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Dear Reader,

What are your wishes for the New Year? It has probably never 
been so difficult to predict how things will develop. Nor were 
the prediction parameters resulting from our capital-based 
globalized economy as numerous and manifold as today.

Keep calm and radiate confidence, could be one possible 
answer here. Frequently the simplest answers are far from 
the worst. Of course the increase in HGV toll couldn’t have 
come at a worse time. However, the billions invested as part 
of the economic stimulus packages and the additional toll 
programme for infrastructure expansion can be regarded as 
positive. This record investment indicates a far-sighted ap-
proach. After all, in spite of all the doom-mongering, there 
is no reason to query the previous traffic forecasts. Today 
we must join forces in facing up to the major tasks for the 
future, despite the temporary decline in freight transport. 
Huge opportunities await the transport and logistics sector.

This future-oriented approach is exactly what gives rise to 
the development of BPW’s products. They should bring 
our customers added effectiveness and efficiency. Take for 
example the new ECO Tronic product family: it stands for 
intelligent electronic products in the trailer and provides our 
customers with everything they need from one single source. 
Without any interface problems. This is also the principle be-
hind the ECO Disc. The disc brake for the trailer is extremely 
easy to maintain and reduces vehicle downtime considerably. 
After all, time is money.

This applies in particular to the handling and transport of 
fresh products. This issue of trailer world takes a closer look 
at temperature-controlled transportation, which made sure 
among others that we were all well supplied with all that 
tasty party food on New Year’s Eve.

May I take this opportunity to wish you every success in the 
New Year!
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Karlsruhe received the award for 
its concept of “lifecycle-related 
investment decision-making”. 
This concept of a sustainable en-
trepreneurial approach was im-
plemented for the first time in 
the construction of a new envi-
ronment-friendly logistics centre 
to the south of Cologne.
www.hanseglobe.de

Euro-6 comes into 
force in 2013
 After reaching agreement with 
the EU Council of Ministers, at 
the end of last year the European 

 The Automechanika in Frankfurt 
has once again confirmed its role as 
the leading show on the automotive 
sector. Since the first show in 1971, 
the Automechanika has become 
one of the most important meet-
ing places for decision makers in 
the automotive industry. 2008 was 
a record-breaking year, with more 
than 166,000 visitors from altogeth-
er 146 countries and 4,680 exhibi-
tors from 80 countries.
Attendance figures at the BPW 
booth are also indicative of the sig-
nificance and international charac-
ter of the Automechanika. Visitors 
from around 25 different countries 

came to the BPW booth, intensify-
ing existing and new customer 
contacts. BPW’s appearance at the 
Automechanika was based on the 
trade-fair motto “100% perfection 
– 100% success”. Stefan Oelhafen, 
BPW sales director for the after-
sales market, explains what this 
slogan means: “We conduct regular 
market studies and comparisons 
with competing products, coming 
to the conclusion that quality is 
the be-all and end-all, particularly 
where spare parts are concerned. 
Optimum performance, safety and 
durability can be guaranteed by  
using original BPW spare parts.”

BPW at the Automechanika

New BASt President

 “We must give absolute pri-
ority to road preservation,” de-
manded Prof. Dr. Josef Kurz 
in trailer world issue 1/2007 
while still President of the Fed-
eral Highway Research Institute 
(BASt). However, in February 
2008 Professor Kurz moved to 
the Federal Ministry of Trans-
port as Head of Department for 
Road Construction and Road 
Traffic. New BASt President is 
now Dr. Peter Reichelt. Dr. Rei-
chelt has been with the Federal 
Highway Research Institute al-
ready since 1994, and Vice Pres-
ident since 1996.

dm wins the Hanseglobe
 The sustainability prize offered 
by the Logistics Initiative Ham-
burg announced in the previous 
issue of trailer world was award-
ed to the drugstore chain “dm” on 
2 December 2008 in Hamburg 
Town Hall. The company from 

dm Managing Director Kolodziej 
(middle) with Prof. Dr. Witten 
(Logistics Initiative) and Sena-
tor of Commerce Gedaschko

“I simply cannot imagine that the 
global economy can be likened to a 
sports car hurtling along at 300 km/h, 
colliding with a concrete wall and then 
breaking down completely,”
are the comments of Detthold Aden, Chairman of the BLG Logistics Group  
on the global economic outlook.

First time ever: 10 axles for 100 tonnes

 At the IAA, BPW’s top customer (measured by the number of axles 
per vehicle) Goldhofer presented its new 10-axle semi-trailer STZ-
H10. With an axle load of 11.2 tonnes and an authorised payload of 
106 tonnes, the special trailer is predestined for transporting the new 
generation of large cranes as well as all kinds of heavy machinery. 
Goldhofer had already sold several vehicles before the IAA started.

http://www.hanseglobe.de
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 This book takes up the cudg-
els for high-powered logistics. The 
two authors, both renowned logis-
tics experts, take their readers on a 
journey in time which starts in Asia 
and Ancient Egypt and traces the 
highly varied, enthralling history of 

logistics through to the present day. 
It presents the facts of a still young 
science in a manner that is easy and 
entertaining to read. Published by 
Gabler Verlag, €39.90,  ISBN 978-3-
8349-0254-2; to order go to  
www.gabler.de

BOOK TIP: LOGISTICS AS AN ENTHRALLING JOURNEY IN TIME

Parliament (EP) adopted the EU 
Regulation for introducing the 
Euro-6 standard for truck en-
gines. The limit values coming 
into force in 2013 are supposed 
to reduce particulate emissions 
by 66%, hydrocarbon emissions 
by 70% and nitrogen emissions 
by 80%.

»Green Logistics« as 
the chance in the crisis

 The IKB Deutsche Industrie-
bank expects zero real growth 
in the transport and logistics 
branch for 2009. In spite of de-
clining growth in the last quar-
ter of 2008, the IKB still calcu-
lated a growth rate of 5.5% in 
transport and logistics turnover 
(with a turnover volume of 90 
billion Euro) compared to 2007. 
For 2009 the IKB analysts expect 
nominal growth of 1%, compared 
to growth of about 3.5% hope-
fully again for 2010. In view of 
these developments, companies 
are urgently advised to optimize 
their resources management, ac-
cording to recommendations ex-
pressed by the IKB analysts. This 
also includes making greater ef-
forts to improve efficiency in road 
freight transport. To stabilize the 
current level of carbon emissions 
per tonne-kilometre by 2020, 
road transport will have to im-
prove efficiency by 1% p.a. The 

IKB therefore advises company 
to make a fundamental change 
of approach and to see “Green 
Logistics” as their chance: “The 
earlier companies change their 
corporate strategies to encom-
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 To ensure that the com-
pany continues to be run 
along successful lines, as of 
1 January 2009 the partners 
behind BPW Bergische Ach-
sen KG appointed Ms. Irm-
gard Scherer and Ms. Sabine 
Habersatter as further per-
sonally liable and managing 
partners. “The willingness of 
both ladies to take on greater 
personal responsibility re-
flects the optimistic way we 
see the ongoing development 
of the company”, said Chris-
tian Peter Kotz on making the 

announcement to the BPW 
works meeting. As Chairman 
of the Management Board, he 
sees the current size of the 
company with its increasingly 
complex tasks as being in 
need of a broad level of di-
verse, active support. Irmgard 
Scherer joined BPW in 1991 
responsible for HR policy. 
Sabine Habersatter has been 
working for the family compa-
ny for three years responsible 
for communication and media 
technology. 

Expanding the  
BPW management

pass the expansion of measures 
protecting both their resources 
and the environment at large, 
the better these companies will 
be prepared to deal with the up-
coming challenges.”

