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editorial

dear reader,

Bernhard Mattes  

AmCham Germany President

Times are changing, and with that so is commerce germany. Our new magazine 
doesn’t just have an appealing new look and a clear structure, but also a 
stronger emphasis on topics facing business and industry today. Rest assured, 
though, the goal of commerce germany — to inform and engage our readers 
and initiate a dialogue not only about developments within the American 
Chamber of Commerce in Germany but also about transatlantic business as 
a whole — remains the same.

One of the newest features is our content-oriented and in-depth cover story. 
In an article written exclusively for commerce germany, Stefan Theil, Executive 
Editor of Handelsblatt Global Magazine, illustrates how Germany is finding 
its own unique way to spur innovation in today’s digital age. The cover story 
is supplemented by our "Dossier," a section of our magazine that features 
member-company insights. In this issue we sharpen our focus on digitalization 
in this section, which starts on page 12 with our op-ed called "Viewpoint" 
from Claus Kleber of ZDF. 

Of course, we couldn’t publish this issue without addressing the new US 
administration. This is why we have dedicated the segment "Transatlantic 
Trends" to ongoing political and economic developments on both sides of the 
Atlantic. As part of this, Cecilie Rohwedder of the Wall Street Journal will 
discuss current events in every issue with prominent politicians and business 
leaders. Her first interview with German Ambassador to the United States 
Peter Wittig can be found on page 18. 

AmCham Germany’s current advocacy work is showcased in our "Policy 
Update" section. We’ve also dedicated part of our magazine to new members 
(page 28) and selected events. 

In addressing such a broad range of topics, AmCham Germany — as the voice 
of transatlantic business — will maintain its commitment to cross-cultural 
understanding and cooperation as well as to a competitive and open business 
climate. We hope you will join us in this endeavor and look forward to shaping 
transatlantic dialogue with you!

Bernhard Mattes
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The chamber's spirited start to 2017:
Determination and solidarity define the 
way forward

e 
ach turn of the year represents a new 
opportunity for us to catch our breath 
and start the new year full of energy and 
initiative. This year was no different as 

AmCham Germany, in cooperation with its mem-
bers, continued its time-honored tradition of ad- 

dressing the economic challenges we currently 
face by welcoming approximately 1,500 guests, 
among them business and political leaders as well 
as members of the media, to the Chamber's New 
Year’s receptions. Speakers at these events inclu-
ded: 

•   dr. alexander Börsch, Chief Economist and 
Head of Research, Deloitte GmbH

•   alexander Graf lambsdorff, Vice President  
of the European Parliament and FDP Chairman 
in the European Parliament

•   Michael Groschek, North Rhine-Westphalia 
Minister for Building, Housing, Urban  
Development and Transport

•   dr. Florian Klein, Head of the Center for the 
Long View, Monitor Deloitte 

•   olaf lies, Lower Saxony Minister for Economic 
Affairs, Labor and Transport 

•   Friedrich Merz, Chairman, Atlantik-Brücke e.V. 

•   scott r. riedmann, Consul General at the US 
Consulate in Leipzig  

•   Guido wolf, Baden-Württemberg Minister of 
Justice and European Affairs

We would like to thank all of our major and 
Platinum Event Partners: 

•   Accenture

•   Bankhaus Lampe

•   Deloitte GmbH Wirtschafts- 
prüfungsgesellschaft

•   Ernst & Young GmbH Wirtschafts- 
prüfungsgesellschaft

•   eureos gmbh Steuerberatungs- 
gesellschaft Rechtsanwaltsgesellschaft

•   Göhmann Rechtsanwälte Notare

•   Morgan Stanley Bank AG 

•   NRW-Garage

•   PricewaterhouseCoopers GmbH  
Wirtschaftsprüfungsgesellschaft 

Interim Management Finance—Accounting—Controlling 
 

PCS Schlessing GmbH—Bodo Schlessing (Managing Director) —Im Ruessel 7—64839 Muenster (Frankfurt area) —  
Tel. +49 (0)178 6955358—bs@pcs-schlessing.de—www.pcs-schlessing.de 

 

 Management position substitute for ad hoc/sick/maternity leave as well as project          
management 

 20+ years professional experience in dynamic environments and US headquartered         
companies, mainly Software/IT 

 Familiar with all aspects of operational Finance 

 German & US GAAP & IFRS, SSC implementation, Sales Controlling and many more 

 Hands on, computer literate, multi lingual, business partner & customer focused 

When the going gets tough... 

http://www.pcs-schlessing.de
mailto:mailto:bs%40pcs-schlessing.de?subject=
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chaMBer news 

Top: Members and friends of  
AmCham Germany gathered in  
January to look back on 2016 and  
welcome the upcoming year and the 
new business opportunities that  
lie ahead.

Left: Frankfurt/M, Jan. 27. Friedrich 
Merz, Chairman, Atlantik-Brücke e.V., 
during his welcoming address. 

Right: Munich, Jan. 19. Christian von 
Sydow, AmCham Germany Regional 
Committee Chair for Bavaria (left)  
and Eckhard Späth, Manager of the 
Munich Office of Pricewaterhouse-
Coopers AG WPG.
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As digital technology converges 
with industrial manufacturing, 
Germany has developed its own 
model for high-tech innovation. 
With the US and Britain on the 
verge of restricting immigration, 
the German innovation landscape 
will likely become even more  
attractive.

t e x t  B y  s t e F a n  t h e i l

it’s not just 
silicon valley 
anymore
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t 
esla Motors is the quintessential 
California start-up. A brainchild of 
the boundlessly ambitious tech entre-
preneur Elon Musk, the Palo Alto–
based maker of electric cars aims to 

disrupt the entire auto industry. Judging by the 
stock market, Musk has already succeeded beyond 
anyone’s wildest dreams. In April, 14-year-old 
Tesla briefly eclipsed General Motors to become 
America’s biggest carmaker in terms of market 
capitalization. 

Yet as much as Tesla embodies Silicon Valley inno-
vation, Musk’s start-up would not exist without 
state-of-the-art German technology. Look under 
the hood, and you’ll find each Tesla chock-full of 
German engineering: Infineon microchips, Bosch 
sensors and radar, and ThyssenKrupp drive and 
gear technology as well as countless other com-
ponents. In fact, you’d be only half wrong if you 
called the Tesla a German car. What’s more, Tesla 
cemented its access to German automaking exper-
tise in January when the company acquired auto-
mation specialist Grohmann Engineering for an 
undisclosed price. It was Tesla’s first major acqui-
sition — and the target company was based not in 
California, but just east of Germany’s border with 
Belgium in a town called Prüm. 

