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EDITORIAL

Dear Readers,

Frank Sportolari 

AmCham Germany 

President

Society is changing — and with unprecedented dynamism. Driven by digitaliza-
tion, artificial intelligence and robotics, whole areas of life are transforming: 
employment, industry, education and the economy. But where will this journey 
take us? We will look into this question in this edition of commerce germany. 

The famous science journalist Ranga Yogeshwar discusses the impact machines 
have on our daily lives and why a digital agenda is necessary to strengthen 

democracy in the era of digitalization. In keeping with this digital focus, our 
dossier takes a look at how digitalization is transforming the working world.  

Reiner Hoffmann, Federal Chairman of the German Federation of Trade Unions,  
answers these questions while also focusing on developments in the US. In addition, 

Michael Hüther, Director of the German Economic Institute (IW), comments on the intro-
duction of a solidarity-oriented universal basic income in a digitalized working world. 

But that’s not all we’re looking at in this issue: Our Board member Dinko Eror explains how new tech-
nologies such as artificial intelligence and robotics will change the way we live and work in the next 
decade. What does digitalization mean for mobility in big cities? Frank Ruff from Daimler AG expounds 
on this topic. The automotive group from Stuttgart uses artificial intelligence to ease traffic flow and 
create mobility options using “learning mobility systems.” In light of global challenges, such as world 
hunger and overpopulation, US agricultural engineering company John Deere presents its concept of 
smart farming. 

But it is not only society that is changing: Transatlantic relations are also undergoing change, if not 
disruption. We talked with former US Ambassador to Germany John B. Emerson about the current 
transatlantic relationship. One of Ambassador Emerson’s predecessors, John Kornblum, is sharing his 
view on the German-American partnership. He argues that not only the US, but also Europe holds a 
responsibility for redefining transatlantic relations. And Stefan Niemann, Director of the ARD studio 
in Washington, DC, provides insights into the current political situation in the US before the November 
midterm elections. 

In these turbulent times, commerce germany offers food for thought beyond day-to-day politics and 
provides a platform for discussions on fundamental questions surrounding transatlantic relations.

Enjoy reading the magazine,
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Frank Sportolari

www.accenture.de/innovation



Networking professionals:  
the members of AmCham Germany

... of AmCham Germany means joining one of the most influential organiza-

tions in transatlantic business and gaining access to a top-level network. 

The Chamber offers a long list of member advantages. These be nefits in-

clude networking opportunities, advocacy, valuable information resources, 

business support services and public communication. Depending on the 

size of your company, we offer the following membership categories:

• Executive Membership

• Corporate Membership

• Delegate Membership

• Basic Membership

• Individual Membership 

Executive Membership benefits:

• Four free Delegate Members in addition to the company’s membership

• Company logo featured on our website

•  Presentation of company logo in a special section of the  

AmCham Germany Yearbook

• Invitations to exclusive events

• Preferential admittance to Policy Committees

contact

Sibylle Wagner
T +49 69 929104-31
E swagner@amcham.de

Masha Conquest
T +49 69 929104-52
E mconquest@amcham.de

The voice of 
transatlantic  

business

amcham germany invites you

www.amcham.de 

Becoming a member...
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AmCham Germany team: New colleagues 

Over the past several months, AmCham Germany has welcomed new and return-
ing colleagues to its staff. The events team has gained a new member with Julia 
Zhao. Before coming to AmCham Germany, she worked as a project manager at 
Frankfurt Business Media. She will be the contact person for regional events in 
Cologne, Düsseldorf, Erfurt, Nuremburg and Munich. Markus Mill has taken on 
the position of Head of Stakeholder Management and Business Development.  
He is transferring from Brussels, where he worked as a consultant for European 
Policy at the German Economic Institute (IW). Frank Hufnagel joined the commu-
nications team as Head of Communications and Press Relations and is based in 
the Berlin office. Ines Ceylan and Anna Schneider have returned from parental 
leave and continue their work as part of the communications team.

New members on the  
AmCham Germany Board of Directors 

At AmCham Germany’s 115th Annual Membership Meeting in Stuttgart, Ralf 
Brinkmann, President and Chairman of the Board, Dow Germany, and Dr. Sylvia 
Rothblum, SVP, German-Speaking Territories and Israel, Warner Bros. Enter-
tainment GmbH, were voted onto the Executive Committee as new vice presidents.

New members were also voted onto the Board of Directors: Adel B. Al-Saleh, 
Member of the Board of Management, Deutsche Telekom AG for T-Systems; Wolf-
gang Kopplin, Deputy Chairman, Ford-Werke GmbH, and Managing Director, 
Ford of Germany; Kathrin Menges, Executive Vice President, Human Resources 
and Infrastructure Services, Henkel AG & Co. KGaA; and Kadir Teoebasi, Pres-
ident and General Manager Germany Hub, Lilly Deutschland GmbH. 

12th Transatlantic  
Business Conference  
in Berlin on Nov. 29–30

For the first time, the Transatlantic 
Business Conference will take place in 
Berlin; and in choosing the title “In Trade 
We Trust — Shaping the Global Market-
place in Times of Disruption,” we are 
making a clear point. The conference 
will address the current protectionist 
developments and uncertainties in the 
transatlantic marketplace as well as 
focus on such topics as trade, digitali-
zation and restoring trust in the Euro-
pean-German-American partnership.

Speakers will include James R. Fitterling, 
CEO, Dow Chemical Company; Lisa 
Davis, Member of the Managing Board, 
Siemens AG; Niels Annen, Minister  
of State at the Federal Foreign Office;  
Richard A. Grenell, US Ambassador to 
the Federal Republic of Germany; Dieter 
Kempf, President of the Federation of 
German Industries (BDI); Dr. Marcus 
Chromik, Chief Risk Officer, Commerz-
bank AG; Dr. Wolfgang Eder, CEO, 
voestalphine AG; and Dr. Ulrich Nuss-
baum, State Secretary, Federal Ministry 
for Economic Affairs and Energy.

NEWS
CHAMBER
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Lisa Davis, Member of the Managing Board, 
Siemens AG
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berlin airlift 
contest

www.airlift-contest.com

patrons

Governing Mayor of Berlin Michael Müller

U.S. Ambassador to Germany Richard A. Grenell

We want to hear from you! How do you live and  
experience transatlantic relations?

media partnersponsors 

Go with the Experts

partners

CHAMBER NEWS

Berlin Airlift Contest:  
Future of the German-American partnership

70 years ago, the start of the Berlin Airlift 
sent an important signal for developing the 
postwar transatlantic friendship. At a time 
when this friendship can no longer be taken 
for granted, today’s young generation has 
a unique opportunity to shape the future of 
the German-American partnership. To sup-
port this, AmCham Germany has created 
the Berlin Airlift Contest to encourage young 
people to express what the transatlantic 
partnership means to them. Contestants can 
be as creative as they would like and submit 
essays, reports, poems, short stories, video 
blogs, radio features or podcasts, and raps. 

The winners will be honored during a trans-
at lantic evening in Berlin on Nov. 8.  
US Ambassador to Germany Richard Grenell 
and Governing Mayor of Berlin Michael 
Müller serve as patrons of the contest.

More information about the contest can  
be found on our website:  
https://www.amcham.de/events/ 
berlin-airlift-contest
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New AmCham 
Germany Office in 
Frankfurt am Main 

AmCham Germany moved its 
Frankfurt am Main office a few 
buildings down to Börsenplatz 
13–15. 