Exhibition  
Calender 2008

05.-07.03.2009  
The Expo  
NZ – Mystery Creek 

18.-21.03.2009  
Transport Expo  
ZA – Johannesburg

18.-21.03.2009  
Transport 2009 
DAN – Herning

31.03-02.04.2009  
Carrosserie Vakdagen 
NL – Hardenberg

07.-10.05.2009  
TRANSPOTEC LOGITEC 
I – Milan

06.-09.05.2009  
Kuljetus & Logistiikka 
FIN – Helsinki

12.-16.05.2009  
Solutrans 
F – Lyon

12.-15.05.2009  
Transport Logistik 
D – Munich

24.-26.07.2009  
Perth Truck & Trailer Show 
AUS – Perth, WA

14.-15.08.2009  
Mittia (Waldfahrzeuge) 
S – Ljusdal

18.-20.08.2009  
Agquip 
AUS – Gunnedah, NSW

28.08.-06.09.2009  
Caravan Salon 
D – Düsseldorf

01.-03.09.2009  
Carrosserie Vakdagen 
NL – Gorinchem

17.-19.09.2009  
AUTO Liangshan  
VR – Liangshan,Shandong

21.-24.10.2009  
Koneagria 
FIN – Jyväskylä

the BPW EBS goes, from the product family ECO Tron-

ic, in series. Details on the electronic braking system in 

the next edition of the trailer world.

04/2009
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Hamburgs  
Osten 
bei Nacht

Ja, wir finden auch, dass man über die Copy noch 
mal reden sollte. Das hier kann es jedenfalls nicht 
sein. Das klingt ja wie auf dem Totenbett getextet. 
Da muss wesentlich mehr Produktaussage rein. 
Ja, wir finden auch, dass man über die Copy noch 
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Fresh produce 
over night

Germany’s most important wholesale market: when the 
lights of the city go off, Hamburg’s wholesale market for 

fruit, vegetables and flower opens for business. Between tra-
dition and globalisation, the traders turn the night into day.

Title
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The fruit and veg-
etables have to be 

handled quickly.

»We import fruit 
and vegetables 
from all over the 
world. But here 
we’re in a world  
of our own.«
Heinrich Hodorff, managing 
director of Fruchtimport und 
Großhandel Hodorff

 T he lettering under the curvy roof which 
reaches up into the night sky is brightly 
illuminated. Work is well underway in 
Hamburg’s wholesale market. By 11 p.m. 

the traders are all ready at their stands as increasing 
numbers of trucks arrive. While out in the city the 
population falls asleep, here a self-contained world 
of its own comes alive. Neon lamps shed light on 
the selling and purchasing, bargaining and joking.

West zone, sales stand 46/103 – this is Heinrich 
Hodorff ’s realm. Six days a week he’s to be found 
here at his fruit and vegetable stand on the whole-
sale market, from 11 p.m. to 3 p.m. next day. “Four 
hours sleep’s enough for me. It’s always been like 
that”, says the 57-year old trader. 22 years ago he 
and his wife Margrit set up their fruit import and 
wholesale business and have been joined in the 
meantime by their two sons. As a child, Hodorff 
used to come to the wholesale market with his fa-
ther who was a grocer. He continues the family’s 
trading tradition in the fifth generation. Many of 
the sales businesses here boast established family 
structures of this kind.

Next to the fruit and vegetable building there’s 
another one for flowers. Around 50,000 m² of trad-

ing area makes Hamburg’s wholesale market the 
largest in the country. With railway siding, motor-
way and port nearby. Every year around 685,000 
tons of fruit and vegetables change hands here at 
a value of €750 million, with flowers for another 
€100 million. The market supplies not only North 
Germany and Denmark: produce purchased here 
also goes to North, Central and East Europe.

It’s only possible to make vague guesses of the 
destinations, here in the midst of the importers, 
wholesalers and those who come to sell their own 
wares, surrounded by high piles of crates and box-
es. Vegetables, fruit, mushrooms, herbs, eggs and 
flowers are closely packed and stacked on pallets. 
Forklifts and electric trolleys buzz through the 
aisles. Hodorff ’s stand is brightly coloured with 
green apples and yellow pears next to plump grapes 
and shiny tomatoes, let alone all the crates with cau-
liflower and beans. He also offers exotic fruits such 
as pitayas, mangos, avocados and kumquats. “We 
import fruit from all over the world”, he says, “fresh 
every day.” That means no more than 36 hours old. 
Hodorff regularly visits his suppliers to ensure that 
the imports fulfil his quality standards. Five to six 
times a year he sets off on a world trip. 

Global business 

Impressive trading area
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But here on the market, time seems to slow 
down. Perhaps because it’s a world of its own. Peo-
ple know each other and are on first name terms. 
A name counts for as much as the spoken word. 
“We’re rough and ready but we’ve got our hearts in 
the right place”, says Hodorff. Stress doesn’t seem to 
affect him either. Although he’s been on his stand 
since 11 p.m., sorting the produce and putting it on 
show. The first customers arrive just after midnight 
and the last are still around at 9 in the morning. He 
sells, orders, makes arrangements, uses the phone 
and sends e-mails. At midday he closes the stand, 
clears everything away, balances the day’s takings 
and goes home at 3 p.m. His business runs 24/7. 
He has 38 employees on the job behind the scenes: 
in the office and in his three warehouses with 2,000 
m² cold storage. He not only sells here on the mar-
ket but also supplies supermarkets. Up to 16 trucks 
set off with their loads of fruit and vegetables every 

day, contributing to his annual turnover of more 
than €20 million. “That makes us one of the medi-
um-sized businesses on the market”, says Hodorff.

But signs of change can be felt. “In the early 
days, they had to keep shoppers back behind 
chains”, says Hodorff. Otherwise they’d have 
flooded onto the market even before it opened. 
Today less people crowd the aisles. Many send or-
ders by fax or phone.

Kurt Lauenroth prefers to do his buying on site. 
He comes at four in the morning to buy fresh pro-
duce for his shop “LL Der Fruchtmarkt” [fruit mar-
ket]. Particularly because of the great choice. He’s 

back in his shop by 7 a.m. “Doing the buying in 
person is part-and-parcel of the business”, he says 
and leans against his wooden cart. He’s carrying a 
list noted in a little book: pineapples, pears, grapes, 
mangos, herbs, cauliflower and other vegetables. 
Today he’s already been round ten stands. “I’ll get 
the berries from Heinrich, he’s always got the best”, 
says Lauenroth and pats Hodorff on the back. A 
few steps away, Jens Heimbach tests the porcini 
mushrooms to see if they are firm. He has a fruit 
and vegetable stand on two farmer’s markets. “You 
can always talk about the price”, says Heimbach. 
Bargaining is part of the business. Eventually he 
takes four baskets of porcini mushrooms.

The range of produce on offer has increased in 
time, but many smaller businesses have given up. 

Compared to the 544 importers and wholesalers in 
1962, today there are only 81, with the number of 
those selling their own wares decreasing from 661 
to 72. “There are scarcely any original marketeers 
left”, says Hodorff. Often there’s no-one to take on 
the business if the family isn’t interested. And not 
everybody likes the long hours. Pricing pressure 
also makes business tough. “And even if a stranger 
has the courage to take on a stand, he won’t always 
be accepted by the customers”, says Hodorff. It’s a 
fairly exclusive community, with business exten-
sively based on trust.

But increasingly also on mass. To reap more 
cost benefits, three years ago the traders Reimer 
Hauschildt and Marc Beckmann joined forces with 
the Veiling producer group to form Godeland 

»I come to the 
market every day 

in person. You can 
get everything 
here. You can’t 

find this selection 
anywhere else.«

Kurt Lauenroth, proprietor of 
the fruit and vegetable shop  

“LL Der Fruchtmarkt”

Lively tradition

Harsh competition

Lists help to jog the 
memory when making 

large-scale purchases.

Customers like to check the produce themselves.
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»Unloading is 
meanwhile almost 
standard practice 
for us drivers«.
Truck driver Michael Rave

High-bay pallet warehouse with state-of-the-art technology.
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marketing company. “This gives us a better 
footing and lets us offer a broader range of 
produce”, explains Richard Junge, logistics 
manager at Godeland. Reimer Hauschildt 
is still involved in the business in a consult-
ing capacity, his son Kay Hauschildt is one 
of the managing directors and responsible 
for national marketing. Their desks are in 
the midst of all the others in the open-plan 
office.