Tesla’s German connection illustrates a powerful 
truth: As much as Silicon Valley remains the undis-
puted leader among the globe’s start-up ecosystems, 
it is no longer the only model for high-tech inno-
vation. With its powerful economy dominated by 
tech-driven manufacturing companies — and the 
emergence of Berlin as one of the world’s most 
dynamic hubs for digital-economy start-ups — Ger-
many has become a magnet for innovators from 
around the globe. Where Tesla has gone, many 
more companies will follow. 

To some, this may come as a surprise. Not so long 
ago, anxious German executives wondered if they’d 
missed the digital revolution. From Google and 
Amazon to Twitter and Facebook, almost every 
global internet brand was (and still is) American. 
Ditto for IT companies, where Germany’s only 

cover story
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The most valuable lesson is  
that different cultures of innovation 
have emerged.

companies need a presence in the US to keep abreast 
of new ideas, the flow in the other direction is 
increasing rapidly. Just ask Seattle-based Microsoft, 
which not only operates a start-up accelerator in 
Berlin, but earlier this year announced the launch 
of two new German labs, one in Munich that 
 explores internet of things technology and another 
in Frankfurt/M that will work on fintech. Cisco 
and Google have also joined the parade of global 
companies that have set up incubators, accelerators, 
research centers and innovation labs in Berlin.

Another trend that has strengthened the German 
innovation landscape and made it attractive for 
newcomers is the marriage of corporate brawn and 
start-up brain. As the big manufacturing companies 
work to speed up the pace of innovation, they’re 
developing new ways to engage and work with 
start-ups. For some, that means setting up accel-
erators and incubators in places like Berlin and 
Munich, while others invest in start-ups or buy 
them outright. Start-ups also play an important 
role in many of the German industry groups and 
consortia that are advancing Industry 4.0, the 
country’s much-promoted vision for pervasive 
digitalization and connectivity along the entire 
industrial value chain. With many of the country’s 
technical universities, Fraunhofer institutes and 
other research facilities involved, these platforms 

major entry remains 45-year-old SAP. For a while, 
it even seemed as if Germany’s No. 1 employer and 
profit machine, the automobile sector, was in dan-
ger of being leapfrogged as Silicon Valley compa-
nies began pouring their wealth and talent into 
electric cars and autonomous driving.

Then an interesting thing happened. Not only has 
Tesla discovered it needs the skills of auto suppliers 
in Germany and elsewhere, but companies like 
Apple and Google, which were reported to be 
 working on self-driving cars, have quietly scaled 
back their efforts. Perhaps they found that a busi-
ness model based on rolling software updates might 
be perfect for an iPhone, but less than ideal for 
mass-producing a car. Now it’s BMW that appears 
to have taken the lead in self-driving technology, 
in part by cooperating with non-German partners 
like chipmaker Intel and the Israeli start-up 
 Mobileye. While many of Germany’s leading 
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cover story

are typical German partnerships between the 
public and private sectors, including companies 
of all sizes. US corporations, such as Hewlett-
Packard and IBM, have already become involved.

Meanwhile, the start-up scene continues to grow 
by leaps and bounds. Berlin is vying with London 
for the title of Europe’s leading start-up hub. The 
German capital is drawing a seemingly endless 
stream of young talent, in part because the city is 
still cheap compared with London or Palo Alto. 
Berlin already has the second-highest share of 
immigrant founders (43%), behind only Silicon 
Valley, according to Startup Genome’s 2017 Global 
Startup Ecosystem Report. At 77%, the visa ap -
proval rate for foreigners is among the highest of 
all global start-up hubs, and the approval process 
is among the fastest. That may be one of the reasons 
why the first "Brexit refugees," British entrepreneurs 
who worry about losing access to the European 
market and to non-British employees after Brexit, 
have already relocated their businesses to Berlin. 
With the Trump administration proposing to cut 
immigration by restricting the number of H-1B visas 
for foreign workers, Berlin could snatch some busi-
ness from US start-up hubs as well.

In the race to the top of the digital economy, Ger-
many still has some problems to solve, and they 
don’t just concern regulations and bureaucracy: 
Growth capital — those second and third rounds 
of venture financing — is still scarce and provided 
mostly by foreign investors. Successful IPOs are 
few and far between. And too many German start-
ups are content to stay small and remain in their 
niche. At this rate, it will take decades before 
Germany ever produces a giant like Amazon or 
Facebook.

The most valuable lesson, however, is that as 
internet technology matures and the pace of digi-
talization quickens, different cultures of innovation 
have emerged. Each crystallizes around its own 
core strengths instead of replicating a single model. 
"We Germans can’t do consumer start-ups," says 
Henning Kagermann, President of the German 
Academy for Technology in Berlin. "Our specialty 
is providing technology and services to other 
businesses." Kagermann should know. After all, 

The German capital is drawing  
a seemingly endless stream  

of young talent.

he used to be the CEO of SAP, Europe’s largest IT 
company and a supplier of services to corporations 
around the world. California is, of course, second 
to none at developing internet services for consum-
ers. London is great at advertising, media and 
fintech, while Tel Aviv excels in the newest tech-
nologies emerging out of Israel’s university labs 
and defense research.

Long gone are the days when cities and regions 
around the world all tried — and largely failed — to 
build little copies of Silicon Valley from scratch, 
instead of nurturing what they already had. For 
all its entrepreneurial prowess, California is no 
longer the only model for innovation in the digital 
economy. Germany’s highly diverse innovation 
landscape has its own powerful advantages that 
smart companies can leverage. Even those, like 
Tesla, that are quintessentially Californian.
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Stefan Theil 

is Executive Editor of 
Handelsblatt Global 
Magazine and a former 
European economics  
editor at Newsweek.  
A native of Düsseldorf, he 
was raised and educated  
in the US and currently  
lives in Berlin.
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Ultimate  
disruption 

Claus Kleber

with artwork by Jeremy 
Mayer, who builds robot 
sculptures out of  
typewriter relics from  
the 20th century.

Among all the buzzwords of our time,  
the offspring of Silicon Valley — such as  
Industry 4.0, social media, big data, 
etc. — are the most overused and least  
understood. Particularly, I dare say,  
in Germany.

t e x t  B y  

c l a U s  K l e B e r



   13commerce germany   1/2017

dossier 

l 
ast year, my partner Angela Andersen 
and I spent a lot of time in the Valley pro-
ducing the documentary "Brave New 
World" for ZDF Public TV. We had done 

our bit: read hundreds of articles, worked through 
piles of books on the subject (popping up faster than 
you can even glance at them) and had countless 
conversations with entrepreneurs and experts. 

