERTISE NEEDED
Together with Porsche Consulting, the company created a process to develop the charging infrastructure. It was based on
Porsche’s product engineering process, which the consultants
enriched with their experience from other industries and optimized for the task at hand. In the spring of 2016, the Porsche
board approved the project for launch. The first step was to
form a development team, which now numbers around 50
highly qualified engineers and specialists from different depart-

28

Porsche Consulting – THE MAGAZINE

Michael Drolshagen

A PORSCHE MANAGER CLOSELY
FOLLOWS HIS CUSTOMERS.
AND SOMETIMES HE DRIVES OUT AHEAD.

aims to raise individual
customer service
to a higher level with
digital technologies.

CONNECTED
TO CUSTOMERS
   MAREN EITEL  

M

CHRISTOPH BAUER

ichael Drolshagen is a keen observer of Porsche

desires. To do so, the company is drawing on the latest techni-

customers. As the head of the aftersales de-

cal advances. “Digitization is everywhere,” says Drolshagen. “It

partment, he is very interested in what they

is changing expectations such that we now assume everything

experience after buying their cars. As an en-

will be connected. Whatever we’re talking about, we’re always

gineer, he sets superior standards. “Customer

thinking about the digital possibilities as well.” But anyone who

satisfaction is a matter of course,” he says. As far as he is

assumes customer communications will soon take place solely

concerned, that should be obvious—and simply the starting

on a virtual level would be mistaken

point for higher aspirations. He considers each customer relationship to be its own work in progress. And seeks to invest in

CUSTOMERS DETERMINE COMMUNICATIONS

making each one as individualized as possible—especially in

Porsche lets its customers choose the means, frequency, and

this age of digital transformation.

intensity of contact. Those interested will soon be able to watch
every step of their car’s maintenance procedures in real time

At Porsche, this begins long before customers start up their en-

on video. Others might prefer to leave their car at a drop-off

gines for the first time. Three months before they collect their

point, such as an airport, and then pick it up freshly serviced on

car, they receive a user-friendly app tailored precisely to the

their return. Dialogue can take place by any means of commu-

vehicle. If they want, they can check out the car’s functions be-

nication and at the preferred level of intensity—anything from

forehand. The personal consultation on the pick-up day is based

informational posts on the customer portal to personal visits

on how they have used this digital version of their user’s manual

to the customer’s home.

thus far. What do they already know? What is relevant for them?
“The app lets us pinpoint the needs of each customer,” explains

Customers will also be able to communicate with their car them-

Drolshagen. Developed by Porsche’s customer relations depart-

selves in the near future, thanks to automotive sensors and

ment, the app is already being used on a trial basis in the USA

electronic data processing systems. An app will soon make this

and will soon be rolled out worldwide.

information available to drivers. It will give them a completely
transparent picture of their automobile, such as the state of

DIGITIZATION CHANGES EXPECTATIONS

wear of individual components, and notify them when the next

The app is just one element in an aftersales system that covers

maintenance is due. Thanks to this data, customers will also

all the points of contact with Porsche customers. Together with

have the chance to adapt their driving style. But that’s not all.

experts from Porsche Consulting, Drolshagen and his team are

The app can also show them things like how to approach a curve

working on expanding this system still further. The objective

in order to remain on the ideal line. This technology has already

is to guide aftersales services for Porsche customers into the

been successfully tested in a pilot project with Porsche Consult-

digital age throughout the world. With a premium on offering

ing and the MHP consultancy. The latest cars already have the

each Porsche driver precisely the right service that he or she

requisite interfaces, and older vehicles can be retrofitted. p
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A SPACE FOR THINKING

As always, Porsche customers themselves decide what they are
interested in and what data they would like to use.

An open coffee bar occupies a prominent place at the Porsche Digital Lab in Berlin. It facilitates the rise of new ideas.
24 / 7: CONNECTED TO PORSCHE AROUND THE CLOCK

Here, with a view of the River Spree, software specialists and engineers from the sports car company work together

For Drolshagen, the greatest benefit of this type of connectivity lies not only in providing customers with their data, but also

with colleagues from MHP, an IT consultancy. They also collaborate with start-ups, tech companies, and scientists from

in making the information available to Porsche. The company

around the world. Their mission is to turn major concepts like big data, machine learning, microservices, and cloud tech-

can then customize its service even more. As he explains, “The

nologies into practical applications for Porsche.

data lets us notify a driver when a part is about to wear out,
for example. We can then offer a good alternative, such as a
temporary replacement vehicle.” Ideally, both drivers and cars

Boris Behringer (born in 1974; photo below) founded a number of start-ups after earning a degree in economics. In 2001

should be connected to Porsche at all times. “We’ve entered

he joined Porsche AG, where he has worked in IT, sales, development, and production. He now heads the Digital Lab.

a completely new age in terms of connectivity, especially with
the new Panamera. We’ve set up a 24-hour concierge service
for it in China and Japan,” reports Drolshagen. Panamera drivers in these countries can use it for all their customer support
needs. The Porsche Connect Support team can also provide
services like making restaurant reservations.

Why does an engineering-based company like Porsche
need a Digital Lab?

WHAT COUNTS IS PERSONAL CONTACT

our products and company rise above the competition. Digi-

The 815 Porsche Centers around the world will remain the foun-

tization means we have to look well beyond our usual ho-

dation of this aftersales system. “Dealers are the ones who

rizons. And we have to be quick about it. A lab that works

Boris Behringer: We are acquiring technologies that make

have constant, direct contact with our customers,” says Drols

largely independently of company headquarters is very

hagen. In his view, digital technologies should be used primar-

Michael Drolshagen (born in 1971) is familiar with many different

well suited for this purpose. Its team enjoys greater lati-

ily to strengthen these points of contact in the most beneficial

aspects of Porsche—from working for a supplier to joining the

tude. In return, each member bears responsibility for the

ways. They should support individual on-site service options.

sports car maker itself in 2000. Since then, he has held positions

results we achieve.

“The cars are becoming ever more complex,” he notes. “That

in development and production, and most recently set up the

makes it harder for any given individual to have the answers to

workshop for the 918 Spyder limited-edition super sports car.

every possible question, including how each detail of the car

He has headed the aftersales department since 2015.

Why Berlin?
Berlin is a unique place in Europe—cosmopolitan, afford-

functions, every maintenance and repair procedure, and all the

able for start-ups, and home to an expanding tech commu-

many ways the car and related services can be personalized.

nity. We’re part of the network and are forging contacts

Our aim is to enable dealers to remain the expert contacts for

with future partners, also in an international context.

our customers in the future.”

ists therefore work closely together on solutions within each
project framework. Someone from the service team, for exam-

Does an open working space remove mental barriers too?

A classic example of routine workshop questions has to do with

ple, might describe an app needed for his specific work while

Creativity doesn’t appear on demand. Architecture and inte-

repairs to the car body. The special blend of aluminum, steel,

an IT expert sits right there and writes the code. The teams try

rior design can support it, but the space alone won’t change

and carbon used in many Porsches can only be treated cor-

out their initial test versions, known as mock-ups, at an early

anything. What’s key is how you work together. No rigid

rectly by specialists. There are stringent safety requirements

stage. “One major advantage of this method is that we’re much

hierarchies—instead, close links to start-ups, research in-

for both drivers and technicians, which means that not every

faster than before. It also prevents misunderstandings and re-

stitutes, and technology partners, plus the chance to en-

garage has the facilities to handle each and every car. “We’re

ally gives us what we want. Moreover, we can involve external

gage in uncomplicated ways with experts from all parts of

working with Porsche Consulting on enabling all Porsche Cen-

partners and are not caught up in our own structures. The view

the company.

ters worldwide to access a network of certified body shops—

from outside is quite valuable,” observes Drolshagen.

with the help of a digital app, of course,” says Drolshagen. “This
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Does openness now trump confidentiality?

will give all customers the service they need for their individual

This new approach also means that employees have to step

We have to be very receptive to ideas from outside. And we

car, still coordinated by their own personal dealer.”

completely out of their everyday routines while their apps are

seek to be an attractive partner for innovators. Confiden-

being developed. Drolshagen is a strong advocate of this.

tiality is crucial in many areas, but not in the early stages

INTERDISCIPLINARY TEAMS REACH THE FINISH LINE FASTER

“These topics are so complex and innovative that it’s abso-

of our IT development process. Here, we need to take an

In order to incorporate all of the new options as promptly as

lutely essential for people to concentrate on them one hundred

possible into programs and processes, Drolshagen has restruc-

percent. You can accomplish more in one or two weeks this
way than by having everyone work on it on the side.” Speed is

the following: “IT has to be centrally organized but decentrally

admittedly not everything—but when it comes to digitization,

developed.” Members of different departments and IT special-

it can certainly help. f

MARCO PROSCH

tured a number of things at his department. His main priority is

open and interconnected approach.
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  HEINER VON DER LADEN  
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MARCO PROSCH

re you familiar with AC / DC, the Australian rock

to be less than optimal for such pursuits, garages or labs are

band? Highway to Hell ? Its members took the

starting to appear again—laboratories where ideas can be tried

stage wearing school uniforms. With a nod to

out, and where they are also allowed to fail.

tradition. As a boy in the 1960s, lead guitarist
Angus Young had been in a band with some

True, one won’t see school uniforms such as those worn by

friends. “I would get home from school, still in

AC / DC in these modern-day garages. But instead of the office

my uniform, and go straight into the garage. I could hardly wait

dress code of yore, a new set of fashion guidelines encourages

to make music,” he says. No time to change clothes. That early

attire such as hoodies. Comfortable clothes make it easier to

passion turned into the world brand of AC / DC.

think. For conferences the teams lounge on colorful cushions
and stackable Euro pallets. If even that seems too staid, they

The garage. Parents turn that space over to their kids of a

can make furniture of a studied idiosyncratic bent out of scrap

certain age. There’s not too much their offspring can destroy

wood. Openness applies not only to the space itself. Secrecy

in there. Safe within those windowless walls, the kids feel un-

is passé. In the obligatory kitchen, ideas are kicked around and

disturbed and unobserved. They can try things out, and make

spun further over organic soft drinks. The power of the commu-

noise. A garage offers a few square meters of freedom.

nity is what counts, not the ambition of the lone wolf.

The garage also has quite a tradition in business. Boeing, Dis-

Berlin has the highest density of such labs in Germany. More

ney, Harley-Davidson—many big names started off in that small

than 80 of them were registered in early 2017, including the

space, for a variety of reasons. Even the first Porsche and

Porsche Digital Lab. But no one knows the exact number. Why

Volkswagen were made in garages. There’s something about

should there be so many in Berlin, of all places? The capital city

a garage that invites people to tinker. And they’re also closely

suffers from a weak economy. Corporations have their head-

associated with the still young history of digitization and devel-

quarters elsewhere in the country. But the city is hip, and has

opments in Silicon Valley. Young people who don’t have much

strong cultural and media scenes. It is tolerant, worldly, and

money but do have valuable ideas start businesses in garages.

never sleeps. At the bakeries and newspaper stands in some of

That’s supposedly also how Apple and Google got started.

its neighborhoods you’ll hear more English than German. Ber-

Now things work the other way around. Many companies that

to innovate. Ever more companies are realizing this and seek-

lin attracts young people from around the world who are eager
can look back on decades of success are realizing that the in-

ing to establish a presence in the city. If they don’t open their

novative energy in their high-rise office buildings is on the wane.

own “garage,” they simply use a “lab service” and rent space

If structures are set in stone, employees hardly dare to propose

amongst one of the restless and creative teams.

improvements from the bottom up. So established companies
are attempting to provide space for creativity, to stimulate cu-

Maybe Berlin has discovered its forte. Far enough away from

riosity at all levels, and to promote the desire to experiment.

the big corporations and the establishment. Silicon Valley was

And because the atmosphere at company headquarters tends

once like that. And made something great out of it. f

CREATIVE SPACE
German street artist Claudia Walde, alias MadC, makes
graffiti fit for galleries. Her acrylic spray paintings have
brought her international acclaim.
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Part of Porsche’s early history took place in a garage. In 1931
Ferdinand Porsche founded a design office for engines and

T H E

M A G A Z I N E

vehicles. He had two rooms on two floors in the center of
No. 18, July 2017

Stuttgart, but still no workshop at the time. Until 1938
when the first building opened of what are still the company
family’s villa. It was from there that he set out on test drives,
and it gave him the space to tinker on prototypes—including

William Edward Boeing was actually planning to build

meters, they built their first motorized two-wheel vehicles in the
PORSCHE

early 1920s. Their motorcycles won races and quickly gained
a following—as symbols of freedom and the American way of life.
In 1956 the young Elvis Presley posed on a Harley-Davidson KH

son of German immigrants, he had dropped out of

for the Harley-Davidson Enthusiast magazine. The company is now

Yale a few years earlier to enter his father’s lumber

one of the oldest motorcycle producers in the world.

proved invaluable. In 1915 he built his first aircraft,
help of a nautical engineer. On July 15, 1916, he

Amar G. Bose was born in Philadelphia in 1929 to a Bengali import entrepreneur and an American schoolteacher. Even as a small boy he was fascinated by

Boeing Airplane Company.

technology, and would dismantle electric appliances in order to understand

DISNEY

in his parents’ basement. He made an agreement with his father: as long as
father would write him an excuse for Fridays. The teachers knew that Amar

OTTO

didn’t have headaches but was repairing radios instead. He studied electrical

OVERALL PRODUCTION
Wenng Druck, 91550 Dinkelsbühl

engineering and then launched what would become the Bose Corporation in
a Massachusetts garage in 1964. The first loudspeaker, the Bose 901, came
onto the market in 1968, and set new standards in the hi-fi sector.

creative work, and founded the Disney Brothers Cartoon Studio with start-up

of 55.6 billion dollars in 2016.