Junge has been in the business a long time 
too. It was around 30 years ago that the now 
53-year old started working in the five-man 
company Hauschildt. The fruit and vegeta-
ble stand has been in existence since 1944 
with Jörn Hauschildt running business to-
day on the wholesale market. If more apples 
or strawberries are needed, he orders them 
from his brother in the Godeland warehouse. 
If the warehouse needs exotic items such as 
dates, figs or coconuts, they check back with 
the stand on the wholesale market. While 
the customers at the wholesale market prob-
ably run a restaurant or small shop, Gode-
land in turn makes deliveries to the major 
supermarket chains.

With its workforce of 180 employees, the 
company generates turnover of more than 
€60 million each year. Around 150 produc-
ers in North Germany cultivate fruit and 
vegetables for Godeland. Costs are kept 
down by pooling not only purchasing activi-
ties but also the logistics side of the business. 
This includes a fleet with 22 trucks, 23 fork-
lifts and 54 electric pallet jacks. Forwarders 
are also used for some of the fruit and veg-
etable deliveries. Every day, produce for 50 
to 60 trucks waits to be loaded: some of this 
is being handled for other market traders as 
well. Two cold storage and one consignment 
warehouse on the market premises offer 
scope for flexibility with altogether around 
10,000 m² of storage space and capacity for 
8,200 pallets. The larger building with 7,000 
m² was commissioned last May and is one of 
Europe’s most advanced handling warehous-
es for refrigerated food products.

Fresh fruit and vegetables from all over 
the world are stored in the computerized 

high-bay pallet warehouse. Behind the 12 m 
high steel walls lining the aisles there are 47 
drawer compartments with 20 different tem-
perature zones. “Filing cabinet” is how Junge 
refers to the high-tech system. Here cauli-
flower can be stored at 1°C right next to or-
anges at 8°C. The new IT program monitors 
the flow of goods using the barcode on the 
pallets to warrant total retraceability of the 
goods. “Our transparent production”, says 
Junge.   

The fresh produce arrives by truck be-
tween 10 o’clock at night and 10 o’clock next 
morning. Michael Rave from Thomsen for-
warders steers his Mercedes-Benz Actros 
truck onto the wholesale market premises 
at 8 a.m. His refrigerated truck contains a 
load of iceberg lettuce for Godeland in 1,960 
boxes. The green lettuce comes from Ahus, 
Sweden. Yesterday Rave was at the wheel for 

nine hours, finishing the last bit of the route 
this morning. Now he approaches ramp 7 to 
unload. He may even be returning to Swe-
den today, this time to Helsingborg, to de-
liver iceberg lettuce again, but for another 
company. It all depends on the weather. 
“They can’t harvest the lettuce if it rains”, says 
Rave, scowling at the prospect of a night off 
the road. “That’s vegetable policy”, he com-
ments.

At the ramp, Rave pulls pallet after pallet 
of iceberg lettuce out of his trailer with the 
electric pallet jack. “Unloading is standard 
practice”, he says. It’s 8°C in the warehouse. 
The produce is then counted and checked 
before forklifts bring it into cold storage. 
“We have to move quickly to make sure the 
cold chain is unbroken”, says Junge. 

Time is scarce. Junge’s working day starts 
at 4 in the morning and usually lasts a good 
ten hours. Firstly he checks whether all de-
liveries are on schedule. “The vehicles must 
keep moving”, says the logistics boss with a 
glance at his computer screen. A navigation 
system controls the location of all the trucks 
with an update every 3 minutes. He has to 
act promptly as soon as a tour exceeds the 
time plan. He informs the customer; if the 
roads are congested or there’s been an acci-
dent, he has to organize a new load of veg-
etables. Every minute counts. “If we’re half 
an hour late with deliveries to a discounter, 
we can take the produce straight back home 
again”, says Junge. There are two phones and 
a mobile on the desk. His mobile is never 
off so that he can intervene day and night 
in an emergency, even when he’s at home. 
Being available is vital when dealing with 
fresh produce. Business begins at six in the 
morning. A producer can’t deliver, replace-
ment has to be found. Meanwhile he takes 
care of the purchasing, phones customers, 
receives complaints and orders and makes 
sure the flow of goods runs smoothly in the 
warehouse. 66,000 units are handled here 
every day. “I wouldn’t want to do a quieter 
job”, says Junge as he zips up his jacket. An 
opinion probably shared by most here on the 
wholesale market. (bb)

Successful connection

»Swift decisions, short stor-
age periods and modern 
warehouse equipment de-
fine our business.«
Richard Junge, logistics manager at Godeland

Crucial minutes 
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In the realms  
of freshness

As one of Europe’s major food logistics companies, Kraftverkehr Nagel 
keeps the refrigerators full. Whether meat, sausages or dairy products, 
nearly all temperature-sensitive foodstuffs for retail supermarkets have 

come through the logistics chain of the refrigerated haulier from Versmold.

Portrait

Kraftverkehr Nagel has built a new logistics centre in Borgholzhausen, which is frequented by a good 1,400 refrigerated transports every day.
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 W hen you spread the butter on your toast at breakfast, 
the last thing that comes to mind is a haulage com-

pany such as Kraftverkehr Nagel. But that’s something toast 
lovers really ought to do, because the packet of butter they 
got out of their fridge quite probably passed through the 
ingenious logistics chain run by the large transport com-
pany in Versmold.

The family company founded in 1935 by Kurt Nagel sen. 
south of Osnabrück in Westphalia has specialized in refrig-
erated produce. One reason for this is the town of Versmold 
itself, which has made a name for itself for its meat and 
food production. Locals even jokingly refer to Versmold 
with its 21,000 as “Westphalia’s sausage kitchen” or “the 
grease spot of Germany”. The city fathers make good use of 
this reputation by creating the slogan “Versmold stimulates 
the appetite” for their town.

Today Kraftverkehr Nagel is a leading transport and lo-
gistics company for refrigerated food products. The Nagel 
Group runs its own companies in 15 European countries 
and works together with established partners so that its op-
erations cover the whole of Europe. Together with the haul-
age company, the Group also includes the airfreight com-
pany Nagel Airfreight founded in 1987 at Frankfurt airport 
with its ten European sites, and the forwarding software 

developer CAL Consult. In 2007 the Group as a whole gen-
erated turnover of around €1.3 billion with a workforce of 
about 8,800 employees.

In Germany alone, more than 4,300 employees in the 
network with 26 branches are involved in providing the re-
quired logistics services every day, responsible among oth-
ers for maintaining an unbroken cold chain. The refrigera-
tion specialist has been certified to several standards and 
operates various large cold storage facilities throughout the 
country from the coast to the Alps, always ensuring that 
the temperature of the produce is regularly controlled and 
documented.

Nearly 2,000 local and long-distance trucks together 
with around 1,600 refrigerated semi-trailers operate reg-
ular transport services between the individual branches. 
The range of vehicles extends from small commercial vans 
via 7.5, 12 and 15 ton trucks through to semi-trailers with 
a total weight of 40 tons. In addition to Nagel’s own ve-
hicles and drivers, the company also works together with 
numerous subcontractors. They all bring goods from vari-
ous nodes and transhipment points to the final customer 
– including the packet of butter in the supermarket refrig-
erator. The drivers operating under the Nagel flag make 
deliveries to more than 20,000 consignees every day.  

Milestones of  

KV Nagel

1935 Kurt Nagel 

sen. founds 

the company in 

Versmold, East 

Westphalia.

1959 First branch is 

opened in Hamburg.

1982 Kurt Nagel 

jun. joins the com-  

pany. Turnover 

reaches the equiv-

alent of around 65 

million euros.

1984 Kurt Nagel 

jun. becomes new 

managing partner 

and forges ahead 

with the company’s 

internationaliza-

tion strategy.