We felt prepared, but we weren’t — neither for the 
onslaught of ideas and energy we encountered, nor 
for the sweeping ambition to fundamentally change 
the world. 

Astro Teller, the cool mastermind of Google X, Alpha-
bet’s richly funded future lab, spoke to us about 
humanity’s next step: "I think the time is coming 
when we will start to think about engineering living 
cells much the way you would think of programming 
a computer, thinking about building things and not 
just running experiments to understand them." He 
describes nothing less than mankind’s leap from 
scientist to creator — the ultimate disruption. 

We thought he was speaking in hyperbole, and in 
part he probably was. But the most impressive peo-
ple we met are heading straight in that direction. 
Silicon Valley has passed critical mass. Like a black 
hole in the universe, it sucks in capital and talent 
from around the globe. The best and the brightest 
come to face the brutal selection process and, pro-
vided they pass, to get whatever they need to reach 
their goals. Not since renaissance Florence have 
such diverse talent and dreamers been concentrated 
in such a small region. The land between Berkeley, 
San Francisco and San Jose has become a pressure 
cooker in which seemingly unrelated developments 
feed off each other. Sharing houses and apartments, 
bathrooms and all with total strangers — the business 
idea that turned Airbnb into a $30 billion giant — would 
have fizzled as the unworkable craze of three students 
if it weren't for the fact that Facebook changed our 
definition of stranger just in time for their let’s-open-
all-doors business idea.

Key players like Elon Musk, Larry Page, Mark 
Zuckerberg and others have made their initial for- 
tunes with their grasp of IT, data, codes and algo-
rithms. Since then, many of them have been pursuing 
increasingly ambitious goals: atomically precise 
engineering; the bioengineering of new forms of 

plants, animals and humans; and travel to the  
farthest reaches of our solar system. 

And the money is pouring into these fields: When 
Jennifer Doudna, a professor at UC Berkeley, found 
CRISPR Cas9, the cheap, ultraprecise tool to custom-
tailor DNA into predesigned genetic code, capital 
markets were used to jump on such groundbreaking 
promises. Alexander Schuth, a German medical 
doctor with an MBA who once ran a department at 
Berlin’s famed Charité hospital, raised �250 million  
in less than three months to start Denali, a start-up 
using Doudna’s innovation to develop drugs against 
Alzheimer, ALS and Parkinson’s disease. 

"We couldn’t have done this in Germany; not this 
fast," he says, stressing that German research insti-
tutions are at eye level with the best in California, 
but not nearly as fast when it comes to putting re-
search to practical use. 

Eventually, computers will take over jobs in the fields 
of highly — and expensively — educated professionals, 
thus replacing accountants, lawyers, diagnostic 
physicians, political consultants, teachers, journalists, 
traders, salespeople and many more. Not to forget 
the tens of millions of professional drivers in the 
industrial world alone. Social media has already 
changed the ways in which societies form their 
volonté générale and choose their leaders — Hillary 
Clinton learned this the hard way. The epicenter for 
all this ground-shaking is Silicon Valley. 

Bosch, SAP and German industry as a whole are 
key players in these developments. But I don’t think 
we as a society understand the depth and the scope 
of what’s happening. If we did, we would already 
invest much more financial and political capital in 
developing our digital infrastructure from data 
highways to the brains of our young from kinder-
garten to university. Our film was meant to shout 
this message: We as a nation have fallen dangerously 
behind. Time is running out. We hear too little about 
this all-important issue in our myopic election cam-
paigns. Let’s change this first to catch up with the 
new "masters of the universe" and become equal 
partners in shaping this sweeping revolution, in 
defining its purpose and soul. 

  We felt prepared, but we weren't.
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To watch the German 
documentary "Brave 

New World," scan this 
QR code or visit  

siliconvalley.zdf.de

Viewpoint

http://siliconvalley.zdf.de
http://siliconvalley.zdf.de
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B lockchain technology creates a new 
basis of trust for business transactions 
that could contribute to considerably 
simplifying and accelerating the economy. 

Success is built on trust: It’s part of how we foster 
our business networks. Banks ensure we deal with 
the correct counterparties and that our transactions 
have the correct amounts. We employ lawyers to 
act as a safeguard against the illegal copying and 
distribution of our products. On the whole, using 
intermediaries is highly complex, costs a tremendous 
amount of time and money, and carries security 
risks. What if there were a way to connect business 
partners directly, while offering near-complete trust 
and requiring virtually no effort? 

To now, the word "blockchain" has mainly been 
linked to bitcoin, the virtual currency and payment 
system. But blockchain technology and its princi-
ples present almost unlimited application possibil-
ities for business transactions. The basic idea 
consists of two elements: the block and the chain. 
The block is a highly encrypted list of entries 
related to a business’s transactions. This may 
include tracking the delivery status of a product 
or the payments made between parties. 

Decentralizing to create trust
 
Documentation is distributed among the blockchain 
users, with countless copies existing throughout 
the network. Chaining the blocks ensures the 
block’s content remains trustworthy at all times. 
For example, if a change is entered in a block, for 
instance as a payment statement, then all the 
computers in the entire network check the block-
chain to verify the validity of the transaction. By 
combining encryption, decentralization, a multitude 
of stakeholders and community control, this sys-
tem is nearly impossible for hackers to penetrate. 
The technology and the comparison process within 
the network engender trust. 

Block information can also be linked to a "smart 
contract" that automatically triggers transactions 
when a specific event occurs. For example, pro 
rata payments could automatically be made to all 
those entitled to it under the contract. Instead of 
a central authority, a decentralized network serves 
as the authority. This ultimately increases security, 
lowers costs, boosts speed and creates confi-
dence — all without any intermediaries.

We are just starting to realize the potential appli-
cations blockchain offers. Now is the time to adjust 
to a new business-relations platform, one that 
could form a new medium of economic trust.

Marcel Nickler  
Chief Global Network Officer, BearingPoint 

www.bearingpoint.com

This system is nearly impossible for  
hackers to penetrate.

Blockchain: 
next generation of trust

 froM our MeMbers
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t 
he digital transformation of the German 
economy is in full swing, and everyone 
is quite familiar with the term Industry 
4.0. According to current studies, almost 

two-thirds of all companies in Germany expect 
digital technology to fundamentally change their 
business models within the next five years. In 
particular, traditional industry sectors such as 
mechanical engineering, machinery, automotive 
and electronics as well as banks face growing 
competition from digital rivals outside of their 
respective sectors. These digital challenges are 
hitting companies with shorter and shorter stra-
tegic cycles, therefore causing many companies 
to pass the responsibility for the mega topic of 
digitalization on to the C level of top management. 