BOSE

capital of 200 dollars. They worked on the Alice Comedies cartoons, which
laid the foundation for the worldwide success of the Walt Disney Company.

CREATIVE SPACES

Tel.: +49 - 711 - 911 - 12001
Fax: +49 - 711 - 911 - 12203
E-mail: contact@porsche-consulting.com
Website: www.porsche-consulting.com

he kept up his grades, he only had to go to school four days a week and his

In 1923 the brothers Walter Elias (Walt) and Roy Disney moved to Los Angeles,
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how they work. His passion led him to found a radio repair shop as a teenager
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business. His knowledge of material engineering

Today it is one of the largest media corporations in the world, posting sales
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HARLEY- DAVIDSON

William S. Harley founded the Harley-Davidson Motor Company in
1903 is legendary. In a space of about three by four and a half

flying and promptly decided to design aircraft. The

M A G A Z I N E

GARAGES AND OTHER PLACES – PAGE 34

The shed in Milwaukee, Wisconsin, where Arthur Davidson and

a yacht in a simple boathouse at Lake Union near

T H E

CREATIVE SPACES

the car that would later become the VW Beetle.

Seattle. But then he discovered his fascination for

Porsche Consulting

www.porsche-consulting.com

July 2017
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headquarters, he occasionally requisitioned the garage at his
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of the publisher. No liability can be
accepted for photographs, slides, films
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Porsche Consulting GmbH
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Although Werner Otto had to close his shoe factory in 1948 for lack of success, he didn’t give up on the idea of selling footwear. One year later he founded
the “Werner Otto Versandhandel” (mail-order company)—with start-up capital of 6,000 German marks. The business was located in two small barracks in
the Schnelsen district of Hamburg and had a staff of three. Although Otto’s training was in the grocery sector, his first catalogue, which came out in 1950,
presented 28 pairs of shoes on its 14 pages. All 300 copies had photos of the products pasted in by hand, and most were delivered to private households
by bicycle. Under the motto, “Trust for trust,” Otto was the first to introduce payment by invoice. The Otto catalogue still exists. Today the company makes
more than 90 percent of its sales online (2.7 billion euros in the 2016/17 fiscal year).
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Kerstin Scholz, member of the executive
board of VR Leasing AG, symbolically
sends the last piece of paper on its way.

Porsche Consulting – THE MAGAZINE
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nterest rates are low, and have been so for an

unprecedented period of time. This has made

business difficult for banks the world over.

They have minimal profit margins on loans,

PAPER ADIEU

and borrowing money is cheap. Perhaps even

too cheap. The VR Leasing Group is also affected
by the situation. A subsidiary of the Deutsche
Zentral-Genossenschaftsbank,
or DZ Bank for short, it offers

Bitcoins and online banking—financial transactions are becoming ever more virtual.
But processes at financial service providers still often take paper form. The VR Leasing Group
shows how to bid farewell to traditional paper documents.

financial solutions such as leasing, leasepurchasing, and loans for regional mediumsized companies—from restaurants and skilled

   MAREN EITEL  

CHRISTOF MATTES

trades to farms. “Our customers have many ways
of getting access to funding. The only way we can
stand out is by offering special customer benefits—such as speed and simplicity,” says executive board member Kerstin Scholz. Which means
that the internal processes of this financial service
provider need to be quick and simple themselves.
ization is still unusual in the business,” says

Lengthy postal correspondence between dif-

processes in the background have to be fast

THE BANK AS A FACTORY

Scholz, “but it is an important step toward

ferent branches is a thing of the past. Instead,

and simple in order for the same to be true of

An economist by training, Scholz is VR Leasing’s

greater digitization and automation. Compared

every job—regardless of whether it originates

customer experiences in the foreground.”

executive board member in charge of produc-

to other companies in our sector, we have

by letter, fax, phone, e-mail, or online form—

tion, risk management, and internal audits. Even

come a long way.”

lands in a central inbox, which of course is vir-

though her company does not produce physical

tual. Anything that doesn’t arrive in digital form

objects, she emphasizes the strong similarities to

LOANS IN THREE MINUTES

is first scanned, and then receives a unique

conventional production. “We have designed our

When customers submit applications for loans

code for the subsequent prioritization, which

processes just like those at a factory,” she says.

of up to 200,000 euros, they generally re-

is based on about 15 markers.

“We have created modular products that can be

ceive a decision within three minutes. An al-

combined in different ways. This means that our

most completely automated system makes

customers always receive an individualized result.”

this possible. Ninety percent of the applica-

ners identify approximately 90 percent of the

The orders are processed in ways that resemble

tions up to this limit are analyzed by machine,

company’s own documents fully automatically.

mass production. Leasing contracts, for example,

without the need for any documents or human

A logarithm specially programmed for the VR

are assembled step by step. All tasks are always

intervention. “We make a very clear promise

Leasing Group sorts them by urgency and as-

performed in exactly the same way—regardless

to decide immediately on minor financing proj-

signs them on an individual basis to the teams

of which employee is involved.

ects,” says Scholz. “That also includes trans-

that have both the necessary expertise and

ferring the money to the customer’s account

the capacity to handle them.

That was not always the case. In the early 2010s,

within 24 hours.” For loans above 200,000

the VR Leasing Group worked more like a craft

euros, the company makes an individual offer

The company wants to take digitization even

production shop. “As a classic customer service

within two days. “To keep this promise, the

further. “Together with Porsche Consulting, we

provider, we offered a very broad range of prod-

main thing we need is transparency. We have

started the ball rolling in the summer of 2013—

ucts through many different sales channels to very

to maintain a clear view of all of our incoming

and four years later we’ve covered about half

diverse customers,” says Scholz. There was one

orders. And we have to know which employ-

the ground,” says Scholz. The results are al-

problem, however: “The unit numbers and batch

ees are available with which capacities so we

ready impressive. Jobs are processed an aver-

sizes were too small. To work efficiently, we had

can guide each job with the right prioritization.

age of 66 percent more efficiently. “The next

to produce larger volumes.” For several years now,

That’s not possible if you have to pass paper

step will consist of full automation,” she adds.

the company has been undergoing a transforma-

files back and forth. Digitization is what allows

As early as 2017, business customers should

tion. Strategic decisions include not only concen-

us to have this transparency in the first place.”

not only be able to apply online for loans of

banken cooperative financial network in Germany,

66 PERCENT MORE EFFICIENT

them as well. The groundwork is being laid. As

but also optimizing production—by means of stan-

The VR Leasing Group has switched to pa-

Scholz explains, “Complex processes don’t get

dardized processes. “Our high level of standard-

perless processing of all of its applications.

any better when you digitize them. Instead, the

trating on business via the Volksbanken Raiffeisen-
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Loan application or cancellation? The scan-

up to 60,000 euros, but be able to finalize

1. Digitization: Every job,
whether it arrives by letter,
fax, phone, or e-mail, lands
in a virtual inbox. Non-digital
documents are registered
by special scanners.

2. Prioritization: Each job is
automatically prioritized on the
basis of set markers and is
assigned a completion date.
It needs to be processed by
this deadline.

3. Pull principle: As soon as
they complete one job,
employees “pull” the next one.
Markers ensure that each job
is assigned to a suitably
qualified staff member.

4. Result: Independent of
employee location, applications
are processed based on
urgency. The system is faster,
and ensures uniform quality.
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MISSING
THE BOAT?
HEINER VON DER LADEN  

H

MARCO PROSCH

e’s a polarizing figure. Yet he can be sure of

zero-error culture is ultimately problematic in the digital age.

respect from both the scientific and business

As soon as new trends start changing the markets, if you’re

communities. Author Christoph Keese is apply-

not sufficiently daring you’ll miss out on opportunities.”

ing his investigative skills to digital transforma-

tion. After spending time in Silicon Valley, he

… PLATFORMS: “Thanks to their low costs and high market

has turned his attention to German industry. His aim is to

clout, platforms yield enormous profits. They bring supply

make “an uncompromising assessment,” and his underlying

together with demand, and make many markets more effi-

question has a hint of cynicism: “Will Germany become a

cient. Companies that use platforms can put producers of

museum of technology or its own version of Silicon Valley?”

goods out of business by pushing down prices.”

Many of his observations hit the nail on the head.

… BUSINESS MODELS: “For a long time, companies thought
CHRISTOPH KEESE’S THOUGHTS ON …

that success was based on product quality alone. This conviction is deeply anchored in the culture of German engineer-

… CONNECTIVITY VERSUS AUTARKY: “German companies

ing. But technology cannot master the digital transformation

started digitizing early on. But they are failing to open their

on its own. It’s equally important to have the right methods

products up to the outside. They build hardware in a way

of bringing these products to customers. It’s not just a mat-

that connectivity cannot arise. Autarky, which used to be

ter of what you sell, but also of how you sell it.”

an advantage, is becoming ever more of a disadvantage. It
is incompatible with the trend to connect everything with
everything else, and it resists the Internet of Things.”

… DISRUPTION: “We’re worse at disruptive innovation in
Germany than we could be. The companies with the best
chances of survival are those that invest rigorously in their

… SPECIALIZATION: “Industry cannot function without spe-

cannibals. That’s how to profit from disruption.”

cialized expertise. The deeper the knowledge, the more
successful the products. But when it comes to digitization,
specialization is a danger that leads to isolation.”

… LEADERSHIP PERSONNEL: “Digitization is changing
the role of managers. They can no longer see where the
best road will lead. Their new job is to guide the finding of

… CULTURE: “Industrial culture in Germany disapproves of
making mistakes. As honorable as that attitude may be, a
Journalist Christoph Keese, born in 1964,
focuses on digitization in Germany and the
USA. His latest book: Silicon Germany.

answers. That compels them to abandon their old view of
themselves. And it turns them into networkers.” f
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IDEAS

These women and men are digitizing Germany.

RESEARCHERS, PROMOTERS, NETWORKERS

TEACHABLE MACHINES. Professor Wolfgang
Wahlster directs the German Research Center for

Artificial Intelligence (DFKI), the
world’s largest such facility in the
field. One focus in artificial intelli
gence is on “deep learning” in pro
duction. Deep learning uses multilayered neural networks to enable
automated learning processes.
It can help collaborative robots, for example, use
example data to quickly learn the new tasks they
need to perform on joint human-robot teams.

THE STREAMLINER. A consultant with the Berlinbased UseTree agency, Ariane Jäger develops

user-friendly devices and software.
Jäger and her colleagues are sup
porting the EOS 3D-printer manu
facturer in redesigning the ma
chines’ operational controls. The
touchscreen menu is now more
intuitive and makes use of familiar
icons like toothed gears and wrenches. Multiple
operating levels accommodate different levels of
user knowledge and needs.

THE ANALYST. As Chief Information Officer and
Chief Process Officer at SAP, Ingrid-Helen Arnold

played a major role in digitiza
tion at the corporation. A native
of Germany, she moved to Silicon
Valley in 2016 as president of the
SAP Business Data Network. She
and small teams analyze and pro
cess clients’ big data to derive
new knowledge from existing information, solve
concrete business problems, and develop innova
tive business models.

