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SNAPSHOT

“The pursuit of excellence, fighting
spirit, friendship and fair play are
the most important values in business

as in sport”

Masato Mizuno, former chairman of the Board and
representative director of the Mizuno Corporation,

left one of the leading sports equipment empires -*
to realize his Olympic dream. He has been appointed
CEO of the Tokyo 2020 Bid Committee.
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FORUM: PEOPLE & MARKETS

»

elLogistics

Tailored to the customer’s

needs

Klaus Bertram from JET

Computer Products GmbH

hasn't generated a paper waybill

for the past four years. That’s

how long the logistics manager

for the PC distributor from

Laatzen near Hanover has been

exclusively using Dachser’s ‘trans-

portorder send’ eLogistics tool to get his
computer housings, power packs or cooling
units on the road. By capturing data online,
Bertram is fully in line with the trend. 21 per-
cent of all transport orders currently reach
Dachser this way. Compared to the early days
seven years ago, the number of “e-orders” has
risen thirty-fold.

transportorder

Explaining why JET has opted to use the
eLogistics application, Klaus Bertram says:
“transportorder send’has been designed consis-
tently with the customer in mind: it is clearly
structured, easy-to-understand and lean. You
will only find the functions you really need to
capture your orders. We were therefore eager
to test the new ‘transportorder send’and happi-
ly volunteered to be pilot users.”

With its new ‘transportorder send’, Dachser is launching
an update of its eLogistics tool for order capture.

The expectations have not been disap-
pointed: “In its new design, ‘trans-
portorder send’ is now even clearer.
There is a logical separation be-
tween current, sent and pre-cap-
tured orders. This not only en-
hances transparency, it also elimi-
nates potential sources of error.
The entire order fits onto a single
page, so there’s no more need to scroll.
Entry fields fade in dynamically; i.e. only when
you need them and have the necessary data
available. We also see far more possibilities to
tailor the application to our specific needs.”
As a user, Klaus Bertram also points out poten-
tial for improvement: “Sometimes the many
technical innovations impede performance,
at least with certain browser and hardware
configurations. I would also like to see more
extensive address management.”
With the software changeover, Klaus Bertram
from JET Computer Products GmbH risked
an experiment: “In the past we have always
provided detailed information and training.
In the case of ‘transportorder’ we installed
the new version without any forewarning.
Some colleagues were a bit surprised about the
new design, but otherwise just captured their
orders as usual. Questions and problems didn't
arise. That shows just how intuitive and self-ex-
planatory the application is.”

The danger of computers becoming
like humans is not as great as the danger of
humans becoming like computers.
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FORUM: PEOPLE &MARKETS

+++ CIO SURVEY: HAPPY RATHER THAN FRUSTRATED COM-
PUTER USERS +++ Irate IT users who regularly find themselves

staring at the egg-timer symbol on a blank screen have been
known to snarl, “This is no way to work!” Functioning IT systems
boost employee satisfaction - this is the result of a recent survey conducted by the trade
magazine CIO and the Technical University Munich, in which Dachser also took part.

94 percent of Dachser employees from 15 countries who responded to the survey stated
they were satisfied or even very satisfied with Dachser’s standardized Europe-wide IT
systems. Receiving an overall grade of 2.43 (good), Dachser came in the top third of the
103 major companies taking part in the survey and thus performed better than the average
for the fifth year in succession. This applied especially to the critically evaluated category
of IT training, where Dachser even earned a place among the top 20. +++

+++ INTERNET: ALWAYS ONLINE +++ Mobile Internet use
is spreading quickly. The number of Germans using mobile
devices to surf the Internet has risen dramatically in the past
two years. This is the key message of the newly published
Allensbacher Computer und Technik Analyse ACTA 2011
study. According to the findings, 17 percent of the German-
speaking population aged 14 to 69 uses hand-held devices
such as smartphones, tablets or other mobile devices to

go online. This translates into around 10 million people. The

most popular reason for going online via mobile is still e-mailing. The Allensbach opinion
researchers found that 74 percent of mobile Internet users write and receive e-mails on
their smartphones or other handhelds. The runner-ups are weather forecasts and map
or navigation services. +++

Mobile Internet use

Mobile use: Busa B Europe* Japan (in percent)
— 30.5
e-mails . 22.2
57.1
I 24.7
Social networks or blogs I 18.0
19.3
I 1.4
Bank transactions I 8.0
7.0
[ 39.5
Current events/politics — 32.2
57.6
I, 25.2
Weather forecast I 16.4
34.7

*EUS: UK, Germany, France, Spain, Italy
Timeframe: October, November, December 2010; age group 13+
Source: comScore Mobilens (2/2011)
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FORUM: PEOPLE & MARKETS

SWITZERLAND

Shorter transport times

With a new location in St. Gallen,
Dachser Air & Sea Logistics now
serves the eastern part of Switzer-
land even better through its

global air and sea freight network.
St. Gallen is now the fourth
Dachser Air & Sea Logistics branch
office in Switzerland in addition

to Basle, Geneva and Zurich.
“Eastern Switzerland is an up-and-

coming economic region. The
proximity to the borders with Ger-
many and Austria has advantages:

new routes to the EU area mean Demographics and the economy
shorter transport times,” explains

Dachser Air & Sea Logistics’ man- M I 1 '
aging director, Thomas Reuter. a n a Ive "
The service portfolio of the new
branch office extends from air and
sea freight imports and exports,
to warehousing and the handling
of customs modalities.

The world’s seventh billion citizen was born on 31 October.
A global corporation restructures in response to this growth.

The world population increases by 2.6 people every second; that is 158 a minute and

83,276,563 a year. Today, over half the global population already lives in towns and cities

and this share will climb to 60 percent within 20 years. In Asia alone, the cities are

- \ currently growing by 100,000 inhabitants a day — by 2050 there will be almost the
same number of people living in cities as there are living on the entire planet today.

