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For three simple reasons: We know a lot about logistics.  
We know a lot about real estate. And the first link in any  
efficient supply chain is strong financing.  
uwww.bayernlb.com/realestate

Why are you best off financing  
your logistics real estate with us?

Visit us also  
at Expo Real
4 – 6 October 2017

MESSE MÜNCHEN MAGAZINE

3

»
W h a t  w e  s e e  a t  
f a i r s  t o d a y  w i l l 

c h a n g e  o u r  
l i v e s  t o m o r r o w

«

KL AUS DIT TRICH 
Chairman of the Management Board  
of Messe München
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T here was once a time when it was only 
natural for there to be a road atlas in every 
car and no fresh strawberries on the table at 
Christmas. Today, many people are no longer 
familiar with the term “road atlas,” because 
we are guided to even the remotest of places 
by our navigation system, and we can buy 
fresh strawberries at the grocery store 365 
days a year. We can even go shopping without 
leaving the house. 

Modern logistics and digitization are 
changing our modern world at a speed that is 
virtually Olympic standard. Efficiency is the 

engine driving this process. We are not only 
witnessing this at the worldwide transport 
and logistics fairs of Messe München. 
Logistics is one of the key industries of the 
digital age. That is why we have placed 
logistics at the center of our first Messe 
München magazine, which you are now 
holding in your hands. Find out for yourself 
how the logistics industry is developing and 
what Messe München is doing and offering in 
the areas of logistics and digitization.
 
Trade fairs are more than mere exhibition 
areas: They are an international platform for 

the topics of the future, a seismograph for 
developments. What we see at fairs today  
will change our lives tomorrow.

D E A R 
R E A D E R S

E D I T O R I A L
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D A T A  S T O R A G E

L awyers, banks or land registries? If it 
were up to Canadian management thinkers 
Don and Alex Tapscott, we would do without 
them. In their book Blockchain Revolution, 
they envisage a world in which people  
can execute trustworthy business transactions 
without requiring an independent  
third party. This can be done by computer 
networking, recording every business 
transaction decentrally and authenticating  
it by the power of mass collaboration. This 
form of data storage has already proven 
effective in trade with the virtual currency 
bitcoin. However, the potential applications 
are even more extensive. It can be used to 
record and verify every transfer in a 
manipulation-proof manner. The technology 
is not yet in use by the general public, but 
substantial amounts of money are already 
flowing. By the end of 2016, venture 
capitalists had invested over USD 1.4 billion 
in the nascent blockchain business.   

T H E  B L O C K C H A I N 
R E V O L U T I O N

D E U S 
E X 
M A C H I N A 

EXPORT LEADER 
No other nat ion on Ear th boasts as  
many wor ld market leaders as Germany: 
16 companies for ever y one mi l l ion 
inhabi tants .

N ot only do they work round-the-clock, 
but they don’t complain or need a vacation 
either: Having conquered manufacturing 
areas, robots are now making their way to the 
upper echelons of office life. “In the future, 
there will no longer be any relevant tasks 
carried out by humans that can’t be taken 
over almost as effectively by a self-learning 
neuronal network,” says Jürgen Schmidhuber, 
Scientific Director of the Swiss Research 
Institute for Artificial Intelligence (IDSIA). 
Today, start-ups in the financial sector are 
already forgoing financial consultants and 
instead are relying on intelligent machines to 
develop investment strategies. Even in the 
field of medical diagnostics, artificial 
intelligence has replaced what used to be 
reserved for doctors only. According to 
Schmidhuber, in 50 years’ time, “We will 
have computers available that can accomplish 
as much as all of the human brains in this 
world put together.”

R O B O T I C SC O R P O R A T E  C U L T U R E

T he Americans may have Silicon Valley, 
but the Germans also have something to boast 
about. The country did not earn the title of 
“Export World Champion 2016” for its un- 
matched start-up culture or large businesses. 
After all, the USA is home to four times as 
many Fortune Global 500 companies. 
Instead, Germany’s strong “Mittelstand” is 
the main reason for its success in exports. It’s 
the hidden champions—largely unknown 
world market leaders from small towns—that 
make the German model so unique. Hermann 
Simon, a retired professor of business and a 
consultant in Bonn, has been collecting data 
on these exceptionally successful companies 
since the 1990s. His current list of global 
market leaders includes 2,700 companies, 
1,300 of which are in Germany. This means 
there are around 16 world market leaders in 
Germany for every one million inhabitants;  
in the United States, the figure is barely 1.2.  

I N  T H E 
C H A M P I O N S 
L E A G U E
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A R C H I T E C T U R E

T he 35-mile Gotthard Tunnel has been  
in operation for just half a year, but the 
construction project of the century in the 
Swiss Alps won’t be able to hold its world 
record for very long. Engineers are already 
planning a much longer tunnel in China.  
It is planned to cover 76 miles, with 56 miles 
of it beneath the ocean. Starting in 2020,  
the tunnel will connect the industrial cities of 
Dalian and Yantai. It seems that modern 
architecture obeys just one law: the law of the 
superlative, both below and above ground. 
The Burj Khalifa—the 2,716-foot-high 
skyscraper in Dubai and currently the tallest 
building in the world—will also have to 
surrender its position at the top soon. 
Currently under construction in the western 
Saudi Arabian city of Jeddah, the Jeddah 
Tower (photo) will be the first building to 
surpass the one-kilometer mark and from 
2020 will offer its guests a view over to the 
African continent from a height of 3,304 feet. 

W O N D E R S  
O F  T H E  
W O R L D

E N V I R O N M E N T A L  P R O T E C T I O N

A ll good things come from above? Not always. Especially not in China, where entire 
cities are sinking under water due to strong rains. Sewage systems have not been built fast 
enough to keep up with the breathtaking speed of the country’s urbanization. In many 
places, the ground can no longer absorb the masses of water because natural catchments 
like ponds and wetlands have been ruthlessly built up and densely populated. The 
government in Beijing has resolved to counteract this development. As early as 2015, it 
started the so-called sponge city program, which will initially benefit 16 Chinese cities. 
Instead of populating the metropolises ever more densely, five million euros are to be 
invested in water-sensitive urban development in each city by the year 2018, which will 
include creating new reservoirs, filtration basins and roads constructed with water- 
permeable pavement. According to the planners, the goal is for the cities to be able to 
absorb up to 70 percent of their rainwater and store it for future use, just like sponges.  
This is important, because many districts in China are also suffering from an acute  
water shortage. The government program plans to provide one-fifth of the cities with the 
infrastructure needed to efficiently collect water with modern sewage systems by 2020. This 
share is then supposed to be increased to 80 percent by 2030. Accordingly, it is only fitting 
for Asia’s leading specialist trade fair for environmental technologies, the IE expo China in 
Shanghai, to make this topic a key focus in May. For the first time, it will be presented in 
its own dedicated area, with products and solutions that not only provide protection against 
future flooding, but could also be used to solve the country’s water-shortage problems.

ENVIRONMENTAL TR ADE FAIRS   
The nex t IE expo China wi l l  take p lace in Shanghai f rom May 3 to 5 ,  2018; i t s  
new sister t rade fa i r,  IE expo Guangzhou, wi l l  be held before that ,  f rom  
September 20 to 22 , 2017; and the or ig ina l event ,  IFAT, wi l l  take p lace in Munich  
again , f rom May 14 to 18 , 2018.

I N  D E E P  W AT E R

Ph
ot

os
: i

st
oc

k,
 F

ra
nk

 S
ch

ul
tz

e/
A

ge
nt

ur
ZS

/H
er

re
nk

ne
ch

t, 
dd

p 
(2

), 
ac

tio
np

re
ss

M E G A T R E N D S

MM_0117_06-07_News_LS3.indd   7 02.06.17   14:51



M E G A T R E N D S

MESSE MÜNCHEN MAGAZINE

8

T ake a simple fruit yogurt from a dairy 
company in Stuttgart: The strawberries are 
from Poland, the bacteria culture is from 
Schleswig-Holstein and the aluminum lid is 
from the Rhineland. Trucks have to drive all 
the way across Europe before that simple 
yogurt makes it onto your supermarket shelf: 
a distance of 5,664 miles. That is what 
regional development planner and traffic 
expert Stefanie Böge once calculated while 
working on an exceptionally elaborate study.
And this is just one of countless examples. 
The distances our consumer goods travel, 
whether pineapples from Costa Rica or 
valentine roses from Kenya, are becoming 
longer each year. Even a common North Sea 
crab has accumulated around 3,700 miles  
by the time it lands on the plate of a fish 
restaurant in Schleswig-Holstein after 
shelling in Morocco.

“From an ecological standpoint, the 
increasingly shorter delivery times are a 
particular problem because they rob us of any 
potential for optimization,” says Michael ten 

Hompel, Professor for Transport and Storage 
Studies at the Technical University of 
Dortmund, and Managing Director of the 
Fraunhofer Institute for Material Flow  
and Logistics. “However, we should also not 
forget that the actions of the logistics 
companies are by no means an end to 
themselves. Instead, they are working by 
order of a shared-labor global economy that 
makes it possible for our modern consumer 
world even to exist.”

C onsequently, the key question is how 
the industry can carry out its orders as 
quickly as possible and in a manner that 
spares resources to the greatest possible 
extent. Not an easy task, especially when the 
demands on logistics specialists are increasing 
enormously. While the global volume of 
freight was just 48,558 trillion ton miles in 
2010, OECD forecasts predict that it will be 
more than four times that amount by the  

FASTE R ,  
H I G H E R 
AN D  FU RT H ER

T h e  l o g i s t i c s  s e c t o r  i s  t h e  f l y w h e e l  o f  t h e  e c o n o m y .  
F r e i g h t  c o m p a n i e s  m u s t  b e c o m e  i n c r e a s i n g l y  e f f i c i e n t  t o  e n s u r e  
i n d u s t r i a l  p r o d u c t i o n  l i n e s  d o n ’ t  c o m e  t o  a  s t a n d s t i l l .  A  l o o k  
a t  w h y  l o g i s t i c s  i s  b e c o m i n g  t h e  k e y  s e c t o r  o f  t h e  d i g i t a l  a g e

B Y  S T E FA N  S C H M O R T T E 
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TRUCKS ON TOUR 
Germany’s roads 

were used to  
transport 3,961  

million tons of  
goods in 2016
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THE WORLD  
FROM ABOVE 
Drones are still science 
fiction in the transport 
business. However, 
33 percent of German 
citizens already think it 
would be great to have 
their packages delivered 
by airmail in the future 
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these processes be designed as sustainably as 
possible so that we don’t burden the environ-
ment with yet more emissions? 

T hese questions provided ample fodder for 
discussion in Munich recently at transport 
logistic, the world’s leading trade fair for 
logistics, mobility, IT and supply chains.  
“We gather together all of the most important 
players in the logistics industry here so they 
can present their solutions for the challenges 
of the future,” says Stefan Rummel, 
Managing Director of Messe München and 
the man responsible for transport logistic, 
among other things. “In this respect, we are 
an extremely important trendsetter for an 
industry that, with a turnover of close to  
260 billion euros, is the third-largest area of 
business in Germany, behind the automotive 
sector and trade.”

Every company of distinction in the 
world of logistics has been present at the 
trade fair for many years, including, of 
course, the subsidiary of Deutsche Bahn, DB 
Schenker. It is one of the major players in the 
sector, with over 68,000 employees, and a 
man at the helm who knows the industry 
inside out. 

It wasn’t until early February, during a 
management conference, that DB Schenker 
CEO Jochen Thewes convened 120 top 
managers of his company at the Hansa 
coking factory in Dortmund—a business that 
was closed in 1992 but still serves as a 
monument to the once proud heavy industry 
of the 20th century. There, he made it 
emphatically clear to them that, just because 
something was great doesn’t mean that it will 
necessarily stay great. Why should the 
disruptive power of digitization, which is in 
the process of upending entire industries, 
spare the transport sector of all things?  
“Not a single board meeting takes place 

year 2050. Everything now needs to be 
available just in time. Of course, that’s  
what producers demand, but it’s also what 
consumers want. If you are always online 
with your smartphone and go shopping when 
and where you please, you will expect to get 
everything here and now. 

“Immediateness” is the magic word for 
this new, technology-driven impatience. 
Haulers, courier services, and sea and 
airfreight companies must constantly carry 
out their work more efficiently and flexibly so 
that everything is available in the blink of an 
eye. And preferably as quietly as possible  
and certainly without any annoying delays. 
But how are logistics specialists supposed to 
handle this humongous task? What approaches 
for finding solutions does digitization 
provide? How are trucks supposed to make it 
through metropolises with all the traffic 
congestion? What can be improved on the 
famous final mile so that shipments of goods 
reach the receiver at the first delivery 
attempt? And, last but not least: How can 

where we don’t have that subject on  
the agenda and examine where the risks are 
and where there are new opportunities,”  
says Thewes.