Here we’ll create an open space 
where we can meet and work 
together with our members and 
guests. Once everything is 
completed, we will encourage 
you to stop by and check out 
our new workspace!
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Passing the baton
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T 
he venue of the 115th Annual Mem-
bership Meeting, Stuttgart, could not 
have matched this year’s theme 
better: “Hidden champions — the 

driving force for transatlantic innovation 
trends”. Baden-Württemberg hosts around  
800 branches of American companies and 
combines US-German expertise in engineer- 
ing, automation and education with a trans- 
atlantic commitment to constant innovation 
and an open exchange of ideas.

1 1 5 t h  a n n u a l  m e m b e r s h i p  m e e t i n g

Bernhard Mattes hands over the reigns to AmCham 
Germany's new president, Frank Sportolari.
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CHAMBER NEWS

AmCham Germany’s diverse network is fueled by enthusiastic ideas,  
a broad platform supporting an open business climate  

and the intercultural exchange of ideas.
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In compelling, thought-provoking panels and 
speeches, various business and political leaders 
expounded upon how entrepreneurs actively shape 
and need to cope with global trends. Dr. Samit 
Ghosh, a German start-up founder who expanded 
his business, the P3 group, into the US,encouraged 
businesses to embrace the ongoing transformations 
and to adopt a flexible, adaptable strategy. Still, 
as Martin Herrenknecht of the globally successful 
German family business Herrenknecht AG made 
clear, this calls for a non-bureaucratic, confident 
business environment. Cem Özdemir warned 
against mistaking the entire US with the political 
viewpoint of the current American administration. 
He reminded us “that the US is not Washington, 
DC, and Washington, DC, is not the White House.” 
In the view of our keynote speaker, Peter Altmaier, 
businesses face similar issues on both sides of the 
Atlantic. The US-German partnership can provide 
a solid framework for addressing challenges and 
opportunities associated with global trends. 

At the meeting, Frank Sportolari was elected as 
the new President of A mCham Germany.  
Convinced of the value a US-German economic  
and business partnership can bring to American 
and German companies, Sportolari stressed his 
commitment to AmCham Germany’s already wide-
spread membership base. In order for the trans- 
atlantic relationship to thrive further, Frank  
Sportolari pointed to the next generation of trans-
atlanticists: “The instrumental pillar of a strong 
German-American partnership can only be 
strengthened and sustained if AmCham Germany’s 
diverse network is fueled by enthusiastic ideas, a 
diverse platform supporting an open business 
climate and the intercultural exchange of ideas.”

Every year, AmCham Germany 
honors its long-standing  
members with membership 
certificates at the Annual 
Membership Meeting. 

This year, it even honored  
a company, Internationale 
Spedition H. & C. Fermont, 
which has been a member  
for 90 years.

“Small players can suddenly become competitive through  
digitalization,” explained Insa Klasing, CEO & Co-Founder  
of TheNextWe.

1 1 5 t h  a n n u a l  m e m b e r s h i p  m e e t i n g
premium event partner 

IBM 
platinum event partners 
Daimler | KPMG | Philip Morris
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CHAMBER NEWS

The new AmCham Germany  
president
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After your first 100 days as president, what has 
stood out to you the most at AmCham Germany?

The first 100 days have been very exciting. 
After the steel tariffs went into effect, there has 
been an enormous demand for the Chamber to make 
its position known. Additionally, I’ve been meeting 
with as many members as possible since I was 
elected; it’s been great hearing from them and 
listening to their ideas. 

What do you specifically see as the Chamber’s 
role in strengthening transatlantic relations?

As a business chamber, we have pretty clearly 
defined views on what is good for business. The 
views of the Chamber align very well with a sus-
tainable economy that provides opportunities for 
companies and people all over the transatlantic 
region. Because we’re transatlantic, we’re able to 
provide nuance that other organizations are not 
as able to do. And that’s one of our particular 
strengths. 

What advice would you give companies unsettled 
by the current developments in transatlantic 
trade?

Despite uncertainty, any crisis is an opportu-
nity. Companies can look at their business models 
and see what they can do to be more flexible. What 
tools and strategies should one use today to thrive 
in a world that’s less predictable? Technology is 
disrupting the way businesses are run. All we can 
do is try to use this chance to encourage more 
flexibility in the way we do business.

One of the biggest current drivers of change  
is digitalization. Where do you see the most  
potential for businesses and for society?

It should be a given that digitalization is going 
to be a fundamental part of how we do business 
in the future. Digitalization has to be used as a 
springboard to create new products, to reach new 
market segments and different customers and to 
make products deliverable in remote locations. So 
digitalization is really a must.

Do you see potential for Germany and the US 
to work together to really reap the benefits of 
digitalization?

Cooperation could help smooth some of the 
differences in digitalization: its provisions and 
governance, and the differing viewpoints on both 
sides of the Atlantic on what it should do. There 
are numerous examples of websites in the US that 
are still not selling to Europe and companies that 
took their European site down because they couldn’t 
meet the requirements. This underlines the sig-
nificance of solving trade distortions. 

Looking to the future, where would you like 
AmCham Germany as an organization to be?

AmCham Germany will remain an organization 
that is led and driven by its membership. I’m not 
looking for a radical departure from the past. My 
real goal is to breathe more life into AmCham  
Germany and foster much more participation by 
our incredible members. I really want to make it 
an organization that becomes a trusted adviser on 
both sides of the Atlantic — an organization for 
people to find out about what business is thinking 
and what businesses need to be successful.

Because we’re transatlantic, we’re able to provide  
nuance that other organizations are not as able to do

I N T E R V I E W  W I T H  F R A N K  S P O R T O L A R I 
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n e x t g e n  k i c k o f f  c o n f e r e n c e

About the NextGen Initiative

AmCham Germany launched its NextGen Initiative  
in 2017 to connect young professionals who have a 
strong interest in the transatlantic partnership and  
to foster the significant bond between the US and 
Germany among the aspiring next generation of  
leaders and influencers. By bringing together peers 
from a variety of sectors, AmCham Germany aims to 
support tomorrow’s decision makers and business 
leaders in developing their networks and leadership 
skills as well as in establishing their roles as transat-
lantic ambassadors within their companies. This 
unique program will not only enhance each partici-
pant’s skill set, but also create a young, up-and-com-
ing community within AmCham Germany. Each year’s 
participants are chosen from a pool of promising 
employees, nominated by our corporate members.  
The Board of Directors and the NextGen Steering 
Committee take part in the selection process. 

Young leaders 
look behind 

the curtain of 
transatlantic 

relations 
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CHAMBER NEWS

 The transatlantic partnership is alive  
and well—despite the current discord.

T hirtyfive up-and-coming business lead- 
ers from all sectors were chosen to 
participate in AmCham Germany’s newly 
launched NextGen Program. The pro-

gram was kicked off with a four-day conference 
at the Lufthansa Conference Center near Frankfurt 
am Main. Each day featured a different topic, pro-
viding the participants with sound knowledge and 
insights into AmCham Germany, the digital trans-
formation of society and economy, and recent 
developments in transatlantic relations in terms 
of foreign and security policy, economic coopera-
tion and the media.

Roland Koch, Chairman of the Board, UBS Europe 
is on the NextGen selection committee and opened 
the conference with a discussion on the future of 
transatlantic relations and globalization with the 
NextGen participants. He made a special point to 
address the importance of good leadership. Dona-
tus Kaufmann, Member of the Executive Board of 
thyssenkrupp, and Matthias Machnig, former State 
Secretary at the Ministry of Economic Affairs also 
came to talk about transatlantic trade. They both 
stressed that only free trade will bring long-term 
competitiveness. In a conversation, Danyal Bayaz, 
Member of the German Bundestag ((Alliance '90/
The Greens), and Sabine Bendiek, Managing Direc-
tor of Microsoft Germany and Member of the 

AmCham Germany Executive Committee under-
scored that digital transformation won’t succeed 
if it doesn’t include people. A site visit at SAP, 
Germany's largest and most cutting-edge tech 
company, offered insights into both innovation and 
leadership. Other high-level experts from think 
tanks, the military and the media also attended 
and engaged with NextGen participants.