E_F | “What is needed above all to improve quality of life is more efficient public trans-

\N BR\ | port, modern building technology and an intelligent power supply,” Peter Léscher,
sels with | chief executive officer of Siemens AG, urged in a recent article for Reuters. The
is set | main challenge according to Loscher lies in combining existing solutions. “If we

—

\ ves
ontainer
f mega €
number ©

e ity of over 12,500 conta‘_ners ears. | succeed in linking traffic control systems with bus and rail transportation we will
i crease in the comingV tof | improve the flow of traffic and reduce air pollution at the same time.” London is
to further 0 Credit study, 82 percen t | showingthat this can already be done: “With a networked mobility concept it has
According toaln ing partin the study expec | been possible to increase the average speed by just under 40 percent and cut CO,
the ShipOwnerS tak“‘g-ner Ships currently on ’y emissions by 150,000 tonnes annually.” Against this background, Siemens is
the 170 giant contal te mainly oD routes | bundling competences and business activities in a new Cities & Infrastructure
der wor\d\Nide to operd e | sector. Founded in October 2011, the sector will offer sustainable solutions for

o petween Asia and =S | mobility, environmental protection and energy saving. For Loscher one thing

is clear: “Time is running out!”
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New dangerous goods warehouse

High-security wing

In Ploiesti, Romania, Dachser has
opened a state-of-the-art dangerous
goods warehouse with an area of
approximately 6,500 square metres
and 11,500 pallet spaces.

As currently the only warehouse in Romania,
the facility, with an investment volume in ex-
cess of ten million euros, complies with the
Seveso II Directive (96/82/EC). Dangerous
goods in the VCI dangerous goods classes 2, 3,
4.1,6.1,8,10-13 can be stored. Launch cus-
tomer is BASF SE. Based on many years of
successful cooperation in Hungary, the group
is now also entrusting Dachser with its logis-
tics operations in Romania.

+++ BUILDING BRIDGES +++ Over the
last few weeks Dachser has transport-

ed 120 truckloads from the south of
Germany to Hamburg for the interna-
tional construction and multi-service
group Bilfinger Berger. Here, they were
loaded onto coastal vessels. Their des-
tination: the Dalsfjord in the north of
Norway, where the company is building
two reinforced concrete pylons, each
100 metres high, for a suspension
bridge over the fjord. As logistics part-
ner, Dachser ensured that the freight,
including four tower cranes weighing
atotal of 250 tonnes, formwork materi-
al, scaffolding, 58 building and office
containers, two excavators and three
floating pontoons, arrived at the con-
struction site on time. +++

The extensive safety measures are in line with
the latest technological standards: the ware-
house is divided into six fire protection zones
separated by fire protection walls and doors.
Sprinklers equipped with a foam mixing
system are installed at each storage level. The
dangerous goods warehouse is also equipped
with fire alarm systems and sensors for com-
bustible and toxic substances. The warechouse
floor is waterproof and repels oil and chemi-
cals. Two special 2,000-cubic-metre concrete
retaining basins beneath the facility ensure
that not a single drop of contaminated extin-
guishing water or liquids escaping as a result
of accidents or damage can seep into the
ground. The high shelves can withstand earth-
quakes up to a magnitude of 8 on the Richter

FORUM: PEOPLE & MARKETS

scale. Additional stability is guaranteed by
supplementary metal clips and twice the
amount of steel as is usually used. These
measures are unique in any racking system in
Europe. Traian Dumitrescu, country manager
Dachser Romania, who implemented the
project with the support of Liegl & Dachser
Hungary, sums up: “This project opens up a
whole new chapter in dangerous goods ware-
housing in Romania.”

+++ HEIA NORGE! +++ Dachser is strengthening its presence in

Norway with a new branch office in Oslo. Work began in November

on the 11,000-square-metre site south of the Greater Oslo area.

Branch office manager Hans-Thomas Andersen (photo) will open

the doors for business in June 2012. Located directly on the E6

Norway-Sweden north-south axis and close to the Oslofjord tunnel,

the new branch office is conveniently situated, with good connec-

tions to Dachser’s branch offices in Sweden, Denmark and Ger-

many. “This will considerably strengthen the northern part of

Dachser’s closely meshed European network,” says Finn

Pedersen, managing director of Dachser Nordic A/S,

explaining the underlying strategy. +++
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FORUM: DACHSER FACE-TO-FACE

Bernhard Simon meets...
Gerd Hailfinger

Radical restructuring: Gerd Hailfinger, managing director of Geberit
Logistik GmbH, winner of the German Award for Supply Chain
Management 2011, talks to the head of Dachser’s management board
about how logistics is becoming a core function within companies.

>> Mr Hailfinger, since 2006 you have
redesigned logistics at Geberit, even
spinning it off as an independent private
limited company (GmbH) last year. What
was the motivation behind this change?
Gerd Hailfinger: Growing markets and
more individual customer requirements
prompted us to review how we could leverage
logistics to control value creation within
Geberit and along the supply chain, and at
the same time enhance customer benefit.
These considerations led us to a new process
model for logistics at Geberit. The objec-
tive was to transfer logistics to an effective,
centralized and independent organization in
order as far as possible to satisfy increasing
customer requirements.

Bernhard Simon: In the previous constel-
lation it was presumably difficult to coordi-
nate anything centrally.

G. Hailfinger: The former process model
for supply chain management at Geberit
foresaw no centralized logistics function. Lo-
gistics was an appendage of the individual
production plants. The sales companies or-
ganized transport services to their respective
markets themselves. As a result, a single cus-
tomer order would generate several deliveries
at different times and with different degrees
of delivery service. What’s more, this led to
lower truck capacity utilization with accom-
panying higher transport costs.

>> MrSimon, as alogistics provider you
should surely be more in favour of com-
panies outsourcing issues of this nature
to the experts?

08 DACHSER magazine

B. Simon: Not necessarily. If we are looking
at superficial structures or short-term
economies of scale, there is little to gain from
outsourcing. To us, it’s important to be able
to offer the customer concrete added value.
Only if we can identify this is there any point
in us sitting down with the customer and dis-
cussing the issue. For example if tasks grow so
complex that sufficient production or ware-
housing space is no longer available or pro-
duction processes have to be reorganized —
that’s when the logic of contract logistics
starts to make sense.

>> We optimize
processes, which
automatically results in

cost savings but without
jeopardizing quality  Gerd Haifinger

G. Hailfinger: To begin with we asked
ourselves: Where does logistics actually kick
in? In our present model, we take logistics
considerations into account as early as the
product development stage and extend this
via purchasing, production, distribution,
transport management, through to our cus-
tomers. The objective of the new SCM
process model was to have integrated group
logistics take on an essential and clearly
defined role in each process element of the
supply chain.

>> To what extent have changes in the
productionlandscape made suchacom-
plex re-evaluation of logistics neces-
sary?

B. Simon: Production and sales patterns are
changing much faster and more dynamically
than in the past. When it comes to global
sourcing, Germany in particular has in recent
years repeatedly identified the best sources
for buying top quality at low cost and im-
proving, refining and selling existing prod-
ucts on the world’s markets. This is only pos-
sible with logistics solutions capable of re-
sponding flexibly to these dynamic process-
es. Logistics, and contract logistics in
particular, has thus become a decisive strate-
gic focus that needs to be addressed in con-
sultation with the customer’s management.