The opportunities are plentiful and the 
Schenker managers have already made use of 
some. Just recently, they invested around  
24 million euros in UShip, a freight exchange 
headquartered in the USA that functions  
like an Uber for the transport business. 
Transport orders can be sold by auction on 
mobile devices and every customer obtains 
full transparency of capacities and prices. The 
Americans have already been successful with 
this business model in over 19 countries, with 
almost all the business in the consumer sector.

H owever, DB Schenker’s entry may 
change this very soon. The Deutsche Bahn 
subsidiary has its own Drive4Schenker 
platform, now also based on UShip 
technology. There are approximately 30,000 
partners in the European network who will 
be able to recognize in real time where there 
is still additional cargo on their routes and 
better utilize their capacities in future. “That 
will make our transport management 
quicker, easier and more efficient, and also 
help us, as market leaders in European land 
transport, handle even larger volumes of 
freight,” says Thewes.

And that is by no means the only 
digitization offensive currently rocking the 
industry. As early as 2014, Kühne + Nagel 
(KN) set up a fully digitized platform 
solution for booking and tracking consign-
ments of air and sea freight deliveries by the 
name of FreightNet. It is set soon to be 
available for land transport. Recently, 
Lufthansa Cargo began marketing a cost- 
effective product in the mass goods business 
called td.Basic that can only be booked 
electronically. And DB Schenker itself just 

»
A t  e v e r y  b o a r d  m e e t i n g ,  w e  h a v e  t h e  s u b j e c t  
o f  d i g i t i z a t i o n  o n  t h e  a g e n d a  a n d  d i s c u s s  
t h e  q u e s t i o n  o f  w h e r e  t h e  r i s k s  a r e  a n d  w h e r e 
t h e r e  a r e  n e w  o p p o r t u n i t i e s
«
J O C H E N  T H E W E S ,  D B  S C H E N K E R
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signed a cooperation agreement on a develop-
ment partnership for the use of fully net-
worked truck convoys with truck manufac-
turer MAN at the transport logistic fair. The 
convoys are scheduled to start traveling on 
the A9 freeway between Munich and 
Nuremberg on a trial basis starting in 2018. 

S pecialists refer to this new technology 
as platooning. It enables multiple trucks to 
drive very close behind each other, connected 
by means of electronic drawbars and 
car-to-car communication. The first truck 
determines the speed and route, while the 
other trucks follow in its slipstream. This all 
takes place without any human intervention, 
except in an emergency or when the system 
explicitly requires it. 

Alongside MAN, other truck manufac-
turers are conducting their own pilot projects 
for this traffic concept of the future, includ-
ing Daimler, Volvo, Scania, DAF and Iveco. 
Platooning offers enormous advantages for all 
stakeholders. “We expect this concept to 
deliver a reduction in fuel consumption of up 
to ten percent, lower CO2 emissions, much 
better utilization of road infrastructure 
capacity and, ultimately, improved traffic 
safety,” says DB Schenker CEO Thewes. 

However, new regulations will be 
needed before the fully networked truck—
which may eventually even become self- 
driving—can proceed from use on a trial 
basis to a commonly accepted operation. The 
German parliament recently passed a law on 
highly and fully automated driving, thereby 
paving the way for the future of automobiles, 
but not all of the issues that will be relevant 
in the future can be resolved conclusively at 
this time. When the autopilot system assumes 
full control of the vehicle, how is the 
algorithm supposed to instantly decide what 
is right or wrong in a crucial situation? 

T R A N S P O R T  L O G I S T I C

M O R E  T H A N  A  
B U S I N E S S  P L AT F O R M

M ore than 2,000 exhibitors from well 
over 60 different countries: These are the 
standout figures from the 2017 transport 
logistic exhibition, the most important 
meeting worldwide for providers of 
logistics services, mobility, IT and supply 
chain management. “We are more than 
just a business platform. With our 
extensive conference program, we are also 
an important trendsetter for the entire 
sector,” says Stefan Rummel, Managing 
Director of Messe München. 

And this trend has been very well 
received. The trade fair has been inviting 
the industry to Munich since 1978 and is 
growing year by year. For comparison: In 
1990, there were just 453 exhibitors at the 
fair and 26,000 guests, only half of today’s 
visitors. 

“This development confirms that we 
are on the right path with our concept,” 
says Rummel. “For the providers, more 
than ever, it comes down to seeking 
solutions that extend beyond corporate 
and national boundaries to successfully 
manage logistics chains. They are 
becoming ever more closely entwined 
globally, from beginning to end.” 

For some time now, logistics has 
been about much more than just 
transporting goods from A to B. “It’s 
about sustainability in the supply chain, 
digitized business models for dealing with 
the growing volumes of transport and 
about intelligent delivery systems for 
metropolitan areas, which are becoming 
ever larger, just to name three important 
topics,” Rummel explains. 

At the same time, the trade fair 
company itself has accomplished a truly 
unique feat in terms of logistics, as the 
officially nominated carriers, DB Schenker 
and Kühne + Nagel, had to coordinate 
more than 1,500 ingoing and outgoing 
trucks this time, not including providing 

transport for the extremely large exhibits. 
“We are the only Messe München event 
that uses its own train connection as an 
exhibition area so that the railway freight 
sector can present its latest logistics 
solutions here,” says Rummel.

It all sounds so simple, but it 
requires tremendous planning—and a 
wide range of technology. Granted, the 
locomotives and wagons reached the 
fairgrounds again this year via rail 
connection, but they still had to be put in 
position. Due to the construction of the 
new exhibition halls C5 and C6, some of 
the railway vehicles had to be lifted on to 
auxiliary rails by huge car cranes with a 
load capacity of 100 tons each. 

T he exhibition stands have all long 
since been dismantled, but this subject 
will continue to occupy the trade fair 
organizers in the coming months. After 
all, Messe München and its partners 
organize five other industry-specific events 
abroad besides the transport logistic  
event, including shows in India, China, 
the US and Turkey. The next one will be 
the Logitrans exhibition in Istanbul, from 
November 15 to 17, so it won’t be long 
before everyone meets again, at the 
Bosporus.

► Continues on page 14
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Messe München Managing Direc tor Stefan Rummel expla ins 
what makes the t ranspor t logist ic t rade show so successful 

MEETUP FOR THE LOGISTICS WORLD    
The t ranspor t logist ic exhib i t ion is  
the leading internat ional t rade fa i r  for 
logist ics , mobi l i t y,  IT and supply chain 
management .  In 2017, i t  boasted a 
record number of 2 ,162 exhib i tors f rom 
62 count r ies . The number of v is i tors 
grew by 9.5 percent ,  tota l ing 60,726 
f rom 123 count r ies . 
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C O M E  T O G E T H E R  
I N  M U N I C H

MunichMunich

Sources: ITF/OECD; Statistisches Bundesamt; Die Welt; Lufthansa; BDL, airliners.de, BIEK, Bitkom

The loading capacity of  
container ships has 
 increased by around  
1,200 percent in the past  
50 years. Amounts in 
 20-foot containers (TEU):

1968 Encounter Bay 

2018 Next ship size

1996 Regina Maersk

GIANTS OF THE SEA 1,530 6,400

22,000
AIRFREIGHT

RAIL TRANSPORT

ROAD TRANSPORT

SHIPPING

Share of airfreight  
of the total volume  
of goods

Amounts of cargo at Germany’s three largest freight airports  
in 2016 (amounts in millions of tons and change from the  
previous year)

2% 30% € 81,114

Share of airfreight  
of the total value  
of goods

Average value  
per ton of freight  
in 2015

For comparison: the average price on the rails is € 1,666 per ton

SOMETHING IN THE AIR

UP, UP AND AWAY

2% 7% 4%

FRANKFURT LEIPZIG/
HALLE COLOGNE/

BONN

2.3 1.16 0.866

With a length of up to 82 feet and a total weight of up to  
17.6 tons, the long truck that is also referred to as the  
EuroCombi or Gigaliner can replace three normal-sized trucks  
in freight traffic. By using these giant trucks, carbon emissions  
can be reduced by 30 percent.

THINK BIG

NurembergNuremberg

Leipzig

Berlin

Leipzig

Berlin

Bremen

Hamburg

Bremen

Hamburg

QUER DURCH DEUTSCHLAND

TEMPO, TEMPO

47%

52%

33%

der Bundesbürger können 
sich vorstellen, Same-Hour-

Delivery-Dienste in Anspruch zu nehmen

Beförderte Güter auf unterschiedlichen 
Verkehrsträgern in Deutschland 2016

Entwicklung des globalen Frachtvolumens 2010 bis 2050 in Billionen Tonnenkilometern

2010

2050

VON HAUS ZU HAUS 

Volumen in Millionen Sendungen 
in Deutschland von 2000 bis (pro-
gnostiziert) 2020

2000 2010 2020

wollen künftig zumindest 
am Tag der Bestellung

beliefert werden

fänden es prima, wenn Pakete 
künftig per Drohne oder 

Roboter zugestellt würden

Straßennetz

Schienennetz

Wasserstrassen

beförderte Güter 
in Millionen Tonnen

AM BESTEN ALLES UND SOFORT

230.082 km

37.775 km 361,3

3.593,3

7.675 km

191 4.262 6.388 60.053

1.111 19.126 30.945 256.433

219,6

1.690
2.330

3.780

ACROSS GERMANY

FASTER, FASTER

47%

52%

33%

Of German citizens can  
imagine using same-hour  

delivery services

Goods transported by different modes of  
transport in Germany in the year 2016

Development of the global freight volume from 2010 to 2050 in trillions of ton miles

2010

2050

FROM DOOR TO DOOR

Volumes in millions of consign-
ments in Germany from 2000 
(forecast) to 2020.

2000 2010 2020

Want to have goods  
delivered at least on the  

same day in the future

Would think it great  
to have packages  

delivered by drones

Road system

Railway system

Waterways

Transported goods 
in millions of tons

PREFERABLY EVERYTHING  
AND IMMEDIATELY

142,966 miles

23,472 miles 398.3

3,961

4,769 miles

131 2,919 4,375 41,132

761 13,100 21,195 175,639

242.1

1,690
2,330

3,780

The t ranspor t logist ic t rade show, organized by Messe München, 
is one of the most impor tant meetups of the indust r y wor ldwide. 
More than 2 ,000 companies f rom over 60 count r ies presented 
the i r la test logist ics solut ions across 1.2 mi l l ion square feet 
f rom May 9 th to 12 th , 2017.
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In Frankfurt, Munich and Düsseldorf, 
Germany’s three major hubs in international 
passenger and freight traffic, the operating 
times are largely restricted at night, because 
inhabitants plagued by noise insist that it 
doesn’t really matter if goods leave the airport 
at 3 am or 6 am. This won’t cause freight to 
disappear into thin air, they say. 

While that may be true, airport 
operators take an entirely different view. In 
addition to disrupting logistics chains with 
increasingly complex interdependencies, a 
closed airport is just as easy to fly around as 
an annoying bad weather front. If the general 
conditions in Frankfurt, Munich or Düssel-
dorf are not suitable, goods will simply be 
transported by truck to Amsterdam or Paris, 
where planes can take off and land 24 hours  
a day. 

Those in a hurry can quickly find 
alternatives, both at home and abroad. 
Accordingly, Frank Rausch, CEO of Hermes 
Germany GmbH, decided many years ago to 
make the Leipzig/Halle airport the central 
airfreight hub for his company, in addition to 
Frankfurt, whenever consignments were sent 
to Haldensleben in Saxony-Anhalt, where  
the Otto company operates a large ware-
house. “That shortened the delivery time for 
consignments from the Far East by two days 
for us,” he explains.

T oday, the airport in eastern Germany, 
which used to be a minor player, handles a 
freight and mail volume of well over one 
million tons per year—ten times more than in 
2007. With that, Leipzig ranks second behind 
Frankfurt in the German airfreight business, 
which looks set to remain the most important 
hub for the foreseeable future. Half of the 
goods that Lufthansa, for example, ships 

throughout the world are transported as  
“belly cargo” under the decks of passenger 
planes. And these planes mostly take off  
and land in Frankfurt.

A ngela Titzrath, new CEO of the 
Hamburg harbor and logistics corporation, 
HHLA, is having to deal with a strategic 
disadvantage of a completely different 
sort—the Elbe River is simply too shallow for 
the latest generation of container giants. 
Currently, ships are forced to dock in 
Rotterdam and Antwerp. There are plans to 
dig the channels deeper so container ships 
with a draft of up to 48 feet can reach the 
Hamburg terminals in high and low tide. 
Unfortunately, these plans don’t stand a 
chance of materializing any time soon.

According to the decision of the 
Federal Administrative Court of Leipzig in 
early February, Hamburg will have to carry 
out further improvements in environmental 
protection before the mega-project can finally 
be tackled—15 years after the city submitted 
its first application. After the lengthy 
proceedings, HHLA CEO Titzrath surely 
would have preferred a different result. But 
she is sure that the future of Hamburg’s port 
is by no means uncertain. 