Active throughout Europe

Serving 20,000 customers every day
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The annual tonnage transported within Germany itself by 
the complete logistics service provider amounts to more 
than 2.8 million tonnes of general cargo – from single 
boxes through to complete pallets, let alone the partial and 
complete loads. For the domestic market, the company 
guarantees a 24-hour delivery service; and throughout Eu-
rope the goods will be brought to their destination after 24 
to 72 hours at the latest. 

“Drawbar trailer combinations are being increasingly 
replaced by semi-trailers”, explains Dirk Lückingsmeier. 
The head of central fleet management is responsible for 

the entire fleet at Kraftverkehr Nagel. For years the Nagel 
Group has been ordering only drum brakes axles from 
BPW. Around 4,800 axles from the factory in Wiehl are 
therefore rolling on Europe’s roads for Kraftverkehr Nagel, 
thus also making sure there’s butter in the fridge!

“We have been using the BPW product for nearly 30 
years. Long axle service life and short manufacturer re-
sponse times when problems occur speak for themselves. 
In addition, BPW has a close-knit service network and of-
fers acceptable spare parts prices”, are the arguments put 
forward by fleet boss Lückingsmeier. Any price advantage 
gained by buying axles from other manufacturers will of-
ten vanish into thin air when damage to the axle puts the 
trailer off the road for longer than necessary.

At Kraftverkehr Nagel, nearly all trailers are serv-
iced, repaired and inspected in a central garage in 
Borgholzhausen. “The mechanics here are really famil-
iar with the BPW axles and get our trailers back on the 
road in next-to-no time; in view of the large quantities 
involved, the use of one standard axle type makes a huge 
contribution to simplifying stock management in the 
garage”, adds Ludger Rüter, technical manager in the 
Borgholzhausen branch.

The branch with its own garage and washing instal-
lation has been completely redesigned on a green-field 

»Long axle service life and short response times from 
BPW when problems occur speak for themselves«
Dirk Lückingsmeier, head of central fleet management

Extended capacities

Ideal use of technical systems and solutions in the warehouse.

1987 The first 

national company 

is established in 

Holland. And 

Nagel Airfreight in 

Frankfurt brings 

the company into 

the airfreight busi-

ness.

2002 Nagel Pol-

ska launches the 

company in East 

Europe.

2008 Company 

proprietor Kurt 

Nagel dies on 16 

February at the 

age of 46. The 

Nagel Group con-

tinues success-

fully as a family 

company.

4,800 BPW axles rolling for Nagel

Portrait
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site not far from company headquarters in Versmold and 
started operations in 2007. Capacities had become scarce 
at company headquarters, making it necessary to build 
the 18,500 m² warehouse and handling complex. “Re-
locating the branch to Borgholzhausen has freed up the 
urgently needed handling capacities and space for addi-
tional services such as picking and packaging”, says Dirk 
Hanker, head of corporate communication.

The building complex measuring 246 m long by 75 m 
wide complies with the very latest standards. At present, 
vehicles can drive up to 139 roll-up doors from three dif-
ferent directions, and the facility offers scope for even 
further expansion. A good 1,400 refrigerated transports 
arrive every day at the branch in Borgholzhausen on the 
motorway A33, bringing up to 5,000 tons of goods at 
peak times.

The food professionals supply not only butter for the 
morning toast but also meat and sausage products, cheese, 
poultry, dairy products, salads, baked products and con-
fectionery, all neatly packed, for the supermarket refrig-
erators of nearly all retail chains throughout Germany. 
Today the Nagel Group operates throughout the whole 
of Europe to offer its customers all services from a single 
source, from ordering and procurement via storage, pick-
ing and packaging through to transport and distribution. 
On request, the transport specialists even label and price 
the goods. The customer base includes not only renowned 
retail companies, bulk consumers, hotels and restaurants 
but also a good portion of the food manufacturers. Good 
reason indeed to spare a thought to food logistics expert 
Kraftverkehr Nagel and its supplier BPW while enjoying 
a tasty breakfast: without the services of these two compa-
nies, the fridge would probably be bare. (fh)

All from a single source

Altogether 139 roll-up doors are positioned on three sides of the facility measuring just about 250 m in length and 75 m in width.

 Info More information about the Nagel Group can be found on the internet at  
www.kv-nagel.com
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trailer world: Hestal’s prod-
ucts are mainly in superstructure 
technology and fastening systems. 
These components often lead a 
‘hidden existence’, hidden away 
behind the tarpaulin of commer-
cial vehicles. This may make you, 
on first glance, easily interchange-
able for many buyers. How do you 
assert yourself on the tough, inter-
national supplier market? 

Dirk Miesen: We try to find 
out what our customer needs are 
and then use these to create solu-
tions which are right for the mar-
ket – and this is quicker than our 
competitors. We have, for exam-
ple, developed a special “building 
block” system with the Variosys-
tem which gives commercial ve-

hicle manufacturers a high degree 
of flexibility and us a competitive 
edge on the market.

Can you describe the Variosys-
tem? 

This covers all needs with re-
gards to fastening and hinges in 
curtainsider, drop side and box 
van superstructures – it is a well 
co-ordinated complete system. 
The main advantage, though, 
lies in its variability, as the name 
already implies. In today‘s busi-
ness environment superstructure 
manufacturers need to respond 
quickly and flexibly to customer 
changes, even in during serial pro-
duction. This means that it is only 
decided in the last minute which 

superstructures will, for example, 
be placed on an already completed 
vehicle frame. Here we accommo-
date industry. As a result we have 
developed identical assembly con-
nections for our different pillar 
systems. Different solutions can, 
therefore, be used at short notice 
on the same frame without any 
extra assembly changes for our 
customer.

Are your customers mainly super-
structure manufacturers?

Yes, they are, indeed, mainly 
European superstructure manu-
facturers but end customers, such 
as freight forwarders and leasing 
firms, are also very important for 
us. They can, after all, have an in-

»Faster  
than the  
competition«

It is often the small 
and unassuming things 
which really increase the 
user value of a trailer. 
trailer world spoke to 
Dirk Miesen, managing 
director of fastening and 
superstructure technolo-
gy manufacturer, Hester-
berg & Söhne in Ennep-
etal, (Hestal, for short) 
about the importance of 
small parts and his com-
pany’s strategy in what is 
a real niche market.

Interview
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fluence on the corresponding fas-
tening and superstructure technol-
ogy when ordering new vehicles.

How do you address both these dif-
ferent target groups?

Our membership of the BPW 
group helps here. Together with 
BPW partners, we visit forward-
ing agents, hold BPW partner 

days at our site in Ennepetal and 
organise joint symposiums with 
Dekra on various topics, including 
the important subject of loading 
security. During these events we 
particularly try to find out what 

our end customers want, being 
close to practice is here very im-
portant for us. Our products must 
be able to do one thing in particu-
lar: work in the long term.

You have been a member of the 
BPW company group since 1993 
but operate, nevertheless, very in-
dependently on the market.

This is a great benefit for us. 
BPW is very established in the 
market and supplies all the well 
known trailer manufacturers. We 
can use the synergies which this 
brings, for example the Europe-

wide sales network and jointly de-
veloped market strategies.

Pillars, fasteners and hinges – that 
sounds like “old economy.” Is there 
actually any improvement poten-
tial in the products?

We are continuously develo-
ping all products further, even if 
these are already very good, and 
we think they are. In this we use 
high tech procedures which have 
nothing in common with the “old 
economy” which you mention. 
We are one of the few manufac-
turers in this sector who is able 
to manufacture 3D prototypes. 
In doing so we get our custom-
ers strongly involved in the de-
velopment phase, already from 
the start. The result is then not 
only sketches but components 
which correspond exactly to the 
series products later on and with 
which new function processes 
can be tested. We are currently 

working on the use of alterna-
tive working materials – I don’t 
want to say more on this at the 
moment. (bo)
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»We strongly involve our customers in the development phase.«

 Info Further information about Hestal can 
be found at www.hestal.com

Profile

Dirk Miesen, born 1965, has 
been managing director of 
Hestal since 2004 and pre-
viously worked, for several 
years, as technical managing 
director of a mid-sized firm. 
Mr. Miesen is married and 
has two children, he lives in 
Bochum.