SECURITY. Professor Claudia Eckert directs the
Fraunhofer Institute for Applied and Integrated Se
curity (AISEC) and holds the chair
of IT Security at the Technical Uni
versity of Munich. She is a mem
ber of the Bavarian Academy of
Sciences and the executive board
of Acatech, the German National
Academy of Science and Engineer
ing. She advises several German federal ministries
as well as industrial corporations and international
public organizations on cybersecurity.

THE VISUALIZER. Visualizations by data designer
Stephan Thiel enable large amounts of data to be

THE NETWORKER. Stephanie Czerny founded the

DATA PROTECTION. Constanze Kurz is the spokes
person for the Chaos Computer Club, Europe’s
largest association of hackers.
She contributes to the Germanlanguage blog netzpolitik.org, and
writes a column for the Frankfurter
Allgemeine Zeitung. She focuses
on the Internet, society, and pol
icy, on IT security, and on monopo
lies. And she advises the German Federal Consti
tutional Court in cases involving issues such as
voting machines or data retention.

MOBILITY MEETS MANUFACTURING. Dr. Ralf
Hofmann, partner and managing director of the MHP

management and IT consultancy,
founded in 1996, heads one of the
leading consulting firms in the auto
motive, mobility, and manufacturing
sectors. This Porsche subsidiary
digitizes processes throughout the
entire value chain for its customers.
Nearly 2,000 employees at 13 sites support more
than 300 companies worldwide—and increasingly
in cooperation with Porsche Consulting.

INNOVATION PILOT. Lufthansa Innovation Hub was
founded in Berlin in 2014. It develops ideas to
make flying easier, and tests digital
business models using its own
prototypes. Sebastian Herzog and
the other members of its manage
ment board scout for travel techno
logy start-ups that can work to
gether with Lufthansa. One of the
Hub’s own products is Service AirlineCheckins.com,
which automatically checks in travelers for flights
with more than 100 airlines.

START-UP TRAILBLAZER. Berlin as the European
Silicon Valley—this is the vision of real estate en
trepreneur Udo Schloemer. He is
the founder of Factory Berlin, Ger
many’s first and largest start-up
campus, for which he converted
a historical brewery site into of
fice space. Both start-ups and es
tablished companies can rent indi
vidual work stations or rooms here and use them
as co-working space. The idea is to enable corpo
rations and medium-sized companies to network
with start-ups and collaborate on innovative ideas.

directs the Institute of Automatic Control (IRT) at
Leibniz Universität Hannover,
where he works on intelligent and
sentient robots. They can distin
guish between different surfaces
and therefore precisely adjust
the power they need for different
tasks. Another of his projects
consists of developing highly sophisticated upper
limb prostheses. Their prehensile strength is
situation-dependent, which enables the wearer to
perform a greater range of activities.

SENTIENT ROBOTS. Professor Sami Haddadin

FOCUS ON CUSTOMERS. As Chief Digital Officer of
the Allianz Group of insurance companies, Solmaz
Altin is in charge of everything
from redesigning customer inter
action to investing in start-ups and
developing new business models.
More than 120 employees from 30
Allianz companies worldwide work
together at the group’s Global
Digital Factory. They develop new strategies that
focus on the customer’s point of view. Solutions
have to be simple, transparent, and available to
customers worldwide at any time.

THE INVESTOR. Frank Thelen started founding and

THE DIGITAL ACCELERATOR. Oliver Tuszik is the

AVANTE-GARDE HOUSING. Lars Hinrichs, founder
of the Xing business network, wants to revolution
ize homes. He converted a 1908
residential building in Hamburg into
a super-smart home. Known as the
“Apartimentum,” its 20 apartments
are equipped with cutting-edge
technology controlled by 14 apps
on residents’ smartphones. The un
derground garage has one of the largest electric
car-charging facilities in Germany. Basic rent for
the apartments is 3,000 to 6,500 euros, depend
ing on size.

presented in transparent ways—vi
sually or physically. The data take
forms ranging from application-op
timized graphics to experimental
installations and sculptures. Thiel
founded the Nand design studio
in Berlin. One of its projects is the
Los Angeles Energy Atlas, an interactive website
that visualizes the largest set of disaggregated en
ergy data in the state of California.

directing technology and design-based companies
in 1994. A native of Bonn and CEO
of the e42 venture capital com
pany, he invests in start-ups such
as the young Lilium aviation com
pany in southern Germany. Lilium
is developing the world’s first elec
tric jet. Thelen urges companies
not to wait until a new project permanently trans
forms their sector, but instead to take a pro-active
approach to finding their own solutions.

digital conference known as Digital Life Design
(DLD) for the Burda publishing house
in 2005. As CEO of DLD Media
GmbH, she also holds worldwide
spin-offs of this innovation forum
in places like New York and Tel Aviv.
A native of Munich, she is superbly
connected in Silicon Valley and can
recruit top-level speakers like Facebook founder
Marc Zuckerberg and Alphabet executive chairman
Eric Schmidt for these events.

chairman of the management board for Cisco in
Germany. The IT company wants to
invest 500 million dollars in Ger
many over three years to accelerate
digitization—by means of seed
capital as well as research and train
ing projects. Cisco’s openBerlin
innovation center in the capital city
seeks to support medium-sized companies in de
veloping solutions for digital business models with
the help of selected start-ups and partners.

ONLINE ENTREPRENEURS
THE IDEA GENERATOR. Professor Johann Füller

knows that success can make people happy, but
can also give them tunnel vision.
A native of Munich who teaches
at the University of Innsbruck’s
School of Management, he founded
the HYVE innovation company in
2000. It has brought new energy
to two-thirds of German companies
on the DAX. HYVE works with its clients to find
gaps in product portfolios previously assumed to
be exhaustive. This has produced innovations like
a virtual reality fitness machine that makes users
feel like they’re flying.
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THE PROFESSOR. Professor Gesche Joost advises

the European Commission on behalf of the Ger
man government about the “Digital
Single Market” project, which
seeks to make the European Com
mon Market fit for the digital age.
A native of Kiel and a professor of
design at the Berlin University of
the Arts, she and her students at
the Design Research Lab study innovative ideas
like the Smart Maintenance Jacket, which helps
wearers find their way through buildings and warns
them of potential hazards. Joost is also a member
of the SAP Supervisory Board.

FOCUS ON THE FUTURE. Verena Pausder is the
founder and CEO of Fox & Sheep, a company that
develops apps for preschool chil
dren and markets them worldwide.
Together with the Haba toy maker,
she launched a workshop where
kids 5 to 14 years of age can dis
cover the digital world in playful
ways. They can experiment with
3D printing, programming, and robot building.
Herself a mother of two, Pausder serves as a men
tor for the non-profit “Startup Teens” initiative,
which helps young people develop entrepreneurial
ideas and projects.

GOOD CAUSE. Berlin native Till Behnke is the
founder of the Betterplace donation platform.
Users can provide money, goods,
time, or knowledge for good
causes. Those who want to start
an aid project but don’t have
funding yet can apply to Better
place and receive donations. The
nebenan.de platform is another
of Behnke’s projects. It enables neighbors with
shared interests and mutually complementary
skills to find and support one another.

MUSIC STREAMING. Hans-Holger Albrecht

is CEO of the Deezer streaming service. Subscrib
ers can access 43 million titles
at any place or time. Founded in
Paris in 2007, the company offers
an innovative flow function that
adapts music selections to users’
tastes. Deezer has more than ten
million active users in more than
180 countries.

INNOVATIVE EDUCATION. Former Stanford profes
sor Sebastian Thrun wants to democratize higher
education with the help of the
Udacity online academy. It offers
courses primarily in programming
and information technology. Some
of the content is developed jointly
with tech companies like Google or
Facebook, with the aim of training
graduates in targeted ways for industry jobs.
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ONLINE ENTREPRENEURS

AUTOMATIC AUTHOR. Founded by Stuttgart entre
preneur Saim Alkan, AX Semantics provides soft
ware that writes texts. The content
comes from structured data sets,
and the algorithm first learns what
form and tone the text should take.
The more data available, the eas
ier it is for the software to create
texts. The algorithm from AX Se
mantics generates up to 90 million texts a day for
weather forecasts, sports news, and online prod
uct descriptions.

THE DECORATOR. Online shops for clothing and
accessories abound, but Delia Fischer wanted one
for furniture and decorative items.
She quit her job as a fashion journal
ist for the women’s magazine Elle
and founded the Westwing shopping
club in 2011. It provides registered
members with new interior deco
ration offers every day. It is active
in ten countries, with more than 7.9 million regis
tered users worldwide.

DIGITAL INVESTMENT CONSULTANT. Many banks
now use robo advisors to determine the right
strategies and make automatic
investment decisions for their
clients. Founded in Frankfurt by
Ralf R. Heim and his partners
Friedhelm A. Schmitt and Stefan
Post, the Fincite start-up offers
digital asset management. The
Fincite Core platform can analyze, monitor, and
optimize existing portfolios. Banks can integrate
the algorithm-based software into their services.

THE PLAYER. Hamburg native Hendrik Klindworth

is one of three founders of InnoGames, a leading
developer and producer of online
games. The InnoGames portfolio
currently consists of six games
that can be played on computers
or smartphones. Users only pay
if they wish to acquire additional
functions. The company’s sales
rose by 25 percent to 130 million euros in 2016.
Its 400 employees come from more than 30 dif
ferent countries, with more than 150 million players
registered worldwide.

THE GLASSES GUY. Dirk Graber is a co-founder of

Mister Spex, an online shop with more than 3,000
brand-name frames on offer. Users
can try them on digitally with pho
tos or videos. The shop also works
together with 550 local opticians
in Germany, Austria, Switzerland,
and the Netherlands, which test
customers’ eyes free of charge and
send the results to Mister Spex. Customers then
receive their glasses by mail.

SCIENCE WITHOUT BORDERS. As a researcher at
Massachusetts General Hospital in Boston, Dr. Ijad
Madisch looked in vain for an

expert who could help him solve
a specific problem. That led to
the idea behind ResearchGate, an
online platform he founded with
two friends in 2008. Since then, it
has connected 12 million scientists
from 193 countries and provided access to around
100 million articles.

MATH ONLINE. With Bettermarks, his digital learn
ing platform, Arndt Kwiatkowski seeks to revolu

tionize the way people learn and
teach mathematics. Students can
use the program on their own to
solve problems and do exercises.
The software adjusts its level to
individual learning needs and skills.
This is a targeted way to close
gaps in mathematical knowledge. Kwiatkowski,
who also founded the ImmobilienScout24 real
estate platform, would like to see Bettermarks
replace math books.

DIGITAL MEDICAL RECORDS. Physicians often have

to spend a lot of time and effort to gather health
information about patients referred
to them. So Dr. Johannes Jacubeit,
a surgeon, and his partner Matthias
Lau developed the LifeTime app
plus the associated LifeHub hard
ware. Patients install the app on
their smartphones, and doctors
access their data via the LifeHub device, which is
about the size of a deck of cards. Transmission
and storage of these confidential data are strictly
local. Around 200 physicians in Hamburg are al
ready using LifeTime. The app has been downloaded
nearly 10,000 times.

CULTURAL KNOWLEDGE. Professor Holger Simon

and his colleague Professor Stephan Hoppe
founded the Pausanio agency, which
develops software for websites,
apps, and audiovisual media specifi
cally for cultural institutions. The
aim is to provide knowledge in clear
and interactive forms to the broad
and diverse target groups for muse
ums, galleries, and concert halls. The “Schlösser
land” (“land of castles”) app developed for the German
state of Saxony, for example, takes users on tours
of historical parks, with special audio stations that
provide details about their origins and design.

INDUSTRY DIGITIZERS

SECOND-HAND LUXURY. Rebelle, an online shop
created by Cécile Wickmann, sells

high-grade vintage women’s fash
ion. Each item is checked by an
expert team for quality and authen
ticity. Rebelle receives a commis
sion based on the amount paid for
the items.

READ FIRST, THEN PAY. Digital payment models
are a challenge for publishing houses. Users are
accustomed to accessing parts
of the products on their websites
free of charge. Cosmin Ene wants
to change this with a start-up that
enables micropayments. “LaterPay”
lets publishing houses sell digital
content for profit starting with pay
ments of five cents. Users only have to register
and pay when they have read articles from differ
ent websites adding up to a value of five euros.