With its good connectivity to the rest  
of the country, a high quality of clearance 
processing and the use of cutting-edge 
technology, the Hamburg port managers 
want to be at the head of the pack in the 
future as well. They are strongly supported in 
this effort by IT service provider Dakosy. 
Customers justifiably refer to the company’s 
Port Community System as the “brain of the 
port,” because this platform interlinks each 
party in a network: land, air and sea trans-
port companies, and customs agencies.  

»
I n  a  w o r l d  w h e r e  e v e r y  b u s i n e s s  m o d e l 
i n v o l v e s  s o f t w a r e ,  d i g i t a l  i l l i t e r a t e s  c a n  n o 
l o n g e r  m a k e  r e s p o n s i b l e  d e c i s i o n s  a l o n e
«
M I C H A E L  T E N  H O M P E L ,  T E C H N I C A L  U N I V E R S I T Y  D O R T M U N D

Should it drive the vehicle against a wall and 
accept the death of a passenger or should it 
run over a pedestrian instead?

General political conditions have a 
strong influence on the business of logistics, 
not always to the advantage of the industry, 
and especially not in air traffic. Compared to 
total tonnage, in Germany, just two percent 
of all overseas exports are handled by 
airfreight. Measure that against the value of 
the goods, however, and the situation is 
different, with 30 percent of exported goods 
leaving Germany by airfreight. 

W henever speed is of the essence,  
such as when a spare part from mechanical 
engineering production is needed urgently in 
a remote country overseas, there simply is no 
alternative to air transport. The problem, 
though, is that airplanes can’t always take off 
as quickly as those involved would like. 
“Because of rules and regulations that we have 
imposed on ourselves, we are simply no longer 
competitive enough,” says Lufthansa Cargo 
manager Peter Gerber.

RAIL BENEFITS 
At 1,166 euros per  
transported ton, trains  
are the cheapest mode  
of transport. On a ship, 
one ton costs an average 
of 1,978 euros; in a truck, 
2,820 euros

► Continues on page 17
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FULL SPEED AHEAD 
A transport ship with 

19,000 containers has 
an amount of goods  
on board that would  
fill more than 9,500 

trucks with a loading 
volume of 44 tons each. 

This corresponds  
to a truck convoy  

590 miles long 
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M M  |  The OECD forecasts that the global 
freight volume will increase more than 
fourfold, to 210,695 trillion ton miles, by 
the year 2050. How will the logistics 
sector be able to handle this mammoth 
task?
M I C H A E L  T E N  H O M P E L  |  Software is 
the “raw material” of logistics. We won’t 
be able to carry out the tasks confronting 
us unless we process this material 
intelligently and apply it by using 
intelligent algorithms. It will be a question 
of planning the best possible supply chains 
to utilize resources even more efficiently 
and sustainably. 

M M  |  That sounds like logistics will 
become the key sector of our digital age.  
T E N  H O M P E L  |  Logistics has made 
globalization, the mail-order business and 
today’s e-commerce possible. And, yes, 
logistics is also the driving force of the 
Fourth Industrial Revolution. I would like 
to add, though, that logistics has long 
since become a key sector, a classic hidden 
champion. But transport is really just the 
tip of the iceberg. Without the control 
capabilities of logistics, a car or a cell 
phone, for example, would be unafford-
able, let alone capable of being produced 
with a justifiable use of resources. 

M M  |  What will the logistics world of the 
future look like?  
T E N  H O M P E L  |  The logistics centers 
will increasingly be transformed into 
high-tech sites. Swarms of cellular 
transport vehicles will carry out commis-
sioning and storage jobs. Containers will 
become intelligent and network them-
selves with shelves. Conversing with 
shelves will become completely normal. 
We will leave a good part of thinking up 
to machines. In the E³ Production project 
at the Fraunhofer Institute, we have 

created a model of a networked industry, 
called the Social Networked Industry. It 
stands for the industrially oriented forms 
of social networks in which humans and 
cyber-physical systems cooperate with each 
other, but it also represents new forms of 
networking with extensive collaboration 
between companies.

M M  |  When will the first fully automatic 
delivery vehicles be driving on our roads?
T E N  H O M P E L  |  The first trials are 
already under way, and I can well imagine 
it happening soon in certain niche 
markets. As far as the technology goes, 
there is nothing preventing it. In actual 
practice, though, I would consider electric 
bicycles and other hybrids to be more 
likely for the time being. In a few years, 
platooning—that is, the networking of 
trucks driving in a convoy—will make its 
way onto the freeways.

M M  |  Do you mean that we already hold 
in our hands the technologies needed to 
start this Fourth Industrial Revolution?
T E N  H O M P E L  |  Essentially, yes. This 
time, it’s not about developing basic 
technology, but rather about the consistent 
use of what already exists. However, we 
still have a long way to go in practice. The 
most important advice I can give won’t 
even cost companies a penny: Change 
your approach! The changes that are 
currently taking place are so revolutionary 
that they will even put the business 
models into question that are assumed to 
be fixed. In the end, the same will happen 
as in other industrial revolutions: Those 
who are quickest will be the winners. 

M M  |  Specifically, what do companies 
have to do towards that end?
T E N  H O M P E L  |  Providers of logistics 
services have to enter into IT development 

themselves, because software will be the 
most important competitive advantage in 
the future. The business model of an 
innovative logistics service provider has 
long changed from just transport from  
A to B. It is much more the architect of 
supply chains. We are now just reaching 
the next step. A key requirement of 
Industry 4.0 is to plan close to real time  
at increasingly shorter intervals. This, 
though, requires lots and lots of data. The 
more, the better, for example, on traffic 
conditions, the weather, but also informa-
tion from the systems of partners who are 
involved. As a precondition of this, the 
parties involved must share data along the 
logistics chain. After all, the data won’t 
attain any value unless it is shared. 
Anyone who isolates themselves and their 
data will not have any relevant benefit 
from digitization. Storing is silver, but 
sharing is golden.

» S T O R I N G  I S  S I LV E R ,  
B U T  S H A R I N G  I S  G O L D E N « 
Logist ics professor Michael ten Hompel on the t ranspor t systems  
of the fu ture , the need for cross- company data communicat ion and  
smar t shelves as conversat ion par tners

I N T E R V I E W

THE TR ANSPORT EXPERT
Professor Michael ten Hompel ,  58 , 
holds the chai r of the Depar tment of 
Transpor t and Storage at the Technica l 
Universi t y of Dor tmund, is Managing 
Direc tor of the Fraunhofer Inst i tu te  
for Mater ia l  Flow and Logist ics , and 
knows the t ranspor t indust r y bet ter 
than a lmost anyone e lse in the wor ld .

M E G A T R E N D S
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use the existing infrastructure more efficient-
ly, a software solution developed in collabora-
tion with SAP and Telekom called smartPort 
logistics (SPL) now supplies all those involved 
with customized information about waiting 
times at the transshipment terminals, 
construction sites, traffic jams, bridge 
opening times and parking availability—all 
accessible via telematic units in the vehicles, 
as well as on smartphones and tablets. It is a 
system that ultimately benefits everyone: the 
truck drivers who can reach their destination 
without detours, the dispatchers who can ship 
more goods and the port traffic manager who 
can analyze and plan the flow of transport 
even more accurately. 

This example convincingly demon-
strates that sophisticated technology and data 
communication, both within and outside 
companies, are absolutely essential in the 
modern world of logistics, be it in ports, on 
roads or in the air. Accordingly, Frankfurt 
airport uses the FAIR@Link community 
system—also developed by IT specialist 
Dakosy—which intends to further improve 
the flow of standardized data between 
companies. 

“The current situation reminds me a lot 
of 15 years ago, when the Internet hype 
began,” says Logistics Professor Michael ten 
Hompel. “Today, a basic understanding of 
information technologies and their program-
ming is as important as reading and writing. 
In a world where every business model 
involves software, digital illiterates can no 
longer make responsible decisions alone. 
Those who lack digital expertise do not 
possess the most important raw material of 
the digital revolution.”

Ten Hompel apparently already has the 
home stretch in mind. The Internet of Things 
will radically change the industry in the years 
ahead. Once the world of devices is fully 
established, things will never be the same 
again. Cyber-physical systems will then act 

quasi-independently. With the use of cameras 
and sensors, autonomous vehicles will steer 
through warehouses, and intelligent crates 
will communicate with each other and find 
their way to their destination almost 
completely on their own. “These develop-
ments are already in the starting blocks. 
Decision-makers are not able to free their 
minds and it is slowing down the inevitable,” 
says ten Hompel. “With or without them, the 
technology needed to start this Fourth 
Industrial Revolution already exists.”

And it is urgently needed. Consumer 
market research institute GfK expects the 
online share of total retail turnover to almost 
double to 15 percent by the year 2025. That 
means even more work for the courier, 
express and parcel services. They are already 
fighting fiercely over that last mile, attempt-
ing to make their way through congested 
cities with traditional delivery vehicles, or 
even cargo bicycles like in grandpa’s day. 
After guaranteeing next-day and same-day 
delivery, transport companies quickly jumped 
to promising delivery within just 60 minutes. 
And it’s not just the established companies 
racing to do so.

A mazon, the largest online business in 
the world, has now entered the delivery 
business itself. At the northern city limits of 
Berlin, in a hall of the former Borsig 
engineering plant, 150 employees currently 
pack 10,000 parcels a day, round-the-clock, 
six days a week, that are then delivered by 
regional logistics partners within a minimum 
of time. “With online purchasing and delivery 
from one source, we are even closer to the 
customer,” says Bernd Schwenger, Amazon’s 
logistics manager in Germany. “Every day, 
we’re learning right on their doorsteps.”

It’s not hard to guess what Amazon 
wants to learn there. When is the customer 

»
O n l y  t h i s  u n i n t e r r u p t e d ,  f u l l y  d i g i t i z e d  
f l o w  o f  d a t a  c a n  p r o d u c e  t h e  t r a n s p a r e n c y  
n e e d e d  t o  o p e r a t e  a  p o r t  o f  H a m b u r g ’ s  s i z e
«
U L R I C H  W R A G E ,  D A K O S Y

“Our systems are able to collect and examine 
all of the information relating to transport,” 
says Dakosy CEO Ulrich Wrage. “Only this 
uninterrupted, fully digitized flow of data can 
produce the transparency needed to operate a 
port of Hamburg’s size.”

 C argo declarations, formerly a set of 
papers as fat as a telephone book, are now 
compressed into computer files that are 
accessible for all those involved and can be 
tracked every step of the way so those in 
charge always know where a container is at 
any given time and which procedural step 
comes next in the import or export process. 
This database integrates seamlessly into the 
IT traffic-control systems in the port area  
and on the Elbe River, making the industrial 
location of Hamburg what it is today:  
a transshipment hub for goods totaling 152 
million tons in weight a year—more than 
twice as much as in 1990.

Up to 8,000 trucks drive to the piers in 
Hamburg daily to bring or pick up contain-
ers. This would result in a gigantic backlog of 
traffic that would helplessly clog the limited 
port area if it weren’t for a few clever 
conductors working in the background. To Po
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I n a world where everything is 
supposed to be available to everyone, 
only the companies that can offer the 
best logistics will be able to stay ahead 
of the competition in the long run. 
Everyone in the industry knows that. 
The only question is whether there  
will be room for improvement on same-
day or same-hour delivery. And  
it almost looks like even that is not 
impossible. 

Anticipatory shipping refers to  
a process pursued by Amazon’s CEO,  
Jeff Bezos. The idea behind it: Even 
before the customer clicks on the order 
button, the goods they want should 
already be on their way to them. 
Amazon is able to do this thanks to  
big data, the analysis of previous  
orders and the return behavior of their 
customers, along with the wish lists on 
their website. The company already 
knows what people want before they 
even place their order. The only 
question is whether all customers will 
really appreciate that in the end.    ■

logistics. “The speed you need” is not an 
empty company slogan, but rather a promise 
that has been bringing the company 
above-average growth rates for a number of 
years. Its turnover in 2016 was 70 million 
euros, an increase of almost ten percent 
compared to the previous year.

Miller now wants to transfer this 
success to the end-customer business with 
Liefery. “Same-day delivery, delivery within 
just 90 minutes or at a chosen time—these 
are disrupting that last mile in the online 
business,” he says. “Retailers can work all day 
on selecting their products and structuring 
their prices, but ultimately, punctual delivery 
is crucial for customer satisfaction.”

In more than 60 cities, Miller’s 
couriers are already delivering parcels with a 
mixed pool of bicycles, small vehicles and 
delivery vehicles, depending on the require-
ments. The company already carries out 
500,000 deliveries per month. The turnover 
increased more than tenfold in 2016 
compared to the previous year—a business 
development that has made the new majority 
shareholder more than happy. “Same-day 
delivery combines the convenience of online 
shopping with the immediate product 
availability of bricks-and-mortar commerce,” 
says Hermes Germany CEO Rausch. “As a 
parcel service specialized in high-volume 
business delivering over one million parcels a 
day through its infrastructure in Germany, 
we are not able to operate this business in a 
meaningful fashion ourselves, neither in 
terms of organization, nor economics. At the 
same time, though, we are well advised to 
participate in this market of the future early 
on. Therefore, we are only acting consistently 
by increasing our participation in Liefery at 
this time.”