Company profile 
F. Hesterberg & Söhne 
GmbH & Co. KG

Hestal can look back on 
more than 225 years experi-
ence in the manufacture and 
trading of steel products. In 
1960 the company started 
out in fastening technology 
and, since then, the Hestal 
brand name, which derives 
from the first syllable of the 
company founder and the 
last syllable of the company 
headquarters in Ennepetal, 
has been known and repre-
sented on the most impor-
tant markets for commercial 
vehicles. Hestal employs 120 
employees, 10 per cent of 
which are trainees.

Interview
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Black Forest 
in Berlin
The regional brewery Rothaus 
brews the “Tannenzäpfle” beer  
in South Germany’s Black Forest.  
In Berlin it has acquired the rep-
utation of being “cool” … and is in 
great demand. But how does the 
beer actually get to the capital?

79865 Grafenhausen-Rothaus, 1,000 m 
a.s.l. – No-one travelling through the Black 
Forest can miss her, as she smiles down from 
nearly every pub: “Biergit” [a play on the Ger-
man for beer], surname “Kraft” [German for 
strong] is a Black Forest girl, as strong as the 
beer she advertises. It comes from a small, 
fine and highly successful brewery called 
Rothaus in the village of Grafenhausen deep 
in the heart of the Black Forest. The beer is 
so popular with the local population that 
Rothaus meanwhile produces more than 
900,000 hectolitres a year – three times more 
than in the mid ‘90s. Best seller: “Tannen-
zäpfle”, sold in small bottles. A “Tannenzäp-
fle” bottle contains 0.33 litre; its label bears 
a Black Forest fir cone (“Tannenzapfen” in 
German) and the friendly Biergit. Rothaus is 
a local beer. It is made using the good Black 
Forest water and stands for constancy and 
quality. For the local population, it belongs 
to a good supper in just the same way as the 
cuckoos belong in their clocks. “It simply 
tastes good.” The beer is given more time to 
mature than others and is left to rest for sev-
eral weeks in the brewery’s state-of-the-art 
facilities before being bottled. Its high origi-
nal wort gives it a strong, round flavour and 
makes it slightly tangy. Locals will even ig-
nore their own home-grown wine if there’s a 
chilled beer on offer.

Reportage
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10711 Berlin, Tucholskystraße 48 Spaetzle with a tasty sauce, 
antlers on the wall and rustic wooden decor: Black Forest in Berlin 
can be found in the “Schwarzwaldstuben” restaurant. Tannenzäpfle 
is also available here, to the great pleasure of South-West Germans 
living in the capital: they really enjoy their beloved beer here so far 
from home. But meanwhile the Tannenzäpfle is also ordered by peo-
ple from far and wide with many different accents 
and dialects. The beer has set a trend and acquired 
a cult following all of its own – whether in Berlin, 
Hamburg or Cologne. It’s just that little bit different, 
which is why people like it. The “Schwarzwaldstuben” 
restaurant in Berlin plays with the attitude normally 
taken by the capital towards the provinces: if it’s normally uncool, 
then it’s cool here. With Tannenzäpfle as the perfect accessory. Bars, 
pubs and clubs offering Tannenzäpfle are rare and the absolute hit. 
It gives them an image that simply doesn’t get conjured up by lo-
cal brands such as Berliner Kindl or Berliner Pilsner, no matter how 
much they pay for advertising to court the young target group.

Black Forest and the big city: 798 km lie between these two worlds, 
motorways, main roads and twisty lanes up into the hills. Rothaus-Pils 
has to be delivered swiftly to keep it available and make sure it is fresh: 

beer can only be kept for six months. Biergit herself wouldn’t cope: it’s 
sure to take her a good two weeks to reach Berlin on foot. And then 
of course she’d be missed back home: nearly 90% of Rothaus’s out-
put is sold in the brewery’s own region, with only about 10% going to 
the rest of the country. Even so, it should always be available reliably 
wherever there’s a demand. That’s a lot of distance to be covered, for a 

comparatively small contribution to sales – a real lo-
gistics challenge. 

Rothaus serves the local region with its own fleet. 
These vehicles come for example from the specialist 
Zikun in Riegel am Kaiserstuhl and are fitted with a 
frame structure inside the vehicles to secure the beer 

crates. Some vehicles travel all across the region on regular tours in a 
radius of 50 km around Grafenhausen. Seven 40 ton trucks bring the 
beer to dealers and catering outlets in Baden-Württemberg, setting 
out from Grafenhausen and three Rothaus sales branches to deliver 
beer to Freiburg, Baden-Baden, Constance and Lake Constance. But 
when it comes to bringing the beer way beyond the state borders, the 
brewery turns to external hauliers. When a whole juggernaut leaves 
the premises, as often as not it will be heading from Rothaus right 
across Germany straight to its destination. Where smaller quantities 

Rothaus produces 900,000 litres of beer each year, with nearly 90% consumed directly in the region.

Berlin: »If it’s nor-
mally uncool, then 
it’s cool here.«
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warehouse operated by HLS Distribution + 
Logistik GmbH in Marktoberdorf near Mu-
nich. For three years now, Rothaus has been 
profiting from the possibility offered by this 
facility of reacting to the strong growth in 
demand nationwide.

87616 Marktoberdorf This so-called 
consignment warehouse can deal with even 
smaller orders. There are 24 bottles in a 
crate and 40 crates on a pallet. Orders for 
three pallets and more are brought to the 
customer. HLS combines these trips with 
other orders to save costs and energy. The 
customer orders as the need arises and 
even at short notice: it takes no more than 
four days for the delivery to arrive. It is only 
when the beer leaves the warehouse that The striking red Rothaus crates travel throughout the whole of Germany.

»I tried the beer for the first time while on holiday on Lake Constance.« 
Angelo Ambrosetti, specialist beer retailer in Berlin

Interim storage near Munich

Reportage
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payment is due: a favourable, flexible and re-
liable solution for the customer.

These external procedures are a new ex-
perience for the branch. “The advantage for 
our customers is that in the end, their ac-
tual location is not crucial for their success. 
Which of course is particularly important 
for a remote brewery such as Rothaus”, says 
Frank Haarhoff, managing director of HLS 
Distribution + Logistik GmbH. The ser-
vice provider always has about 5,000 crates 
in stock – sufficient for just three days. The 
order situation is good. HLS sends a truck 
and trailer to Grafenhausen every day to col-
lect  1,300 crates of Rothaus beer. Tannen-
zäpfle enjoys the comfort of the warehouse, 
protected from dust, never too hot and never 
too cold. To fulfil the regulations stipulated 
by food legislation, records are kept for eve-
ry bottle, noting who it’s been sold to. As a 
rule, the warehouse also sends a truck and 
trailer of beer onto the road every day to 
keep customers supplied. In this way, about 
25,000 crates pass through the warehouse 
each month. It is run on the first-in first-out 
principle to keep the beer as fresh as possi-
ble. Once the beer has been sold and drunk, 
the same service provider brings the empty 
bottles back to Grafenhausen again. 

HLS supplies the beer to the “forward 
ramps” – this refers to the beer wholesalers 
throughout Germany where the individual 
markets and dealers can collect or be deliv-
ered directly with their goods. The original 
“ramp” is the brewery. The phrase originates 
from the days when the trucks were loaded 
manually using push carts. Today forklifts 
are used in the brewery, at HLS and by the 
wholesalers for lifting 160 crates at a time. It 
takes less than 30 minutes to load and un-
load a complete truck. And not much longer 
to get the beer into the shop.

10625 Berlin Here it is then sold to peo-
ple like Angelo Ambrosetti, a beer retailer in 
Berlin. His shop offers specialities from all 
over the world. “We sell 600 types of beer, the 
largest range in the city”, says Ambrosetti. He 
claims to have “discovered” Tannenzäpfle for 

the capital as one of the founders of the new 
trend for the Rothaus bottle: “I tried the beer 
for the first time while on holiday on Lake 
Constance and wanted to bring it to Berlin.” 
Just as he brought Warsteiner beer to the 
city at the end of the ‘70s, followed by oth-
er regional specialities such as Augustiner, 
or Riedenburger, the current ecological hit. 
It wasn’t always easy: it took a long time for 
him to find a dealer to bring Tannenzäpfle 
from Grafenhausen.