Networking with banking partners 
is increasing

The progressive digitalization of companies carries 
implications that have begun to clearly emerge in 
relation to these companies’ banking partners. 
More than one-third of medium-sized companies 
want to network more closely with their banks. 
This has specific implications: For one, customers 
want  24-hour, seven-days-a-week access to bank-
ing services through various channels (omnichannel). 
For another, banks will have to become even more 
involved in their customers’ systems in the future 
if they intend to deliver tangible added value.

Banks can provide either the best price or the best 
advice, right? No, not at all! Today’s banks should 
be able to provide their customers an appropriate 
(digital) solution. Companies have a choice between 
the best price and the best advice: When it comes 
to simple products or services, banks 

should focus on highly standardized, fast and 
mostly digital options that ensure a high level of 
comparability at a favorable price. But if the cus-
tomer has a strategic question, highly individ ualized, 
competent consulting in the form of face-to-face 
dialogue remains the decisive factor.

Social competence: the key to success
 
Since this kind of professional work is receiving 
increasing digital support (e.g., through smart 
data), a relationship manager can focus even more 
on the client’s specific personal goals and needs. 
As a result, social competency is becoming a key 
to customer relationships. This means corporate 
banking has become even more of a people business 
than it was in the past.

Stephan Ortolf  
Head, Corporate Banking, 

Central Germany Division, DZ BANK AG
www.dzbank.de 

Companies have a choice between 
the best price and the best advice.

Digital transformation 
and the people business of banking

 froM our MeMbers
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M odern banking relies on bank money, 
which consists of an obligation 
against the issuing bank. This medium 
of exchange is stored and transferred 

digitally, which offers advantages over cash trans-
fers: bank money can be exchanged through global 
communication networks. A disadvantage over 
cash transfers lies in the additional trust that bank 
money requires, e.g. in the identity of the counter-
party. This trust is provided by intermediaries such 
as banks and financial institutions.

But even though today’s bank money is stored in 
bits and bytes, it is not truly a digital product due 
(in part) to the global infrastructure underlying 
our entire banking system. The way money is 
transferred today still largely mirrors historical 
paper-based processes. This is illustrated by the 

fact that payments are cleared within minutes, 
while settlement can take days. Furthermore, there 
is the double-spending problem. This relates to 
the risk that a copy of the digital item and not the 
digital item itself may be transferred. This presents 
a challenge if the digital item is supposed to store 
value and not just represent a claim (as is done by 
bank money).

Realizing digital advantages
 
We may now find ourselves on the threshold of 
seeing the global banking and payment structure 
transform into an advanced system that truly 
realizes digital advantages. 

Blockchain-based currencies promise cheaper, 
safer and faster transfers. It seems possible to not 
only resolve identity questions, but also the double- 
spending problem. Distributed ledger technology 
(DLT) allows each digital unit to be identified,  
thus enabling digital cash to be transferred as if 
it were a physical item — without the need for inter - 
mediaries.

Such a DLT-based infrastructure could be backed 
by bank money or, moving forward, even central 
bank money. This would guarantee the stability 
of the DLT-based currency’s value. In combination 

with smart contracts, this infrastructure 
could also enable the automatic clearing 
and settlement of securities — again 
without the need for inter mediaries.

Many challenges to realizing this vision 
of a truly digital payment lie ahead. Institutions 
not actively exploring their potential role in an 
infrastructure that no longer supports a business 
model providing trust as a service may not only 
miss out on shaping the future, but also risk 
becom ing redundant.

Blockchain-based currencies promise  
cheaper, safer and faster transfers.

Dr. Florian Reul  
Associate, Financial Regulatory Group  
Linklaters LLP
www.linklaters.com

transferring value  
without money
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commerce germany: how are apps and new  
digital technologies affecting your business?
HENRIK HAHN: From the end-consumer perspec-
tive, it’s hard to imagine life before mobile apps. 
Also, the chemicals industry is increasingly under-
standing that how an organization delivers is just 
as important as what it delivers. Here, apps can 
serve as a viable means for cultivating mean ingful 
interaction with B2B customers. Digital techno-
logies could improve the way we add value, change 
how we target customers, affect our value propo-
sition and ultimately help set us apart from the 
competition by maintaining an innovative edge.      

with digital transformation a key issue across  
the globe, how can organizations ensure the 
success of their digital journey?
There is no silver bullet for succeeding in digital 
transformation. In fact, the process may strongly 
depend on the industry you are in — and it’s not 
just about technology: Digitalization means cre-
ating, communicating, delivering and exchanging 
products and services that have value for customers. 
To create a successful digital journey in traditional 
industries, it might make sense to set up a "shelter" 
for incubating digital businesses — a kind of digi-
tal innovation factory. Furthermore, coordinating 
with others to establish a partner network and 
systematically bundle competencies could foster 
the development of digital business ideas.

From big data to smart data: how can companies 
evaluate and interpret data to benefit their busi- 
ness models?
At present, it’s been the tech companies with their 
clear focus on end-consumer data that have 

primarily dominated data-based businesses. When 
it comes to the "old economy," I have the impression 
that fixing the basics is more the issue we’re strug-
gling with today. By this I mean we’re still facing 
the challenge of adequate data quality. However, 
an increasing number of modern CRM solutions 
and performance-oriented digital marketing efforts 
are beginning to pay off.   

what steps do established companies have to 
take to keep up with disruptive apps and startups?
No doubt about it: Traditional companies can learn 
a lot from startups — from user centricity through 
design thinking to consequent market iterations 
prioritizing speed over bureaucracy. But one has 
to be realistic. The frequently referenced fail-fast 
approach means, in fact, that you have to be clear 
about the difference between outcome and output. 
Nevertheless corporations should be open. 

what impact will digitalization have on the future 
of employment at your company? what new skills 
are you looking for?
In essence, digitalization means new business 
opportunities. This could also result in new jobs. 
Collaboration and coworking will become more 
and more important. And this is not about having 
new technical skills, but more about "shaping 
mindsets" and creating a new digital culture.