»
S a m e - d a y  d e l i v e r y
i s  d i s r u p t i n g  t h e  f i n a l  
m i l e  i n  e - c o m m e r c e
«
F R A N Z - J O S E P H  M I L L E R ,  L I E F E R Y

most likely to be at home? Which is the right 
doorbell? And where in the neighborhood can 
the goods be delivered to if nobody answers? 

Anyone who orders online is familiar 
with the problem: shoes, home improvement 
articles and clothing can be ordered quickly 
with the click of a mouse, but then they have 
to wait for the goods to arrive. Only the 
e-commerce companies that find “new ways 
to deliver their products to the customer 
quickly, reliably and in a cost-efficient 
manner will be successful in the long term,” 
says Bernhard Rohleder, General Manager of 
the Bitkom digital association. “The more 
sophisticated the logistics, the greater the 
share of goods ordered online.”

O f course, the established delivery 
services will not give up without a fight. 
Granted, Amazon continues to handle a 
major share of its logistics in Germany by 
using DHL, DPD and Hermes, but who 
knows how long things will stay that way? 
Hermes has already reacted to the advance of 
the Americans. After the trial of robotic 
parcel delivery vehicles in Hamburg, the 
company recently increased its minority share 
in the same-day delivery specialist Liefery.  
It now owns a 68 percent majority share in 
the Frankfurt start-up. 

F ranz-Joseph Miller, a man with expert 
knowledge of ultra-fast delivery times, is one 
of the company’s cofounders. He already built 
up the express freight expert time:matters for 
Lufthansa Cargo—a company specialized in 
international emergency and spare parts Ph
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HIGH PRICES 
Compared to total  
tonnage, just two  

percent of all overseas  
exports are handled  

by airfreight in  
Germany, but that  

leaps to 30 percent 
when  compared to the 

total value of goods. 
Airfreight costs over 
80,000 euros per ton
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LO R D’S  SUPPE R  
I N  M U N I C H  

O n e  m a n  h a s  e x q u i s i t e  m e a l s  p r e p a r e d  f o r  h i s  g u e s t s  e v e r y  
e v e n i n g ,  w h i l e  t h e  o t h e r  p r e a c h e s  a b o u t  i t  w h e n  h e  c a n .  W e  
t a l k e d  t o  t o p  r e s t a u r a n t  o w n e r  a n d  g a s t r o n o m e  M i c h a e l  K ä f e r  
a n d  A b b o t  J o h a n n e s  E c k e r t  a b o u t  t h e  p e r f e c t  L o r d ’ s  S u p p e r ,  
t h e  j o y  o f  e a t i n g  a n d  w h y  t h e r e  w e r e  n o  r a d i s h e s  o n  t h e  m e n u  
a t  S t .  B o n i f a c e ’ s  A b b e y  

I N T E R V I E W :  S T E FA N  L E M L E  A N D  S T E FA N  S C H M O R T T E 
P H O T O S :  R O B E R T  B R E M B E C K

M M  |  Abbot Johannes, when was the  
last time you dined in a Michelin-starred 
restaurant?
A B B O T  J O H A N N E S  |  Maybe last Friday. 
I had a confirmation and was invited to 
dinner. However, I’m not sure whether the 
restaurant had any stars. That wasn’t really 
important to me. 

M M  |  And you, Mr. Käfer? When was the 
last time you prayed? 
M I C H A E L  K Ä F E R  |  About six weeks ago. 
My wife is very religious. For her, it’s an 
important ritual to go to church on Sundays. 
Sometimes, I accompany her. 

M M  |  Which brings us to our main subject. 
We would like to talk to you about food and 
religion. What does the Lord’s Supper mean 
to you personally, Abbot Johannes? 
A B B O T  J O H A N N E S  |  The theme of a 
common meal is present in all religions, 
including Christianity. It’s about commu-
nion. Abraham gave hospitality to strangers, 
thereby experiencing closeness to God. The 

Lord’s Supper expresses this ritual with 
particular vividness. When Jesus celebrated 
the Last Supper with his disciples before he 
died, he said: “Whenever you gather in 
remembrance of me, I will be with you. Then 
I will be present with you with my body and 
blood, through bread and wine. Then you 
will have communion with me.” Therefore, 
when we celebrate the Lord’s Supper in its 
ritualized form of the celebration of the 
Eucharist, we believe that we are experiencing 
the closeness of Jesus. 
M I C H A E L  K Ä F E R  |  As a gastronome, of 
course, I have a different perspective. First 
and foremost, the evening meal is an 
economic factor in our business. But our job 
also consists of making the people who come 
to us happy. If they leave the restaurant and 
say they had a wonderful time, then we’ve 
done everything right. We’ve given our  
guests a social experience in addition to a 
good meal. 

M M  |  So Mr. Käfer operates a God-fearing 
business, Abbot Johannes? 

P E O P L E

MM_0117_20-25_Gipfelgespraech_3_LS.indd   20 06.06.17   08:26

LO R D’S  SUPPE R  
I N  M U N I C H  

MM_0117_20-25_Gipfelgespraech_3_LS3.indd   21 02.06.17   14:53



MESSE MÜNCHEN MAGAZINE

22

A B B O T  J O H A N N E S  |  Yes, I believe so. 
M I C H A E L  K Ä F E R  |  Thank you very much. 
A B B O T  J O H A N N E S  |  No, really, I believe 
that’s true. 

M M  |  You are not just the abbot at  
St. Boniface’s Abbey, but also at Kloster 
Andechs, which, in addition to the church, 
has a rather large restaurant and a brewery 
with an annual output of 2.6 million  
gallons … 
A B B O T T  J O H A N N E S  |  [laughs] ... It’s a 
little more than that now, actually, but go on.
M M  |  Who do you serve at Andechs?  
God or money? 
A B B O T  J O H A N N E S  |  According to our 
monastic rule, hospitality is holy and guests 
should be received like Christ. I don’t think 
there is anything indecent about the business 
at Andechs resulting in both monasteries 
doing well, and the fact that, here at  
St. Boniface’s, for example, we are able to  
offer 150 to 200 homeless people a warm 
meal every day. We do not receive any church 
tax, and that, of course, has to be financed 
somehow. The founder of our order, Saint 

Benedict, tells us to live off the work of our 
hands, to produce and earn what we need. 
You cannot live off simply looking up into the 
sky. We used to live from farming at Kloster 
Andechs; today, it’s the brewery and the 
restaurant business. But half a liter of beer 
costs far less in our restaurant than it does in 
Munich. That, by the way, is also related to 
the rules of our order. Saint Benedict wrote 
that you should always sell something at a 
cheaper price so that you won’t end up 
becoming greedy. 

M M  |  Mr. Käfer, how did your parents raise 
you in terms of table manners? 
M I C H A E L  K Ä F E R  |  I had a very strict 
mother, which I am grateful for. And she 
taught me that there are certain rules to 
follow at the table. Right now, things are the 
other way around. I have young twins who 
are six years old and I’m passing on to them 
the table manners my mother taught me. 

M M  |  So that means: Sit up straight, don’t 
eat noisily and so on? 
M I C H A E L  K Ä F E R  |  Yes, hands on the edge 

»
I f  p e o p l e  c a n ’ t  
t h i n k  o f  a n y t h i n g  
e l s e ,  t h e n  t h e y  
j u s t  b e c o m e  v e g a n
«
M I C H A E L  K Ä F E R

THE GASTRONOME  
Michael Käfer,  59,  opened the upscale 
n ightc lub P1 in Munich af ter s tudying 
business. In 1988, he jo ined the 
management team of the del icatessen 
company Feinkost Käfer.  In 1995, he 
bought h is fa ther ’s and uncle’s shares 
and took over the company, inc luding the 
par t y ser v ice and the tent a t the 
Ok tober fest .  In addi t ion, Käfer owns 
severa l restaurant businesses in Munich, 
is Europe’s market leader in upscale 
event cater ing — for Messe München, 
among others — and manages the roof top 
restaurant in Germany’s Par l iament ,  the 
Bundestag, in Ber l in . 
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»
I f  p e o p l e  c a n ’ t  
t h i n k  o f  a n y t h i n g  
e l s e ,  t h e n  t h e y  
j u s t  b e c o m e  v e g a n
«
M I C H A E L  K Ä F E R

of the table, that old classic. How you arrange 
cutlery properly, how you hold a glass in your 
hand and all these sorts of things. Those are 
rituals that I consider important. And that’s 
why I also think it is wonderful that we are 
enjoying our small meal here today with a 
cloth napkin.

M M  |  Did you have delicacies every day  
at home? 
M I C H A E L  K Ä F E R  |  You know, very  
often, we don’t want to have the things we  
take for granted. Of course, we had delicacies 
at home. But what I liked best were the 
Spätzle egg noodles that my Swabian 
grandmother cooked, the potato dumplings, 
and ham and noodles. And that’s still true 
today. Once a year, on December 25th, we 
have lobster in the morning for breakfast at 
home. If I were to eat that more often, it 
would no longer taste as good as it does on 
that one day.

M M  |  Seasons are barely relevant anymore 
when it comes to eating. Strawberries can also 
be enjoyed in the middle of winter. Is that 
really compatible with creation, Abbot 
Johannes? 
A B B O T  J O H A N N E S  |  I think it makes 
sense to eat only what each season provides. 
That’s why we aren’t having radishes with our 
lunch, because they don’t grow here at this 
time of year. But I find the other subject even 
more interesting: learning to enjoy. We also 
need self-discipline to do that. When I don’t 
eat meat during Lent, I find the lamb served 
for the Easter celebration especially tasty. I 
believe that’s a very important gift that we 
should not forget. After all, it is also a 

reflection of creation when we look forward 
to what will only grow tomorrow. 

M M  |  Do you fast, Mr. Käfer? 
M I C H A E L  K Ä F E R  |  Yes, but not with 
reference to the fasting periods. 

M M  |  So, that means the famous fasting 
regimens for 500 euros per night and with  
a watery, warm soup for dinner? 
M I C H A E L  K Ä F E R  |  [laughs] You said that, 
not me.
A B B O T  J O H A N N E S  |  You could get that 
cheaper in our monastery. [laughs] 

M M  |  Let’s take business lunch as a cue. Is it 
possible to do business while eating? Or the 
other way around: Is it possible to enjoy a 
good meal while doing business? 
M I C H A E L  K Ä F E R  |  Eating while doing 
business is very difficult, because you are 
concentrating on something else. Somehow, 
though, the two go together well. You get to 
know each other, get closer to each other. 
And you already have a different subject to 
talk about besides business matters. Eating 

THE ABBOT 
Abbot Johannes Ecker t ,  48 ,  has been 
Head Abbot of the Benedic t ine abbey in 
Munich s ince 2003, thereby a lso making 
him head of the abbey Kloster Andechs. 
Wi th h is paper “Ser ving instead of 
Rul ing, Corporate Cul ture and Order 
Spir i tua l i t y,” he received his doctorate in 
Cathol ic theology in 1999. Johannes is 
the f i rs t monk f rom Kloster Andechs  
to be e lec ted abbot s ince secular izat ion 
in 1803. In Februar y of 2015, he was 
conf i rmed in th is posi t ion for another 
t welve years . His mot to as abbot is: 
“Di l igere ex toto corde” — Love wi th your 
whole hear t . 
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makes the atmosphere more relaxed. But if 
you really want to enjoy a meal, business 
tends to interfere with that.

M M  |  Should we refrain from talking while 
eating? 
A B B O T  J O H A N N E S  |  When we eat 
together here in the monastery, someone 
reads aloud at the table. That is something 
very beautiful, because you aren’t just 
nourishing yourself physically with food, but 
spiritually as well.
M I C H A E L  K Ä F E R  |  Do you read aloud 
from the Bible? 
A B B O T  J O H A N N E S  |  Yes, but not just 
from the Bible. We just read Konklave by 
Hubert Wolf. Next on the list is a biography 
of former [German chancellor] Konrad 
Adenauer. Everyone can suggest something. 
M I C H A E L  K Ä F E R  |  And the person 
reading aloud has to eat alone afterwards?
A B B O T  J O H A N N E S  |  He eats afterwards 
with the person serving us. In our monastery, 
someone always serves us at the table, a 
different brother every week. Table culture is 
very important to us. In the Old Testament, 
it states: “At the end of time, God himself 
will be host on Mount Zion, and there he will 
serve the finest of wines and the best of 
meats.” What we do here in the monastery is 
a bit of a likeness of that and a taste of what is 
to come. 

M M  |  But it’s also nice to be served occasion-
ally, isn’t it?
A B B O T T  J O H A N N E S  |  Yes, just as nice as 
serving others. The homeless people we serve 
here every day are very grateful for that.