A design thinking workshop and an Oxford-style 
debate took the NextGen participants out of dis-
cussion mode and into a setting where participants 
could work on topics with each other. In these and 
other sessions, they proved their creativity, broad 
interest and enthusiasm. 

“The NextGen Conference demonstrated that the 
transatlantic partnership is still strong because it 
is strengthened by personal ties.” Eveline Metzen, 
General Manager, AmCham Germany stated at the 
conclusion of the conference: “This is why we have 
to ensure we keep the next generations interested 
and actively involved in the German-American 
partnership. The NextGen Initiative is our contri-
bution to this goal, and I encourages all AmCham 
Germany members to nominate the high-potentials 
in their companies for the NextGen Program, 
2019/20.”
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Ranga Yogeshwar’s enthusiasm  
for sciences is grounded in his 
studies of particle physics and 
astrophysics as well as his work 
for the Swiss Institute for 
Astrophysics (SIN) and CERN’s 
Research Center in Geneva. 

Committed to making scientific 
knowledge accessible to all of soci-
ety, Ranga Yogeshwar continued 
his career as a science journalist 
at several publishing houses in 
1983, pursuing on to radio broad-
casting and television. In that 
position, Yogeshwar headed the 
Department of Science at the West 
German Broadcasting Cooperation 
Cologne (WDR) and developed the 
concepts for and hosted several 
science shows such as WDR’s 
“Quarks & Co” — which first aired 
more than 25 years ago — and 
ARD’s “Show of Natural Wonders.” 
In addition, Yogeshwar has pub-
lished several books, such as 
“Next Exit Future” (2017) and 
“Any more questions?” (2009), 
which have become bestsellers in 
Germany.  

Yogeshwar’s TV and media 
engagement, in which he continu-
ally advocates for a rational and 
calm understanding of scientific 
facts and news, have earned him 
more than 60 prizes, including the 
Order of Merit of the Federal 
Republic of Germany. 

About Ranga Yogeshwar

Social change— 
threat or chance? 
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I N T E R V I E W  W I T H  

R A N G A  Y O G E S H W A R

 S 
  ociety is going through a period of change 
right now. What’s this process all about?
We’re living in times of epochal change. 
This very fundamental transformation 

has actually just begun, and several factors are 
fueling it. Digitalization, in particular, is altering 
the makeup of our society. These processes are 
yielding uncertainties, and we have to carefully 
address a number of questions: Where are we 
heading? What are the sense and purpose of prog-
ress? Which areas can be advanced through crit-
ical dialogue? 

Where is this journey taking us?
For the first time in human history, we’re now 

able to create a symmetry of information with the 
help of globalization and global communications 
facilitated by the internet. Today, it doesn’t matter 
if you’re sitting in Bombay, Berlin or Boston. If you 
have an internet connection, you have access to 
the same information. Technologies like the smart-
phone have changed entire communication and 
business processes. They’re changing communi-
cation within society and impacting the very way 
a society views itself. And then there’s the dawn-
ing of artificial intelligence: Machines are taking 
over certain processes once reserved for human 
beings and are doing these jobs much better than 
we can. This will have a huge impact on our work 
world over the long term. 

In what ways could the increased use of machines 
and artificial intelligence impact the working 
world?  

We’ll see job displacement: Certain jobs will 
disappear, and new types of jobs will be created. 
But what will happen if entire industries suddenly 
lose jobs, if call centers were to shut down tomor-
row or if sales personnel became obsolete because 
they’ve been replaced by technology. Amazon is 
already pointing in that direction. Such changes 
will cause a period of instability. During this period, 
entire population groups will experience existen-
tial fear. They’ll worry about whether they have 
a future. This can lead to anxiety-driven populis-
tic reactions, a step backward. This is where social 
networks come into play and give a voice to the 
silent majority. Populists exploit the situation and 
act illiberally because they disregard the rights of 
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Nothing is more constant in life than 
change. This wisdom is all the more true 
today because change poses a particular 
challenge to our society. Not only has 
the type of disruptions changed, they are 
also accelerating at a breathtaking rate: 
It took 75 years for the classic telephone 
to be used by 100 million people; but 
it only took 16 years for mobile phones 
and 4.4 years for Facebook. In the age of 
digitalization, it’s not only communication 
that’s rapidly changing: Entire sectors of 
the economy are also undergoing swift 
transformation; the working world is 
reorganizing itself and with it education, 
too, and how we’ll have to learn in (and 
for) the future. And not to leave out: Arti-
ficial intelligence will have an even more 
radical influence on our future than all the 
digital changes before it. However, it’s not 
clear exactly where this journey will take 
us. In addition to uncertainty, the question 
arises as to how people will react to these 
disruptions and how they will deal with 
them. Some stop at the edge of innovation 
and refuse to go further, while others jump 
at the opportunity. In our interview for the 
following cover story, science journalist 
Ranga Yogeshwar explains why.
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minorities or ignore certain values. As we move 
into our digital future, we must find a long-range 
solution to such instability. 

Do you think enacting new laws would be  
a solution? 

Our era of digitalization is like the discovery 
of a new continent. Profitable resources are initially 
exploited undemocratically. It used to involve gold 
in America. Today, it involves sensitive data. Grad-

ually, civilizing processes were put into place and 
laws implemented. One example is the Declaration 
of Independence, which helped civilize the United 
States. We’re seeing the same thing in the digital 
continent that we once experienced in the history 
of real continents. We’re waiting for such a Dec-
laration that will gradually define the rules of the 
game. This process will certainly irritate some 
people because the power of the pioneers will 
decline. We have determined that business groups 
in the digital world have gained an unbelievable 
amount of power in a short time and that laws are 
needed. This year, we’ve experienced this in 
debates about Facebook and Cambridge Analyt-
ica — discussions that resulted in a new approach 
to data protection.

What impact is digital transformation having  
on our daily lives?

Let me answer this by providing an example: 
Virtual assistance already understands language 
very well. In the book business, audio books are 
really popular, much more than e-books. Looking 
at this trend, you might predict that certain people 
may be moving toward a post-text world where no 
one reads. Instead of reading a user’s manual, 

people watch videos on YouTube. In this world, 
people will ask themselves: What will this change 
mean for education? Are we learning things in 
school that we won’t need later on? 

What will education be like in such a digital  
society?  

Education will no longer be restricted to a cer-
tain period of time; it won’t just stop when you 
finish your degree. Today, we tend to need creative 
people who focus less on reproducing existing 
knowledge and instead concentrate on more pre-
cisely learning to innovate. Our educational con-
cepts must enable students to “learn to learn” and 
prepare them for the time they’re in the real world 
where continuing to learn is essential.

How are human beings changing in this era  
of digitalization, artificial intelligence and  
the increased use of machines?