'shaping mindsets to  
create a new digital culture'

Dr. Henrik Hahn

Chief Digital Officer
Evonik Industries AG
www.evonik.com
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Digitalization means creating, communicating,  
delivering and exchanging products  

and services that have value for customers.
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cecilie rohwedder: what are your priorities 
as the German ambassador to the United states, 
especially in light of the new Us administration?
PETER WITTIG: We look forward to continue 
working together as close and trusted allies. We’ve 
hit the ground running with many meetings at the 
highest level. Chancellor Merkel and President 
Trump met in March and regularly speak on the 
phone. Our foreign minister has met with Secretary 
of State Tillerson and Vice President Pence in 
Washington; he was, in fact, the first foreign 
visitor for both! Our defense minister had an exten-
sive meeting with Secretary of Defense Mattis at 
the Pentagon. The US has been one of our most 
important international and foreign-policy partners 
over the decades, and we will continue this strong 
tradition.

how do you see the transatlantic relationship  
developing in coming years? what major chal-
lenges and opportunities will it present?
To date, we’ve had the most intense discussions 
on four topics: NATO, Russia, the European Union 
and trade. These constitute some of the biggest 
challenges and opportunities in coming years. 
NATO is the bedrock of our common security and 
has been reinvigorated in light of a newly assertive 
Russia. The conversation on burden sharing re  lates 
to this, and Germany is prepared to engage in this 
debate. We raised our defense spending by  
8% last year. The EU not only brings stability to 
Europe, but I am also convinced that a stable and 
prosperous EU is in the strategic interest of the 
United States.

what kind of future do you see for free trade? do 
you think German concerns regarding possible 
trade restrictions or a border-adjustment tax are 
justified?

International trade and investment have been the 
main drivers of our common prosperity. Our trade 
system of open markets and fair competition has 
served all of us well. Germany and its EU partners 
are in favor of rules-based and transparent free 
trade agreements. Germany is the fifth most im -
portant trading partner for the US, and US and 
European economies are highly integrated. Every-
thing that obstructs free trade and investments 
over the Atlantic hurts jobs in the US and Europe. 
Some forms of the discussed border-adjustment 
tax will violate WTO rules. At the moment, I’m 
very often at Capitol Hill explaining our concerns.

do you see any future for a transatlantic free 
trade agreement at this point?
A transatlantic free trade agreement between the 
US and the European Union, an agreement between 
two advanced economic players with high stan-
dards — could promote our values, foster growth, 
support jobs and protect consumers. I personally 
hope that political momentum will emerge to revi-
talize negotiations and come to an agreement. We 
should strive to place Europe and the US in the 
role of shaping the norms and standards of this 
globalized world.

where can German companies interested in 
investing in the United states find promising 
opportunities?
The best way to measure this is to take a look at 
what is already happening. According to the US 
Department of Commerce, German direct investment 
in the US amounted to $255 billion in 2015, an 
increase of 12% over 2014. German companies in 
the US have created more than 810,000 jobs all 
across the country — most of them in the manu-
facturing sector. BMW’s facility in South Carolina, 
for example, is the No. 1 US automotive exporter 

'we will continue  
this strong tradition'
i n t e r v i e w  w i t h  G e r M a n  a M B a s s a d o r  
t o  t h e  U n i t e d  s t a t e s  P e t e r  w i t t i G  

Prior to serving as German 
ambassador to the United 

States, Peter Wittig  
assumed a number of roles, 

including German ambas-
sador to the United Nations 

in New York and director- 
general for United Nations 

and global issues at the 
German Foreign Office in 
Berlin. Before joining the 

German Foreign Service in 
1982, through which he 

acquired extensive 
knowledge of the Middle 

East, Wittig studied  
history, political science 

and law in Bonn, Freiburg, 
Canterbury and Oxford.
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in terms of value, thereby contributing significantly 
to US exports. German companies in the US gen-
erated sales revenue of more than $466 billion, 
an amount three times higher than all German 
imports into the US. German companies also invest 
heavily into research and development in the US. 
In 2014, R&D spending by German companies 
totaled $7.1 billion.

what can Us businesses learn from those 
in Germany?
One of the assets we can bring to the US was high-
lighted in a roundtable discussion President Trump 
and Chancellor Merkel held with German and 
American companies to discuss workforce develop-
ment and vocational training. Indeed, one of the 
cornerstones of the German Embassy’s work in 
Washington, DC, has been our Skills Initiative, 
which fosters the collaboration between German 
and American businesses as well as local education 

'we will continue  
this strong tradition'

This interview was conducted 
by Cecilie Rohwedder, a reporter at 
The Wall Street Journal. 
Rohwedder has lived and worked in 
Washington, DC, for the last five years. 
She can be contacted at 
presse@amcham.de

and training providers to promote the goal of devel-
oping training programs best suited to businesses’ 
needs. The German dual system of vocational 
training has been a resounding success, and we 
promote this model here and help implement it at 
a local level. We have a lot to learn from each other 
and our close economic cooperation benefits all 
sides. 
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 a mCham Germany lost no time in reaching 
out to the new US administration, send-
ing a small delegation to Washington, 
DC, at the beginning of February. The 

three-day trip included discussions with officials 
from the Office of the United States Trade Repre-
sentative (USTR) and the United States Department 
of State as well as meetings with members of 
Congress, the German ambassador, members of 
various think tanks and journalists.  

Despite the protectionist rhetoric coming from the 
White House, we encountered many free trade 
supporters in the US government, especially in 
Congress. This leaves us optimistic that the door 
to strong trade relations between Germany, Europe 
and the US remains open. During the trip, we could 
see the new US administration values dialogue 
with Germany and the EU; but we also learned we 

cannot take for granted the achievements of our 
long-standing relationship. Germany’s cont ri butions 
to the (economic) development of the US are not 
as self-evident as we would think, and they need 
to be continuously promoted. In short, maintaining 
and intensifying a direct line of com munication 
with political stakeholders in the US is as crucial 
as ever. 

What members of Congress already know needs 
to be pointed out and explained to new government 
officials: Most of the 50 states depend on trade as 
well as on the vast number of jobs created by Ger-
man and other foreign employers and their invest-
ments. German subsidiaries are even some of the 
most important US exporters.

And yet, while uncertainty lingers about the exact 
details of the new US administration’s economic 
and trade policy, AmCham Germany received over-
all positive signals from representatives in Wash-
ington, DC. We will continue our dialogue with US 
political and economic decisionmakers, especially 
now in the current opinion-building process.

The new US administration values  
dialogue with Germany and the EU.
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Dr. Willem Huisman
AmCham Germany  

Vice President
President of Dow Germany 

Chairman of the Board of 
Dow Deutschland Inc.

aMchaM GerMany asKs

 in your opinion, what 
makes Germany such an 
attractive investment 
location for Us companies? 

Germany is not only the largest 
market in Europe, it is also home 
to innovative, high-quality global 
companies.  In addition, it pos-
sesses a well-educated workforce 
and an excellent infrastructure, 
which make it very attractive as 
an investment location. Germany 
also offers great opportunities to 
collaborate across key industrial 
value chains.

what opportunities and 
challenges does the  
transatlantic relationship 
currently face?