>> The more involved you become in
the processes, the more responsibility
you assume for ensuring they are suc-
cessfully implemented. Is this in your in-
terests?

B. Simon: In contract logistics we are hap-
py to assume this additional responsibility.
The teams merge into one, resulting in
shared decisions carried by two companies
that organize the entire supply chain and are
therefore sitting in the same boat. By pooling
strengths in seamless supply chains it’s pos-
sible to achieve far more than in a conven-
tional interaction model bound by classical
contractual limits.

>> Establishing logistics as a core com-
petence meant centralizing and reorgan-



izing processes. Did you always believe
the change would prove successful?

G. Hailfinger: I did not for one minute
doubt that it would prove successful. But

it wasn't always easy to secure the necessary
commitment — above all from the larger
production plants. But at the end of the day
we managed to highlight the opportunities
these internal changes presented. Not only
did it become possible to create production
capacity for new products, but also to set up
existing processes more efficiently in a new
layout in accordance with lean principles.

>> On the one hand logistics is sup-
posed to assume ever more com-
plex functions in production and trade,
while on the other hand continuing to
reduce internal costs. How long can
that work?

B. Simon: Logistics costs in individual
processes are on the one hand continuing to
rise, especially if we consider scarcity factors
such as roads, environment and available
construction sites. On the other hand we
can open up potential by understanding how
supply chains overlap and eliminating
processes that do not create any value. Pro-
vided we continue to develop innovative
service and optimization processes, we have
the possibility to turn intelligent logistics
into the decisive competitive differentiator
on the markets.

>> What, in this context, must the
Logistik GmbH deliver for the Geberit
group?

Jugglers perfectly balance a number
of balls in the air. Supply chain
management is also concerned with
managing complex interrelations

G. Hailfinger: There comes a point when
it is no longer meaningful simply to reduce
costs. We therefore optimize processes,
which among other things results in cost
savings but without jeopardizing quality or
performance.

>> Production and
sales patterns are
changing much faster

and more dynamically than
in the past

Bernhard Simon

>> The Supply Chain Management
Award reflects past achievements. How
will it affect your goals?

G. Hailfinger: We did not set out to win a
logistics award. However, as a consequence,
it has further sharpened the awareness of
logistics as a core function both within
the company and the group management.
Having said this, the entire Geberit logistics
team is extremely proud of having won this
prestigious award. However, we will not rest
there, but continue in future to improve and
further develop our processes.

>> Mr Simon, if there were more com-
panies like Supply Chain Management
Award winner Geberit, then ...

B. Simon: ... we could manage supply chains
far more professionally and consistently.

FORUM: DACHSER FACE-TO-FACE

PERSONAL FILE

Gerd Hailfinger

is managing director of Geberit
Logistik GmbH, which this year
won the German Supply Chain
Management Award 2011 confer-
red by the German Logistics
Association (BVL). Established in
2011 with headquarters in Pfullen-
dorf, the company currently
employs a staff of 300. It belongs
to the Swiss Geberit group,
Europe’s market leader in sanitary
technology with 5,800 employees
and revenue amounting to CHF
2.15 billion in 2010. Since its found-
ing in 1874, the company has been
considered one of the pioneers

in the industry.

Bernhard Simon

met the managing director of
Geberit Logistik GmbH at Dachser’s
2nd careers day in Kempten. The
head of Dachser’s management
board congratulated his guest and
his team on the dedication with
which they have succeeded in
making logistics a management
task that reaches into all branches
of the company.

L To find out how supply chain manage-

ment sustainably impacts logistics
read the long version of the interview at
www.dachser.com/discussion
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NETWORK: USA

Trading with the world

The US is the world’s biggest economy and

for many countries around the globe the number
one trading partner. Dachser is continuously
expanding its US network, most recently with

a branch office in Dallas.

Think big: In the USA this statement

still holds true. Particularly in the area
of economy and trade. “The United States is
the number one trading partner for many
countries in the world,” notes Thomas Reuter,
managing director of Dachser Air & Sea
Logistics. “We are expanding our US capabil-
ities to support the growth of Dachser’s
global network.” Only recently the logistics
provider opened a new branch office in Dal-
las, Texas, and plans to add more in the
coming months. “The North Texas and Okla-
homa Sunbelt region is a strong and growing
market for air and sea import trade,” says
Frank Giinzerodt, President and CEO of
Dachser USA. “Our new branch office will
enhance our service offerings throughout

10 DACHSER magazine

the US and globally, as well as ideally com-
plement our Houston location, which is fo-
cused mainly on project logistics for the oil
and gas industries.”

Driving globalization

Dachser opened its first North American
branch office in New York in 1972. As the
world’s leading export nation, the US was
one of the first drivers of globalization and
therefore had to deal with questions relating
to logistics from an early stage, not least
because goods also needed to be distribut-
ed within this vast country. The country’s
borders surround some nine million square
kilometres of land area, making the US
one of the biggest countries in the world

=X

VOICES

“Hope is green: Green Card, the
dollar and the Statue of Liberty.
And of course not forgetting:
Chicago Blues, Rap and R&B.”

Daniel Gan, business development manager,
Dachser Singapore

“As the leader in scientific and
technology innovations, the US
simply has to be the most
successful country in the world.”
Carmen Green, Jonen Freight Pty. Ltd., South Africa

“What a vast country, with an
enormous fast-food network and
a fantastic Statue of Liberty!”

Katarzyna Pawlowicz, management FA,
Dachser Poland

and twice the size of the EU. Frank Glinze-
rodt has been living and working in the US
for 25 years. His path took him from Ham-
burg to Dallas, and later to New York, fol-
lowed by Miami and Atlanta. He joined
Dachser in 2004 to promote the expansion



Frank Giinzerodt,
President and CEO ’
of Dachser USA

of the logistics provider’s presence in the
USA. “After so many years, you almost feel
like a local,” he says, adding how grateful
he is for the opportunities for personal de-
velopment offered to him here. Many
“ex-pats” like Giinzerodt make it in the US
economy, especially in the South-East, where
many German companies have their US
base. Although the business climate in the
US in times of crisis has been heavily im-
pacted by a constantly high unemployment
rate of over nine percent and weakened pri-
vate consumption, Giinzerodt even now still
sees good growth prospects for the logistics
provider. “Provided we manage to attract the
best talents.”