Since the days of Aristotle, people have been 
asking what makes human beings special, partic-
ularly in terms of what separates them from the 
animal kingdom. Humans have been described as 
“anima ratio,” which means that human beings, 
unlike animals, are capable of thinking rationally 
and planning ahead. Today, this debate is being 
waged about the difference between humans and 
machines. We’re asking ourselves what distin-
guishes us and what differentiates us from 
machines. Will future systems be able to express 
something like empathy? Will machines also per-
haps be able to understand us emotionally? Patent 
registrations are on the rise for technologies that 
try to understand our emotions. Will we have 
therapists in the form of machines or will we decide 
that human beings have a certain quality that 
machines do not possess and that we want? This 
can be a characteristic a machine doesn’t have, 
something we can’t describe. And this is exactly 
the reason why this quality can’t be transported 
into the world of machines. 
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exploited undemocratically
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M achines have, in a certain way, become “intelligent” 
and execute complex tasks. In the future, we will 
no longer just operate machines as we have in 
the past, but will work together with them. But 

what does this next era of human-machine partnerships look 
like? Two international studies commissioned by Dell Tech-
nologies have explored how new technologies such as artifi-
cial intelligence, robotics, virtual and augmented reality, and 
cloud computing will change the way we live and work in the 
next decade. According to the experts surveyed for the study, 
employees and companies must prepare for the following 
developments by 2030:
•  The majority of jobs in the year 2030 — about 85% — 

haven’t been invented yet; the ability to acquire new 
knowledge will therefore be essential to being part of the 
professional world of the future.

•  Machines will not necessarily replace the human workforce, 
but the process of finding work and employee recruitment 
will change: With new and data-driven placement tech-
niques, companies will be able to draw on talent from all 
over the world.

In a second phase of the study, 3,800 company executives 
from 17 countries were asked about the development of 
human-machine collaboration: 82% believe the human work-
force and machines will work together as “integrated teams” 
in their companies within the next five years.

However, whether this future suggests an opportunity or poses 
a threat seems to divide the executives: 50% say automated 
machines will give people more free time while the other 50% 
disagree. This divided thinking continues in these areas as 
well: 
•  Intelligent machines will manage our everyday lives and 

connect people with highly personalized goods and services: 
43% yes, 57% no.

•  By letting smart machines execute unpopular tasks, job 
satisfaction will increase: 42% yes, 58% no.

•  Improved collaboration opportunities between humans 
and machines will increase productivity: 49% yes, 51% 
no.

•  Schools will have to teach students how to learn instead 
of teaching them what to learn if they are to prepare them 
for jobs that do not exist yet: 56% yes, 44% no.

•  With an increasing dependency on technology, risks such 
as cyberattacks will increase: 48% yes, 52% no. 

Among executives, therefore, no digital euphoria has broken 
out. A very substantial proportion of the respondents even 
expressed skepticism about the future. When asked if better 
opportunities for cooperation would lead to more productivity, 
the experts disagreed. Half the executives did not expect an 
increase in productivity! It seems indisputable that people 
will work with machines differently than before — but even 
key industry executives don’t have a clear idea of how that 
will look. The impending upheavals, however, require active 
planning, especially on the part of decisionmakers. 

The new relationship with  
machines requires planning
Two studies have investigated how the relationship between humans  
and machines works, and they show executives are deeply divided  
in their expectations for the future. 

Dinko Eror

Senior Vice President and 
Managing Director  

Dell EMC Deutschland

Dinko Eror is responsible  
for the strategic alignment  

of Dell EMC as a provider  
of digital transformation  
solutions and services as  

well as for promoting Dell  
EMC’s growth in Germany.  

Eror has more than 25 years  
of professional experience  

in the IT industry and  
has been working for  

EMC for nine years.

D I N K O  E R O R ,  D E L L  E M C  D E U T S C H L A N D

VIEWPOINT 
FROM OUR MEMBERS
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The great transformation 
of human mobility

We are witnesses to an era that will enter history books as the 
third great transformation of mobility and transport. It follows 
the invention of the automobile and the subsequent trans- 
formation driven by maturation in reliability, safety, comfort, 
performance, mass production and individualization.

Dr. Frank Ruff

Head of the “Future Trends & 
Insights” department in Group 

Research at Daimler AG

www.daimler.com/de

Dr. Ruff’s team is dedicated to 
innovating and shaping the 

future of mobility and trans-
port by scouting the next gen-
eration technologies, creating 

scenarios for mobility and 
transport, combining customer 

insights and idea generation  
in the INNOVATION STUDIO, 

and leveraging open innova-
tion platforms like STARTUP 

AUTOBAHN. 

T he demand for comfortable, safe and 
individual mobility continues to increase 
worldwide. Furthermore, the deepening 
of international economic relations is 

invigorating goods transportation. The steady 
growth of demand for mobility and transport 
requires innovations that boost efficiency and 
sustainability while also addressing the growing, 
increasingly diversifying demands of customers.

In a nutshell, future mobility will be “Urban CASE.” 
As more than half of humanity already lives in 
cities and this share continues to rise, urban mobil-
ity will serve as the breeding ground for innovative 
vehicles, public transport and new mobility con-
cepts. The future of cars, vans and trucks is “CASE”: 
connected, autonomous, shared and electric. In 
the city of the future, vehicles will be connected 
to a real-time “mobility data cloud.” Vehicles will 
anticipate traffic bottlenecks with “predictive 
intelligence” and seek their optimal route and speed. 
Connectivity will also enable seamless trip chains 
integrating several modes of transportation like 
private cars, public transport and on-demand 
mobility services. As more and more vehicles 
become highly automated, drivers and passengers 
may relinquish the steering wheel to lean back and 
relax or use the commute time for communicating 
or working. Mobility services like free-floating 

car-sharing fleets, ride hailing and pool buses with 
on-demand routes will f lourish. “Sharing” and 
“automatization” will converge into new “shared 
autonomous” mobility options. This means that in 
a few years we will see self-driving cars that can 
be hailed instantaneously for an individual trip. 
Vehicles in sharing fleets will navigate autono-
mously to high-demand locations. Autonomous 
delivery vehicles on their routes will release “micro-
bots” carrying individual parcels to their final 
destinations. And lastly, vehicle fleets will increas-
ingly become electrified, emission free, silent and 
more sustainable in their energy usage.

What else will happen? Just to cite a few concepts: 
Cars will be equipped with personalization features 
capable of learning user habits — e.g., they might 
enable an immersive fit and healthy experience by 
integrating music, air-conditioning, ambient light 
and individual scents into a massage program. 
Innovations in artificial intelligence will enable 
“learning mobility systems” that ease traffic flows 
and instantaneously create mobility options where 
they are needed. 

All in all, mobility will change profoundly in upcom-
ing years. It’s an exciting time we’re living in, one 
filled with lots of opportunities — and a great deal 
of responsibility, too!

In 2036, living, mobility and transport in Stuttgart may very well have transformed 
into a connected, autonomous, shared and electric urban mobility system.

D R .  F R A N K  R U F F ,  D A I M L E R
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Smart farming:  
The digital farm 

Automation and networking of tractors and  
combine harvesters is rapidly increasing  

in agricultural technology. Georg Larscheid  
describes digitalization in farming.

Georg Larscheid

Integrated Solutions  
Implementation Manager  
at John Deere GmbH & Co. KG

www.deere.com | www.deere.de

G E O R G  L A R S C H E I D ,  J O H N  D E E R E

D  ue to the advance of globalization in 
farming and the rise in extreme weather 
conditions, the farming industry world-
wide is under considerable pressure to 

produce on a more cost-effective and sustainable 
basis. To achieve that in the short and medium 
term, experts are of the opinion that digitalization 
in farming will have a major impact, with the topic 
of automation playing a decisive role.

An example of this is integrated automatic imple-
ment guidance. This system automates both the 
tractor steering and the transverse displacement 
of the implement using DGPS (Differential Global 
Positioning System) and camera technology. In 
addition, the forward speed is controlled fully auto-
matically. This automation solution enables us to 
significantly reduce herbicide use over large areas.