 
I think it is indeed regrettable that 
Europe and the US have missed 
out on the opportunity to strength- 
 en their economic relationship 
through the Transatlantic Trade 
and Investment Partnership 
(TTIP). However, the need for 
close cooperation and strong 
transat lantic ties still remains. 
For this reason, I am optimistic 
that decisionmakers throughout 
Europe and the US will recognize 
the need for this again. 

what is your favorite  
place in the Us or Germany 
and why?

In the US, my favorite place is 
the Grand Canyon. It’s simply the 
most impressive natural wonder 
you can imagine. My favorite 
place in Germany is Berlin. This 
is just one of the most vibrant, 
creative and spontaneous places 
in the world.

Questions for:
Dr. willem Huisman3

Ph
ot

os
: f

ot
ol

ia
/n

at
ur

eg
uy

, D
ow



22 commerce germany   1/2017

w 
hile many European countries 
have seen stagnation and only 
very limited economic growth 
over the last few years, Germany 

has done comparably well, enjoying declining 
unemployment, rising wages and expanding export 
volumes as well as remarkable stability in its polit-
ical and economic systems. To secure Germany’s 
prosperity, the next federal government must take 
specific and important steps that enable German 
industries to maintain a competitive advantage in 
the global economy.
 
With its strong, export-oriented industries, Ger-
many depends on open markets, low trade barriers 
and liberal free trade to secure a majority of jobs 
in the country. After all, transatlantic trade alone 

creating the framework for innov ation and growth:  
our recommendations

With an eye toward the upcom-
ing German federal election in 
September, AmCham Germany’s 
policy committees developed 
recommendations for the new 
legislative period that address 
business issues of crucial import-
ance to the Chamber’s member 
companies.
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creating the framework for innov ation and growth:  
our recommendations

To access the  
full position paper, 
scan this QR code:

generates more than 15 million jobs on both sides 
of the Atlantic. Combined with a harmonized ap-
proach to international taxation and binding dis pute 
settlements, the free flow of goods, services and 
people creates more innovation, supports the ex - 
 change of ideas and draws our political and social 
forces closer together to face future challenges. 

In too many areas, investors are faced with high 
bureaucratic hurdles, rigid regulations and exces-
sive costs. Our members argue for the sustained 
reduction in costs and regulations on the energy 
and labor market to ensure the German economy 
remains competitive. Specifically, they call for a 
cap on rising energy prices and increasingly flex-
ible labor-market laws that allow employers to 
adjust to short-term economic fluctuations and 

adapt to the changes in work culture due to the 
digitalization of the economy.

AmCham Germany calls on the future government 
to create a framework that focuses on future tech-
nologies, enables increases in R&D, supports start-up 
growth funding and raises tax-deductibility levels. 
Furthermore, Germany needs to create conditions 
that foster an expansion of the digital infrastructure 
as well as the ability to collect, transfer and process 
data, thus leveraging the potential of big data for 
healthcare and transportation services.

For more information:
Livia Fischer
T +49 30 288789-23
E lfischer@amcham.de 
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 1.  Promoting research and innovation

 2.  Reducing the overall burden for all  

energy customers

 3.  Increasing the overall flexibility of the  

labor market and cultivating flexible  

forms of employment

 4. Minimizing the risk of double taxation

aMchaM GerMany's recoMMendations For action

 5. Facilitating business creation

 6.  Expanding digital infrastructure and legal 
use of big data

 7.  Enhancing the healthcare system in  
a sustainable manner

 8.  Collaborating with partners to counter  
global challenges

 9. Strengthening open markets and free trade

https://www.amcham.de/fileadmin/user_upload/Weichenstellungen_fuer_einen_zukunftsfaehigen_Wirtschaftsstandort_Deutschland__Empfehlungen_fuer_die_kommende_Legislaturperiode_.pdf
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'The speed of  
innovation  
is breathtaking'

tiM Milestones 2017:

commerce germany: The tiM committee recently 
published its position paper "tiM Milestones 
2017," which presents recommendations for the 
digital agenda following the 2017 parliamentary 
elections in Germany. what are the paper’s key 
points?
DR. NIKOLAUS LINDNER: The paper focuses on 
all topics relevant to members of the Telecommuni–
cations, Internet and Media Committee and sig-
nificant for the next legislative period. It deals with 
a broad variety of issues, including platform regu-
lation and artificial intelligence. It’s a "living docu-
ment," so we will add additional topics if they are 
deemed relevant to the public debate. Overall, the 
paper deals with the digitalization of the economy 
and aims to provide policymakers with guidance 
on the next digital agenda to help Germany embrace 
the opportunities presented by digitalization.  

Given the paper’s recommendations on such a 
wide range of topics — from digital infrastructure 
to artificial intelligence — what priorities would 
you have the next federal government in  
Germany address first?
Our paper starts out with the topic of infrastructure. 
We think this should also be the focus of the new 
German government since it serves as the basis 
for all digital services. Another focus should be 
on data security, especially on data transfer be -
tween Europe and the US. But the paper also lists 
things a government should refrain from doing: 
As we have seen in the past, politics tend to focus 

i n t e r v i e w  w i t h  d r .  n i K o l a U s  l i n d n e r

Dr. Nikolaus Lindner
AmCham Germany
TIM Committee Chair and 
Director Government 
Relations for
DE & EEC, eBay Corp.
Services GmbH

on risks rather than opportunities, which is why 
we encourage the next German government to 
refrain from overregulating new develop ments 
before it has understood the real impact of them.     

against the backdrop of the many recommen-
dations in the paper, is there one overarching 
message you would like to highlight?
The speed of innovation is breathtaking. This can 
be frightening and challenging for everybody, 
including policymakers. However, a key to  
the future development of the ICT [information 
and communication technology] industry in Ger-
many is an open regulatory framework that fosters 
innovation and an innovative culture.

Many issues primarily seem to affect the ict 
industry. why are they also so important to the 
German economy as a whole?
I would rather focus on digitalization than on the 
ICT sector. Digitalization already does or will 
eventually affect every sector — and obviously not 
on a national, but on a global scale. Therefore, 
policymakers have to focus on digitalization to 
ensure Germany provides the best environment 
for innovation to thrive. 