Nobody knew about the beer so it didn’t 
sell well at first. But Ambrosetti persuaded 
two bars in Berlin-Kreuzberg to start offering 
Tannenzäpfle and the word soon got ground. 
Meanwhile the beer specialist sends off or-
ders once or twice a month for a whole jug-
gernaut straight from Grafenhausen – and 
supplies the beer to the city’s pubs and res-
taurants, including the Schwarzwaldstuben.

79865 Grafenhausen-Rothaus Rothaus 
is successful without having to advertise: no 
TV spots, no posters, no campaigns. It of-
fers visitors a guided tour of the brewery and 
there’s a fan shop too, not to mention the 
“Rothaus Zäpfle parties” where 1,000 Zäp-
fle can be won, with a Mr. and Mrs. Zäpfle 
competition, and flirting on the big screen or 
by texting. There are plans to set up a Zäpfle 
path that takes people around the brewery, 
following the route taken by the beer in the 
course of its production. The brewery aims 
above all to enhance sales in the region with 
a greater focus on keeping existing custom-
ers rather than acquiring new ones. “It’s nice 
for us to see that they love our Tannenzäpfle 
in Berlin or Hamburg. But that doesn’t mean 
we really understand it,” says Christoph 
Ebers, deputy sales manager at Rothaus. He 
knows that “You can’t build the future of a 
brewery just on a trend. The development 
in Berlin is part of our success, but first and 
foremost we are a beer here for the local re-
gion.” (jg)

30 minutes for a load of beer

A beer makes itself known
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Reportage

 Info For more information about the Badische Staatsbrau-
erei Rothaus, go to www.rothaus.de. The website of Berlin’s 
wholesaler Angelo Ambrosetti can be found at www.ambro-
setti.de. The Schwarzwaldstuben restaurant in Tucholskystr. 
48 in Central Berlin is open every day from 9 a.m. to 2 a.m..

http://www.ambrosetti.de
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 W hereas the industry had enjoyed a fair wind during the 
past few years of the financial boom, the run-up to the 
world’s leading trade show for the transport sector was 

overshadowed by threatening clouds on the economic horizon. 
During the ten-day show itself, there was no longer much sign of 
any reticence on behalf of the clientele. Even if the transport com-
panies are facing an uncertain future because of toll increases and 
transport price erosion: the big transport show in Hanover turned 
in a brilliant performance with new records set for visitor and ex-
hibitor numbers. 

Sustainability and efficiency The transport industry, vehicle 
manufacturers and system suppliers presented their high-tech solu-
tions promoted by the key topics of environmental protection with al-
ternative drives and cost control in road haulage. The range of services 
spanned the whole gamut from details about saving fuel with new 
materials and optimised vehicle aerodynamics through to a veritable 
flood of hybrid prototypes and alternative drive concepts. All inno-
vations share a clear objective: reducing running costs and emissions. 

The catchy slogan of “IQ is blue” reflected the campaign con-
ducted in the futuristically designed BPW trade show pavilion in 
Hall 26. Directly on entering the stand, visitors could see the deep 
blue painted, intelligent technical solutions for the transport sector. 
Showing off the new ECO Tronic product range took on an impor-
tant role in the IAA presentation.  Here the start makes a complete 
brake system comprising the EBS, a trailer control module, a trailer 

monitor, corresponding cable kits and a complete pneumatic in-
stallation. The introduction of electronically controlled and moni-
tored running gear components such as brakes, suspension and 
pneumatic control has opened up totally new possibilities for ve-
hicle operators and for service resources to enable the vehicle to 
be used intelligently and efficiently. Shorter downtimes because of 
optimised maintenance procedures and consumption savings for 
the tractor/trailer combination because of optimised rolling resis-
tance values are some of the most important items on the ever more 
sparsely populated positive side of the balance sheet for transport 
companies. 
 
Improving road safety Safety in road haulage and efficiency in 
application – this combination is apparent in all trade show innova-
tions from the BPW development centre. VDA President Matthias 
Wissmann came to look around the BPW exhibition area and find 
out in person about the current status of running gear technology. 
The former Minister of Transport was clearly impressed by the lat-
est innovations in the running gear sector. The VDA Chairman was 
prompted to praise the ECO Disc brake above all, a product which 
has been specially developed with a view to the requirements of 
trailers. The ambitious goal of combining high-technology and ef-
ficiency into a coherent running gear system is also something that 
is understood by the clientele – whether vehicle manufacturers or 
transport companies – and is being actively implemented in the ve-
hicle concepts. (owi)

In spite of the financial crisis and gloomy economic fore-
casts, the IAA Commercial Vehicles 2008 developed into the 
leading show carrying the hopes of the transport industry.

En route
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 In view of the market situa-
tion, we all arrived at Hanover 
in a bit of a sceptical mood. 
However, our products at-
tracted an enormous level 
of attention. After all, these 
environmental initiatives 
often neglect the trailer which 
does make a very important 
contribution towards efficient 
operation. Depending on the 
axle configuration, the fuel 
saving can be up to 1 litre per 
100 km.    

»In the future, electronics is 
going to play a decisive role 
in running gear for trailers.«

Customers were also hugely 
interested in the ECO Disc. 
Another important topic con-
cerned running gear electron-
ics, which are set to play an 
important role in the trailer 
in future as well. We are re-
sponding to these demands 
for electronic running gear 
solutions with the new BPW 
ECO Tronic product range. 
The first off the mark here was 
the BPW EBS with numerous 
BPW own functions. These of-
fer customers many advantag-
es particularly when it comes 

to efficiency. The new products 
do full justice to our market 
position as a system supplier 
for trailer running gear. The 
customer gets everything from 
a single source – simply 100% 
BPW.  
Dr. Ing. Bert Brauers, 

Member of the BPW Board of Manage-
ment and General Sales Management

 China is looking at the Eu-
ropean transport market with 
anticipation. As a manufactur-
er of premium products, BPW 
is a trendsetter in the Chinese 
market.

»BPW has been producing  
in China since 1996.«

The high quality of BPW pro-
ducts and the good service is 
highly appreciated by Chinese 
customers. Since 1996, we have 
been producing axles for the 
domestic market and neigh-
bouring countries at our plant 
in Meizhou , in the Guangdong 
Province of southern China.
Xiong Min Qiang,  
Sales Manager at BPW China 

 The use of advanced EBS 
braking functionality in 
conjunction with on-trailer 
telematics offers tremendous 
opportunity for creating 
productivity in fleet manage-
ment, M&R, truck independ-
eant driving behaviour, safety 
monitoring and increased 
security by monitoring load 
parameters. 

»Initiatives accelerate  
development.«

Initiatives such as the BPW / 
Haldex cooperation broaden 
the technology basis and will 
help us accelerate the devel-
opment and adoption of this 
technology.
Walter Verhelst,

Director Asset Intelligence Europe,

GE Capital Solutions

 We produce special trailers 
for special transporters with 
up to six axles and have been 
installing BPW axles for ten 
years now. We expect BPW to 
provide us with a competitive 
price, the best quality and ease 
of maintenance. 

»We’ll also convince Japan 
of the advantages of the 
trailer disc brake.«

BPW has always been able to 
convince us, which is some-
thing you can’t say about 
axle manufacturers in Japan! 
There, disc brakes have scarce-
ly featured to date. Japan is 
still a market for drum brakes 
in trailers, but I think that this 
situation is set to change with 
the new products.   
Masahiro Endo, 

Manager Design Nittsu Shoji Co., Japan 
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Expertise 
on tour
The new BPW Infomobil transports high-tech  
and product innovations directly to the customer. 
The first part of the European tour encompassed 
22 cities in Germany, Italy and Turkey.