M M  |  Have you yourself ever sensed the fear 
of having to beg for a bowl of soup? 
A B B O T  J O H A N N E S  |  Not concretely, no. 
But when looking at the course of the world 
as a whole, the thought sometimes occurs to 
me that even I don’t have absolute security. 
M I C H A E L  K Ä F E R  |  That sometimes occurs 
to me when I think about my twins. Then I 
wish that the boys will be fortunate enough 
to live in times that are as good as those that 
I am living in. As an entrepreneur, however,  
I am quite familiar with existential fear. 
Although I am incredibly brave, sometimes I 
say to myself, “I hope things will all stay as 
good as they are now.”

M M  |  In your business, every day, you have 
to clear away plates from the table that are 
still half-full, while the homeless people here 
stand in line for a bowl of soup. How do you 
deal with that?
M I C H A E L  K Ä F E R  |  That’s a difficult 
question. Worst of all is the Oktoberfest, 
where I see entire platters going back 
half-full. Then we realize: There are people 
with nothing to eat and here it’s being 
thrown away. That’s reality. But it’s still hard 
to take. 

M M  |  Where does enjoyment end and 
gluttony begin? 
A B B O T  J O H A N N E S  |  That’s also a difficult 
subject. What is considered gluttony by one 
person won’t necessarily be seen that way by 
another. St. Benedict is reluctant to prescribe 
an amount for foods or beverages in his rules, 
because he knew that people are very 
different. But when a society totally drifts off 
into consumption, it is right to talk about 
exorbitance. 

M M  |  Which, today, is certainly being 
catered to on television. One cooking contest 
after the other. Mr. Käfer, what is wrong with 
people that sit and watch TV shows about 
eating for hours on end?
M I C H A E L  K Ä F E R  |  For those working in 
the television business, it is certainly a format 
that can be produced at a relatively low cost.  
I only rarely find time to watch TV. The few 
times I really surfed through the channels, 
though, were actually quite fun.

M M  |  Because someone is always getting a 
verbal grilling? 
M I C H A E L  K Ä F E R  |  I think the first person 
to put cooking on TV in Germany was Alfred 
Biolek. He didn’t stand there and criticize 
anyone. Back then, they celebrated the ritual 
of chopping vegetables and talking. And 
that’s what makes cooking so much fun. You 
lift the lid to see what’s simmering in the pot 
and have a taste. I enjoy doing that, too.

M M  |  Can you cook, Abbot Johannes?
A B B O T  J O H A N N E S  |  No, but it makes me 
happy when someone else has that gift. Some-
times, brides and grooms come to me and tell 
me that they like to cook together. I think 
that’s always an indication of an intact 

relationship. To be in the kitchen together, 
talking to each other, cooking and eating. 

M M  |  You are what you eat. When that 
subject comes up, people occasionally get 
somewhat fundamentalist. Today, there are 
vegetarians, flexitarians, raw food eaters and 
vegans. Are all these people crazy, Mr. Käfer? 
M I C H A E L  K Ä F E R  |  That’s just individual-
ization. We humans always want to be 
different in some way or another. And if 
people can’t think of anything else, then they 
just become vegan. Everyone has a tattoo by 
now. I understand vegetarians one hundred 
percent. I understand that someone decides 
not to eat anything that has eyes and so on. 
That is a very clear attitude to life. But I don’t 
understand being vegan. Why shouldn’t a 
person be allowed to eat an egg? 
A B B O T  J O H A N N E S  |  Or guinea pigs? I 
have relatives in Peru. There, guinea pigs are a 
delicacy. And they don’t taste all that bad. 
But once, when I was a chaplain, I told the 
First Communion children that I had eaten 
guinea pigs in Peru. They didn’t think that 
was good at all. 

M M  |  Would you be able to butcher an 
animal yourself? 
M I C H A E L  K Ä F E R  |  Definitely not. I 
couldn’t shoot an animal either. If I had to 
fight for my life, maybe then. But not like 
that, even if I sell it and eat it myself. I guess 
I should be a vegetarian.

»
I f  h e  e v e n  e x i s t s ,  
t h e n  t h e  g r e a t e s t 

 c o o k  o f  a l l  i s  G o d
«

 A B B O T  J O H A N N E S
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A B B O T  J O H A N N E S  |  I wouldn’t even 
know how to butcher an animal. But, that is 
also a sign of alienation, of course. We have 
all become very far removed from natural 
processes. I once asked a committed vegan 
what she fed her big dog. She had trouble 
explaining that one. 

M M  |  And your personal favorites in  
terms of food? 
MICHAEL KÄFER | Well, I like everything to do 
with bread, really fantastic bread. We’ve just 
discovered a bakery in Vienna that bakes the 
best bread I have ever eaten in my whole life. 
Everything made by hand and with the best 
ingredients. And, on a general level, as we live 

in Bavaria, I like potato dumplings. By the way, 
it’s incredibly hard to cook those right. 

M M  |  Does Bavaria have the best cuisine  
in Germany? 
M I C H A E L  K Ä F E R  |  Yes, but only because 
we’re close to Austria. 
A B B O T  J O H A N N E S  |  It’s dangerous for me 
to disclose my favorite food, because then I 
would get that at every communion. So, just 
between us: I’m from the Baden region, so I 
love Spätzle egg noodles, pastas with sauces. 

M M  |  There is one last question we must  
ask before we finish. Who is the greatest  
cook of all? 

M I C H A E L  K Ä F E R  |  The greatest? The 
religious answer, of course, is Mother Nature. 

A B B O T  J O H A N N E S  |  No, I would rather 
say: If he even exists, then the greatest cook 
of all is God. 

M M  |  Now, right at the end, you mention 
your doubts, Abbot Johannes? If he even 
exists?
A B B O T  J O H A N N E S  |  Doubt is an 
existential part of faith. We have to keep 
everything open, especially as a monk, who, 
after all, is a God-seeker. That is how our 
lifestyle is described. If it’s true that eternity 
is a meal with exquisite food and drink, 
because Jesus says, “I shall never again drink 
wine from the fruit of the vine until I am in 
the kingdom of my Father,” then that would 
be written proof that you can drink wine in 
Heaven. 

M M  |  That wouldn’t be the worst thing. 
A B B O T  J O H A N N E S  |  No, that wouldn’t 
be bad at all. And seen that way, I would say 
that God is certainly the greatest cook of all 
when he invites us to dine at his table.                                            

M M  |  Thank you both very much for the 
conversation.                                           ■

LUNCH AT ST. BONIFACE’S 
Abbot Johannes and 
Michael Käfer in conversation 
with Stefan Schmortte  
and Stefan Lemle (clockwise,  
from left)
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A n expedition to the top of Mount 
Everest in the year 2017 can represent a real 
strain. Sure, you need to be fit, but you also 
have to select the right equipment: To begin 
with, there are the glasses with a stereo 
monitor that shield you from the outside 
world. Then, of course, a headset, a computer 
with adequate computing power, electricity, 
manual input devices and a room that is large 
enough that you won’t bump into anything.  
Weatherproof clothing, on the other hand, is 
entirely unnecessary.

With Everest VR, new software from 
Icelandic start-up Sólfar, a climb to the 
summit from your living room is no longer  
a problem. Technology sends the user up the 
highest mountain in the world with high- 
resolution photos and videos. As true to real 
life and as fascinating as if you were really 
ascending to the roof of the world  
in the tracks of Sir Edmund Hillary—but 
without the frostbite and without the droves 
of recreational alpinists that make their way 
up to the top every year. 

What was pretty much unimaginable 
just a few years ago, has meanwhile become  
a photorealistic attraction for almost anyone. 

Today, virtual reality is no longer a labored 
game played by a few eccentric technology 
freaks. Instead, it has almost become a mass 
phenomenon. According to a study by 
Germany’s digital association Bitkom, every 
tenth citizen has already used virtual reality 
glasses at least once. 

“The possible applications of this 
technology are almost unlimited,” says Timm 
Lutter, Division Manager of Consumer 
Electronics & Digital Media at Bitkom. But 
let’s look at things one at a time.

T he desire to see more than is physically 
present in a room is by no means a new 
yearning of our times. As early as in the 19th 
century, the Laterna Magica, a kind of early 
version of the slide projector, was extremely 
popular. It made it possible to project images 
of smoke and artificial fog onto the stage in 
the theaters of Goethe’s time. This was a 
spectacle that would sometimes genuinely 
frighten the audience—literally. Thus, the 
Laterna Magica was often referred to as the 
“horror lantern.”

B Y  F LO R I A N  S E V E R I N
P H O T O S :  H E I K E  H E L L E R

BR AV E
N E W  W O R L D

V i r t u a l  r e a l i t y  i s  m o r e  t h a n  j u s t  a  p a i r  o f  g l a s s e s  w i t h  t w o  m o n i t o r s .  
T h i s  t e c h n o l o g y  n o w  o f f e r s  e n t i r e l y  n e w  p e r s p e c t i v e s  t o  b o t h 
c o m p a n i e s  a n d  c o n s u m e r s 
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Since then, tools and methods have, of 
course, improved considerably. Instead of 
using a projection of smoke and artificial fog, 
theaters today use razor-sharp LCD displays. 
Position and acceleration sensors measure 
every slightest movement of the head and 
infrared systems locate the body in space.  
The result is an almost perfect illusion that 
surrounds the user so completely that some 
people still react with fear at their first 
contact with this technology.

“Anyone using virtual reality glasses for 
the first time may experience a mild feeling of 
dizziness, comparable to sea sickness,” says 
Markus Ambrus, CEO of Augmented Minds, 
a Munich start-up that specializes in apps for 
augmented and virtual reality. “Of course, 
this phenomenon is annoying. But there’s a 
lot of research being carried out aimed at 
minimizing this effect. For example, 
experiments are being carried out to project a 
virtual nose into the field of vision. This 
makes orientation easier.”

Everyone in the industry is working 
feverishly to perfect this technology. After all, 

we are dealing with a very important subject 
here: “The next-generation computing 
platform,” as investment bank Goldman 
Sachs calls it. A market volume of USD 80 
billion worldwide—comparable in size to 
today’s market for desktop computers—is 
forecast for virtual reality by 2025. 

T he games industry is still the major 
driver, but the potential applications extend 
far beyond that. Be it in medicine, architec-
ture, education or industrial manufacturing, 
every user expects immense benefits from 
virtual reality 3D animation. “In the  
field of entertainment, the media industry  
or tourism, virtual reality will create  
new worlds of experience,” says Bitkom 
expert Lutter.

Sporting goods producers have long 
since left the stage of merely toying with 
ideas. Adidas, for example, is experimenting 
with a kind of virtual changing room in 
which the customer individually configures 

their new sweater, tries it on and can then 
have it produced immediately in the local 
boutique. Bogner is also doing truly pioneer-
ing work in this field. The company recently 
presented technology developed by the 
Fraunhofer Institute for Integrated Circuits 
(IIS) known as Holodeck 4.0 VR at the  
Ispo Munich 2017 fair. With this technology, 
it is possible for the first time not only to 
experience virtual reality alone, but together 
with around 100 other users that appear as 
avatars in more than 430,000 square feet of 
artificial worlds. “In a revolutionary manner, 
this new technology enables us to take our 
visitors and customers along onto a ski slope 
and give them the feeling of being there live,” 
says ski legend and company owner  
Willy Bogner. 

O f course, the major digital corporations 
are all at the forefront of this development. 
For example, Project Tango makes it possible 
today to measure entire rooms in real 
time—a technology that is tailor-made for 
carpenters, interior designers and stand 
builders. Instead of working with plans and 
3D models, they can now use this technology 
platform to directly place simulations in a 
virtual room and be able to experience the 
result before the project has started. And by 
no means does the development end here. 
Advances in sensor and simulation technology 
will also bring the senses of touch and smell 
into the virtual world in the future and 
perfect the artificial world to the extent that 
it can almost no longer be distinguished from 
the real world.

The experts agree: Virtual reality is 
much more than just a short-lived trend. 
Completely new fields of business and forms 
of interaction are already appearing on the 
basis of this complex technology. Companies 
and consumers alike are profiting from the 
development. Even the most notorious 
technology pessimists have no reason to be 
afraid. After all, the possibilities offered by 
this new technology aim, at most, to enrich 
the real world and not to replace it. There’s no 
reason for having to decide one way or the 
other—the best about both worlds is that 
they belong together.    ■

SIGNALS FROM 
ANOTHER REALITY 
In the future, virtual and 
physical reality will go 
together hand in hand.  
In her work Signale aus 
der Unwirklichkeit  
(Signals from Another 
Reality), artist Susanne 
Steinmassl documents  
our approach to virtual 
worlds. The collages  
were on display in  
Munich throughout April
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S I E  G E H Ö R E N  Z U  D E N
M E N S C H E N, D I E  M E H R
E RWA RT E N ?

S O L LT E N  S I E  E S  DA N N
N I C H T  AU C H  B E KO M -
M E N ?