THE ORGANIZER. Co-founded by industrial engineer
Philip Magoulas, Shore provides software that

enables companies to run business
processes simply and efficiently
online. Small and medium-sized com
panies can offer online appointment
services, or manage vacation and
sick leave digitally. Shore’s software
has more than 40,000 subscribers.
The Munich-based company’s sales have tripled
every year since it was founded in 2012.

GAME RECOGNITION. The Arena app co-founded by
Dr. Hubertus Porschen offers innovative marketing

in the form of individually adaptable
game-based apps. Clients can in
corporate them into their corporate
design, websites, and social media
presence. In the form of memory
games, sweepstakes, or Advent cal
endars, the apps familiarize users
with the respective companies, brands, and prod
ucts. The aim is create lasting memories. The basic
technology has already been used to create more
than 3,000 client-specific apps.

THE PIONEER. Ralph Dommermuth is the founder
and CEO of United Internet AG. The company offers
Internet access and application
products such as the GMX and
Web.de e-mail services. Formerly
known as “1&1 Marketing,” in 1988
it was the first Internet company
on the Frankfurt Stock Exchange.
With more than 16 million paying
customers and over 33 million ad-financed free ac
counts, United Internet AG is currently the largest
Internet service provider in Europe.

Adidas, Aexea, Allianz, Andreas Pohlmann, Ariane Jäger, Bettermarks, Cinco Capital, Cisco, Claudia Eckert, Connected-health.eu, Deezer, Deutsche Bahn, Deutsche Lufthansa, Deutsche Telekom,
EOS, Factory Works, Festo, Fincite, Frank Thelen, Gesche Joost, Hubertus Porschen, Indtact, InnoGames, Innogy, Jim Rakete, Jörg Eberl (2), Kim Keibel, LaterPay, MediaMarktSaturn, MHP, Mister Spex,
Montblanc, Pausanio, Porsche, Re’flekt, ResearchGate, Sami Haddadin, SAP / Ingo Cordes, Schöller & von Rehlingen, Schunk, Shore, Siemens, Stephan Thiel, Thyssenkrupp Elevator, Till Behnke,
Udacity, United Internet, Westwing
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FLYING INSPECTORS. Instead of sending tech
nicians to check rooftop photovoltaic systems,
Ucair’s quick and simple alterna
tive is to use drones with cameras.
This saves considerable time and
costs for customers, and facili
tates prompt maintenance and re
pair. Ucair arose from the Innogy
energy company’s “Free Electrons”
innovation hub. Thomas Birr, Senior Vice President
for Innovation & Business Transformation at Innogy,
directs the hub.

FASTER PROTOTYPES. Founded and directed by
Dr. Hans J. Langer, EOS is the leader on the world

INTELLIGENT GRIP SYSTEMS. Schunk, a familyowned and operated company based in the town
of Lauffen on the Neckar River,
wants to make full use of the po
tential offered by human-robot col
laboration. The Schunk Co-act JL1
gripper is the world’s first intel
ligent gripping module equipped
with a sensor-based aura that lets
it interact and communicate directly with people.
Henrik A. Schunk is one of the company’s execu
tive partners.

THE SHOEMAKER. Gerd Manz, Vice President Tech

nology Innovation on the Adidas Future team, di
rects the “Speedfactory” project. It
seeks to reduce the shoe creation
process to a few days. This summer
a factory in the Bavarian town of
Ansbach will start high-volume pro
duction using additive processes to
build shoes layer by layer. Over the
medium term this Speedfactory is expected to pro
duce 500,000 pairs of sports shoes a year.

PRINTED TURBINES. The gas turbine at a power
station in the Czech city of Brno is a pilot project
from Siemens. Three of its twentyfour gas turbine burners have heads
made by 3D printing. The 3D print
ing process can produce burner
heads about 40 percent faster than
conventional methods. The project
comes from the additive manufac
turing department led by Dr. Sebastian Piegert at
Siemens’ Power & Gas division.

NEW SENSOR SYSTEMS. The Würzburg-based
Indtact start-up founded in 2013 by Clemens Launer
and Dr. Raino Petricevic makes
tiny, highly sensitive sensors for
industrial components. They react
with extreme sensitivity to vibra
tions or minute material changes
like expansion, yet are very robust
themselves. They are embedded
in airplanes, wind turbines, and other systems, for
example, where they can monitor wear and trigger
an alarm as needed.

DIGITAL PENMANSHIP. Oliver Gößler, CEO of the
German subsidiary of the Montblanc manufacturer
of writing instruments, has found
a way to link analogue writing with
the digital world. Augmented Paper
consists of a notebook and the
specially developed StarWalker pen.
Notes made on the paper can be
transmitted to mobile devices by
the “Montblanc Hub” app and Bluetooth technology.
The app also allows handwritten notes to be edited,
shared, and converted to digital text.

DIGITAL PORSCHE. For 20 years, Thilo Koslowski
headed the automotive division at the Gartner
technology and consulting firm in
Silicon Valley. In mid-2016 the ex
pert in digitization and new busi
ness models returned to Germany
in order to found Porsche Digital
GmbH. The Porsche subsidiary de
signs strategies and solutions for
digitization, connectivity, and smart mobility. In Ko
slowski’s view, a Porsche is the ultimate and most
exciting mobile device of all.

INCUBATOR. Christian P. Illek, the member of the
Deutsche Telekom board of management in charge
of human resources, founded the
Digital & Innovation division in
2016. It uses innovative working
methods to promote the digital
transformation of the Bonn-based
corporation. Its team serves as an
incubator to develop new ways of
working together in the digital age. Among other
things, it produces the company’s internal online
magazine Working in the Digital Age. Employees
can use this platform to engage in intense, critical
discussion on topics in this field.

NEW VIEW OF ELEVATORS. A digitization project
launched by Andreas Schierenbeck makes elevator
maintenance more efficient. The
CEO of Thyssenkrupp Elevator AG,
he promoted the use of HoloLens
technology from Microsoft. Mixedreality headsets let technicians see
the specific data of the elevators
to be serviced before they arrive
at the site. During the actual procedures the head
sets can show all additional technical data and
also enable long-distance expert consultations via
live imaging. This system can make elevator ser
vice up to four times faster.

SMART RAILS. Dr. Eberhard Kurz, Chief Informa
tion Officer at Deutsche Bahn, is using digital early
warning systems to reduce delays.
Three thousand railroad switches
have already been equipped with
sensors in order to provide auto
matic repair notifications. Other
projects include digitizing the com
pany’s sales structure and creating
a big-data center of excellence that encompasses
all of the company’s divisions. Deutsche Bahn will
invest around one billion euros in digitization proj
ects by 2018.

LEARNING FROM NATURE. Festo’s Bionic Learning
Network takes nature as its model for new tech
nologies and solutions in digital pro
duction. A recent development by
the team led by Dr. Elias Knubben
is a pneumatic lightweight robot
that mimics the human arm with a
seven-axis kinetic system. Humans
use opposing sets of muscles to
grip objects. This principle has been incorporated
into the seven joints of the BionicCobot, which
enables it to perform actions with different levels
of intensity.

market for industrial 3D printing.
Headquartered in the town of Krail
ling near Munich, the company
provides powder-based additive
manufacturing solutions to custom
ers in industry and aviation & aero
space. These technologies pro
duce components layer by layer from molten metal
and plastic materials, thereby shortening proto
type construction and development times.

HEADSETS. Wolfgang Stelzle creates digital worlds.
He is the founder of Re’flekt, one of the leading
European agencies for augmented
reality (AR) and virtual reality (VR).
A native of Munich, he and his
team produce innovative products
for industry and marketing. He be
lieves AR and VR will play key roles
in industry in the future, and pre
dicts that within ten years, production sites will
give their technicians the information they need on
headsets rather than screens.

SHOPPING REVISITED. The MediaMarktSaturn
retail group is running a pilot project for its Media
Markt and Saturn stores in Ingol
stadt: it is testing drive-by counters
where customers can pick up their
online orders. Chief Digital Officer
Martin Wild wants electronic price
tags to secure prices and pro
vide access to additional informa
tion and video clips. And at the Ingolstadt Saturn
store, a robot from the development lab of the
Fraunhofer Institute for Manufacturing Engineering
and Automation (IPA) has been on the job since
November 2016, guiding customers to the prod 
ucts they are looking for.

BEYOND CAMERAS. First as a freelancer, then as
a managing director, Armin Pohl turned Stuttgartbased Mackevision into one of the
leaders on the world market for
computer-generated images. The
company is especially well known
for its automotive imagery. It also
provides moving images, such
as visual effects for the Game of
Thrones fantasy series.
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TWICE
AS QUICK
Hartmut Falter and Christian Riethmüller are an
unusual tandem. In competing with major online booksellers,
these two businessmen rely on athleticism, fitness,
and discipline. Their shops have a single aim—to satisfy
their customers.
   GERALD SCHEFFELS  

JÖRG EBERL

Mayersche’s executive partner Hartmut Falter applies serious force to the pedals while
Osiander’s managing director Christian Riethmüller holds the course. Osiander’s logistics center
pre-sorts and packages deliveries for all branch stores in the chain.
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wenty or thirty years ago,

tomers are approached and advised. As Rieth-

as was that for returning books to wholesalers

bookstores could be found

müller explains, “When you enter the store, they

and publishing houses. And each shop now has

in some of the most prom-

really see you and place a priority on serving

core times for “power selling,” when all staff

inent downtown locations.

you.” That is possible because the employees’

members except for cashiers engage exclu-

Today hardly any bookseller

job description consists almost exclusively

sively in customer consultations.

can afford that. Around

of advising customers. The book industry in

WILL AMAZON REVIVE BOOKSTORES?
It’s crazy, actually. We order books online, but can’t leaf through them before making a purchase, and we may wait days
before they arrive. Not only that, we might not be at home when they do arrive, so we have to go somewhere else to pick
them up. Buying books at a shop is a completely different experience: inviting surroundings, comfortable stuffed chairs

THE RESULT:
CONSIDERABLY MORE TIME FOR CUSTOMERS

for browsing, a café right on the premises, an appealing children’s corner, and well-read clerks with advice on what you

and Mayersche employees were spending only

In parallel to these pilot projects, the experts

Amazon is opening shops. Bookstore culture is making a comeback. It could revive the brick-and-mortar business—and

twenty percent of their time talking with cus-

from Porsche Consulting trained some of the

many of the marvelous bookshops around the world.

together. Both are family-run companies with

tomers. The (large) remainder of their time was

employees to be trainers themselves for con-

long traditions. And both have learned from the

spent on activities like sorting, shelving, repack-

tinuous improvement processes. A manual en-

discount sector and from consulting services

aging, and ordering.

titled More Time for Customers was developed.

400 shops in Germany

Germany could learn from this, as an analy-

closed in the period from 2010 to 2014 alone.

sis by Porsche Consulting showed. Osiander

Two medium-sized regional chains are rising
to the challenge and are also working closely

how to focus on efficiency.

might like. We’re talking style. There’s nothing old-fashioned about that. That could well be the reason why the online giant

Amazon Books // USA This online commerce company opened
its first bookstore in Seattle in 2015, and now also runs stores in
Portland, Dedham, Chicago, and San Diego. A card below each
book shows its online customer ratings. The selection criteria are
based on online reviews, sales figures, and advance orders.
Each shelf also contains an Amazon e-reader with all the works
in digital format.

With the help of this manual, the trainers can

Christian Riethmüller, a managing director of

MATERIAL FLOW:
LEARNING FROM INDUSTRY

Osiander, and Hartmut Falter, an executive

The results of the study surprised not only the

changes there too. At the pilot branches, the

partner of Mayersche, are making substantial

two directors but also their staffs. The retail

amount of time spent advising customers has

changes to their companies. They are combin-

sector can benefit here from the material flow

more than doubled: from twenty to fifty per-

ing brick-and-mortar bookstores with online

expertise in the automotive industry. So at two

cent. This is still not as much as at the Amazon

services and e-readers. At the same time and

pilot shops for each of the companies, the con-

bookstore, but that doesn’t worry the German

with the support of Porsche Consulting, they

sultants introduced measures such as sorting

managers. As Riethmüller notes, “Our employ-

are restructuring the work at their stores to

books from carts that take set routes through

ees have much more expertise than the people

give their employees considerably more time

the stores. In addition, employees now shelve

at Amazon. If we can succeed in combining this

explain the project results to other branches
and assist those teams in implementing the

with customers. They are posting substantial

books before the stores open. This has given

expertise with an enthusiasm for sales and in

sales, in part due to additional products that

them more time for customers. The incoming

accomplishing the auxiliary tasks more effi-

often bring better profit margins than books,

goods process was organized more efficiently,

ciently, we will definitely be better.” p

which in Germany are subject to retail price
maintenance. Riethmüller and Falter do a lot
of things together, such as their project with
Porsche Consulting. And finally, neither minces
houses and book fairs, or to praising their main
competitor Amazon.