Steady growth

For the exchange of goods with the country’s
most important trading partners, China,
Mexico, Japan and Germany, air and sea
freight services are in high demand. At
Dachser USA, Air & Sea Logistics already
accounts for half of all business with these
countries. The logistics provider dispatches
goods by sea or by air, depending on priority.
Since he joined Dachser, Frank Giinzerodt
has therefore continuously added new
locations on behalf of Kempten head office.
“Our aim is to open branch offices at all
major air and sea ports in the United States,”
Giinzerodt stresses. The company in the

>> Our aimis

to open branch
offices at all the major

air and sea ports in the USA

meantime employs a staff totalling around
150 at 11 locations in Atlanta, Boston,
Charlotte, Chicago, Cincinnati, Dallas,
Houston, Los Angeles, Miami, New York
and Phoenix.

Dachser is thus already present at all the
major entry and exit points to the USA. “This
enables us to ensure seamless integration of
all import and export activities via air or sea
to and from Europe, Asia and South Ame-
rica, offering American customers optimal
access to international markets,”says Dachser
ASL managing director Thomas Reuter,
describing the strategy behind this location

policy.

Supply chain security

Dachser can score points overseas above all
with its global network. The business con-
sulting firm SJ Consulting lists the logistics
provider among the Top 15 logistics com-
panies in the United States. The Kempten-
based family business counts such renowned
names as Chamberlain, Haemonetics, Mile-
stone and Mage Solar among its customers.
For them, Dachser provides air and sea
freight services, logistics solutions and ware-
housing services. “Our American customers
expect us to operate as an extended arm of
their business as it were,” Giinzerodt explains.
One of their highest priorities, he adds, is
security. Dachser USA is therefore certi-

Main buyer countries
(2010, share in percent)

Others Canada
45.3 _~19.4
Mexico
12.8
South Korea i
(RoK) 3.0 China (PRC) 7.2
Germany Japan 4.7
3.8

Main supplier countries
(2010, share in percent)

China (PRC)
Others 19.1
38.6

Canada
14.5

South Korea N Mexico
(RoK) 2.6 Japan 6.3 12.0
UK Germany

4.3

26

Source: German Trade & Invest

NETWORK: USA

SHORTHAND

United States of America

Location: North American conti-
nent between 26° and 49° latitude;
overseas territories: Puerto Rico,
Virgin Islands, Guam, American
Samoa

Area: 9,826,630 km?

(approx. 25 times the size of
Germany)

Capital: Washington, D.C.
Population: approx. 307 million
inhabitants

Main trading partners: China,
Mexico, Japan and Germany

Main exports: machinery, electronic
equipment, automotive and other
transport equipment, food and raw
materials

fied in compliance with the C-TPAT System
(Customs-Trade Partnership Against Terror-
ism). This voluntary partnership programme
ensures an added level of security in the sup-
ply chain. In its operational business Dachser
is currently looking to establish key account
management structures — because American
customers expect a direct contact partner and
want to know where their freight is at all
times. No problem for Dachser’s I'T-assisted
supply chains.

In order to further reinforce its presence in
the world’s major trading market, Dachser
aims to continue its successive network
expansion. “Our goal is to open two branch
offices a year on the West coast, in the
mid-West and in the mid-Atlantic region
up to 2017. We also aim to take on 250
new employees in the course of the next six

years.” Think big. K. Fink
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COMPETENCE: CONTRACT LOGISTICS

Soap-free soap

Sebamed has long secured premium space
on retailers’ shelves. The top product in medicinal
skin care is now new on Dachser Frankfurt’s

warehouse shelves.

The first soap-free cleans-

ing bar: with this inno-
vative idea, Dr med. Heinz
Maurer pioneered medicinal
skin cleansing 40 years ago ‘with
his sebamed brand. He had dis-
covered that the skin’s slightly acidic surface
protects against injurious influences. This
breakthrough led him to produce a cleansing
product that was adjusted to the physiologi-
cal pH value of 5.5 of healthy skin. The first
“soap-free soap”went into production and the
physician made the provocative statement to
the medical profession that “people have not
washed correctly for 2,000 years”.
What started with the sebamed cleansing
bar — with recorded sales to date in excess of
150 million — has in the meantime developed

Dr Riidiger Mittendorff,
chairman of the Board,
Sebapharma
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Fopi e products. Sebamed products

countries worldwide.
Dr Ridiger Mittendorff, chairman of the
Board at Sebapharma, puts the brand’s po-

into a large product portfolio
of over 70 skin and body care

are produced exclusively in
Germany and successfully
marketed in more than 80

pularity with consumers down above all to
the “high quality and the fact that it does
exactly what it says on the box. From raw ma-
terials, through to packaging and finished
product, every substance and item is checked
and controlled to the point of perfection”.

The body care specialist expects the same
commitment to quality and innovation from
its logistics partner. Around 7,500 pallets

>> Consumers value
products that

do exactly what they claim

stored at Dachser’s Frankfurt branch office
and a transport volume of 26,000 tonnes are
the result of a growing partnership between
the two companies.

What began in August 2008 with interna-
tional overland freight services led a year
later with the addition of national groupage
shipments as well as full and part loads to
extremely economical transport processes.
“Our goal was, in a next step, to optimize our
warchouse logistics,” explains Hans-Peter
Bach, head of logistics at Sebapharma. The
agreement for the contract logistics project
was signed in September 2010; implemen-
tation and the move to Dachser’s new ware-
house in Neu-Isenburg followed with effect
from 1 July 2011.

Premium shelf space

At Dachser every article occupies premium
space on the warehouse shelf. This is ensured
by EDP systems and an efficient process or-
ganization also put in place for Sebapharma
by the Frankfurt team. “The most important
aspect of such a complex project is targeted
preparation. Our project management sys-
tem (PMCP) is the ideal tool for the job,” ex-
plains Friedrich-Wilhelm Wasser, branch
office manager at Dachser Frankfurt. Every
single project step — from process definition
at the incoming and outgoing goods points,
the warehouse, order picking and packing,
through to staffing requirements — was care-
fully planned in consultation with the cus-
tomer. Sales manager Michael Werm and Se-
bapharma are ready to continue the logistics
success story: “As well as increased volumes
due to Sebapharma’s high growth rate, we are
also looking to expand into value added ser-
vices, parcel handling and air & sea logistics.”

INFO

Sebapharma

Sebapharma GmbH & Co. KG -
with its sebamed brand - is a
globally operating family enterprise
headquartered in Boppard/Rhine
and specializing in medicinal skin
cleansing and care for sensitive
and problem skin. In 2010, some
200 employees generated revenue
of EUR 109.5 million.