Ideal gelegen in der Münchner Altstadt, bietet unser Haus 340 individuell gestaltete Zimmer inklusive 65 luxuriöser Suiten. 40 moderne Ban-
kett- und Konferenzräume für bis zu 2500 Personen warten auf Ihre Events. Unsere fünf Restaurants und sechs Bars lassen keine kulinarischen
Wünsche offen. Auf 1.300 qm erwartet Sie im – von der französischen Star-Architektin Andrée Putman gestalteten – Blue Spa ein einzigartiges
Wellness-Refugium über den Dächern Münchens. Das Live-Entertainment im Night Club ist legendär und die Komödie im Bayerischen Hof
steht für bestes Boulevardtheater. Unser hauseigenes Kino astor@Cinema Lounge, das vom renommierten belgischen Kunstsammler Axel
Vervoordt gestaltet wurde, garantiert Unterhaltung der Extraklasse auf gemütlichen Lounge-Sofas. Ebenfalls von Axel Vervoordt designt
wurden die beiden Gourmetrestaurants Atelier und Garden. Im Atelier verwöhnt Sie Jan Hartwig, welcher mit zwei Michelin Sternen ausge-
zeichnet wurde, mit seiner leichten, raffinierten und zeitgenössischen Küche. Im Garden wird eine Mischung aus bewährten Klassikern und
zeitgenössisch interpretierter Küche serviert.

Located directly in the heart of Munich, our hotel offers 340 individual styled rooms including 65 luxurious suites. 40 modern functions rooms
for up to 2500 guests wait for your events. Our five restaurants and six bars culinarily leave nothing to be desired. Enjoy the Blue Spa –
designed by French star designer Andrée Putman – a unique wellness retreat for body and soul measuring 1,300 m² high above the city’s roof-
tops. The Live-Entertainment at the Night Club is legendary and the Komödie im Bayerischen Hof stands for best boulevard theatre.
At our own cinema astor@Cinema Lounge, designed by the famous Belgian interior designer Axel Vervoordt, you experience cinematic entertain-
ment on comfy lounge sofas. Our gourmet restaurants Atelier and Garden are also designed by Axel Vervoordt. At Atelier chef Jan Hartwig, who
is awarded with two Michelin stars, spoils you with his light, sophisticated and contemporary cuisine. An inspiring mix of proven classics and
contemporary cuisine awaits you at restaurant Garden.

Promenadeplatz 2 - 6

D-80333 München

Fon  +49 89.21 20 - 0

Fax    +49 89.21 20 - 906

www.bayerischerhof.de

info@bayerischerhof.de
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B Y  F LO R I A N  S E V E R I N
P H O T O :  R O B E R T  B R E M B E C K

underestimated. I have seen that confirmed 
again and again in conversations with fellow 
specialists. With the new Digital Division, 
Messe München has created a space within 
which we can enjoy great freedom in shaping 
business, even though the overall risk is very 
high. If you take a closer look at successful 
digital business models, you will quickly 
recognize that these are often platforms in 
which people share, do business and network, 
such as eBay, Amazon or Uber, just to name 
three examples. In this respect, we have a 
clear strategic advantage, because trade fairs 
have always been platforms.  

M M  |  While writing your doctoral thesis, you 
developed a toolbox for identifying digital 
growth potential. Can you tell us in more 
detail how that might look? 
D I R R  |  The method is called SocialFORCE. 
Essentially, it’s all about just four questions: 
How can I stage a pull effect in the market? 
How do I integrate the user into the added 
value of a product? How do I make a product 
successful by digitization? And, last but not 

least: How can I understand the rules of the 
game of start-ups as an established company?

M M  |  What do you think Messe München 
can learn from that? 
D I R R  |  We simply have to reduce the flops 
and improve penetrating power when we 
launch new products. In individual cases, 
that can result in platform models, but 
actually, we only want to do whatever will 
lead to added value for the customer and 
matches our strategic positioning. 

M M  |  Mr. Dirr, you have held your role  
for a few months. Have you settled in well?
M A R K U S  D I R R  |  There wasn’t much of a 
grace period for me. Productivity was called 
for from day one. But yes, the reception from 
my colleagues was very open, albeit under-
standably, there were questions.

M M  |  What question were you asked most 
often?
D I R R  |  “How are we supposed to achieve 
that?” That was probably the most frequent 
question in the beginning. Ultimately, 
though, what they are doing is making a list 
of to-do items for me. It’s a question of 
making the opportunities digitalization offers 
clear to everyone. In order to be successful, 
we all have to work together efficiently.

M M  |  Before coming to Messe München, you 
worked successfully in e-commerce and the 
digital business for over 13 years. What do you 
like about your new position? 
D I R R  |  B2B, absolutely. I am convinced that 
the opportunities in the B2B business are 

M a r k u s  D i r r  h a s  b e e n  C h i e f  D i g i t a l  O f f i c e r  ( C D O )  
o f  M e s s e  M ü n c h e n  s i n c e  t h e  b e g i n n i n g  o f  t h e  y e a r .  
W e  t a l k e d  t o  h i m  a b o u t  h i s  m o t i v a t i o n ,  o p p o r t u n i t i e s  
i n  t h e  B 2 B  b u s i n e s s  a n d  h o w  h e  d e f i n e s  h i s  r o l e

» N O W  C O R P O R AT E 
I S  H I T T I N G  B A C K «

PEDALING  
FOR SUCCESS  

Markus Dirr drives  
Messe München  

towards the digital age

C R E A T O R S
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M M  |  What does that mean specifically?
D I R R  |  We are currently working on 
approximately ten digital products that differ 
in terms of risk and growth potential. 
Therefore, the Digital Division optimizes a 
portfolio and changes the distribution of 
resources internally much more quickly than 
is common in the trade fair business. This 
portfolio can be divided into three types of 
digital products: cross-event products, 
event-based products and location-based 
products. Cross-event products focus on a 
special branch of industry and are not linked 
to the trade fair cycle. Let’s take advertising 
technology as an example for reaching B2B 
decision-makers with an online campaign. 
When dealing with the event-based digital 
products, the respective trade fair forms an 
integral component of added value. This is 
exemplified by trade fair apps that we 
upgrade technologically and increasingly 
monetize. When dealing with location-based 
digital products, we go a step further and try 
to monetize our premises even further.

M M  |  Messe München is in the process of 
building two new exhibition halls. Doesn’t 
that contradict an expansion of the digital 
line of business? 
D I R R  |  Not at all. The CDO is by no means 
positioned against our core business, but 
rather supplements it. Generally, the distinc-
tion of offline/online is increasingly becoming 
unnecessary. If a new exhibition hall solves 
the problem of a customer bottleneck better 
than something digital, let’s do it. Another 
example: A well-made, printed fold-out map 
of exhibition halls can by all means be 
superior to an app. 

M M  |  You have begun the Digital Spa 
presentation series for your colleagues. 
Conversely, is there something you need to 
learn from them?
D I R R  |  Yes of course, actually a whole lot. 
My team and I learn something new every 
day and we have great respect for the work of 
our colleagues. For our joint success, I have 

calendar. I call it “The party is over—corpo-
rate hits back.” The starts-ups are far from 
being alone anymore, because the established 
companies are burning off the fat and 
climbing into the ring. 

M M  |  That sounds pretty enthusiastic.
D I R R  |  That’s the way it’s supposed to be, 
too. A simple example: If we want to arrange 
an appointment with a potential customer, we 
can be sure we will get it. That is much more 
difficult for a start-up to do. Nonetheless, we 
shouldn’t deceive ourselves—the digital past 
of established companies was often fraught 
with disappointments and deep wounds.  

M M  |  How do you as the CDO intend to 
heal those wounds?
D I R R  |  The CDO’s role can always be 
likened to a kamikaze mission. If you don’t 
reach the targets, you will be ridiculed by yes-
terday’s losers and scorned by tomorrow’s big 
heads. What’s ludicrous is that in the event 
that the Digital Division reaches its targets, 
the challenge for the trade fair will be even 
greater, the potential pressure to change even 
stronger and, with it, the potential counter- 
reaction of the organization as well. The more 
successful we are, the more we will be getting 
rid of ourselves. Because, in the end, we are 
not building a shadow organization here. 
Instead, we have the good fortune of going on 
a joint hike with colleagues in good weather. 
Seeing that we are experienced hikers when it 
comes to digitization, we don’t mind taking 
weight out of our colleagues’ backpacks and 
putting it into our bags.         ■

to make my issues compatible with the 
processes and operations of my colleagues.

M M  |  Isn’t the switch to a trade fair company 
a step into the past for you as a digital expert?
D I R R  |  Among the people I worked with in 
the industry, the move to an “offline company 
without a clear digital business model” was 
clearly perceived as a step backwards. 

M M  |  What was your response to them?  
D I R R  |  If they carry out the assessment on 
the basis of team size or budget, viewed 
objectively, it is a step backward. However, 
I based my decision on other criteria: The 
freedom to shape things, a greenfield and, 
especially, unrealized potential. As I see it, 
we are in the process of starting a new digital 

»
W e  o n l y  w a n t  t o  d o  w h a t e v e r 
w i l l  l e a d  t o  a d d e d 
v a l u e  f o r  t h e  c u s t o m e r 
«

THE DIGITAL PHILOSOPHER  
Markus Dir r,  s tudied phi losophy and 
obta ined a doctorate in socio logy wi th  
a thesis on d ig i ta l  products and ser v ices. 
He specia l i zes in the grow th of d ig i ta l 
business in medium- sized enterpr ises 
and corporat ions. In addi t ion, he heads 
d iverse consul t ing projec ts a t leading 
companies. As CMO f rom 2015 to 2016,  
he headed the market ing depar tment of 
reBuy— a dig i ta l  marketp lace wi th end 
customer sales of around 90 mil l ion euros. 
He has been CDO of Messe München  
– one of the leading trade fair companies –  
s ince Januar y and is bui ld ing up the i r 
in ternat ional d ig i ta l  business.

C R E A T O R S
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I t’s the most important meeting of the 
industry. Attendance is mandatory. It’s the 
networking event and stage for the largest 
deals made in the international real estate 
sector. “At Expo Real, cross-industry and 
transnational real estate projects are initiated 
and transactions negotiated,” says Claudia 
Boymanns, Project Manager for Messe 
München. Starting with just 149 exhibitors in 
1998, Expo Real has become by far the most 
important real estate trade fair on the 
continent, with 1,768 exhibitors and 35,000 
visitors at the most recent event. “We are an 
international networking platform, signifi-
cant far beyond Europe, reaching Russia, 
the Middle East and the USA. Investors find 
suitable projects and developers find the  
right partner to realize their projects,” 
explains Boymanns.

Deliberately designed as a working 
trade fair that focuses on business transac-
tions, Expo Real represents the entire value 
chain of the industry. The sheer density of 
decision-makers is another reason it enjoys 
such a significant standing, with the quota 
of returning visitors at 65 percent. In just 

three days, exhibitors and visitors can meet 
experts from more than 70 countries—an 
offer that would usually require a month-long 
world tour.

“An important driver of the industry 
right now is clearly the concrete gold rush,” 
says Boymanns. “So, one of the bigger topics 
of conversation for the next Expo Real at the 
beginning of October will be the end of the 
low-interest-rate policy.”

This won’t just be the case at the exhibi-
tion stands but also during the conference 
program, which has attracted some high- 
caliber participants again this year. Among 
the guests are Joseph Stiglitz, the Nobel 
Prize-winning economist, and Clemens 
Fuest, President of the ifo Institute. “As in 
2016, Brexit will certainly be an important 
topic,” says Boymanns. “But what ‘America 
First’ really means for the international real 
estate economy—that’s what all of us will 
want to know this time.”

The Real Estate Innovation Network 
will celebrate its premiere in October, a 
4,306-square-foot platform that will allow 
the Expo to offer more room for the topic of 

digitalization, inviting for the first time tech 
start-ups to present their products and make 
contact with potential users. 

The only question left is what happens 
next. “The end of one Expo almost signals the 
beginning of the next one,” says Boymanns. 
“We stay in close contact with our clients 
throughout the year. But we are very careful 
not to dilute our network. At any moment, 
the right partners should be able to find each 
other quickly.”  ■  

E x p o  R e a l  i s  o n e  o f  
M e s s e  M ü n c h e n ’ s  m a j o r  s u c c e s s e s ,  
w i n n i n g  w o r l d w i d e  a c c l a i m 

B U I L D I N G 
N E T W O R K S

UNDER THE ROOF OF THE WORLD 
Expo Real is Europe’s largest B2B 
specia l is t  t rade fa i r  for rea l estate  
and investment .  The nex t event runs  
f rom October 4 to 6 ,  2017, and the cur rent 
number of regist ra t ions a l ready  
promises a h ighly successful event .

B Y  C H R I S T I A N  B R U N S C H E D E

REAL ESTATE EXPERT  
Claudia Boymanns, Project  

Manager for Messe München,  
is responsible for Expo Real

C R E A T O R S
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T he giant cranes stretch out stiffly towards 
the sky. At their feet are three-foot-thick 
cement pylons and portals, and a dozen 
construction workers calling, hammering  
and steering construction vehicles. They are 
racing against time. On the other side of  
the street wait white steel beams, each around 
115 feet long, that will form the roof. In  
their shadow, the trailers for the workers look 
like toy building blocks in comparison.