LEARNING FROM THE COMPETITION
Last year the two businessmen traveled to
Seattle, where Amazon had opened one of its
first bookstores—in a relatively small space
with a very narrow range of around 6,000 titles.
Falter summarizes what they learned from their
visit: “Amazon determines what to offer based
on algorithms from the online business, not on
the expertise of industry specialists and em-

THE PROJECT
The fact that you won’t see Mayersche or Osiander staff juggling stacks of
books or shelving them during opening hours is a result of the work with
Porsche Consulting. Here are some of the steps being taken at the 87 branch

Incoming goods: Books sent by wholesalers and publishing houses are sorted
directly on carts.

Shelving: Instead of placing books in crates, they go directly to carts that take
set routes through the shops. This shortens walking distances, and presents
a more orderly appearance.

ployees. That kind of individual expertise is not

Time management: Shelving is done before the shops open—giving employees

transferrable. The range of titles is extremely

more time to advise customers.

reduced, but even in Germany our spaces are
getting smaller. These days, large stores with
more than 2,000 square meters of floor space

Cash registers and order shelves: The operative principle here is “neat and clean,”
so books awaiting pick-up can be quickly located and handed out.

only make sense in cities with more than half

Power selling: During specified core times, all employees (including branch

a million people.” What impressed the two Ger-

managers) concentrate entirely on sales, with each employee assigned to

mans on their trip to Seattle was the way cus-

a specific part of the store.
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Dominicanen bookstore //
Netherlands This store is located

locations of the two companies:

Barnes  &  Noble // USA Founded in 1965,
the Barnes & Noble chain currently has
around 640 bookstores throughout all 50
U.S. states. Like the one in Eastchester,
New York, all of them are spacious with
comfortable places to sit. The cafés
at Barnes  & Noble are run by Starbucks.
Nook is the brand name of the company’s own tablet. Visitors can use it free of
charge to browse through digital books,
newspapers, and magazines.

Atlantis Books // Greece In 2004, six friends
from Cyprus, England, and the USA set off across
Europe from Cambridge to the Greek island of
Santorini in a Ford Transit full of books. They
opened a bookshop with a view of the sea in the
town of Oia. They display some of their books
outdoors. And they themselves produce small
volumes that can be sent in envelopes by mail.
In response to high demand, they founded
Paravion Press.

in a converted Gothic church
in the center of Maastricht. Its
700,000 annual visitors find
around 25,000 titles, new and
used, in Dutch, English, French,
Spanish, Italian, and German.
The store holds 150 exhibitions,
roundtable discussions, and readings a year. A café was installed
in what used to be the choir.

AMAZON, BOEKHANDEL DOMINICANEN , BARNES & NOBLE, ATLANTIS BOOKS

words when it comes to criticizing publishing

LET’S BE CLEAR OK, we’ll sit on a tandem. Come on, take the photo.
Five shots, that should do it. A joint interview? Ten minutes, that’s all. Christian Riethmüller and
Hartmut Falter maintain a quick pace. They are focused on their customers, and thus have

HARTMUT FALTER on …

fast, and convenient for customers as possible. It starts
with traffic routes and parking fees. Retailers have to pay

… consultants: “It’s important to have external consultants

a lot of attention to that. And once customers get to the

initiate and guide change processes. People attach greater

store, can they quickly find what they’re looking for? Will

little time to spare. However, we noted a few of their comments about the industry—which get

weight to outside expertise and authority—even managers

they get sound advice? Is the service good, is the staff

straight to the point.

listen with different ears.”

accommodating?”

CHRISTIAN
RIETHMÜLLER

… the Porsche project: “We have freed up blocks of time.
Now we’re ready for stage two: we have to turn this time

I’m looking for. But at a shop I want to be inspired. That

into customer contact and active sales. That’s our next task.”

should be the basis for our selection and presentation,
and also for the advice that our employees give. Custom-

… the book industry’s reputation: “Customers value not
only books but also the book industry. They spend quality
time at our stores, which they consider attractive. So the

of the long-standing Osiander book chain.

framework conditions are favorable. If we can also succeed

… online sales: “The book industry has made the shift to an

Founded in 1596, the company is owned by a family

in having our employees offer outstanding purchasing ex-

online business, and books are products that can be com-

periences, then we will be in a very good position in a very

pletely digitized. It’s different in the clothing industry, but

dynamic market environment.”

there too the percentage of online sales has risen for about
the last three years. The grocery industry is going through

to 40. With sales of 79 million euros in 2016,

… shopping these days: “Customer behavior has changed

this right now. These are really disruptive processes, but

Plans call for the network of bookstores

enormously. Everyone can access every product at any

we have dealt with the situation. It’ll be interesting to see

to be expanded to up to 60 locations over the next

time of day or night. So we have to make things as simple,

how e-commerce will work in the grocery sector.” f

Osiander is the fifth-largest bookseller in the country.

five to ten years.

CHRISTIAN RIETHMÜLLER on …
… digital reading: “It remains to be seen whether the e-book

Not all of our customers want in-depth advice, but you have

trend will continue. It has already leveled off in the English-

to let them know that you’re ready and able to provide it.

speaking world, although this might have something to do

Speed at the cash register is also an increasingly important

with the many free or low-priced print books on offer. The

factor—no one wants to wait.”

fact is, people are reading more than ever. And our target

… Amazon: “We’ve already underestimated Amazon twice:

HARTMUT
FALTER

first with their online business, then with the Kindle. We can’t
afford to do that a third time. We have to look at what the

Born in Aachen in 1964, Falter is

most successful retail business in the world does well. And

an executive partner of the Mayersche book

… publishing houses: “I went to the last Frankfurt Book Fair

whether we can adapt and apply some of their practices.

company, which has 47 locations in

on the days it was open to the public, and experienced it

Our job is to be at least as good as they are. Even if Amazon

the states of North-Rhine Westphalia and

from the perspective of end customers. My impression is

brings some of its own bookstores to Germany.”

that 95 percent of the publishing house stands were non-

Rhineland-Palatinate. Like market leaders Thalia,
Hugendubel, and Weltbild, Mayersche

interactive and frankly boring, despite the fact that their

… his time at Aldi, the discount supermarket chain: “Yes,

also had to close some stores a few years ago.

visitors are avid book fans. This puts our industry in a poor

there’s something of Aldi in Osiander, namely, performance

But it has been expanding again

light. We want to do things differently and excite our cus-

indices. Each branch logs its sales and number of employ-

since 2015, and posted sales of 155 million

tomers—every single day, every time we talk with them.”

ees every day. We can use these figures to optimize our

euros in 2016.

work. For example, we’ve reduced our percentage of per-

… customers: “Customers have considerably higher expectations these days. And we’re facing tougher competition.

Our job now is to sell them additional products.”

Born in the Swabian region of Germany

foundation. Over the past ten years, it has

… fear: “If you’re fearful by nature, you shouldn’t be in retail.”

ers are often well informed when they walk in the door.

in 1975, Riethmüller is one of two managing directors

quadrupled its number of shops in southern Germany

group of frequent readers also wants to do so on the move.”

… inspiration: “When I make purchases online, I know what

sonnel costs vis-à-vis sales by four percent. That has given
us better processes and more revenue.”

“THE
FUTURE
IS
NOW”
TURN THE PAGE
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he adds. To develop this vision, Jung com-

A

missioned the Porsche consultants and gave
them an unusual set of instructions—not to
think too much about immediate profitability.

SITE

“We’ve already done a lot with Porsche Consulting to strengthen our production and improve
our quality, costs, and scheduling. But for this
project, the first thing we have to do is widen
our scope.” Jung therefore set a deliberately
overambitious goal: a factory that produces
more energy than it consumes, and cleans the

TO
SEE

air in the process. “The formulation is a little
over the top, that’s true. But it describes the
direction we want to take.”
There are many reasons behind Schaeffler’s
desire to change its factories. The company
wants to do more than help preserve the environment by means of energy efficiency and air
purification. Megatrends like digitization and
electrification are changing the products it will
be offering in the future. Demographic shifts

How Oliver Jung, Chief Operating Officer
of the Schaeffler Group, is building the
factory of the future.

and increasing urbanization are changing employees’ ideas about what makes an attractive
place of work. And innovations don’t exactly fall
from the sky. They only arise under the right
conditions. All of these factors have very natu-

   MAREN EITEL  

CHRISTOPH BAUER

rally led to Schaeffler developing a vision for

A modular structure for flexible production facilities, sufficient space for all employees to communicate and exchange ideas, and

its production facilities of the future. “Our fac-

attractive work stations: Schaeffler employees and Porsche consultants have worked together to develop more than 300 individual

tories are the places where we generate value,”

ideas for their “Factory for Tomorrow”—and incorporate them into an overall concept.

says Jung. “They are the backbone of our pro-

H

duction system, and that’s why we’re doing our
utmost to have strong production sites.”
erzogenaurach is a town in

the wall. Measuring two by four meters, it is

at all. The key is to take a modular approach.

production specialist Jung readily admits, is

white-collar workers. But I doubt that’s the

northern Bavaria that would

entitled The Factory for Tomorrow. One might

Nobody knows exactly what requirements a

“Plug and produce” is the name of the game.

not a topic that comes easily to him. But he

right way to proceed in the future.”

hardly figure prominently in

add that it displays a fair amount of artistic li-

factory of the future might have to meet. This

Machines should be able to fit into different en-

is very interested in making factories more

books for its geography alone.

cense. Is this what the next Schaeffler factory

means that flexibility is more important than

vironments on a “Tetris principle,” and be im-

appealing in general. “We don’t just need to

That division has already been erased in the

Yet it boasts the headquar-

will look like? “Well, it’s not exactly a construc-

ever. “We have to build factories that can adapt

mediately able to work. Their dimensions and

make our shop floors more attractive than

artful depiction of a production site on Jung’s

ters of Schaeffler AG, as well

tion plan,” says Jung. But that’s not what he’s

to differing lengths of the value chain,” explains

technical parameters therefore have to meet

they are right now, we also need to improve

wall. It and other innovations in the graphic are

as those of the world-famous sporting goods

using it for. Day after day, this artful depiction

Jung. When making its rolling bearings, Schaeff

certain standards.

our communications,” he says. “Production

being implemented one by one. “In fact, most

has to take place in physical proximity to

of them will be put into place the next time we

companies Adidas and Puma. Schaeffler has a

of a production site gives him new inspiration

ler produces everything itself from the steel

worldwide reputation too, albeit in a different

for innovation—for the work at Schaeffler fac-

strip to the finished item. But for its electrified

A current example: Schaeffler is developing a

all the indirect departments, and be closely

build a factory,” notes Jung. A new company

discipline—the top league of automotive and

tories in the future.

products, purchased parts are playing a greater

universal production line for all types of rolling

linked with them.” This transforms a factory

campus under construction in China comes

role. That increases the demands placed on

bearings. But that’s not all. If a rolling bearing

into a place where knowledge is exchanged

very close to this ideal depiction. A recently
opened factory in the Czech Republic already

industrial suppliers. Rolling and plain bearings
are among its most successful products, along

The Schaeffler Group opens one or two new

logistics. However, the Schaeffler Group has a

factory needs to make a completely different

and innovations are developed. Schaeffler has

with engine components and clutch systems.

production sites somewhere in the world ev-

lot of experience in shifting production among

product one day, nothing should hinder the

known for decades that systematic simultane-

contains many of its elements. And individual

ery year. It currently has a total of 73. “It’s

different sites. The company carries out more

conversion process. So the plans for utility

ous engineering is what brings forth the best

solutions can be retrofitted at other plants.

routine for us, we’re experts at it,” says Jung.

than a hundred shift projects a year.

systems, such as the energy supply, also have

innovations. Jung is also convinced that the

Site by site, Schaeffler is working on the fac-

most efficient approach is to have close ties

tory of the future—because sometimes the

between product development and produc-

future arrives faster than expected. f

Oliver Jung (55) is a mechanical engineer and
the member of the Schaeffler Executive Board

Each factory is based on a clear vision, and

responsible for production, logistics, and pur-

concrete plans are drawn up five years in ad-

To become even more flexible in the future,

chasing. Every time he enters his office, the

vance. “But it’s not always clear what a factory

the plan is to make the factories highly stan-

And then there’s another matter, namely, the

tion. “We’ve all been socialized in our careers

first thing he sees is quite a large graphic on

should look like five years before we build it,”

dardized. Is this a contradiction in terms? Not

“pleasant working environment”—which, as

to make a strict division between blue- and

54

to allow for their possible removal.
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CONTROL UNIT

BALANCE

Reliability: rules for everyone involved ensure reliability and transparency.
Conflicting aims: these are detected early on, and
adjustments are requested.
Future scenarios: these are evaluated (cost / benefit)
and discussed with the management and those
involved.