% www.sebapharma.de



Flying classrooms

Digital knowledge is conquering the world. Dachser makes
innovative logistics know-how available through e-learning.

Those too cool for school sit in the back

row. That’s the best place to doze off,
make the fastest paper planes and devise the
most cunning crib sheets. This is a well-known
fact. Those keenest to learn on the other hand
usually sit in the front row, closest to the
teacher. Does this still hold true? Increasingly,
in today’s digital age, every seat in the class-
room is in the front row. Thanks to e-learning,
more and more frequently knowledge transfer
and interaction with teachers and fellow stu-
dents takes place directly via the computer.
“The result is an ideal and unrivalled educa-
tional platform —above all for globally operat-
ing corporate groups,” says Thilo Biisching,
professor for media management at the Uni-
versity of Applied Sciences in Wiirzburg-
Schweinfurt. “E-learning allows content to
be customized and, where required, presented
interactively according to the needs of the
moment of the respective target group.” This,
he believes, will open up totally new horizons
for international knowledge transfer.
At Dachser, e-learning has long been an inte-
grated medium in dual vocational training
modules, at the Dachser Academy and within
the context of Dachser’s Competence Devel-
opment. “Our aim is, step-by-step, to make
Dachser-specific basic know-how available
online independent of location,” explains
Roland Rausch, head of Human Resources
International at Dachser. For example when it

comes to quickly and efficiently communicat-
ing information about software applications
during the rollout of proprietary logistics sys-
tems such as “Othello”. “Our training modules
mean coaches need to spend less time com-
municating fundamentals and can concentrate
more on implementing knowledge in line with
customer requirements.”

High standards

However, Dr Elke Winkler, head of Person-
nel Development at Dachser, by no means
shares the view that analogue learning has
no place in the digital classroom: “In initial as
well as advanced training, in-depth reading —
i.e. the classic study of books — is indispensa-
ble.” According to media management ex-
pert Professor Busching, users also set high
standards. “Educational packages need to
be cool, featuring cross-media case studies,
editorial storytelling and dynamic learning
aids. Click functions alone are no longer
enough.”

Matthias Biittner, head of the Dachser Acad-
emy in Cologne, views e-learning as a mean-
ingful supplement to so-called blended
learning, the combination of face-to-face
classroom learning and online teaching. “Our
goal is to communicate employees’ practical
knowledge to colleagues at the branch offices
around the world, independent of location.
In order to accomplish this, we need to em-

ploy all ‘modes of transport’ available, in ad-
dition to the courses offered by the Acade-
my.” Promising results from a global compli-
ance project are already being seen. With the
help of a specially developed digital learning
tool, executive staff were simultaneously
made familiar with Dachser’s rules for fair
and legally sound competition. “The contents
were clearly structured and the input — ap-
proximately 20 minutes at the PC — accept-
able,” Elke Winkler explains. Subsequently,
participants answered questions on the com-
pliance rules in a multiple choice test. “This
way, we can be certain they have been under-
stood and can be implemented transnation-
ally throughout the entire organization.”

Building on this experience, Dachser will
continue to successively develop its e-learn-
ing modules and use them in particular for
preparation and follow-up of seminars. “We
are at the beginning of an exciting develop-
ment,” Roland Rausch explains. At the end of
which media management expert Professor
Thilo Biisching ideally sees a self~-managed,
intrinsically dynamic learning process, in
which students interactively provide learning
content based on their own practical experi-
ence, in an extension of the original teaching
materials. For the time being this remains a
vision. However, one thing is clear: it’s getting
less easy for those too cool for school to play

hooky in the back row. M. Schick
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Jordan Ankapong

is enrolled on a

dual training scheme
in the UK

COVER STORY

With heart
and mind

The world is becoming smaller. This is also

true of initial and advanced training. With inno-
vative learning systems and dual vocational
training concepts, Dachser combines theoretical
and practical logistics know-how across national
borders. To the benefit of its customers.

Good prospects: logistics  drives

growth. In the age of globalization it
connects international goods flows and
markets with an ever-expanding range of
services. But: “Growth does not happen by
itself,” says Bernhard Simon, head of the
Dachser management board. “Companies
can only be as successful as the people who —
with their knowledge and experience — form
the heart and soul of the company.” The
growing competition to attract the best and
brightest minds is just one factor that has
prompted Dachser to completely restructure
its own personnel planning for the next few
years within the framework of its “MOBILE
2015 strategy. “Dachser based the develop-
ment of its in-house training system on the
successful German model of dual vocation-
al training,” explains Simon. This combines
hands-on in-company learning with the
transfer of inter-company knowledge at voca-
tional training establishments or universities.
“Our goal is to transfer the specialized
knowledge we communicate in Germany
within the scope of the dual vocational train-
ing system to those countries where these
structures are not available,” explains Thomas
Schulz, head of Corporate Human Resources

at Dachser. “The quality of training is key for
the organization of a successful network.”

25 October 2011:
Northampton, UK

Only when the tour plans for tomorrow
have been drawn up can staff at Dachser’s
Northampton branch office call it a day.
That'll be around 9 p.m. By then, the drivers
will have completed their tours, their mobile
computers, or Penkeys, will have been read
and the proofs of delivery recorded. Jordan
Ankapongs working day started at 11 a.m.
He is a trainee at Dachser UK, currently
working in the “Short-Distance Transport
Scheduling” department. “Boredom just isn’t
part of my vocabulary,” says the 19-year-old.
Since starting his training on 1 October 2010,
‘no two days have been the same”. In the past 14
months, Jordan has already passed through
an extensive spectrum of logistics functions:
from customer care in contract logistics, to
cross-docking warehousing, imports, charter
freight services, sales and accounting. By the
time he completes his training, he will also have
done stints in exports, contract logistics >
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e-learning is an integral part of training

warehousing and in the Finance, Controlling,
Customer Service and Sales departments.
“The best thing as far as I am concerned is
the interaction with customers,” says Jordan,
summing up his experiences so far. Jordan is not
yet sure where he wants to work when he’s
finished his training. As long as its with
Dachser.”

As a process service provider, Dachser pur-
sues the ambitious goal to provide services
based on consistently high quality standards
throughout the world. These are on the one
hand ensured by Dachser’s IT systems, such
as the proprietary “Domino” or “Mikado”
logistics software. On the other hand it is
up to the employees to breathe life into
intelligent logistics management.