At the same time, documenting data is becoming 
increasingly important for farmers. Consumers want 
to know how food is produced. Digitalization also 
offers huge opportunities in this area, since each 
work step is recorded. As a result, seamless proof 
of all the fertilizing and crop protection measures, 
for example, is possible. 

We take the topic of data protection extremely 
seriously in documentation and recognize that 
production-related data in particular is very sen-
sitive for our customers with regard to data pro-
tection. To achieve data security, we align both the 
technical infrastructure for data storage and pro-
cessing, and the internal processes of our employ-
ees to this aspect.

Although there is indeed justification for long-term 
perspectives and strategies, we regard implement-
ing digitalization in farming as a gradual process 
that will continue for many decades. 

Although it is possible to technically imagine com-
pletely remote-controlled farming under greatly 
idealized conditions, application across the board 
is still a considerable way off, since the variability 
and unpredictability of local conditions in farming 
out in the open are extremely complex.

Smart farming is sustainable 
and consumer friendly
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The future  of work
People must be placed at the  
center of digital change

W  hen a cost-slashing wave swept 
through German factories in the 
1970s and 1980s, many workers 
wondered whether machines or 

robots would soon throw them out of work. A dark 
shadow was cast across the future of gainful 
employment. Today, in the middle of the digital 
age, we, the unions of Germany, are leading the 
discussion on the “work of the future!” All of us 
are well acquainted with the horror scenarios: 
Robots and computers will shove most people aside 
and shatter the material basis of their lives. We, 
too, have heard the doomsday predications and 
think they are completely misleading. 

Economy 4.0 will create new work and living con-
ditions, and erase the borders separating regions, 
markets, industries, companies, machines and 
people. In addition, it will gain a new raw material: 
“Big Data.” Technological change can create oppor-
tunities to improve the world of work, making it 
more humane, more mobile and more self-deter-
mined. But digital change will also pose risks. 
People have to do more work in less time, and many 
secure jobs will become more and more uncertain. 
The benefits of digitalization will be unevenly 
distributed. For this reason, we must critically 
monitor the digitalization process on all levels and 
actively shape it in political, ethical and social 
terms. Human beings must be placed at the center 
of this change. 

Tapping the opportunities of digitalization will 
require huge investments in education. Life-long 

learning will become more important than ever 
before. For this reason, we need a right to advanced 
training. This is the only way for us to remain 
employable and competitive. We also need indus-
trial policies that promote the creation of new jobs 
and social policies that will support and encourage 
those individuals who are temporarily unable to 
find work. People who make broad-brush predic-
tions that strike fear into the hearts of millions of 
people and assert that experience, skills and knowl-
edge will be worthless tomorrow have failed to 
grasp the real challenges. In the process, they are 
driving people into the arms of populists.

A look at the US should serve as a warning to us 
in Europe: Silicon Valley has shaped the discussion 
about digitalization. With its mix of revolutionary 
and save-the-world rhetoric as well as its brass- 
knuckle business practices, Silicon Valley has 
completely ignored the problems of old industry 
centers, the Rust Belt and rural regions — as well 
as the people who live and work there. This failure 
contributed significantly to the election of the 
populist Donald Trump. We see here just how 
dangerous the path of blind devotion to technology 
can be. In Germany and Europe, we must prevent 
such social polarization from occurring, and we 
must conduct a public discussion about transfor-
mation. It is a discussion that should involve polit-
ical leaders and social-contract partners as well 
as citizens themselves. This is the only way that 
the working world of the future can be a structure 
on the basis of solidarity and progressive thinking.

R E I N E R  H O F F M A N N ,  

G E R M A N  F E D E R A T I O N  O F  T R A D E  U N I O N S

The digital measurement will alter work  
performed by humans in fundamental ways

 

Chairman of the German 
Federation of Trade Unions 
(DGB)

Reiner Hoffmann has been a 
member of the Management 
Board of the DGB since 2013. 
His particular focus is on funda-
mental matters, social policy 
participation, and international 
and European trade union policy.

Reiner Hoffmann
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The future  of work
Giving the unemployed  

access to regular jobs

C  heered by various commentators, the 
solidarity-oriented universal basic income 
(solidarisches Grundeinkommen) has 
entered the public debate on long-term 

unemployment in Germany as a promise of salva-
tion. A sustained analysis, however, reveals this 
point: The proposition from leading Social Demo-
crats (SPD) neither expresses solidarity nor con-
stitutes a basic income, and the wording itself is 
by and large strongly misleading.

Long-term unemployed people need  
intensive support and training 

Long-term unemployment in the German labor 
market is nevertheless a highly relevant issue: 
Close to 1 million people have been actively seek-
ing employment for over 12 months and are con-
sidered — while noting all the imprecisions of 
definitions — to be long-term unemployed people. 
These potential labor-market participants did not 
benefit from the recent employment boom. They 
are poorly qualified and struggle with health issues 
more often than the rest of the German workforce.

These individuals apparently need particularly 
intensive support and training, which shifts this 
issue back on the agenda: the chronic underfund-
ing of Germany’s job centers in terms of reintegra-
tion training.

Unfortunately, this is not what the architects of a 
solidarity-oriented universal basic income had in 
mind. They envisage a government-backed “social” 
labor market that tries to address unemployment 
by having the state practically — and indefinitely — 
employ the unemployed. This hardly qualifies as 
universal basic income. In fact, it’s a form of sub-
sidized employment legitimized through the hack-
neyed slogan “it’s better to fund employment than 
unemployment.”

Governmental employment measures 
remove the incentive for a regular job

In general, this is tantamount to returning to the 
past and Germany’s long-forgotten employment- 
creation measure (Arbeitsbeschaffungsmaßnahme). 
This is a foolish step backward as there are few 
labor-market instruments that have turned out to 
be as defective as this one. The approach removes 
the incentive to search for a job in the regular labor 
market, and it creates subsidized competition that 
could potentially crowd out private companies. 

This backwards-look ing proposit ion for a  
solidarity-oriented universal basic income has 
simply very little in common with solidarity. 
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P R O F .  M I C H A E L  H Ü T H E R ,  

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

Solidarity-oriented universal basic  
income is a step backward

VIEWPOINT 
EXTERNAL

 

Director and Member of the 
Presidium of the German 
Economic Institute (IW Köln) 

Prof. Michael Hüther has worked 
at the IW Köln since 2004, 
before that he served as Chief 
Economist of the DekaBank, 
Frankfurt am Main. 

Prof. Michael Hüther



John, it’s great to see you. Tell us, what brings 
you to Germany these days?

Thanks for having me. Actually, I come back 
to Europe quite frequently. I returned to the Cap-
ital Group, which is one of the most established 
asset management companies in the world and 
where I worked for 16 years before becoming 
ambassador. We’re essentially a Mittelstand com-
pany, 85 years old, family founded in the third 
generation of family leadership and the largest 
active manager of mutual funds in the world. I 
come to Europe to meet with clients and financial 
institutions to talk about different investment 
opportunities as well as geopolitical risks. Day to 
day this involves speaking at conferences, meeting 
with clients and presenting to small client gather-
ings around the world. 

It’s also great that you can actually take the  
experience that you gained during your time  
here as an ambassador and bring it back to your 
firm to provide others with your knowledge. 

That’s part of what I wanted to do. When I’m 
here, I also have a volunteer role as the newly 
elected chairman of the American Council on Ger-
many (ACG) and a newly elected board member of 
the German Marshall Fund. During my time here, 
I was deeply committed to the transatlantic rela-
tionship and I hope to continue in that capacity 
through my volunteer efforts. 

Taking into consideration your level of commit-
ment to transatlantic relations, what do you 
expect in this area for the future? 