For more information:
Constanze Krüger
T +49 30 288789-27
E ckrueger@amcham.de
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We’re everywhere you need us to be.
n 43 locations in 19 countries
n 12 data centers
n Mobile ediscovery solution

We’re right next door.
n Case-specific ediscovery expertise 
n Document review facilities
n State-of-the art datacenter

Kroll Ontrack GmbH | Hanns-Klemm-Straße 5 | D - 71034 Böblingen
+49 7031 644 101 | ediscovery.de/com

Your global partner 
in ediscovery.

Policy UPdate 

To access the full  
position paper,  

scan this QR code  
or visit amcham.de

Expanding the gigabit infrastruc-
ture must be the top priority 
in the upcoming legislative 
term. This requires primarily 
investing in fiber-optic net-
works and heavily promoting 
5G. Other key issues such as 
digital education and digital work 
are very high on the agenda. We need 
to ensure everyone is fit for the digital society and 
guarantee digital work is synonymous with good 
work.

After accomplishing a lot 
this period in the form 
of broadband expan-
sion and financing for 
startups, the focus 
now has to be on the 
qualification of special-
ists. We need many, many 
more software developers and data analysts. In 
addition, we have to create qualification pro-
gram options throughout all levels of the educa-
tional system.

Which priorities are on the digital agenda 
for the upcoming legislative term?

Lars Klingbeil  
Member of the German Parliament  
Network Policy Spokesperson  
SPD Faction of the German Parliament

Thomas Jarzombek  
Member of the German Parliament  
Digital Agenda Spokesperson  
CDU/CSU Faction of the German Parliament

P OL I T IC A L I NS IGH T S:

http://ediscovery.de/com
https://www.amcham.de/fileadmin/user_upload/Public-Affairs/TIM/AmCham_Germany_TIM_Milestones_2017.pdf
https://www.amcham.de/fileadmin/user_upload/Public-Affairs/TIM/AmCham_Germany_TIM_Milestones_2017.pdf
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t 
he results of this year’s survey leave little 
room for ambiguity: 2016 was a success-
ful year for US companies in Germany 
and the outlook for 2017 remains promis-

ing. A total of 85% of respondents anticipate in - 
creased sales revenue in 2017 — a 10-year high. 
Improvements are still needed in energy and employ-
ment costs as well as corporate taxation, however. 
Pressure for reforms in the next legislative period 
will continue to mount, coupled with ongoing un - 
certainty about the new US administration. 

The geopolitical challenges facing other countries 
underscore Germany’s attractiveness as a business 
location for US subsidiaries. In 2016, 70% of sur-
veyed companies reported greater sales revenue, 
while nearly half boosted investments and one-third 
increased the number of employees. 

Germany’s attractive rating as an investment 
location confirms these results. Currently, three- 

quarters of US businesses view Germany as a good 
or very good investment location, which is attri-
buted to factors such as the sound reputation of 
the highly skilled workforce (100%), a strong 
supplier network (94%) and research and develop-
ment potential (91%). 

Nevertheless, the long-term investment outlook is 
more critical. This is illustrated by 67% of US busi-
nesses believing that investment conditions will 
stay the same in the next few years and even one-
fourth of respondents feeling these will deteriorate.

Quick, broad reforms required

When asked about economic reforms for the next 
legislative period, 82% of US investors said it would 
be difficult to implement them. Investors believe 
the next German government should increasingly 
advocate free trade and open markets (94%), create 
the proper framework conditions for a modern  

amcham Germany Business Barometer '17
investment sentiment among 
us subsidiaries remains positive

Significant investments in 2016, high expectations for sales revenue in 2017

2007    2008    2009    2010    2011    2012    2013    2014    2015    2016    2017
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Percentage of  
companies that registered 

an increase in sales 
revenue, investments  
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for the respective year 

(2007-2016) or anticipate 
an increase (2017)
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Investment and financing conditions

Digital infrastructure

Economic and industrial policy

Labor costs

Corporate taxation

Energy costs

Policy UPdate
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AmCham Germany’s Business Barometer is an annual study that draws from 
the results of an exclusive survey among US subsidiaries in Germany. Now in 

its 14th year, the study depicts the overall business conditions for US invest-
ors in Germany and reflects current investment trends. This year’s Business 

Barometer is supplemented by two focal points: the German parliamentary 
elections in fall 2017 and the new US administration.

Investment check

digital economy (94%), and strengthen research and 
innovation capabilities (91%).

Uncertainty about new US administration

Nearly half of respondents are unsure about the 
impact of the new US administration’s policies on 
their activities in Germany, but nearly 60% of US 
companies are convinced of the ongoing stability 
of business ties between the two countries. Only 
47% feel the same about German-American polit-
ical relations, however.

For more information: 
Daniel Hawk
T +49 69 929104-42
E dhawk@amcham.de

Excellent/good

Neutral

Not good/bad

Quality of employees

Supplier networks

Research and development

Infrastructure

Reliability of framework conditions

Potential as sales market

100 44 55 1

63 31 6 3 36 61

643 3364 1521

70 624 5512 33

94 6 36 40

91 9 5821 21

Question:  
How would you  

rate the following  
investment conditions? 

(in percent)
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damovo deutschland 
Gmbh & co. KG
burkhart böttcher

deloitte Gmbh  
wirtschaftsprüfungs- 
gesellschaft
Colin schenke

dentons europe llP
richard fagerer

deutsche Bank aG 
Alexander wolf

deutsche lufthansa aG
Dirk Janzen

dürr aG
Carlo Crosetto

Freshfields Bruckhaus  
deringer llP
Dr. Gregor von bonin

helbling Business advisors 
Gmbh
ulrich feindt

hilton Munich Park  
erwin Verhoog

hP deutschland Gmbh
susanne Kummetz

john deere Gmbh & co. KG 
felix Loose

K&l Gates llP
barbara Helten

landesbank Baden- 
württemberg
Matthias Heuser

U.i. lapp Gmbh
Matthias Lapp

Mayer Brown llP
Dr. Marco wilhelm

Microsoft deutschland 
Gmbh
Dr. Guido brinkel
Markus Köhler
inger paus

As a global testing service provider  
supporting transatlantic trade, it is essential 

for us to get firsthand information about  
economic developments and regulatory trends. 

By providing contact with important  
representatives from government agencies  

and organizations in the US, AmCham  
Germany serves as a key network for  

this type of information.

Stephan Schmitt
Member of the Executive 
Board of Management of 
TÜV Rheinland AG
www.tuv.com
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new MeMBers

nike deutschland Gmbh
Kilian breuer
Adnan Karaca
sebastian niemeyer

nrw.invest Gmbh
stephan Jungen

Philip Morris Gmbh
stefan Giffeler

Praesta deutschland 
Gmbh
Dr.-ing. Jürgen neumann

Procter & Gamble  
Germany Gmbh
Andreas Zinsser

PUMa se
Hubert Hinterseher
Arno Hopfensperger
Andreas Klenk
frank wächter

radisson sas schwarzer 
Bock hotel wiesbaden
Helge Lütters

AmCham Germany!