Dachser launched its first dual apprentice-
ship pilot projects in the UK and France in
2010. This example has been followed in
2011 by Poland, Hungary and Portugal and
there are plans to follow suit in 15 MOBILE
countries in the future. “Under this system,
learning focuses on process organization and
customer requirements,”says Roland Rausch,
head of the Human Resources Internation-
al department at Dachser. As he sees it,
forward-looking HR management means
thinking from a long-term perspective.
“Trainees should get to know and under-
stand the company’s overall business strategy
from the very start. This will then also enable
them to act in a process-optimized way.”
Job rotation plays a key role in this. During
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Job rotation expands horizons

Understanding

the obligatory role swapping in the various
departments, trainees like Jordan Ankapong
in the UK get to know the entire company.
Explaining the advantages of job rotation,
Rausch says: “Those who get to know so
many sides of the job are more self-
motivated, see the bigger picture, are not
so easily pigeonholed and are open to inno-
vations and customer needs.” However, some
branch offices may need to change their
way of thinking, he adds. “They can no longer
deploy trainees so flexibly, and definitely
not as cheap labour. Rather, they will have
to consistently follow a uniform training
plan. That’s their and our shared invest-
ment in the future.”

5 October 2011:
La Verrie, France

How that supposed to work? Practical
training combined with school? And then
theres the final exam in July 2012 — Serge
Divay, head of personnel development at
Dachser France in La Verrie, first of all has
his work cut out countering trainees’scepticism.
He is in the process of building up a dual
vocational training course — something
previously unknown in France. “What we’re
doing is completely new,” Divay says. For
seven trainees and five tutors from a total of
five Dachser branch offices across France a
new era has begun. “Training is now much
more structured and will follow a predefined

Training at Dachs:
is always teamwork

programme that is equally transparent for
everyone — senior management, management,
the HR department as well as trainees and
their tutors,” Divay explains. “Dual voca-
tional training is in the meantime viewed as
an investment in the future. The success of
the endeavour is still the best antidote to the all-
too-human initial resistance fo change.”

“Knowledge transcends boundaries,” notes
Frédéric Dumort, head of the management
board of Dachser France. In the course of its
integration into the family enterprise, the
country organization has brought its own
initial and advanced training system fully
into line with the Dachser strategy and the
globally applicable corporate values. After
further expansion of the training programme,
as of September 2011 job rotation and e-
learning are also a fixed part of the curri-
culum. This year seven trainees have started
their two-year training. “They are supervised
by tutors throughout the course,” Dumort
explains. “The tutors support the budding
young logisticians with their entire wealth
of experience and process know-how.”
The trainees also have access to appropriate
technologies, enabling them to utilize
Dachser’s bespoke e-learning modules as well
as once a month participate in transnational
teaching modules in the virtual classroom,
where they can swap experiences “live” with
colleagues from all over Europe. Learning
progress is reviewed with the tutors on the
basis of checklists compiled in close consul-



tation with Kempten head office. For

Frédéric Dumort the goal of this new
training structure is clear: “This is the only
way to achieve process standards that adhere
to an overriding strategy and are an integral
part of operational management. This is
ultimately where the decisive competitive
edge in fiercely contested globalized markets
lies for both the country organization and
the company as a whole.”

5 October 2011:
Lodz, Poland

“What am I letting myself in for? New
surroundings, people I don’t know and my
head buzzing with questions...” With butter-
flies in his stomach, he’ off to Lodz. Bartosz
Franelak has a queasy feeling as he embarks
on his two-year training course fo become a
transport logistics specialist. Three whole days
of induction training covering topics such as
occupational health and safety, the globally
applicable corporate values and goals and the
company’ process and IT landscape are on the
agenda for the 20-year-old and five other
trainees from Dachser Poland. Followed by a
visit to the warehouse in Strykdw to experience
firsthand how all this gets the flow of goods
moving and keeps it turning over, day in day
out. Nervousness soon gi-ves way to excitement.
“Lodz is brilliant! We are taught how people
at Dachser share knowledge and values. And
its all done in a cool and creative manner.”

Gaining experienc
in the warehouse

Bernhard Simon,
head of the Dachser
management board

Bartosz Franelak has not only found his place
in the company: “More than anything I've
realized that I'm in exactly the right place fo
launch myself full-power into adulthood.”

Country manager of Dachser Poland,
Grzegorz Lichocik, describes the HR
strategy as follows: “We rely on a mix of
experienced and young, motivated employees
to achieve our goals. They should have the
opportunity to grow with the company,
broaden their perspectives and find their own
niche at Dachser.” The country organization
has been operating here under the Dachser
name for five years now. Five years shaped
by growth. In the course of the past four years,
for example, revenue has increased three-
and-a-half-fold and the number of staff
has more than doubled over the same
period. In response to this development,
initial and advanced training of qualified
staff has become a corporate strategy focus.
“We back up job rotation with the experience
and know-how of in-house instructors who
have all completed a two-year “train the
trainer” programme. They also have access
to all Dachser e-learning modules.” “We
achieve best results,” Lichocik continues,
“when everyone — management included —
shows a shared interest in passing their
knowledge on to the next generation of
employees. And from day one. In doing so
we boost their confidence, reduce their stress
levels and encourage them to acquire as
much knowledge as possible.”

e-learning links
learning worlds

>> Companies can

only be as
successful as the people who -
with their knowledge and

experience — form the heart
and soul of the company

15 November 2011:
Maia, Portugal

9.30 a.m.: time for a short spin around Europe.
Carla Oliveira has a meeting with colleagues
in Germany, Poland, France and England
concerning new learning modules for trainees
in the Dachser network. The human resources
manager at Dachser Portugal doesn’t even have
to leave her office in Maia, north of Oporto.
A simple key command and the line is set up:
‘Hi Carla, how are you today?” It’s as if her
colleagues had just walked in through the
door. With online conferences like this one the
Dachser Knowledge Centre makes an inter-
national exchange of knowledge and experience
possible. “Knowledge is based on an exchange
of experience and success stories,” all those
participating in the small conference agree. “In
Portugal we are doing everything we can to
make the necessary know-how quickly and
easily accessible to all members of staff via
our training modules,” Oliveira reports to her
colleagues. “Our trainees are keen to know
exactly what goes on in the various corporate
divisions in order to find the job best suited to
them.” And not necessarily only on their own
doorstep, but across the entire Dachser network.
‘How fortunate that technology has made
the world grow so small,” Oliveira says as the
conference draws to a close. “Have a nice day

everybody!”