While we are in a period of some uncertainty, 
there is no more important relationship for 
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Transatlantic partnership:
Discussions on trade  
have to move forward
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Former US Ambassador to 
Germany, John B. Emerson 
laid the foundations for his 
career studying law, philoso-
phy and administration. 

Before entering the political 
realm as President Bill 
Clinton’s advisor on trade 
issues in 1993, Emerson prac-
ticed as a prosecutor in Los 
Angeles’ City Attorney Office. 
Subsequently, Emerson 
entered the private sector and 
managed as President of 
Capital Group Client Services 
one of the world’s largest 
investment management firms 
from 1997 to 2013. At a time 
of turmoil in German-US rela-
tions in 2013, President 
Obama appointed Emerson as 
US ambassador to Germany, 
for which he received the 
renowned State Department’s 
Sue M. Cobb Award for 
Exemplary Diplomatic Service.

Convinced of the importance of 
strengthening the personal 
level of state relations and the 
transatlantic relationship, 
John B. Emerson is a member 
of several nonprofit boards, 
including the German Marshall 
Fund, the American Council on 
Germany (ACG) and Atlantik-
Brücke e.V. 

About John B. Emerson



 
America or for Europe than these regions’ rela-
tionships with each other, and that’s because of 
our shared values. We just had a conference with 
ACG and Atlantik-Brücke about the state of the 
transatlantic relationship. At a poll conducted on 
the conference, more than two-thirds of Germans 
and two-thirds of Americans reiterated the impor-
tance of the transatlantic relationship and expressed 
the importance of our shared values, such as free 
speech and democracy. There was, however, a 
sense among those polled that those values 
appeared to be eroding somewhat, but there was 
also a sense that there is great opportunity for us 
to work together on global challenges such as 
fighting terrorism and addressing climate change. 
Through some of the work of AmCham Germany, 
ACG and Atlantik-Brücke, we can help to grow 
and deepen people-to-people and business-to-busi-
ness relationships.

Due to societal changes within our countries, 
both the US and Europe are experiencing growing 
populist movements. Where do you see domestic 
challenges in our respective societies?

While globalization and the technological rev-
olution have created millions of jobs and opportu-
nities for great prosperity, a significant number of 
people have been left behind in this process. This 
led to some of the frustration we saw with Brexit 
and part of what lead to the support of Donald 
Trump’s election in the US. There’s also a fear about 
cultural change, social liberalization and about 
immigration, which has been a reason for our con-
tinued economic success and our ability to reinvent 
ourselves over and over again. I hope the leaders 
of the EU and the US recognize this reality and 
begin to come to grips with it. What makes me the 
most nervous is the sense that there’s an increas-
ing lack of trust in fundamental institutions that 
have really provided the foundation for the growth, 
prosperity and peace we’ve largely enjoyed over 
the past 70 years, certainly in the transatlantic 
relationship. 

Because we’re facing the same problems in 
Europe and the US, it would actually be easier 
if we worked together to solve them. In many 
respects, the US needs allies to address these 
global problems. Do you think the US still has the 
leverage to form these alliances? 

Let me address “America First”: It isn’t neces-
sarily in America’s interest if “America first” means 
“America alone.” As a matter of fact, I don’t think 
former presidents from Truman through Obama 
thought they were putting America second when 
they continually worked to develop multilateral 
institutions that make America stronger. Past 
presidents just had a sense that one way to put 
America first was to have America work in con-
junction with its allies. It’s important for the trans-
atlantic relationship and for Europe to strengthen 
what it brings to the table as well. We’re beginning 
to see a movement in that direction. 

Let’s focus on the opportunity side since you’re 
dealing with investment all over Europe and  
the US. What can Europe do to strengthen trans-
atlantic business relations? 

I’ve never heard President Trump say he didn’t 
like trade agreements; he just doesn’t like bad trade 
agreements. Clearly, there would be some kind of 
opportunity. I’m concerned when I read in the press 
that some Europeans say that if these tariffs are 
imposed, we’re not going to talk. The US and Europe 
should always be talking. I’m sure Europe has some 
of the same issues; what struck me the most was 
many of those issues were some of the same issues 
we were pushing during TTIP negotiations. That 
tells me there is a commitment and an interest in 
moving forward with discussions on trade.

We don’t hear much about how Democrats are 
positioning themselves in the lead-up to the  
midterm elections in the US. Is the Democratic 
Party moving in a different direction; do they 
have a different agenda?

First of all, I think the midterm elections will 
be very close. Right now, you clearly see energy 
coming from the Democratic Party’s base that’s 
fueled by the last couple of years. These midterm 
elections are fundamentally going to be much more 
candidate-by-candidate choices than some kind of 
overall referendum on the direction of the country. 
You’re going to have a high turnout among Repub-
lican voters who want to express their support for 
the president; and among Democratic voters who 
want to express their opposition to these policies. 
One thing we know for sure is that the day after 
the midterms, as is the case in our system, the 
presidential campaign will start.
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Midterm mania: 
How Trump energizes 
fans and foes alike

G U E S T  A R T I C L E  
B Y  S T E F A N  N I E M A N N ,  A R D



The midterms matter so much because there’s an awful lot at 
stake. I’m certain victorious Democrats would crush the Repub-
lican legislative agenda in Congress. If they took over either 
the House (possible) or the Senate (unlikely), they could block 
the Obamacare repeal as well as additional cuts to Medicare, 
Social Security and welfare. If they won the House back, Dem-
ocrats would gain new momentum to investigate the Trump 
administration. Whether that might even lead to the president’s 

impeachment — I find that impossible to predict. But the impeach-
ment process starts in the House and might become more likely 
should that chamber be controlled by the president’s political 
enemies (even though it would take two-thirds of the Senate 
to actually remove a president from office).

Post-power shift in the midterm elections: Demo- 
cratic rebellion, Republican loyalty?
Results of primary races show a shift in patterns of the past 
when Republicans (or rather Tea Party crusaders) often chal-
lenged GOP leaders and Democrats fell into the party line. In 
2018, it seems to be the other way around: Democrats rebel 
while Republicans tend to toe the party line. In fact, Republicans 
in Congress have turned into a club of spineless opportunists 
who betray most conservative principles and have abandoned 
all pride to please this president, one who gave them what they 
never expected to see: the triumph over Hillary Clinton.

In one Democratic Party primary in New York, we saw  
Alexandria Ocasio-Cortez land the biggest upset victory so far: 
The 28-year-old liberal activist and first-time candidate crushed 
Joseph Crowley, a veteran lawmaker who was deeply rooted in 
the Democratic Party establishment. He 
was even being tapped as a potential 
speaker of the House. The New York Times 
calls Ocasio-Cortez’s victory “a stunning 
illustration of the energy on the left this 
year.”

Regardless of the outcome, I’m quite opti-
mistic that in the end, these midterms will 
not have been about HIM, but about some-
thing much bigger: about checks and bal-
ances, rule of law and freedom of the press. 
In short: about America’s democracy and 
its unique ability to reinvent itself and 
emerge stronger.

TRANSATLANTIC TRENDS

H  is name is not on the ballot, yet it all seems to be 
about him: Donald Trump. When Americans return 
to the polls for the midterm elections on Nov. 6, all 
435 seats in the House of Representatives, one-third 

of the 100 Senate seats and no less than 36 governorships will 
be contested. That day also marks the middle of Trump’s term. 
It’s halftime for the 45th president of the United States. There 
is no doubt about it: The results of this year’s midterm elections 
will shape the future of Donald Trump’s presidency. But did his 
first two years in the White House change the way people vote, 
the way politicians campaign? And did the self-proclaimed 
disruptor in chief succeed in shaking up America’s democracy? 
My answers: YES, YES and NOPE — and that’s good news. I 
HOPE.