How intelligent control safeguards profit.

G

ood planning is half the battle. At many companies the dif-

tion department cannot make in sufficiently large numbers. Or the pro-

ferent departments—from sales to procurement—still do

curement department might have too little time to find a supplier for

their planning separately instead of together. They tend to

components already scheduled in production. The corresponding plans

focus on their own segment of an indispensable process

can quickly become useless. When that type of situation arises, enor-

that unites all the departments. This process starts with

mous efforts are put into trying to satisfy the customer anyway. The high

the customer who selects a product and places an order for it. And it

additional costs threaten the company’s overall aim—to make a profit.

MANAGEMENT / PLANNING QUALITY
Overall success: entrepreneurial action is encouraged.
Planning quality and deliverability: these are anchored in the
“customer to customer” process via a trans-departmental
system of aims.

ends with the customer, when the desired product is delivered. Between

these two points the customer’s order moves through different hands

Intelligent control can coordinate the individual departments and align

PROCUREMENT

both inside and outside the company: dealers and suppliers are involved,

different forces more closely with the company’s overall objectives.

Need: reliably determined based on product range planning.
Fixation period: order volumes are fixed up
to a certain delivery deadline, then flexible.

the requisite components are purchased, the product is manufactured,

When everyone involved agrees and commits to a plan, this forms a

and then delivered by the logistics specialists. Conflicts can arise over

stable network. And within these set boundaries, all the departments

the course of this process. For example, the sales department might

retain the necessary latitude—and thereby gain a completely new

promote product versions with sizeable profit margins that the produc-

degree of flexibility. f

DEALER
Upselling: higher-grade model versions are
offered, depending on availability.
Order planning: the dealer commits to order
certain volumes.
5.
Procurement
orders materials

8.
The dealer gives the
product to the customer

CUSTOMER
Expectation: good quality, short
delivery times, and attractive prices.
Configuration: can still be adjusted
after the order.

SALES
Sales planning: takes customer demand and deliverability into account.
Forecasts: generated on the basis
of real-time data.
Marketplace: compensates among
dealers for deviations from sales
planning.

SUPPLIER
The “customer to customer” process covers all
activities from the order to the delivery. An intelligent
design ensures that everyone involved acts in concert

OUTSIDE THE COMPANY
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7.
Production
delivers finished
product

PRODUCTION

Planning stability: clarity is provided by clear
statements of need plus fixation periods.
Flexibility: clear order commitments give
breathing room to capacities.

with company interests.

3.
Sales
has order
scheduled

Product range planning: sets minimum and maximum capacities for
set periods.
Flexibility: can handle fluctuations within the product range.
Transparency: restrictions on periods in which orders may be changed.
6.
Supplier delivers
materials ordered

© Porsche Consulting

2.
The dealer
passes on
the order

1.
The customer
orders the product

4.
Production announces
procurement needs

INSIDE THE COMPANY
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Li | ber | tad
[liβɛrˈta(ð)] f, liberty: self-reliance, independence, self-determination
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THE SEAT WAY: VIA SEAT +
THE AIM: Around 5,000 employees in the indirect departments of pur-

THE PROGRAM: Departments

2. FOCUSED
defined priorities

chasing, finance, development, sales, and personnel are to become

were analyzed successively in a

¡

ten percent more efficient. The departments will invest the capacities

series of waves, and optimized in

¡

stronger core areas of expertise

thereby freed up into future-oriented fields such as connected cars

accordance with three principles:

¡

fewer auxiliary activities

and electrification.
1. AGILE

Six decades ago, the Seat car maker mobilized and motorized the Spanish people, providing a taste
of freedom in the Franco era. Today this Volkswagen subsidiary is freeing up new areas for itself. A broad-based
program is giving all of its departments space to address future-oriented fields.

   MAREN EITEL  

T

3. ORGANIZED

THE TEAM: Experts from Porsche Consulting worked together with the

¡

fewer management personnel

¡ digitally

Seat organizational team and with employees from all the indirect de-

¡

flatter hierarchies

¡ s treamlined

partments on the “Via Seat +” program.

¡

fewer committees

¡ trans-departmental

networked processes
work processes
cooperation

MARCO PROSCH

he SEAT car maker has survived

stands for sportiness and fresh design, and

turbulent times. The Sociedad Es-

is also considered a good choice for families.

department may then reinvest the capacities
it frees up into new job profiles. The only con-

pañola de Automóviles de Turismo

That has not always been the case. The brand

dition is that these new positions must be in

was founded in 1950 by the Span-

struggled for quite a while to find its place.

future-oriented fields. “It was clear from the

ish government under the dictator-

“The Leon has enabled us to successively im-

start that the capacities we released would not

ship of Francisco Franco. Its first models were

prove our results since 2012,” says Kintscher.

be eliminated but instead placed in the service

based on those of the Italian manufacturer Fiat,

“That is a reflection of what is happening with

of the individual departments,” says Ros. “And

which owned a share of the company. In 1957,

our customers.” Xavier Ros, Executive Vice

that, of course, was a very motivating factor.”

the Seat 600 city car became an immediate

President for Human Resources, adds: “The

success. At 71,000 pesetas it was not ex-

success of this turnaround is a completely new

Enthusiastic support by the workforce was

Holger Kintscher (left) and Executive

actly cheap. But Seat offered an installment

feeling for us.”

anything but a foregone conclusion. After all,

Vice President for Human Resources

plan, which gave vast numbers of Spaniards

Executive Vice President for Finance

Seat had just worked its way through several

Xavier Ros share a mission: clearing

a sense of freedom. They drove to the sea,

A surge of energy is evident throughout the

efficiency programs. “We had been working

space for Seat employees to focus on

visited friends and relatives, and some even

company. And it is being applied directly to

hard on our profitability,” says finance head

future-oriented fields.

made quick trips over the border to France to

future-oriented fields. “Like all car makers, we

Kintscher. “You can always keep trying to

see movies that were banned in Spain.

have to address the major trends in our soci-

lower costs a little more. But efficiency is just

ety,” says Kintscher. Seat wants to become

a means to an end. What we now want to do

Seat built 10,000 cars in 1957. In 2016 it made

a provider of mobility solutions, and play a

is put Seat in a strong position for the future.”

more than 449,000 at its site in Martorell near

leading role in automotive connectivity. Elec-

THE SEAT STORY

Barcelona. In 2015 the company reversed a

trification and autonomous driving are on the

lengthy period of loss, and in 2016 posted an

agenda as well. To tackle future-oriented fields

on defining the core areas of expertise it wants

With 14,000 employees, Seat is the largest employer in the Catalonian region. Counting supplier and aftersales companies, some 100,000 jobs

operating profit of 153 million euros. Its sales

from e-mobility to connectivity without inflat-

to focus on. The company’s available resources

throughout Spain depend on the car maker. Seat has played a key role in the country’s development from an agricultural to an industrial economy.

have risen, especially on the German market.

ing its organizational structure, the company

will now be consistently placed at the disposal

Key milestones in the company’s history:

And its product range now includes an SUV:

has launched the “Via Seat +” program. That

of these core activities. “Obviously, you can’t

the Ateca, which was introduced in 2016. But

translates to “Seat way plus.”

calculate with people like you can with num-

In 1953 the first Seat plant in the region produced five cars a day. The first model, the Seat 1400, was similar to a car

bers,” Ros notes. “The employee skills that we

from Fiat. In 1957 the legendary Seat 600 came onto the market. It sold out rapidly in its first years of production. Many

the brand is best exemplified by the compact
Leon model. “We sometimes even talk about

The main focus of the program consists of lib-

Together with Porsche Consulting, Seat worked

Spaniards had to wait several years for a car. In 1974 Seat sold its two millionth vehicle. In the meantime, nearly half of

free up generally do not transfer one-to-one to
Seat 600

all Spanish households had acquired a car—and half of those sported a Seat logo. In 1984 the first Seat Ibiza was made,

leonization,” says Holger Kintscher, Seat’s

erating the members of all departments from

job profiles in pioneering fields.” This is why

Executive Vice President for Finance. By that

lengthy decisional processes, superfluous hier-

Seat is now helping its employees obtain the

he means the considerable rise in appeal the

archies, tedious coordination hurdles, duplica-

specific qualifications they will need for their

wagen acquired the Spanish company. In 1999 Seat introduced a sporty model: the Leon, with 180 hp, six speeds, and all-wheel drive. In 2016

brand has enjoyed over recent years. Seat now

tion of work, and administrative burdens. Each

new responsibilities. Let the future come. f

the Seat Ateca, an SUV model, joined the range.

58

which enjoyed international success as well. It was the result of collaboration with Porsche and the Italian designer Giorgio Giugiaro. In 1986 Volks
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NO CLUE?
THINK AGAIN

   ANDREAS WEIHER  

O

STEFAN KUNTNER

f the murders committed in Germany, an im-

Did they depersonalize their victims, or desecrate them? “My

pressively high number is solved. In recent

approach is often unusual, or even crazy for that matter. I try

years, more than 90 percent of the 300 or

to reproduce how people kill. I slip into their minds, in order to

so cases a year have been cleared up. The re-

see the crimes through their eyes.”

mainder, which are known as cold cases, are
very hard nuts to crack. These are the realm

In Petermann’s view, no violent crime can be planned and car-

of criminologists like Axel Petermann, who attempts to work

ried out in an airtight manner. The biggest weakness in every

out what motivated the perpetrators, what their methods were,

crime is chance, he says. Even when a deed has been meticu-

and how their victims might have behaved. He puts tiny pieces

lously planned, a great many situations arise that require on-

of the puzzle together until the criminal finally has a “face.” “In-

the-spot decisions. Piece by piece, they reveal a great deal

vestigators have to stick to hard-core facts in their search for

about the perpetrator. “And precisely that is what gives me

a motive or a suspect,” says Petermann. “As a profiler, I look

a way in.”

for the clues behind the clues.”
Despite all his experience, there are some cases that have
Since 2000, all of Germany’s state criminal investigation of-

eluded his grasp and remain to be solved. But Petermann would

fices (LKAs) have employed profilers. Most of them work on

never consider giving up. “I never close a file on an unsolved

teams, and avoid publicity. Not Petermann. Compared to the

murder. At some point the crucial clue has to turn up, which

usual circumspect police officials, he stands out like an exotic

will lead to the person who committed it.”

bird. A 64-year-old native of Bremen with long white hair and a

Axel Petermann reconstructs a criminal case in which the victim was bound and gagged.

distinctive moustache, he could have walked straight out of a

Petermann turned in his badge and now works as an indepen-

detective series—even without his Columbo-style trench coat.

dent profiler. People commission him to examine their rela-

Petermann is comfortable with his lack of convention. He is

tives’ unsolved murders or other deaths. Depending on his

never satisfied with “the facts,” or photos, or a cozy atmo-

clients’ finances, he sometimes works for free. “Some people

sphere at the office. He personally inspects the scene of every

are tormented for decades by a lack of knowledge, especially

crime, regardless of how long ago it was committed. “I often

if they’ve lost a child.” he says. “They still hope to find out

stand there for hours at a time, as if the murderer might show

what happened—they’re rarely interested in revenge anymore;

up and talk to me,” he says. “Not everyone realizes that what

they’re just looking for closure.”