“This winter was extremely cold, which 
delayed the time it took to lay the concrete 
for the basement by several weeks,” explains 
Betina Selzer, Manager of the Structure and 
Engineering Department at Messe München. 
“Now we need to condense the rest of the 
construction process to finish on time. That 
requires meticulous planning.”

Selzer is the organizational brain for  
the latest of the building projects of Messe 
München, the construction of the new halls  
C5 and C6. Soon, there will be 215,000 square 
feet of additional exhibition space. But she  
still has a considerable amount of work to do 
before that happens. Every day, new challenges 
appear: They involve planning, organization 
and, of course, logistics. Countless gears  
must be coordinated in order to keep the 
construction site running like clockwork.

M e s s e  M ü n c h e n  i s  e x p a n d i n g .  
A  v i s i t  t o  t h e  c o n s t r u c t i o n  
s i t e  o f  t w o  n e w  h a l l s  a n d  a  
n e w  c o n f e r e n c e  a r e a

C O N S T R U C T I N G 
T H E  F U T U R E

MASTER BUILDER 
Bet ina Selzer, 
Manager of 
St ruc ture and   
Engineer ing, is 
responsib le for 
organiz ing the 
const ruc t ion  
of the new hal ls  
C5 and C6

C R E A T O R S
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D espite the winter obstacles, the project 
has, so far, stayed on schedule and within 
budget—thanks to the up to 300 construc-
tion workers, and to the committed team in 
the Structure and Engineering Department. 
And thanks to the constructive working  
style of all those involved in the project.  
“A construction project like this can only 
function with clear communication,” says 
Selzer. “That has worked well for us so far, 
because everyone has pulled together 
and done their share toward achieving 
our goal.” 

Without an ounce of glorification, 
almost reservedly, Selzer talks about her 
tasks, although the site is anything but 
ordinary. The new halls will soon be held up 
by 6,283 tons of steel, with another 2,866 
tons of steel on top for the roof construction.

The beams were already transported to 
the site in April, brought in on special crawler 
vehicles and hoisted onto the cement portals 
with special cranes. A Bavarian company is 
responsible for the roof, and Messe München 
relies on local quality, with 77 percent of the 
firms on the site based in its home state.

Construction of the roof will run until 
June. According to the plan, the new halls 
will be used for the first time in May 2018 for 
IFAT, the world’s leading trade fair for water, 
sewage, waste and raw materials manage-
ment. After that, the expansion of the new 
Conference Center Nord is planned.

A nd then? Betina Selzer glances at her 
computer. The monitor shows a webcam 
image. The construction site for halls C5 and 
C6 is recognizable. Trucks. Workers. And  
the white steel beams. Not far away, an area 
remains empty. “Parking is the next thing 
that needs to be addressed,” says Selzer. “For 
the upcoming Bauma in 2019, we will need 
enough additional parking spaces. That is the 
next big project we will have to tackle.” ■

SOLID FINANCES 
In 1998, Messe München star ted  
wi th t welve hal ls and 1.5 mi l l ion  
square feet of exhib i t ion space in  
R iem. Upon complet ion of ha l ls C5  
and C6, the tota l  space wi l l  amount  
to near ly 2 .2 mi l l ion square feet .  
A tota l  of 37,218 exhib i tors were a t  
Messe München in 2016, 18 percent  
more than in 1998. In the same t ime 
f rame, group revenue has r isen f rom  
178 .9 to 428 mi l l ion euros.

215,000
square feet of addi t ional  
exhib i t ion space

6,283 
tons of s tee l for the bui ld ings,  
and an addi t ional 2 ,866 tons of  
s tee l for the roof const ruc t ion

24
months of const ruc t ion t ime

105.8
million euros  
in const ruc t ion costs

S T R E N G T H  I N 
D E V E L O P M E N T
With the new halls C5 and C6, Messe 
München is invest ing in the fu ture . 
Some numbers for the projec t:

C R E A T O R S
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T ogether with Messe München, 
communities in the prosperous and rapidly 
growing east of Munich have requested better 
connectivity to public transportation. Messe 
München therefore helped set up the 
cross-party initiative “S-Bahn-Bündnis Ost” 
(S-Bahn Alliance East) in the summer of 
2015. It is supported by the communities, 
counties, federal and state politicians, 
Chamber of Industry and Commerce, and 
the Chamber of Crafts for Munich and 
Upper Bavaria. The common goal: expansion 
to four train tracks between Munich Riem 
and Markt Schwaben, and the option of 
having a separate Messe S-Bahn station. The 
number of supporters is growing steadily. 
Federal Transport Minister Alexander 
Dobrindt and Bavaria’s Interior Minister, 
Joachim Herrmann, also support the project. 

M O R E 
C O N N E C T I V I T Y

L O C A L  T R A N S P O R T A T I O N

S- BAHN- BÜNDNIS  
More informat ion at:  
sbahn- buendnis- ost .de and  
facebook .de /sbahnbuendnis .ost 

T able tennis, of course. That’s the first thing that comes to mind when talking 
about China’s place in the world of sports. Ma Long, currently number one, has held 
a place in the world’s top ten, uninterrupted, since March 2007. But economically, 
the country is significant in the sporting world for another reason entirely. “The 
Chinese market already has the highest potential for the entire sports industry,” says 
Klaus Dittrich, Chairman and CEO of Messe München. “The country will become 
the largest sports and fitness market in the next 20 years. Manufacturers who want to 
operate successfully as global players must act here and now, and invest heavily.”

Those were Dittrich’s words at the opening of the Ispo Shanghai in 2016. And 
he was right. Last July, 470 exhibitors presented their newest products for summer 
sports, 33 percent more than at the exhibition’s debut in 2015. The Ispo in Beijing, 
organized by Messe München for the last 13 years, had already set a record as Asia’s 
largest B2B multisegment trade fair for winter sports. The 502 exhibitors amounted 
to a seven percent increase over the previous year.

Both trade fairs are clear indicators that a growing number of Chinese are 
taking up sports. The government strongly encourages this development and is 
motivating people to partake in more sports by investing strongly in the industry.  
It’s a chance that the crème de la crème of the sporting goods industry shouldn’t  
pass up. At least that’s what Chairman and CEO Dittrich thinks. “Big events,  
such as the 2022 Winter Olympics in Beijing, are just going to fuel their excitement 
even more.”                

THE WORLD OF SPORTS 
The nex t Ispo events: 
July 6 to 8 ,  2017, in Shanghai;  Januar y 24 to 27, 2018, in Bei j ing;  
Januar y 28 to 31, 2018, in Munich
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F orging connections and bringing people 
together are the main goals of every trade 
fair. They are also the idea behind the 
network “Frauen verbinden” (Connecting 
Women), in which female entrepreneurs, 
professors, media professionals and politici-
ans support each other and take on social 
responsibilities. The most recent example is 
the “Sport verbindet Menschen” (Sport 
Connects People) project, in which 50 
disadvantaged children, teens and adults  
were driven in a fan bus to see the FC Bayern 
Munich women’s team play. Partners 
included the Clarissa and Michael Käfer 
Foundation, Münchner Bank and SOS- 
Kinderdorf. Girl power is alive and well at 
Messe München, where women make up 
49 percent of the leadership team. And the 
number of women in the network is constant-
ly growing: There were 150 women members 
at the kick off in 2015; now, there are more 
than 400 active members.

G I R L  
P O W E R

C O N N E C T I N G  W O M E N

PARTICIPATION IS REWARDING 
More informat ion about the net work: 
f rauen-verb inden.de

T he highest growth potential is in international business. Which is why Messe München 
has a targeted internationalization strategy, most recently looking to new markets in Russia, 
Brazil, USA and China. Within just one year, two major acquisitions occurred in quick 
succession, each by far the most significant new event investments in the history of the firm.

After acquiring the construction equipment trade fair CTT, in Moscow, at the end  
of 2015, Messe München was already able to extend its position internationally as a leading 
organizer in this sector. It marked another important building block in the Bauma cluster, 
joining existing events in Munich, Shanghai, Delhi and Johannesburg. And now there is 
another new exhibition: the M&T Expo, a specialist machinery trade fair in São Paulo. Part  
of a long-term cooperation with the organizers, the Brazilian Association of Technology for 
Construction and Mining Sobratema, the new partners will host the continent’s second- 
largest trade fair together in 2018. “This cooperation provides us entry into what we see  
as by far the most important South American market, and strengthens our global position  
as leading organizers of construction machinery trade fairs,” explains Klaus Dittrich,  
Messe München Chairman and CEO.

The second-largest acquisition came at the end of 2016, with the majority takeover  
of Fenestration China. “It is the ideal addition to our world-leading trade fair BAU in 
Munich,” says Reinhard Pfeiffer, Deputy CEO. “With the acquisition of the most important 
trade fair for windows and facades in China, we will establish an event based on the  
Munich BAU, with an emphasis on sustainability and quality in planning and building.”

And there’s more: Starting in 2018, Messe München will be active for the  
first time in the United States, with a logistics event organized and realized by the  
British ITE Group. In April, the two partners will organize the newly created  
Transportation & Logistics Americas event together in Atlanta.

AT  H O M E  A R O U N D  
T H E  W O R L D 

I N T E R N A T I O N A L I Z A T I O N
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BUSINESS OF TOMORROW
Roland Auschel, Executive Board 

Member and responsible for 
Global Sales at adidas AG, during 

his keynote speech

TR A D E  FA I R
H I G H L I G H T S

WINNERS
Presenter Gerd 
Rubenbauer celebrates  
with Ispo trophy winner 
Hermann Maier

CLOTHES OF  
THE FUTURE

Skier Bode Miller and  
Messe CEO Klaus Dittrich  

at the Aztec  
Mountain stand

TOP ATHLETES
Klaus Dittrich (above left) 
greets surfing legend 
Robby Naish (above right), 
and FC Bayern Munich 
women’s team with  
men’s team coach  
Carlo Ancelotti (left)

ISPO MUNICH 
With over 85 ,000 v is i tors and  
2 ,732 exhib i tors f rom 120 count r ies , 
Munich again ser ved as the meet ing 
point for the internat ional spor t ing 
indust r y,  f rom Februar y 5 to 8 . 
V is i tors were enthusiast ic about 
many of the new products , and 
in i t ia t ives l ike “Your winter.  Your 
spor t .” provided new impulses for 
the indust r y.  A key topic th is year 
was women in spor ts .  A c lear t rend: 
the d ig i ta l i zed spor t ing market . Ph
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INHORGENTA 
From Februar y 18 to 21, Munich  
got to show of f  i t s daz z l ing s ide  
again . Inhorgenta Munich 2017,  
the meet ing point for the jewelr y  
and watch indust r y,  drew in  
more exhib i tors than ever before.  
A tota l  of 987 exhib i tors f rom  
40 count r ies meant a grow th of  
f ive percent compared to the  
previous year.  The number of  
v is i tors a lso rose by f ive percent ,  
to 27,500.

TR ANSPORT LOGISTIC  
The Transpor t Logist ic fa i r  f rom  
May 9 to 12 , 2017, focused on cur rent 
developments in the market .  Does the 
logist ics indust r y have to fundamenta l ly 
re invent i tse l f  in v iew of the demand  
for increasingly faster de l iver y? Over  
2 ,000 internat ional exhib i tors f rom the 
logist ics , mobi l i t y,  IT and supply chain 
management sec tors shared exci t ing new 
ideas re la t ing to th is quest ion across an 
area of 1. 2 mi l l ion square feet in Munich. 

LIVELY EXCHANGE
Above, from left: Messe München 

Managing Director Stefan Rummel, 
Federal Minister of Transport and  

Digital Infrastructure Alexander Dobrindt,  
DB Schenker CEO Jochen Thewes,  

DB Cargo CEO Jürgen Wilder and 
Messe München CEO Klaus Dittrich. 