En route
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 M ichael Löcker is transporting something really special. His car-
go is quite intangible, but nevertheless represents the most val-

uable thing that a technology company has to offer. The 49 year old 
native of Germany’s Sauerland region drives the combined intellec-
tual property of BPW all over Europe. 

Michael Löcker is the driver, event manager and host of the BPW 
Infomobil all rolled into one. No sooner had the first presentation at 
the IAA Commercial Vehicles come to an end, 
this likeable character and his new, high-tech 
tractor/trailer combination set off on a three-
week information tour throughout Germany. 
The idea was to bring the IAA highlights to 
those customers who had been unable to come 
to the trade show themselves. Michael Löcker 
therefore drives to workshops and large com-
mercial vehicle dealers in order to present the trade show highlights to 
them on video and as presentation objects live and on the spot. 

His nationwide autumn tour started at the IAA, where the impres-
sive tractor/trailer combination featured as an information point in 
the outdoor paddock, attracting lots of customers and fans. The show 
trailer with its roof that can be raised to a total height of seven metres, 
with slideouts on both sides, offers the same floorspace as a two-room 
penthouse flat. His tour of Germany is attended by customers – vehi-
cle manufacturers, service employees and transport companies – who 
come to the information centre on wheels. 

Innovative products for the trade show such as the ECO Disc trai-
ler disc brake or the BPW EBS from the ECO Tronic product range 
can not only be inspected inside the rolling pavilion, but some fea-
tures can actually be demonstrated on the product directly. “Being 
able to touch the items is especially important for our workshop em-
ployees,” says Rudolf Sedlmeier, a living legend in the workshop busi-
ness in Bavaria. Rudolf Sedlmeier invited the BPW experts to visit his 
workshop premises near Munich in order to give a local information 
presentation for his 85 staff and customers. 

Up to 200 expert visitors attend each day of the deployment. For a 
good seven hours, the BPW expert in technical sales issues, Christian 
Kosney from Munich, and his two colleagues will be fielding ques-
tions, explaining new techniques and passing on workshop tips. The 
elaborate product show is well received.  “It is of decisive importance 
that we visit customers directly and are able to offer them a technical 
highlight. The best results are achieved when you have experts there 
as well,” says Christian Kosney.

Michael Löcker has been driving the Infomobil for BPW for ten 
years now, but even he has had to get used to the new truck. Since the 
IAA, the semitrailer has been pulled by a mighty MAN V8-powered 
tractor. “With a total weight of just under 40 tonnes, I need every 

one of its 680 horsepowers!” The Scania he had 
been driving prior to that had a 385 h.p. en-
gine. It was a bit of a museum piece, but driver 
and truck knew one anothers’ foibles just like 
an elderly married couple ... 

The new Infomobil with its extending plat-
forms takes more time for the peripatetic pro-
motional professional to set up, but it does of-

fer more space for each campaign. He drove all over the continent in 
its predecessor: “From Portugal to Moscow, from Palermo to Hel-
sinki!” On two occasions, he even drove east of the Urals and once as 
far as Kazakhstan up against the Nepalese border. 

“This is my home,” says the expertise delivery driver and swings 
himself up into the driver’s seat. Today, he’s heading for the Brenner 
Pass and crossing over to Italy ... always on the move – with BPW 
axles, of course. (owi)

»Being able to touch the 
items is especially im-
portant for our workshop 
employees,« says Rudolf Sedlmeier

En route

In Munich, Michael Löcker 
set up the BPW Infomobil on 
Sedlmeier‘s premises.

 Info Further information about the continuation of the BPW European tour can be found on 
page 35 of this trailer world.P
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Hope  
on wheels

Ethiopia, one of the poorest countries in the world, suffers from poverty, 
hunger and a desolate infrastructure. Truck transport is the pulse that 

keeps the emaciated East African country alive.

 L aye Nebolute has hit the jackpot. The 
father of five has one of the most cov-

eted jobs in his home country Ethiopia. He 
is a truck driver. Every day, Laye climbs in 
behind the worn-out steering wheel of his 
ancient Fiat truck and drives. Hundreds of 
kilometres across dusty tracks, past mighty 
mountain ranges and meanly peasant settle-
ments with what look like Mediaeval wells. 

Truck drivers have a high standing among 
the population of 82 million people living 
here on the Horn of Africa. In this country 
still plagued by crop failure and famine, they 
keep the rural population supplied with the 
most important foodstuffs and chronically 
lacking medicines; on the return journey, 
they often bring patients to the next hospital 
which is often far away. Truck drivers bring 
life to the people and are rewarded with the 
gratitude of the simple rural population. 

Laye is about 32 years old – no-one knows 
exactly how old he is – and has been driving 
around Africa’s tenth largest country in all 
directions for the last five years. Compared 
to the destitute rural population, he earns a 
small fortune. The proud truck driver earns 
up to 3,000 Birr (around 210 Euro) every 
month. With an average annual income of 
just about 500 Euro each, truck drivers here 
are among the top earners. Depending on 
their religion, they thank God or Allah for the 
privilege of sitting behind the wheel. Social 

advancement is what many young men like 
Laye hope for from sitting behind the steer-
ing wheel of a truck. Most of these trucks are 
far older than their drivers.

In a country where more than half of the 
population is undernourished, it is a great 
privilege to be able to provide his family with 
one square meal a day. To do so, Laye, who 
only went to school for four years, gladly ac-
cepts the daily rigours of his job. A job with 
a danger component, if the driver strays too 
far from the unsurfaced dirt tracks. Twice 
already he has been forced to pay high tolls 
by highly armed warriors in the lawless no-
man’s land of the more than 70 different tri-
bal territories, just because he had stopped to 
mend a puncture. The drivers know that not 
to pay up would be a fatal mistake ...

Ethiopia’s geological position on an eleva-
ted mountain plain gives most of the coun-
try an amazingly mild climate. But famines 
caused by drought and disastrous floods gnaw 
at the country and its people year after year. 
One major problem in this country where 
coffee originates from is its lack of any trans-
port infrastructure. Since the civil war with 
Eritrea and the subsequent secession, Ethio-
pia is cut off from the sea without a function-
ing sea port. Trucks are now responsible for 

transporting all goods on the road network 
covering more than 33,000 kilometres.

Only about 4,000 kilometres of this net-
work are properly surfaced: all other roads 
get swallowed up by mud and debris in every 
rainy season. The rural population is then 
often left up to its own devices for weeks at 
a time. The already difficult atmosphere is 
made even worse by the permanent danger 
from the hated neighbouring country Eritrea 
which seceded from the Ethiopian mother 
country in the mid ‘90s: an armed conflict 
can break out between the warring sister na-
tions at any time.

For truck drivers like Laye and their cus-
tomers, journeys through the border regions 
to Eritrea or Somalia always entail an impon-
derable risk. Far away from the capital city, 
tribal leaders use their Kalashnikovs to con-
trol the traffic. Major accidents of exhausted 
truck drivers with their dramatically over-
loaded trucks and trailers are unfortunately 
part of the daily agenda. Men, machines and 
animals meet head to head on the roads by 
day and night, where the archaic law of the 
strongest prevails. 

With their job “on the lorries”, the African 
drivers have to cope above all with techni-
cal problems. Flat tyres and faulty brakes P
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are part of daily routine on the dirt roads, let 
alone problems with inferior fuel and tech-
nical defects. The imported fuel diluted with 
up to twenty percent water comes from civil 
war-torn Sudan and is brought in a never-
ending line of tanker vehicles from the port 
in the neighbouring country of Djibouti. The 
poor-quality adulterated fuel nearly always 
causes problems. By African standards, the 
diesel price of 60 cents per litre is relatively 
expensive. And a truck fully loaded with a 
good 65 tonnes of goods consumes an av-
erage of 60 litres for 100 kilometres on the 
stony tracks. Road transport – the vital ar-
tery in the poor house of Africa – does not 
come cheap here. 