“How can we internationalize Germany's
successful dual vocational training >
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Nick Lowe, country manager
of Dachser UK, promotes
‘);' dual training schemes
to prepare the next generation
i of logistics specialists for the
tasks of the future ———
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system and anchor it as a central sourcing
module abroad?” For Thomas Schulz, the
answer to this key question for the future
lies in Dachser’s IT-assisted Knowledge
Centre. “This is a platform that enables us to
keep pace with rapid industry development
through effective and internationally sustain-
able learning and knowledge transfer.” It is
e-learning instruments like these, integrated
into the dual vocational training system, that
enable Dachser to implement quantitative
and qualitative human resources planning.
The Dachser Knowledge Centre can be
accessed — within the internal company
firewall — from every PC, laptop or Dachser
terminal, giving trainees the possibility
to benefit from the accumulated global
experience and expertise across the entire
organization, work through e-learning
modules or share experiences with other
trainees or Dachser experts from around
the world in virtual classrooms and online
conferences. The “Knowledge breaks limits”
programme has been running since 2009.
“This programme incorporates all corpo-
rate initiatives designed to facilitate the
systematic creation of a standardized cross-
border learning culture,” Roland Rausch
explains. Structured personnel development
must provide clear, easily implementable
training systems — at all locations, with
an international orientation, standardized
evaluation and the necessary supportive
learning technologies. “Everything,” Rausch
says, “interacts.”

3 November 2011:
Pilisvérésvar, Hungary

“There are quiet days and totally hectic days.
In the office, for example” Today, things are
really humming. Three semi-trailers carrying
paint have to get on the road to Minsk
as quickly as possible. The dangerous goods
warehouse in Pilisvirdsvdr near Budapest
is one of the major intersections to East and
South-East Europe within the Dachser
network. Katalin Naszddos has only recently
swapped her job at the incoming goods point
against that between the high shelves in the
transit terminal. Instead of operating Dachser’s
Mikado warehouse management system from
an office desk, the trainee now dons her Dachser
overalls and handles consignments with lift
truck and scanner, ensuring they are in the

Thomas Schulz,
head of Corporate Human
Resources at Dachser

right place at the right time. “If things are fo
go smoothly in the transit terminal, it’s
essential that all office tasks are completed
correctly and above all in good time,” the young
lady says. “Here I'm learning firsthand how
interdependent workflows are. They are all
equally important, irrespective of whether
they relate to the office, transit terminal or
vebicle fleet. They dont teach you that at
school, she adds. “I am beginning to see the
freight forwarding business from a broader

perspective. That's a fantastic experience.”

“Capable staff are the cornerstone of our
head of
Dachser’s management board, recently told

business,” Bernhard Simon,
the Frankfurter Allgemeine newspaper.
“As an innovation driver in logistics, we need
to invest as a company in ensuring the

COVER STORY

>>The quality

of training is key
for the organization

of a successful network

qualification of our staff. Up to 2015 we will
invest in the region of 60 million euros in
initial and advanced staff training within
the scope of our MOBILE strategy.” Not
only in neighbouring European countries,
but in Germany as well — in order to
prepare staff to cope with growing business
abroad. Bernhard Simon encourages staff
to develop sought-after skills for the future:
“Our core competence lies in working with
customers to develop the best processes
and, by implementing them in software and
information technology, optimizing the

system.” M. Schick

Find out more about how Dachser
builds careers and education worldwide
at www.dachser.com/career

DACHSER KNOWLEDGE CENTRE

Dachser’s e-learning system is available Europe-wide.

It is developed by the HR Management International division

and pursues the objectives to:

communicate logistics fundamentals

create proprietary Dachser learning modules

provide user support

organize virtual learning conferences

The brains from
Dachser’s Knowledge
Centre in the HR
Management Inter-
national division:

from left to right:
Bianca Oymann, Sherin
Klosta, Roland Rausch,
Katharina Simon

[
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Thomas Niebur, head of logistics
at Zimbo, at the Ichtershausen

transit terminal
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COMPETENCE: FOOD LOGISTICS

Tickling taste buds
iIn Hungary

For Zimbo, Dachser transports chilled meat and sausage
products from Germany to Hungary and also handles full warehouse
logistics just outside Budapest. The logistics provider also
delivers small but important sample consignments within Germany —
sausage products for tomorrow’s market.

One pallet of boxed frankfurter

sausages after the other is loaded into
the belly of the truck. Another 30 minutes
and the temperature-controlled freight will
depart for Hungary. The sausages “made in
Germany” are very popular with Hungarian
consumers. Dachser collected the frank-
furters yesterday from Zimbo’s production
plant in Suhl, Thuringia, and transported
them to its transit terminal in Ichtershausen
near Erfurt. Here, the goods are repacked and
prepared for onward transport to Hungary.
“Our products have to get from production to
retailers’ shelves as quickly as possible,” says
Thomas Niebur, head of warehousing and
logistics at Zimbo Fleisch- und Wurstwaren
GmbH & Co. KG, based in Bochum. This
was the very reason behind the company’s
decision in July 2011 to entrust transports to
eastern Europe to Dachser Food Logistics.
In the early hours of the morning the driver
sets off with his chilled freight (at controlled
temperatures of between two and seven de-
grees) on the approximately 900-kilometre
journey to Biatorbigy just outside the
Hungarian capital, Budapest. Deliveries to
this warehouse are made three times a week,
which translates into 40,000 consignments of
different Zimbo products distributed in
Hungary each year. From Dachser’s ware-
house the meat and sausage products, in-
cluding the ever-popular frankfurters, are

e way to eastern E

transported to the central warehouses and
outlets of retail chains and discounters. First,
however, Dachser performs a number of
value added services: weighing, repacking,
labelling of the approximately 180 Zimbo
products and handling of the empty crates.
“In Hungary, goods are delivered in special
reusable crates which we take back empty
from the retailers,” says Torben Wieben, key

account manager at Dachser Food Logistics,
describing the service in the warehouse,
which has a capacity of 800 pallets.

Understanding processes

For Zimbo, two criteria are particularly im-
portant in its cooperation with Dachser: in-
formation and flexibility. “Our goal is to be
able to make a qualified statement about =
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COMPETENCE: FOOD LOGISTICS

the status of our deliveries at all times,”
Niebur says. With Dachser’s Tracking &
Tracing, which Niebur describes as unique in

the industry, nothing could be simpler. “We
can tell our customers exactly where their
consignments are at any given time and from
that information predict the time of delivery,”
Niebur explains. IT interfaces provide both
sides with access to the warehouse manage-
ment with order picking and delivery orders
as well as article master data. “Our coopera-
tion has developed very positively, not least
thanks to a high degree of flexibility on
Dachser’s part,” Niebur says appreciatively.
“Competent contact partners with an exten-
sive understanding of Zimbo’s logistics
processes are always at hand to support us.”