Right: Munich Airport CEO  
Michael Kerkloh with Stefan Rummel  

STAR POWER
Celebrities such as TV  

presenter Susann Atwell 
(above right), fashion designer 

Michael Michalsky (opposite, 
left) and model Shermine 

Shahrivar (right) attended the 
events at Inhorgenta Munich

MATCHING COLORS
Model Franziska Knuppe 

before the  
Inhorgenta awards
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E X H I B I T I O N  L O C AT I O N S
W O R L D W I D E

G E R M A N Y
Munich
analy t ica 
AUTOMATICA 
BAU 
bauma 
cerami tec
Die 66 
dr ink tec 
e lec t ron ica
E XPO RE AL 
f. re.e 
IFAT 
INHORGENTA MUNICH 
INTERFORST 
ISPO MUNICH 
IT2Indust r y 
L ASER Wor ld of  PHOTONICS
LOPEC 
MAINTAIN 
o i ls&fats
produc t ron ica 
t ranspor t  log is t ic
Trendset

C H I N A
Bei j ing 
ISPO Bei j ing

Guangzhou 
IE Expo Guangzhou

Hong Kong 
e lec t ron icAs ia

Shanghai 
bauma China
FENESTR ATION BAU China
t ranspor t  log is t ic China
Per iLog – f resh log is t ic China 
L ASER Wor ld of  PHOTONICS China
e lec t ron ica China
produc t ron ica China
analy t ica China 
IE expo China
ISPO Shanghai
China Brew China Beverage

I N D I A
Ahmedabad
Ind ian Ceramics

Bangalore /  Delh i*
e lec t ron ica Ind ia 
produc t ron ica Ind ia 
Laser World of PHOTONICS

Delhi 
BAUMA CONE XPO INDIA

Hyderabad 
analy t ica Anacon Ind ia + Ind ia Lab Expo

Mumbai /  Delh i *
dr ink techno logy Ind ia

Mumbai 
IFAT Ind ia
 

B R A Z I L
São Paulo 
M&T Expo
M&T P&S
Const ruc t ion Expo

I R A N
Tehran 
I ranConMin

São Paulo
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M e s s e  M ü n c h e n  i s  r e p r e s e n t e d  i n  t h e  w o r l d ’ s  m o s t  i m p o r t a n t  g r o w t h  m a r k e t s .  
A l o n g s i d e  M u n i c h ,  t h i s  i n c l u d e s  C h i n a ,  I n d i a ,  Tu r k e y ,  B r a z i l ,  A f r i c a ,  R u s s i a ,  I r a n  a n d  V i e t n a m .  
T h e  M e s s e  M ü n c h e n  p o r t f o l i o  i n c l u d e s  5 6  e v e n t s ,  w i t h  2 2  i n  M u n i c h  a n d  3 4  a b r o a d .  
H e r e  i s  a n  o v e r v i e w  o f  e v e n t s  a n d  l o c a t i o n s

Munich

Moscow

Abuja

Johannesburg

Tehran

Delhi

Is tanbul

Ahmedabad

Mumbai

Bangalore

Hyderabad Hanoi

Ho Chi Minh Ci t y

Hong Kong
Guangzhou

Shanghai

Bei j ing

N I G E R I A
Abuja 
ConMin West A f r ica

R U S S I A
Moscow 
CT T-par t  o f  bauma net work

S O U T H  A F R I C A
Johannesburg 
BAUMA CONE XPO AFRICA
food & dr ink techno logy Af r ica 
IFAT Af r ica

T U R K E Y
Istanbul 
IFAT EUR ASIA 
log i t rans

V I E T N A M
Hanoi /  Ho Chi Minh Ci t y* 
analy t ica V ietnam

*he ld ever y other year
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L I V I N G  A R T

W i t h  31  i n s t i t u t i o n s ,  K u n s t a r e a l  M ü n c h e n  o f f e r s  
n o n s t o p  h i g h l i g h t s  a l l  y e a r  r o u n d .  T h e  t h i r d  
K u n s t a r e a l  F e s t i v a l ,  o n  J u n e  2 4  t o  2 5 ,  g i v e s  v i s i t o r s  
t h e  c h a n c e  t o  t a ke  a  p e e k  i n t o  a  s e l e c t i o n  o f  t h e  
c i t y ’s  m u s e u m s  f o r  f r e e .  T h e  o r g a n i z e r s  h a v e  p u t 
t o g e t h e r  a n  e x c i t i n g  p r o g r a m  a r o u n d  t h e  t h e m e 
E N C O U N T E R S .  S o m e  14 0  e v e n t s  w i l l  b e  o f f e r e d  
a r o u n d  t h e  K u n s t a r e a l  (w h i c h  m e a n s  “ a r t  a r e a ” ) ,  
r a n g i n g  f r o m  d i a l o g - b a s e d  t o u r s ,  w o r k s h o p s  a n d  
t a l k s ,  t o  c o n c e r t s ,  f i l m  s c r e e n i n g s  o r  a  v i e w  
b e h i n d  t h e  s c e n e s .

K U N S T A R E A L  M Ü N C H E N  O F F I C E
B R I E N N E R S T R A S S E  2 1 ,  8 0 3 3 3  M U N I C H

E x t e n s i v e  s i g h t s e e i n g  c a n  b e  d i f f i c u l t  f o r  t r a d e  f a i r  v i s i t o r s  o n  t i g h t  s c h e d u l e s .  
B u t  t h e s e  f i v e  i n s i d e r  t i p s  w i l l  r e v e a l  M u n i c h  a t  i t s  b e s t ,  e v e n  w h e n  t i m e  i s  s h o r t .  
S o  y o u  m a y  b e  a b l e  t o  c o m b i n e  b u s i n e s s  w i t h  p l e a s u r e  a f t e r  a l l 

B Y  V R O N I  H A C K L

F I V E  T I P S  F O R  
B U S I N E S S  T R AV E L E R S 

Ph
ot

os
: L

ui
se

 A
ed

tn
er

 (1
), 

H
of

br
äu

ha
us

 M
ün

ch
en

 (1
), 

H
ot

el
 B

ay
er

is
ch

er
 H

of
 (1

)

M U N I C H

MM_0117_42-46_Musement_Musthaves_LS.indd   42 06.06.17   12:46

MESSE MÜNCHEN MAGAZINE

43

M U N I C H  U P  H I G H 

W h e t h e r  i t ’ s  a n  A l p i n e  b a c kd r o p  o r  a  c i t y  p a n o r a m a , 
t h e  m o s t  b e a u t i f u l  o f  M u n i c h ’s  v i e w s  w i l l  s w e e p  t h e 
w o r r i e s  o f f  y o u r  s h o u l d e r s .  E m b e d d e d  i n  a  g a r d e n 
l a n d s c a p e ,  t h e  t e r r a c e  o f  t h e  g r a n d  B a y e r i s c h e r  H o f 
h o t e l  o f f e r s  b r e a t h t a k i n g  v i e w s ,  a n d  a  c o o l  d r i n k  
f r o m  t h e  B l u e  S p a  B a r  i s  t h e  p e r f e c t  a c c o m p a n i m e n t . 
T h o s e  w i t h  e v e n  h i g h e r  a m b i t i o n s  s h o u l d  v i s i t  t h e 
O l y m p i c  To w e r.  S t a n d i n g  a t  a  h e i g h t  o f  3 ,13 2  f e e t ,  
i t  p e a k s  i n t o  t h e  b e a u t i f u l  w h i t e - b l u e  s k y.

H O T E L  B A Y E R I S C H E R  H O F
P R O M E N A D E P L A T Z  2 – 6 ,  8 0 3 3 3  M U N I C H
O LY M P I C  T O W E R
S P I R I D O N - L O U I S - R I N G  7 ,  8 0 9 9 2  M U N I C H

C O Z Y  U P 

T h o s e  l o o k i n g  f o r  a  c h a n g e  f r o m  s t u f f y  m e e t i n g s 
c a n  f i n d  i t  i n  o n e  o f  t h e  m a n y  t r a d i t i o n a l  M u n i c h 
b r e w e r i e s ,  c o m m o n  g r o u n d  f o r  l o n g - e s t a b l i s h e d 
M u n i c h  l o c a l s  a n d  g u e s t s  f r o m  a l l  o v e r  t h e  w o r l d . 
A  s u m m e r t i m e  i d y l l  t o  w h i c h  y o u  c a n  e s c a p e  t h e 
c h a o s  o f  t h e  i n n e r  c i t y  i s  t h e  b e e r  g a r d e n  o f  t h e 
H o f b r ä u h a u s  M ü n c h e n .  S t e p  t h r o u g h  t h e  i m p r e s s i v e 
a r c h w a y  t o  r e a c h  t h e  i n t e r i o r  a n d  i m m e d i a t e l y  f e e l 
a t  e a s e .  Ta ke  a  s e a t  u n d e r  t h e  o l d  c h e s t n u t  t r e e s 
a n d  e n j o y  a  t a s t y  H o f b r ä u  O r i g i n a l  b e e r  o r  o n e  o f 
t h e  h o m e m a d e  d e l i c a c i e s  f r o m  t h e  i n - h o u s e  
b u t c h e r  o r  c o n f e c t i o n e r— a  m u s t  f o r  e v e r y  v i s i t o r .

B I E R G A R T E N  H O F B R Ä U H A U S
P L A T Z L  9 ,  8 0 3 3 1  M U N I C H
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H A V E  A  D R I N K 

A n y o n e  w h o  t r a v e l s  a  l o t  k n o w s  t h e  v a l u e  o f  a  b a r 
t h a t  f e e l s  l i ke  h o m e .  S c h u m a n n ’s  o n  O d e o n s p l a t z  
i s  t h a t  k i n d  o f  p l a c e .  I t  w o r k s  i t s  s p e c i a l  m a g i c  a t  
a n y  t i m e  o f  d a y,  w h e t h e r  d u r i n g  a  b u s i n e s s  l u n c h ,  
c o f f e e  b r e a k  o r  e v e n i n g  d r i n k .  A l s o  a  p o p u l a r  
m e e t i n g  p l a c e  f o r  b u s i n e s s  t r a v e l e r s  i s  Ta b a c c o  
o n  H a r t m a n n s t r a ß e .  A  B i b l e - t h i c k  c o c k t a i l  m e n u , 
w h i s ke y s  f o r  m i l e s ,  h e a v y  l e a t h e r  f u r n i t u r e  a n d  d i m 
l i g h t i n g — e v e r y t h i n g  i s  s e t  u p  f o r  y o u  t o  s t a y  a w h i l e 
a n d  f o r g e t  y o u r  w o r r i e s .  

S C H U M A N N ’ S  B A R  A M  H O F G A R T E N
O D E O N S P L A T Z  6 – 7 ,  8 0 5 3 9  M U N I C H
B A R  T A B A C C O
H A R T M A N N S T R A S S E  8 ,  8 0 3 3 3  M U N I C H

B R E AT H E  I T  I N

N a t u r e ,  b l u e  s k i e s  a n d  f r e s h  a i r  w e r e  a l w a y s  t h e 
s e c r e t  r e c i p e  f o r  c o m b a t i n g  s t r e s s .  T h e  R e s i d e n z 
o f f e r s  u p  i t s  m a j e s t i c  H o f g a r t e n  (C o u r t  G a r d e n)  
a s  a  p l a c e  t o  u n w i n d  i n  t h e  m i d d l e  o f  M u n i c h :  
G o  f o r  a  w a l k ,  p l a y  b o u l e s  o r  s i m p l y  s i t  d o w n  a n d 
t a ke  i t  a l l  i n .  I n  M u n i c h ’s  o l d e s t  p a r k ,  y o u  c a n  
r e l a x  a t  a n y  t i m e  o f  y e a r.  L o c a l s  a l s o  l i ke  t o  c r o s s 
G a l e r i e s t r a ß e  a n d  t u r n  i n t o  t h e  D i c h t e r g a r t e n 
( Po e t ’s  G a r d e n) .  T h i s  i d y l l i c  p a r k  i s  l e s s  f r e q u e n t e d 
a n d  a  r e a l  i n s i d e r  t i p .

H O F G A R T E N
H O F G A R T E N S T R A S S E  1 ,  8 0 5 3 8  M U N I C H

»
A place where  

you fee l  
a t  home,  but  

can leave  
when you want

«
C H A R L E S  S C H U M A N N
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TERRITORY – CONTENT TO RESULTS. Every day, more than 1,000 employees work to give companies and 
brands relevance. Instead of worlds of advertising, we create communicative territories for our customers: 
for the positioning of a company, for product and sales marketing, for employer branding, for internal 
communication, for collaborative customer engagement and for content campaigning. Discover what content 
communication can do for you. www.territory.de

DISCOVER 
YOUR 
TERRITORY
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M U N I C H  L O V E L O C A L  S T Y L E

H I G H - T E C HA  S O U V E N I R

HEY, GIRL!
These darling dolls  

are hand-painted with  
the Munich coat of  

arms — Matryoshka 
 Munich-style.

obacht-shop.de 

ELEGANT  
BAVARIAN DRESS
Business at the Oktoberfest? 
Totally acceptable in Munich.  
But be sure to arrive in style 
with the appropriate clothing. 
Available at  
lodenfrey.de

SCENT OF THE EISBACH STREAM
Perfumes stir our senses.  

This very personal love  
letter to Munich awakens 

a sense of home and goes  
straight to the heart.  

For her and him. 
lengling.de

THIRST FOR ADVENTURE
The R nineT Urban G/S is the  
most interesting 2017 innovation  
of the Bavarian motorcycle  
manufacturer BMW. Visually, an 
homage to the R 80 G/S of the  
1980s; technically, state of the art.
bmw-motorrad.de
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www.bavaria.by

CONFERENCES & EVENTS IN BAVARIA

With us, meetings are always a bit different.

www.bavaria.by/conferences-events