I’m doing is working. Sometimes a single step, an inspiration,
a new thought will suddenly shift everything into perspective.”

alysts.” Petermann doesn’t think much of it. “You either have

Axel Petermann loves puzzles—as long as the parts fit together

Petermann has always been a loner, even when he led the

what it takes for my job or you don’t. They’re not things you

to produce an overall image. In his work as a profiler, he tries to figure out how criminals think,

homicide squad in Bremen, and worked on more than 1,000

can learn: experience with criminals, a strong network of con-

to imagine the world from their perspective, and to reconstruct their actions.

cases. He informed family members of deaths, and declined

tacts, hundreds of visits to crime scenes, long hours of work

He is considered one of the best in the field.
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Profilers can complete a training program as “police case an-

to attend conferences with his colleagues in order not to be in-

in forensic medicine. Above all, what you need is the courage

fluenced by convention or the received wisdom on clues. What

to question longstanding conclusions by your colleagues and

he seeks to do is “read” the perpetrators. How did they inter-

supervisors. That may not win you many friends, but it does

act with their victims? Did their violence stop with the murder?

help crack cases.” f
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NEW ROLES
A SCIENTIST WHO CREATES NEW COMBINATIONS

How do innovations arise? Obviously not all of them
are inventions out of the blue. They also result from putting existing
items to new purposes. Instead of reinventing
the wheel, you can recombine it—with a suitcase, for example.
That’s what led to the rolling case. A successful innovation,
which thirty years later is still an absolutely essential
part of everyday travel.

   MAREN EITEL  

J

MARCEL TARANTINO

“FOLLOWERS
ARE OUT”
An interview with Anne Bernecker.

ulia Bendul puts the principle of recombination to good use. A former manage-

She works as a trend scout for fashion

ment consultant who is now a professor of network optimization at Jacobs Uni-

houses, and says: “I can predict

versity in Bremen, Dr. Bendul works with an interdisciplinary team of economists,
engineers, data analysts, and logisticians on innovative ideas for production and

what we’ll find attractive in a few years.”

changing? Right now we’re in the middle of a discussion on
gender. How compelling will this topic be in three or four years,
and how will the market respond? What about fair manufacturing conditions in the clothing industry—how is our awareness
of this issue likely to change? Fashion is not the only thing that
keeps changing—the target groups do too. Trends are shaped
by the needs and desires of society.

How are consumers changing?
Our most recent focus has been on Generation Z; now we have
to think about Generation Alpha. The children who can already

logistics networks. “I’m always astonished at how a team of such diverse individu-

use an iPad at the age of five—what will they want when they

als keeps finding new approaches. Everyone contributes the strengths from their own

get older? The over-70 age group, sometimes called the silver

backgrounds, and the combinations generate some very unusual solutions.”

   ANDREAS WEIHER

society, has also undergone a lot of change. Life expectancies
have risen. Developments in medicine and the cosmetics industry, combined with purchasing power and an eye for fash-

Bendul, who herself has a background in industrial engineering, is especially interested
in production planning and control. Based on studies at train stations, which show that

ion, make this group an extremely lucrative source of business.

Trend scouts don’t have a terribly good reputation. In fact,
many are considered imposters or charlatans …
Anne Bernecker: In my opinion, it’s not enough to attend a few

fer to buy locally.

sign a factory layout with the right proportion of synchronous processes. Ideally the

fashion shows or leaf through the major fashion magazines.

How do you see the next two years unfolding?

individual objects should also be self-controlling. Models for this can be found in the

What you see there is actually already on its way out.

Migration will change our society. Emotions exert a strong

So what do you do?

T-shirts with slogans, like Dior’s “We Should All Be Feminists,”

The natural sciences in general offer a wealth of ideas that Bendul is quick to make use

I examine the situation before products are developed or trends

are in. Young designer labels like Vetements are rebelling

of. “Biologists have long been studying metabolic networks in the human body. They’re

arise. I work out what the status quo is for my customers, and

against stereotypes. In the next few years you can expect to

further along in this field than logisticians and production experts.” Their results can

try to get a sense of what the markets will be wanting a few

see a greater emphasis on individuality and personality than on

benefit work on production networks. The results of insect studies, for example on how

years later. Where are art, politics, architecture, and industry

the need to follow trends. f

bees communicate smoothly with one another, can be transferred to factories—this

headed? What technological developments are in the chute?

was the topic of Bendul’s thesis.

These are all elements of a long-term analysis, which of course

synchronized departure and arrival times have a negative effect on punctuality, she
found that the same is true for processes at factories. She is working with mathematicians and physicists to find a solution to this situation. The aim of the project is to de-

animal world, such as in ant colonies.

Many of them want sustainable, high-quality products, and pre-

influence on decisions. Art will become more politicized again.

also draws on intuition and experience.
She is currently testing how insights from psychology can be applied to production.
“Through our experiments, we are learning how human perception and individual person-

Can technical developments influence fashion?

ality can distort objective decision-making.” It is becoming apparent that many people

Yes, absolutely. The fashion industry has discovered 3D print-

distrust digitization and automated decisions. For instance, when deciding on minimum

ing, for example. Adidas is bringing its first mass-produced

inventory levels, planners will often change the optimized result as determined by com-

sneaker with a 3D-printed sole onto the market. Uniqlo’s fall/

Julia Bendul studies innovative production and

puter analysis. They let their gut feeling play a role. “That’s a completely new starting

winter collection will include 3D-printed knitwear. Sociological

logistics networks.

point in designing digitized production.” f

and economic aspects are also important. How is the zeitgeist

62

Anne Bernecker earned a degree in fashion design
from London’s Central Saint Martins College in 1997.
She works as a trend forecaster and fashion designer.
ANNE BERNECKER
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Customized Animal Tracking Solutions, or CATS for short, was

CATS

NORWEGIAN ORCA SURVEY

Porsche Consulting – THE MAGAZINE

born in 2012. Kraft and Liebsch left their jobs in academia and
dedicated themselves to developing cameras, transmitters,
and the associated software. The shapes, sizes, and weights
of the equipment had to be perfectly adapted to a wide range
of aquatic animals including turtles, sharks, and whales. And
the attachment systems had to be designed so as not to constrain the animals’ natural movements. Their efforts have produced unique images and unprecedented data. “Our biggest
development challenges had to do with the battery capacities
and the data transmission systems,” says Kraft. Sensors were
the key to the solution. They only activate the cameras when
the animals make conspicuous movements. When they hunt for

A 9-meter whale shark with an 80-centimeter remora. The camera

prey, for example. “We have incredible coverage of a sperm

captures front and rear views simultaneously, and the image shows

whale killing a giant squid at a depth of 600 meters,” he ex-

all the data at a glance.

claims. The systems not only record images and sound, but
also gather data on light conditions, pressure, and acceleration. A compass and a gyroscope (a spinning instrument that

Down to the depths: a killer whale in the wild has just been tagged with a CATS camera,

measures rotational acceleration) provide information about

retrieval impossible,” admits Kraft. These are costs that many

animal rotation, position, and direction. Some of the data are

institutes cannot afford. But producers of nature films on the

transmitted via the GSM networks used for cell phones.

BBC or Discovery Channel are now purchasing CATS equipment more often.

which will automatically detach from its skin in 72 hours.

The solution for retrieving the valuable pieces of equipment is

GONE DIVING
The German Alps, of all places, was where two future marine biologists grew up.
Crossing paths for the first time as adults in Australia, Dr. Peter Kraft and

brilliant. A timed mechanism releases the camera automatically

Individual and flexible shapes, sizes, and weights mean that

from the killer whale after a maximum of 72 hours, a propulsion

equipment from CATS can be used in nearly all the elements.

system brings it up to the surface, and a signal shows its loca-

It works in water, on land, and in the air. The range of poten-

tion for pick-up. However, researchers do have to calculate for

tial applications is virtually unlimited. The two experts are cur-

the loss of these 6,000-euro high-tech units. “If the camera de-

rently developing special recording technology to document

taches when the animal is below a layer of ice, we’ll never see

the hunting behavior of alligators and large birds of prey. Two

it again. The same is true for bad weather, which also makes

more exciting areas of exploration. f

Dr. Nikolai Liebsch bonded over surfing, research, and CATS—one of the world’s
most innovative companies in the field of animal tracking.

B

ig Al sends his five-meter frame and 1,400 kilo-

sor’s son, also a marine biologist, who would soon be going to

grams of body mass hurtling up toward a seal.

Australia? Kraft said yes. He and Nikolai Liebsch quickly real-

Just before reaching the surface, he stops short.

ized they shared a passion for surfboards, technology, animal

What looked like prey proves to be a large piece of

welfare, and the relevant research. And sharks held a particular

seaweed. The entire sequence is captured in out-

fascination for them. Since their student days, they had known

standing quality by an HD camera attached to his dorsal fin. Big

that fish can only be tracked for short distances, if at all. There

Al is a great white shark. Whether he wants to or not, he also

was a great need for long-term data on movement patterns,

“works” for CATS—a company that actually sends him diving.

hunting behavior, resting and eating periods, body tempera-

The background, in brief: Peter Kraft was working as a marine

gists the world over were eager to overcome this deficit. Ever

MAX PLANCK INSTITUTE

   ANDREAS WEIHER

tures, and other crucial parameters of animal behavior. Biolo-
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biologist at the University of Queensland when he got a call

more frequently the two scientists were asking themselves,

from his sister in Germany. Would he like to meet her supervi-

“What if we knew...?”

A member of the Max Planck Institute for Ornithology accompanies a trained greylag goose. It carries a 40-gram
flight diary from CATS, which measures all relevant flight details up to 800 times a second.
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DORTMUND?
WHY NOT?
Pump manufacturer Wilo shows that the right strategy
can make any site attractive.

   MAREN EITEL  

CARSTEN BEHLER

Dr. Markus Beukenberg, Chief Technology
Officer of Wilo SE. His company is a
successful worldwide producer of pump
systems for buildings, water management,
and industry.
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ortmund. In the midst of the
Ruhr district, deep in western
Germany. The name evokes images of abandoned industrial
sites from the age of coal mining and steel production. And

of soccer—the Borussia Dortmund club, of
course. Less likely to jump to mind are associ-

ations with high-tech production or the Internet
of Things. But the Wilo pump-making company,
which is a strong local supporter of Dortmund,
is intent on changing that.
The company is currently investing more than
one hundred million euros in a completely new
campus that will produce pumps for private
households and industry. What leads a company to invest such enormous sums in a high-

“WE’RE DOING THINGS NO
ONE IN OUR SECTOR HAS
DONE BEFORE. IF YOU
BREAK NEW GROUND, YOU
HAVE TO CREATE YOUR
OWN STRUCTURES.”

wage location like Germany? And in Dortmund,
of all places.
“Many people have the wrong impression of
the Ruhr district, one that’s still full of smoking
chimneys and heaps of coal. But the area is
very green. And the notion that its inhabitants
are leaving in droves is also wrong. Not too
many people are aware of the fact that Dortmund is actually growing. In fact, it is once

ideal. “Moreover, Dortmund is home to places

again the biggest city in the Ruhr district, with

like the Fraunhofer Institute for Material Flow

a population of more than 600,000,” says

and Logistics plus numerous universities that

Dr. Markus Beukenberg, Chief Technical Officer

study production engineering and train new

of the Wilo Group. Beukenberg came to the

people. That is very important to us. There

GERMANY

Ruhr district twenty years ago from southern

are 50,000 students in Dortmund alone.

Ruhr district

Germany, although he was born in Lower Sax-

And we obviously want to recruit the well-

Dortmund

ony. He has warmed to the region and its inhab-

educated people who are already here.”