Most of the vehicles facing the adverse 
conditions every day on the domestic routes 
have got what it takes at least in theory, having 
been designed in Europe as off-road trucks. 
Reinforced leaf-spring suspension systems, 
double stepped-down drive axles, tube tyres, 
twin tyres also on the trailer and heavy solid 
steel bumpers are supposed to help the driv-
er cope with the rigours of the journey. Only 
just 36,000 trucks are to be found on Ethio-
pians roads and tracks – a ridiculously small 
number, compared to Germany.

But the need for transport grows constant-
ly. Enterprising Chinese road construction 

companies are hard at work, tarring mile af-
ter mile of the ramshackle road network. The 
work produced by the Chinese is of a qual-
ity far superior to the local companies and 
contributes to constant development of the 
major West-East routes. The aim above all is 
to improve the completely inadequate basic 
provisioning of the country’s interior market. 
For the people living here, hope rolls on the 
back of the trucks to the most remote parts 
of the country. There is strong growth in the 
demand for modern means of transport here 
in Ethiopia with its weak infrastructure.

Meskin Tefera, general manager of the 
semi-state owned transport company Weyra, 
knows the everyday problems of the trans-
port branch in Ethiopia. His 50 truck trains 
– nearly all of them Iveco Eurotrakkers – op-
erate mainly on the routes to the neighbour-
ing states of Djibouti and Sudan and back 
to Addis Ababa. With 45,000 litres of fuel 
in their tanks, the articulated lorries will be 
on the road for five days at a time covering 
1,850 kilometres of frequently hazardous 
roads before returning to the central depot. 
The fleet manager has to expect an average of 
one breakdown per tour – usually flat tyres 
or engine problems caused by the poor fuel. 
Often there is only a tiny margin left at the 
end of the journey. Which is why the com-

Poor fuel kills the engines

International

Quality for heavy duty

Trailer manufacturer Maru in Addis Ababa 
makes more than 200 trailers to German 
DIN standards every year. Company boss 
Dayan Maru (in the middle) swears by Ger-
man steel and BPW axles. P
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pany boss has to calculate right down to the 
last cent. He only buys newer vehicles with 
modern technology. He regularly renews his 
fleet – and also supports local suppliers such 
as Maru.

The family company producing trailers of 
all kinds on the outskirts of Addis Ababa is 
a prime example of how to make the most of 
the chances offered by the cautious economic 
recovery. The clever junior boss Dayen Maru 
trained as an engineer in Paris. He knows 
that quality is the only way to cope with the 
stony path to success. Which is why he con-
sistently uses European components for in-
stallation in the various trailer types, from 
platform trailers via highly coveted four-
chamber tank superstructures and container 
superstructures through to low-loaders and 
the company’s own refrigerated superstruc-
ture design. Maru buys the steel for the chas-
sis from Thyssen and uses drum brake-rein-
forced BPW axles that are best able to stand 
up to the hard demands made of everyday 
operations on Ethiopia’s roads.

Air suspension is more-or-less unknown 
here. The robust axles are suspended from 
extra-strength leaf suspension packages to 
withstand the bath-sized pot holes on the 
mainly unsurfaced tracks. Today Maru still 
mainly supplies trailers. When travelling 
empty across the thousands of kilometres 

in Ethiopia’s hinterland, the trailers are sim-
ply carried piggyback on the platform of the 
truck to protect the trailer’s components and 
systems. Step by step, the trailers continue to 
gain increasing shares of the market. 

With an average output of 200 finished 
units, Maru with his 130 employees already 
comes in second place among all new “home-
grown” vehicles registered in Ethiopia: the 

trailers are even exported to Arabian coun-
tries. But the commitment shown by the 25-
year old goes way beyond the pure financial 
aspects. Training here also plays a key role 
in the on-going development of the country 
and its society. Together with the German 
Gesellschaft für technische Zusammenarbeit 
GTZ (Cooperation for Technical Coopera-
tion), he offers placements in his company to 
young people as a way of finding qualified 
employment. His employees thank him for 
giving them this chance of a lifetime by pro-
viding excellent working discipline and a high 
standard of workmanship in producing the 
trailers.

And so at least in and around Addis Ababa, 
the country is gradually moving away from 
hopeless poverty towards cautious optimism. 
The chances for escaping the vicious circle of 
hunger and poverty are literally waiting by the 
roadside. And the corresponding hopes of the 
whole country are being transported by peo-
ple such as Laye and his truck. (owi)

 Form of government: de-
mocratic federal republic 
(since 1991)

 Surface area: 1,134,181 
km²

 Capital city: Addis Ababa
 Population: 82.5 million
 Gross domestic product 

p.c.: approx. 700 US dol-
lars p.a. 

 Language: Amharic is 
the official language, to-
gether with more than 80 
different languages and 

tribal dialects
 Currency:  

1 Birr = 0.152 Euro
 Main exports: coffee, 

vegetables, flowers, 
gold, platinum, precious 
stones

 Infrastructure: Road 
network covering 33,300 
kilometres, including 
29,300 unsurfaced; rail-
way transport ceased 
operations during the 
'90s, is to be restored 
again with EU aid

Information about Ethiopia

Ethiopia

Kenya

Somalia

Sudan

Eritrea
Yemen

Djibouti

Uganda

Truck transport and  
economic recovery

Truck stop at the Horn of Africa: only ten percent of all roads in Ethiopia have a tar surface.

Quality offers good prospects

International
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Advanced training  
for professionals
 “All from a single source – 100% BPW Quality Factor” – BPW customer 
training lives up to this quality claim. In 2009 we will once again be offering a 
large number of attractive courses, all pursuing the same goal: enhancing the 
quality and reliability of our customers when dealing with BPW products in 
their daily business processes.

2008 was a successful year of training with the well established basic and 
advanced courses alongside the new professionals’ courses for HGV garages 
and HGV parts dealers; furthermore, the positive echo to the new series com-
ponents ECO Plus 2 and ECO Drum launched in 2007 together with the new 
bolted technology used in the Airlight II air suspension systems resulted in 
a huge demand for courses. In the new training year 2009, the new products 
shown at the recent IAA Commercial Vehicles in Hanover such as BPW’s 
own trailer disc brake ECO Disc or BPW’s own electronic braking system in 
the ECO Tronic product family will once again provide outstanding possibili-
ties for customers to establish and enhance their knowledge about the current 
and new BPW product family.

Furthermore, we will still be offering our purely practical maintenance 
courses, as well as courses on BPW trailer axles, chassis and suspension sys-
tems especially from the car and agricultural programme. As ever, all courses 
will be held in our modern BPW training centre at our central production site 
in Wiehl. The complete course programme is available on the internet at:
www.bpw.de/aktuell/seminare

Company:

First name, surname:

Position:

Road, postcode and town:

E-Mail:

Phone or fax:

Jacket size M, L, XL, or XXL

We hope trailer world proved to be a good 
companion throughout 2008, arousing your 
enthusiasm with fascinating, useful and 
entertaining topics. Can you remember 
the cover stories? If so, you can win one of 
three safety jackets. Please state your size!

What were the cover stories of the two 
trailer world issues in 2008?  
Tip: You can take a look at both issues at  
www.trailerworld.de

1. 

2. 

SAFETY JACKETS FOR DILIGENT TRAILER WORLD READERS

Winners of the competition in trailer world issue 2/2008: 
Gordon Brighty (Wisbech/England), Stefan Lohner (Regensburg/Germany)  
and Johannes Julianto (Surabaya/Indonesia) won the three different BPW 
truck models. Congratulations!!

Dialogue

Please send this coupon by 30 April 2009 by post to BPW Bergische Achsen 
KG, Postfach 1280, D-51656 Wiehl or by fax to +49 2262 781 579, or fill in 
online at www.trailerworld.de.
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Intelligent running gear
With EBS from the ECO Tronic 
range, BPW is offering a running 
gear system from a single supplier.

BPW European Tour
 The BPW Infomobil tour keeps 
on rolling in 2009, kicking off in 
the Benelux countries on 2 March. 
Other starting dates have been 
entered here in the map. 
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