A study conducted in June among 2,002 adults by PEW Research 
Center, a nonpartisan “fact tank,” found: “Compared with recent 
midterms, more voters … say their view of the president  
— positive or negative — will influence their vote for Congress. 
A 60% majority say they consider their midterm vote as essen-
tially a vote either for Donald Trump (26%) or against him (34%). 
These are among the highest shares saying their view of the 
president would be a factor in their vote in any midterm in more 
than three decades.”

To the barricades! Voter mobilization … on both sides 

Twitter Trump, this self-centered, protocol-defying, provocative 
president, seems to deepen America’s divide. I only see uncon-
ditional admiration or absolute condemnation. Many conser-
vatives shake their heads because of his often shameful behav-
ior — making America right again is the wet dream of Christian 
zealots. At the same time, progressives unite to stop Trump 
from destroying the liberal America they love. While this pres-
ident serves as a role model for activists of the so-called alt-right 
movement and encourages them to openly lobby for their nation-
alist, xenophobic and racist agenda, I have no doubt that he 
also mobilizes America’s left. Ironically, maybe as much as 
Obama did — although under a different pretext, of course. 
Take the swingleft.org movement, founded the day before 
Trump’s inauguration: Its volunteers focus on contested con-
stituencies and pump all their campaign resources into them 
to swing House seats from Republican to Democrat—sometimes 
far away from where the activists themselves live.

Greatest leader of all time vs. lame duck

So, will the Republicans defend their respective majorities in 
both chambers of the US Congress and have Trump’s back for 
another two years? Or will he have to deal with a 116th Congress 
that is partly or entirely dominated by Democrats, and thus 
share the fate of his predecessor, Barack Obama, who found 
himself blocked by a powerful opposition?
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Democrats rebel while  
Republicans tend to toe Party line
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Stefan Niemann 

is US correspondent  
and director of the  
ARD Studio in  
Washington, DC.
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TRANSATLANTIC TRENDS

An Atlantic world in transition 

T 
hese are difficult days for transatlantic 
business. We are in the midst of an  
era of fundamental — at times destruc-
tive — change. Fears that technology is 

destined to destroy our way of life are leading to 
anger and confrontation. Pressure to find answers 
is growing.

If change is so intrusive, our best course is not to 
block change, but to establish the morals and val-
ues of democratic civil society at the core of the 
global digitalized system. More important than 
the EU’s General Data Protection Regulation (GDPR) 
would be a re-freshed Helsinki Final Act that estab-
lished values for the digital age.

Our Western story remains convincing: Our way 
of life is superior because it works. No one else 
can provide the freedom and prosperity that West-
ern values have made possible. But if the West is 
to remain a defining global force, future governance 
must emerge from the grassroots. Our citizens are 
telling us that old top-down methods no longer 
work. 

As an example, I’d like to discuss an initiative a 
group of us has started in Berlin. We are offering 
an American-based program in English over the 
UKW frequency abandoned by the NPR network. 
Our goal? Transatlantic dialogue at the community 
level from the ground up. We’re unique in Germany 
as a nonprofit, noncommercial, community-oriented 
media platform. We’re neither beholden to sponsors, 
nor limited by the political correctness of German 
public radio.

But there’s more: Our locally produced outreach 
to Berlin’s rich ethnic mix carried out both in per-
son and through the many new digital platforms 
offers a chance to expand our message and help 
integrate the thousands of new Berliners into the 
city.

Why KCRW Berlin and not Radio Kiez or something 
more typical of Berlin? Because the name KCRW 
— the call letters of one of Los Angeles’ NPR sta-
tions — adds not only an aspect of California, but 
also invokes the spirit of the namesake that embod-
ies the new Berlin more than any other station in 
America. Our joint heritage offers a truly unique 
mix of news, music and culture found nowhere 
else in the world.

Such grassroots approaches are key to helping new 
generations understand why rules-based liberal 
systems are the best way to ensure that in the 
future, as today, our Atlantic world will operate, 
in the words of John F. Kennedy, as “a system of 
cooperation, inter-dependence, and harmony.”

Please listen: You can find us at  
104.1 MHz in Berlin.  
Or online at www.KCRWBerlin.com

About Former Ambassador John C. Kornblum 

John C. Kornblum is a senior counselor at Noerr 
LLP. He served as US Ambassador to Germany 
from 1997 to 2001. He has spent over 35 years 
working in the American Foreign Service.  
John C. Kornblum has served as an AmCham 
Germany Board Member for 20 years.
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In your opinion, what makes Germany such an attractive 
investment location for US companies? 

In times of political upheaval and insecurity like we’re currently facing in 
many parts of the world, it’s especially important to rely on stable partnerships 
and a safe environment for investments. 

Located in the heart of Europe, Germany is the continent’s largest economy 
and able to guarantee exactly this kind of stability. Germany’s quality stan-
dards, efficiency and highly educated specialists are some of the benefits 
investors enjoy. And, of course, the quality of life in Germany is especially 
high: A British magazine recently selected three German cities to be among 
the top eight of their 2018 list of the most livable cities in the world.

 What opportunities and challenges does the transatlantic 
relationship currently face?

For the last 70 years, the relationship between the US and Germany has drawn 
on common values and interests. The US is the most important trading partner 
for Germany, and Germany is the fifth biggest export market for the US.  
Current turbulences such as the debates around German military expenditure 
or punitive tariffs hopefully won’t damage the partnership in the long run.  
In my opinion, there’s no doubt the US is the only possible partner for Europe 
in terms of guaranteeing political and economic stability and influence.

 
What is your favorite place in the US or Germany and why?

Munich’s city center on a sunny day in summer is one of my favorite 
places. Sitting in a café, sipping my cappuccino and enjoying the surround-
ings remind me why I made Munich my “hometown.” 

3 QUESTIONS

Questions 
for  

Dr. Sylvia 
Rothblum

1

2

3
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Dr. Sylvia Rothblum has been  
Senior Vice President of  

German-Speaking Territories & Israel  
at Warner Bros. Entertainment  
GmbH International Television  

Distribution for 16 years.  
She is a member of the AmCham  
Germany Executive Committee.

SVP German
Speaking Territories & Israel

Warner Bros. 
Entertainment GmbH
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  Is Germany prepared for and internationally 
competitive in digital change in the areas  
of labor, education and infrastructure?

Political voices from Germany:

Germany has received very bad ratings 
regarding the status of digitalization, be it 
in the fields of education, labor or telecom-

munications. It’s always too little, too late. Better 
coordination by the government and a consistent 
strategy that puts common welfare front and cen-
ter is necessary. Digitalization offers many chances 
to save natural resources, yet Germany is currently 
not using this potential and not developing enough 
new technologies that would place us in the  
top tier.
 

 

Tabea Rößner, Green Party 
Member of the German Parliament 
Spokesperson on Internet Politics for the  
Alliance ’90/The Greens Parliamentary Group  
in the Bundestag

I meet smart minds almost every day who 
shape digital change with creativity, inno-
vation and passion. But I see the federal 

government failing to create the public policy and 
legal and regulatory framework needed for digital 
change. This is reflected in the slow expansion of 
digital infrastructure and the lack of flexibility in 
labor law as well as the low levels of IT equipment 
and digital education in our schools. In these and 
other areas of digitalization, Germany lags behind 
both Europe and on the international level. If we 
want to make Germany a leading digital nation, we 
can only do so with a digital ministry that coordi-
nates and is responsible for digital trans-
formation.
 