Ruhr

Rhine

itants—they might seem at little curt at first,
but they are also known for being honest and

PIONEERING WORK IN THE PUMP INDUSTRY

direct. Precisely these people are one of the

With 7,500 employees, Wilo is a large medium-

main reasons behind Wilo’s loyalty to its location.

sized company that has to compete for skilled
workers with heavyweights such as car mak-

MAJOR RESOURCE: EXPERTISE

ers. Its new construction project can help. “A

“Of course we could have built a site from

factory this modern is quite appealing,” ob-

scratch somewhere else. Other companies

serves Beukenberg. “Many highly educated

are heading to best-cost countries like Ro-

people want to work with the latest technolo-

mania, Bulgaria, and Hungary,” notes Beuken

gies.” In addition, its work stations are more

More than

berg. “The fact that we’re investing here has

ergonomic and attractive than those in the

5 million people live in

to do with our objectives. We want to be the

older buildings at Wilo’s main site. “Our pro-

the metropolitan area

leader in technology in our sector, not only

duction facilities still have some less than op-

around the Rhine

with our products but also with our produc-

timal spots that are too cold, warm, or loud.”

and Ruhr rivers.

tion processes. And for that we need people

That will change. In their place, people and ro-

with the right expertise.” The Ruhr District,

bots will soon be working together in a cutting-

CTO Markus Beukenberg (left) talks with Porsche consultant Christian Fiebig. Wilo’s headquarters are just a few meters

with its high density of research centers, is

edge environment.

from old industrial structures built to mine coal and produce steel.
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THE WILO CAMPUS
The Wilo Group has been growing for years. In 2016 it posted sales of 1.3 billion euros. The Dortmund
headquarters of this globally active company has been expanded a number of times in the past. Some
of its buildings from the 1950s would have required major work to bring them up to the latest standards.
So in 2014 the company decided to erect a completely new facility. “We were fortunate in being able to
acquire the property directly across from us,” says Chief Technical Officer Markus Beukenberg. Construction started there in October of 2016.
Wilo spared no effort to remain at its home location. “We’re building our new plant in a former mining
area. There are all manner of old shafts and galleries under the surface.” Comprehensive soil remediation was needed before construction work could even begin.
The campus is expected to be finished in 2020. A lot of preparation still needs to be done. “We’re not
just moving our existing production over there. The new buildings are only shells. The really new structures will be on the inside,” says Beukenberg. New processes are being tested and employees are being
trained in parallel to normal operations. That requires a lot of commitment on the part of the workforce.
But the prospect of high-tech production clearly has a motivating effect.
“In addition to the production processes, we’re also changing our offices.” Wilo is introducing a completely
new model that allows work to be done independently of time or place. “These are dramatic changes that
Part of life: Wilo board member Markus Beukenberg likes the Ruhr district’s culture, such as its small neighborhood kiosks.

affect everyone, including the board members,” adds Beukenberg. But he is looking forward to Wilo’s
innovations in Dortmund, which will also be setting standards for the company’s other sites worldwide.

Wilo has resolved to become the digital pio-

circulation pump for heating systems. Around

neer in its sector. “That’s also why we’re work-

40 million of them are installed in heating sys-

that you can update to the latest level of technology?” One day pumps will call mechanics

ing with Porsche Consulting,” says Beukenberg.

tems in Germany alone—which is roughly the

themselves when they need servicing—and

Wilo wants to make itself fit for digitization,

number of private households in the country.

Wilo is not far from making such products.

which meant starting with its core processes.

At the other extreme, the company also makes

“The single most important thing was to make

pumps for power stations—individual large-

Given the speed at which products are chang-

people realize that our status quo can im-

scale units that weigh tons.

ing, flexibility was a major factor in constructing the company’s new facilities. “We don’t yet

prove in many areas. This new approach was
also and especially needed among the man-

PUMPS ARE LEARNING TO SPEAK

know what exactly we will be making in five, ten,

agement staff.” A visit to the Porsche plant in

Whether small or large, the pumps them-

or fifteen years,” says Beukenberg. “That’s why

Leipzig was an eye-opener for many of them.

selves are becoming digital. “We brought the

we’re building a factory that can be modified

“That helped,” says Beukenberg, “but we still

first pumps for smart homes onto the mar-

with ease. We’ve avoided anything that cannot

need to keep changing our way of thinking.”

ket,” says Beukenberg. “And as far as we’re

be dismantled, for example.” So there are no

concerned, there’s no turning back. All of our

set individual foundations for large machinery.

Wilo was able to apply lessons from the

products will have this type of technology in

But, as Beukenberg notes, “It’s not hard to

sports-car maker to its own future. “We’re

the future. They will use the Internet of Things

change the layout of the floor slabs throughout.”

introducing modularization to all of our new

to communicate with objects around them and

products,” explains Beukenberg. “That being

process information about their environments.”

said, many things are not directly comparable.

Wilo wants to stay connected with its pumps,

By the way, Wilo did not base its construction
project on any previous model. “We’re doing

We offer everything from a single unit to four

so it can gather valuable information about

things no one in our sector has done before. If
you break new ground, you have to create your

million, from highly individualized products to

how they are used. “This will benefit our cus-

mass production. So some of our methods dif-

tomers. And we will be able to raise our per-

own structures,” says Beukenberg. And that

fer considerably from those in the automotive

formance levels well beyond what is possible

fits in very well with the Ruhr district, which is

Wilo is making a triple-digit million-euro investment in its Dortmund

industry.” Wilo’s most common product is a

today. For example, have you ever met a pump

also engaged in creating itself anew. f

headquarters. The new company campus will be completed in 2020.
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NEW OFFICE IN MUNICH

AT THE GALLERY
8

9

10

MARCO PROSCH

M

ichael Mauer, Porsche’s chief designer, had brought a

But there were many other topics of discussion within the

large silhouette of the new Panamera to the opening

white walls of Galerie Thomas—across from Munich’s Pina-

of the Porsche Consulting office in Munich. He had

kothek der Moderne—on this balmy summer night. Repre-

come to Munich from Berlin, where he and Porsche CEO Oliver

sentatives of a wide range of industries exchanged the latest

Blume had presented the new car the evening before. A world

news and ideas well on into the night. Many plans were made

premiere. Blume and Mauer were of course eagerly sought out

to meet up again. Catering specialist Ulrich Dahlmann was

by a good many of the 120 guests at the Porsche Consulting

pleased with the enthusiastic response to his outdoor bar on

event. In fact, some of the first orders were placed.

the gallery’s terrace.

11

13

16
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3
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5
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14

f

15

1

12

7

1. Federico Magno (Porsche Consulting, Executive Director, automotive sector) with Dr. Martin Seidel (BSH Hausgeräte; right).
2. MAHAG board members Martin Stummer, Dr. Volker Borkowski, and Franko Dorow congratulate Eberhard Weiblen (Porsche Consulting
Chairman of the Executive Board; from left). 3. Consultant, pianist, and singer: Rüdiger Leutz (Porsche Consulting Ltda., Brazil)
wrote the opening song for the Munich office. On the saxophone is Norbert Nagel. 4. Beer & books: Peter Liebert (Erdinger Weißbräu
brewery; left) with Hugendubel managing directors Stephanie Lange and Thomas Nitz. 5. Dr. Wolfgang Lindheim (CFO, Porsche Consulting)
with Kurt Blumenröder (IAV automotive engineering, Berlin; right). 6. Capital & law: Dr. Andreas M. Odefey (BPE) with Dr. Hariolf Wenzler
(Baker McKenzie; right). 7. Anja Noske (Dahlmann Catering) places blueberries into mineral water in crystal glasses. 8. Solid design:
Dr. Peter Krammer (Strabag) with Professor Thomas Bauer (Bauer; right). 9. Aviation meets art: Matthias Dolderer (Red Bull Air Race
pilot), Joachim Kirsch (Porsche Consulting, Senior Partner, aviation and aerospace), Professor André Thess (German Aerospace Center
– DLR), and the gallery’s senior director Raimund Thomas (from left). 10. Andreas Baier (Partner, Porsche Consulting), Silke Thomas,
and Jörg Paal (Galerie Thomas; from left).

18

11. Dr. Stefan Piëch (Your Family Entertainment) and Dr. Michael Macht (founder of Porsche
Consulting; right). 12. From Berlin to Munich: Michael Mauer (chief designer, Porsche) and
Dr. Oliver Blume (Porsche Executive Board Chairman; right). 13. Networkers: Christoph Söhngen
(Partner, Porsche Consulting) and Professor Johannes Glückler (economic geographer
and cluster expert at Heidelberg University; right). 14. Thomas Nitz, Eberhard Weiblen, Peter
Liebert, and Stephanie Lange (from left). 15. Henrik Heinz (Partner, Porsche Consulting)
and Heike Grossmann (Galerie Thomas). 16. Design specialists: Iris Epple-Righi (Escada), Pier
Paolo Righi (Karl Lagerfeld), and Michael Mauer (from left). 17. Florian Hofbauer (Renk) and
Eberhard Weiblen (right). 18. Silhouette: Michael Mauer signs a sketch of the new Panamera,
which had celebrated its world premiere the evening before in Berlin.
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MEET
THE
PRESS
21

19

20

The side entrance was not easy to find, even for re24

porters. The Dallmayr Academy is centrally located,
yet tucked away on the third floor of the coffee company’s long-standing headquarters in Munich. Here
is where Eberhard Weiblen, Chairman of the Executive Board of Porsche Consulting, held a morning
press conference to inform leading media repre-

22

23

25

sentatives about the management consultancy’s
new office in Munich, the company’s growth, and
new projects connected with digitization. A barista
served cappuccinos.

26

28
27

Henning Peitsmeier (center) from the Frankfurter
Allgemeine Zeitung talks with executive directors
Federico Magno and Eberhard Weiblen (right).

29

30

31

19. Peter Bruns (Gaggenau) with Dr. Thomas Falk (Falk; right). 20. Nighttime broadcast: TV interview with Michael Mauer on Galerie
Thomas’s terrace. 21. Professor Martin E. Keck (Max Planck Institute of Psychiatry) and his wife Katrin in conversation with Dr. Dirk Prust
(INDEX; right). 22. Communications specialist Heiner von der Laden (Porsche Consulting) with Dr. Dirk Prust (right). 23. New attraction:
Galerie Thomas across from the Pinakothek der Moderne was a discovery even for many of the Munich attendees. 24. Dr. Volker
Zimmermann (WashTec). Reading material: Porsche Consulting Magazine. 25. Digital transformation: Dr. Jürgen Diegruber (Partners Group)
with Armin Pohl (Mackevision; right). 26. Valley talk: Federico Magno, Detlev Kühne (Cisco Systems), and Gregor Grandl (Senior Partner,
Porsche Consulting; from left) compare the merits of Munich and San Francisco. 27. Dr. Martin Fritz (Fürst Fugger Privatbank) with
Joachim Drees (MAN Truck & Bus; right). 28. Anselm Stiehl (Deutsche Private Equity) with Dr. Volker Zimmermann. 29. Annette Roeckl
(Roeckl), Kirsten Xander, Rüdiger Leutz, and Karsten Xander (TÜV Süd; from left). 30. Mission accomplished: architect Philipp Auer
thanks Eberhard Weiblen. 31. Editor Beate Schindler (Focus magazine) focuses on Rüdiger Leutz and Annette Reisinger.

Federico Magno and Eberhard Weiblen (right)
share a love of Munich.

SUM AND

SUBSTANCE
Words of wisdom from men of experience.

“I don’t like definitions,
but if there is a definition
of freedom, it would be
when you have control
over your reality.”

“My role models
were Gyro Gearloose,
Marlon Brando, and
Hermann Hesse.
But as a general rule:
don’t have any idols.
Just follow your
own path and do your
own thing.”

“Some people
go lie on the
beach to wait for
inspiration.
But inspiration
doesn’t just
simply appear on
the beach.”

GEROLD BINER Aircraft mechanic, head pilot, and CEO of Air Zermatt AG.
His helicopter company performs rescue operations in the Alps, transports construction
materials to remote mountainous locations, and drops skiers off on Swiss glaciers.

MARK KNOPFLER Co-founder of the Dire Straits rock band
(Sultans of Swing) and one of the world’s finest electric guitarists.

UDO LINDENBERG Rock musician, author,
KARL LAGERFELD Tailor, fashion designer, and photographer.

German-speaking world achieve a breakthrough

Born in Hamburg, he now lives in Paris.

in rock music in the early 1970s.

KARL LAGERFELD, FABIO LOVINO, MARCO PROSCH (3)

He has been a sought-after solo artist for more than two decades.

and painter. He and his inimitable lyrics helped the

“Even if the lives
of accident victims
are at stake, we
have to respect
the limits of both
humans and
machines on our
rescue missions in
the mountains.
I can’t let myself
be led or misled
by emotion.”

“Although I grew up in the era of
monarchal management styles, I have
always felt part of a team. In the
aviation industry, for example, no one
can build a jet alone. The team has to
do it. This knowledge was instrumental
in shaping my approach.”
HARTMUT MEHDORN Mechanical engineer who worked in the aviation
industry, was on the board of Deutsche Aerospace AG, then chairman of the
board of both Heidelberger Druckmaschinen AG and Deutsche Bahn AG.

Being unique is the ultimate
competitive advantage.
The new Panamera Sport Turismo.
The Panamera provides its own benchmark. As a Sport Turismo it is now in a
class of its own. With powerful engines delivering up to 404 kW (550 PS). And
a design that sets standards of its own. Built for people who go their own way:
www.porsche.com/PanameraSportTurismo

Fuel consumption (in l/100 km) urban 13.1–7.9 · extra urban 7.4–5.8 · combined 9.5–6.7; CO2 emissions combined 217–176 g/km