Although warehousing and transport logistics
operations in Hungary have only been up and
running for a few months, there are already
plans for expansion. Zimbo can visualize
widening the cooperation to other eastern
European countries, following positive ex-
periences already made with Dachser in
Ichtershausen as a cross dock for Romania,
the Czech Republic and parts of Poland. The
idea is for a so-called multi-drop. How this
works is that vehicles load goods in Ichter-
shausen destined for Hungary and Romania.
In Biatorbdgy in Hungary the products for
that country are offloaded and refilled by con-
venience goods manufactured at Zimbo’s pro-

Thomas Niebur, head of
warehousing and logistics

at Zimbo Fleisch- und Wurst-
waren GmbH & Co. KG
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duction plant in Hungary. The truck then con-
tinues its journey to Bucharest with a full load.

Tomorrow’s sausages

Since last year, Dachser has also handled the
distribution of sample products for Zimbo.
“This is one of the most important processes
in our new and existing customer account
business. Today’s key account meeting may
turn into tomorrow’s order,” Niebur says.
When key account staff present new prod-
ucts to buyers or at in-house exhibitions,
these only need to be supplied in small
amounts, but punctual deliveries are crucial.
“A presentation without any samples is a
complete waste of time,” Niebur says. Since
the start of the collaboration with Dachser
there have been no delivery failures in this
very important area of business.

Meanwhile, four days after their production
in Suhl the frankfurter sausages have also
reached the chiller cabinet of a supermarket
in Budapest. The meat and sausage product
trade is subject to seasonal fluctuations.
During the spring asparagus season cus-
tomers buy more cooked ham. In summer
“Grillhelden” and other BBQ_products are
in high demand. Right now, Zimbo is prepar-
ing for the Christmas season. People are on
holiday and enjoy more home-cooked meals,
increasing demand for all meat products.
With Dachser’s support, Thomas Niebur will

>>Today’s key account
meeting may

turn into tomorrow’s order

by growth with Dachser.”

Sausages can’t wait

successfully meet this and future challenges:
“2012 will be characterized by continued de-

velopment and expansion of new business

fields across our entire group, accompanied
D. Kunde

INFO

Zimbo

Zimbo manufactures and sells
around 50,000 tonnes of meat and
sausage products as well as conve-
nience foods a year from its three
German production sites in Bérger,
Lower Saxony, Suhl, Thuringia,

and Bad Wiinnenberg, North Rhine-
Westphalia, as well as in Hungary
and Poland. Based in Bochum,

the company’s approximately
2,000-strong workforce generates
revenue in the region of EUR 319
million. Since October 2008, Zimbo
has been a member of the Bell
group, the number one in the

Swiss meat industry.




No cucumber
salad

It all started with good news:

“The horse doesn’t eat cucumber
salad.” And why should it? After
all, “the sun isn’t made of copper”. With these first crack-
ling phrases transmitted 150 years ago, the physicist
Johann Philipp Reis demonstrated the first prototype of
his “telephone” to members of the Physikalischer Verein
(Physical Society) in Frankfurt. However, his lecture “Uber
die Fortpflanzung von Ténen auf beliebige Entfernungen
durch Vermittlung des galvanischen Stroms” (“On the
reproduction of sounds over any distance by means of
galvanic electricity”) did not bring him the hoped-for
breakthrough. It wasn’t until the 1870s that Alexander
Graham Bell completed the research started by his Ger-
man colleague and revolutionized the world and the way
we communicate with his version of the telephone. And
the horse? It still doesn’t eat cucumber salad. All is well.

What am I?

Take part and win in “What am 1?”, DACHSER magazine’s prize
competition. If you think you know what the picture is showing, then
send us your answer by 27.01.2012 to:
gewinnspiel.kempten@dachser.com

SCRAPBOOK

Christmas on
a grand footing

When it comes to sausages, food logistics has to
bring on the brawn during the Christmas season in
the village of Castelnuovo Rangone in Italy’s Modena
province. It takes a crane to remove the “giant
zampone”, a stuffed pig’s trotter, out of

its cooking pot. At the
23rd celebration of the
festival at the beginning of
December, the “zampone”
boiled in its pot for three
days and three nights. The
sausage, which is cooked in
a skin resembling a pig’s trotter, weighed in at around
1,000 kilos. A world record! Visitors celebrated

the end of the year with cheers to the pig and enjoyed
the cooked sausage accompanied by a good glass

of Lambrusco.

Take it easy! With a bit of time for each . paﬂ
other, we can really get things moving. ::w'\“ inthe
With a swing. Eyelids heavy, brain a bit DAGHSER prize
sluggish? P’ll pick you up. Whether in the c ompe\'\t'\O“

office, at the wheel, in the warehouse or any-

where there’s a call for action. Aimost everyone

likes me. Around the globe. | have international origins
after all - in Africa, Asia and the uplands of Central

and South America. You decide when and where we come
together. “Don’t give me an adrenaline rush,” you may

be saying. Mustn’t be that way. If that’s how you feel, I’ll
not come on so strong. See you in a little while? Perhaps
when you read on...

Solution from 3/2011:

The correct solution was “paper clip”.
The winners are:

Michael Dewender, Bochum, Germany
Florian Seelos, Hall in Tyrol, Austria
Alexander Gerridzen, Enschede,
Netherlands

What you could win:

Exclusive gift set for coffee gourmets worth EUR 100.
The Hamburg-based company Solvino offers a wide
variety of exclusive and sustainable products, most
of which are produced by small-scale manufacturers.
Visit www.solvino.de to discover a very special
gourmet world.

SONNOD

The judges’ decision is final. We use your personal data exclusively to determine the winner and dispatch any prizes. Your personal data will not be sold to third parties or made generally available
on the market in any way. If you do not agree to your name and/or place of residence being published in the event that you win, please inform us when you enter.
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DACHSER

Intelligent Logistics

FOR ALL THOSE WHO
LOVE GOING BEYOND
BOUNDARIES.

I ] | .-_.l' r '\l
Would you like to work in an international environment:that stimulates you to go beyond
your limits? At DACHSER, you can help shape the future of global logistics —'as well as
enjoying excellent prospects and a unique corporate culture. °

As one of the few family-run concerns among the big players, we combine our historic
identity with a cosmopolitan outlook, a human face with a professional approach and
decades of experience with state-of-the-art technology:

Does that appeal?

WELCOME TO THE FAMILY
www.dachser.com/career