✔   Interested in learning about current developments  
in business, politics and technology firsthand?

✔   In need of practical information about day-to-day  
transatlantic business?

✔   Looking for an in-depth exchange among experts  
as well as national and international connections?

AmCham Germany provides a strong  
platform that promotes trade and invest-
ment between the US and Germany. This 

represents a great opportunity for The 
Hackett Group, a global consulting leader 
for business support functions, to meet 
people interested in strengthening the 
already strong relationship between  

both countries.

Georg Bach
Managing Director of  
Central Europe
The Hackett Group GmbH
www.thehackettgroup.com

AmCham Germany is the right 
partner for you. Become a member 
of one of the most influential orga-
nizations in trans atlantic business. 

For more information:  
t +49 69 929104-31  
e  membership@amcham.de 

the voice of  
transatlantic  

Business
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roland Berger strategy 
consultants Gmbh
regina Koerner

v. rundstedt & Partner 
Gmbh
Attila Khan

taylor wessing Partner-
schaftsgesellschaft mbB
Dr. nora wessendorf

volkswagen aG
sascha Kummle

warth & Klein Grant  
thornton aG wirtschafts- 
prüfungsgesellschaft
Carsten Carstens

wilmer cutler Pickering 
hale and dorr llP
Dr. Martin braun

 

individUal MeMBers

John Conroy
Julius Dahrens
Hartmut Engler
Peter Gassen
Oliver Kiaman
Dr. Knut Kille
Markus Liebig
Marion von Lieres und  
   Wilkau
Frederic Maas
Elke Mailand
Patrick Natanzon
Thimo Prohl
Nerissa Rothhardt
Günter A. Schillinger 
Alexander C. Schmid
Daniel-Nicolas Seidl
Peter E. W. Sigwart
Gabriele Stahl
Georg Weishaupt
Leif Erik Wollenweber

Join
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wraP-UP

next issue  

amcham Germany:   
The Voice of transatlantic business  

our topics will include:
•  Corporate management: Workplace 4.0
•  Report on the 114th Annual Membership Meeting 2017  

in Frankfurt/M
•   Interns' arrival: Continuation of AmCham Germany's  

successful initiative "US-German Internship Program" 

For more information:
 
Sabine Karbowy
t +49 6127 9993150
M +49 171 7579768
e skarbowy@acc-verlag.de
 
Barbara Böhnke
M +49 176 66637488
e bboehnke@acc-verlag.dePUBlishinG date: september 2017

Eveline Y. Metzen  

AmCham Germany General Manager

w 
ith nearly 3,000 members from a wide range of industries 
and sectors, we at AmCham Germany have made it our 
mission to serve as the voice of transat lantic business. This 
means having an open ear for our members while paying 

close attention to all that is happening in the transatlantic marketplace. 
Furthermore, we view ourselves as a bridge-builder and a catalyst for dia-
logue — whether among individual industries, or, on a larger scale, between 
the entire transatlantic business community and policymakers, the media 
and society as a whole. That’s just one reason why we lost no time in reaching 
out to the new US administration in February and why we will continue to 
foster transatlantic dialogue on both sides of the Atlantic in the months to 
come.

One such example is our meeting with members of Congress Dana Rohrbacher 
and Brian Higgins in April in Berlin. Both representatives praised Germany’s 
dual vocational system — a message that is also illustrated by AmCham 
Germany’s 2017 Business Barometer. Put simply, the German system is 
admired by US policymakers and businesses alike for its ability to train 
workers and prepare them for the requirements of next-generation manufac-
turing. After all, new digital technologies are changing the world as we know 
it and thus have a fundamental impact on the way we live and work.

For this reason, our next issue of commerce germany will pick up where this 
one left off — namely, with Workplace 4.0. We at AmCham Germany look 
forward to sharing new and exciting insight with you and to welcoming you 
in the future!

eveline y. Metzen

closinG date 
For  

advertisinG: 

august 17,  
2017
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calendar

29
Business luncheon

Wolfgang Clement 

DÜsseLDorf

4 12 
amcham Germany 
Forum

Uber Germany GmbH 

MuniCH

jUne

jUne

jUly

octoBer

May

Upcoming event highlights 
AmCham Germany 
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Christian Aigner  
Director, Tax, Länder-
spezialist USA,  
KPMG Düsseldorf 

Christian Schmid 
Head of German Tax  
Center, International Tax, 
KPMG New York

Fourth of july celebration

frAnKfurt/M

&

31 
international summer 
Barbecue

DresDen

25 –26
11th annual  
transatlantic  
Business conference 

frAnKfurt/M

aUGUst

23
expert Briefing

topic: Global Tax Reform — Was US-Unternehmen über die 
Steuerreformen in den USA und Europa wissen müssen

DÜsseLDorf

8
summer Barbecue

DÜsseLDorf 

27
Business after hours

Festo Vertrieb GmbH 
& Co. KG

stuttGArt



BIOPHARMA
LEBEN
WIR 

GEMEINSAM

Erfolgreich die Stärken eines globalen 
Pharmakonzerns mit der Innovationskraft 
der Biotechnologie vereinen.

www.b-ms.de

MIT PATIENTEN
SCHWERE 
ERKRANKUNGEN
ÜBERWINDEN.

Wir bei Bristol-Myers Squibb arbeiten 
täglich daran, innovative Medikamente 
für Erkrankungen mit hohem 
therapeutischen Bedarf zu entwickeln.

Wir fokussieren uns dabei auf

·  Onkologische Erkrankungen (Immunonkologie)

· Kardiovaskuläre Erkrankungen

· Erkrankungen des Immunsystems

· Fibrotische Erkrankungen
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http://www.b-ms.de

	EDITORIAL
	CONTENTS
	CHAMBER NEWS
	COVER STORY
	DOSSIER Viewpoint
	DOSSIER From our members
	DOSSIER Interview Dr. Henrik Hahn
	TRANSATLANTIC TRENDS Interview Ambassador Peter Wittig
	TRANSATLANTIC TRENDS Washington, DC, trip
	IMPRINT
	AMCHAM GERMANY ASKS Dr. Willem Huisman
	POLICY UPDATE Creating the framework for innovation and growth
	POLICY UPDATE TIM Milestones 2017
	POLICY UPDATE AmCham Germany Business Barometer '17
	NEW MEMBERS
	WRAP-UP
	CALENDER