Manuel Höferlin, FDP 
Member of the German Parliament 
Spokesperson on Digital Policy of the FDP 
Parliamentary Group in the Bundestag
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In our section POLICY SPOTLIGHT 
we inform you about AmCham Germany’s advocacy work. As the voice of transatlantic business, we’re 
committed to having an open ear for our members and conveying their interests to relevant political leaders, 
think tank members and other stakeholders in Germany, Europe and the US. Strong transatlantic ties are 

the guiding principle of our policy committees, which are an important pillar of the Chamber’s portfolio. 

Germany is building on a solid foundation 
for digital transformation. For the next step 
to digitalization, we need to further accel-

erate infrastructure development. A new era in 
start-ups has begun in Germany over the last two 
years, and modern businesses are changing. The 
most important issue here is this: Our schools 
urgently need better equipment and qualified 
teachers. And that’s what we’re working to achieve. 
As a Social Democrat, I continuously focus on 
working conditions. In this area of policy, import-
ant preparatory work was already been carried out 
in the last legislative period and very concrete 
proposals have been made. These proposals have 
to be implemented to ensure that digital 
work will be a success story in Germany.

Dr. Jens Zimmermann, SPD 
Member of the German Parliament 
Spokesperson on Digital Policy of the SPD 
Parliamentary Group in the Bundestag

We live in a world that is becoming increas-
ingly digital. Society as a whole has to shape 
and be part of the digital transformation in 

order to unlock its opportunities and realize its 
positive effects. With its digital agenda, the German 
government has set a clear policy for moving for-
ward. With regard to digitalizing our infrastructure 
and labor markets, we have made great progress. 
However, when it comes to getting our educational 
system ready for the digital age, we still 
have to improve.
 

 
 
Tankred Schipanski, CDU 
Member of the German Parliament 
Spokesperson on Digital Policy for the CDU/CSU 
Parliamentary Group in the Bundestag
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T he digital transformation of Germany’s econ-
omy is key to securing the country’s position 
as a leading industrial nation. What will this 
transformation mean for government policy? 

The right conditions must be created to ensure that 
Germany’s economy can remain competitive and inno-
vative. 

The German government has already taken several 
important steps to improve the coordination of digitali-
zation by appointing a state minister for digital affairs 
and by upgrading the Department for Innovation to the 
Chancellor’s Office. But digitalization is a cross-ministry 
undertaking that requires not necessarily centralization. 
We, therefore, welcome the appointment of the state 
secretary for digital affairs and the creation of digitali-
zation departments in many important government 
ministries. Against this backdrop, AmCham Germany 
calls for the country to systematically continue down 
the path of digitalization. In the process, Germany must 
always weigh and carry out digitalization from the per-
spective of the issues under consideration and the respec-
tive legal, public policy and regulatory framework. 

Our member companies welcome the objectives set by 
the German government. These aims include creating 
a national, competitive digital infrastructure, teaching 
digital skills to all age groups, improving conditions for 
start-ups, constructively addressing the challenges of 

the digital work world, providing and expanding the 
resources needed to improve security in cyberspace, 
and expanding digital administrative activities. AmCham 
Germany believes the German government’s digital 
policies should set the following priorities:

•  The expansion of high-performance digital infrastruc-
tures for conventional and mobile communication 
networks will require a regulatory framework that, 
above all, creates incentives for private investment 
and strengthens competition. 

•  Given the key role that provider activities play on the 
internet, clear rules regarding the responsibilities 
assumed by service providers for third-party content 
are needed. The European e-commerce directive 
contains reasonable assignments of responsibility 
for many areas. However, the introduction of these 
rules into German law has lacked the necessary clar-
ity. Furthermore, the directive is being implemented 
to widely different degrees across Europe. This has 
created legal uncertainty as well as contradictory 
and, occasionally, impractical court rulings.

•  Platform regulations should not stand in the way of 
innovation and growth. They must always be placed 
on applying existing laws. If Germany is to continue 
expanding its strong presence in the industrial inter-
net, it needs high-performance, industrial platforms 

d i g i t a l i z a t i o n

A transatlantic digitalization  
and innovation region?!
F U E L I N G  T H E  D I G I T A L  A G E N D A  B Y  A  C L O S E R  C O O P E R A T I O N 

B E T W E E N  B O T H  S I D E S  O F  T H E  A T L A N T I C 
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POLICY SPOTLIGHT
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and the appropriate political framework that will facilitate 
the collection, processing, storage and transmission of 
data.

In particular, our member companies believe that the free, 
secure exchange of data with other economic areas will play 
a key role. This exchange of data will form the foundation for 
a prosperous German and European digital economy. AmCham 
Germany supports the German government’s commitment to 
transatlantic data exchange under the Privacy Shield agree-
ment.

Another important element is a functioning transatlantic 
partnership because Germany’s and Europe’s digital economy 
cannot afford to be cut off from the US market. Normally, new 
products are launched in North America and Europe at the 
same time. The dialogue on both sides of the Atlantic must, 
therefore, be intensified.

The transatlantic economic region is critically important for 
the facilitation of innovation, and not just in terms of digita-
lization. The creation of joint standards and norms must be 
advanced. After all, uniform rules are vital to small and medi-
um-sized enterprises. Working together, Germany, the EU 
and the US have an opportunity to positively shape digital 
change and manage the challenges associated with it. In the 
process, a balance must be achieved, between a critical exam-
ination of the impact of technological developments and a 
positive interpretation of technology. The German government 
must move to the forefront of this effort.

AmCham Germany’s policy committees: Our members’ 
forum to articulate and convey policy recommendations  
on critical business, government, legal and regulatory 
issues.

POLICY COMMITTEES

•  Policy Coordination Committee

•  Aerospace and Defense Committee

•  Corporate Responsibility Committee

•  Energy and Climate Committee

•  Financial Services Committee

•  Healthcare and Life Sciences Committee

•  Innovation and Research Committee

•  Social and Labor Affairs Committee

•  Tax Committee

•  Telecommunications, Internet and Media Committee

•  Trade Committee

 T E L E C O M M U N I C A T I O N S ,  I N T E R N E T  A N D  M E D I A  C O M M I T T E E

The TIM Committee is the voice of 
AmCham Germany’s member companies 
in the information and communications 
technology sector. It aims to create fair 
competition and advocates for an innova-
tion- and investment-friendly climate in 
those markets. The committee regularly 
engages in discussions with key decision-
makers in order to promote the digital 
transformation of the economy and society.

T H E T EL ECOM M U N IC AT IONS, 
IN T ER N E T A N D M EDI A  

COM M I T T EE 

For more information
Livia Fischer
+49 30 2130056-23
lfischer@amcham.de
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FROM APRIL 2018 TO AUGUST 2018

Welcome new members 
CORPORATE MEMBERS

Akademie für Internatio-
nale Rechnungslegung 
(AkiR) GmbH
Prof. Ralph Brinkmann 
CPA, Instructor, US-GAAP 
Representative
Cologne

Arvid Nienhaus Coaching
Arvid Nienhaus 
Owner
Berlin

Büschl Unternehmens-
gruppe Holding GmbH & 
Co. KG
Ralf Büschl 
CEO, Main Shareholder
Grünwald

ChargePoint Germany 
GmbH
Tina Zierul 
Senior Director Public  
Policy
Berlin

Châteauform'
Ahmed Badr 
Key Account Manager
Düsseldorf

fischerAppelt, relations 
GmbH
Dr. Florian Eckert 
Director Public Affairs
Berlin

The Gables Group Germany 
GmbH
Eric Friedlander
Nuremburg

State of Georgia  
Europe Office
Sérgio C. Domingues
Managing Director
Munich

Günzel Consulting
Manuel Günzel
General Manager
Munich

IBISWorld GmbH
Alexander Schulz
Head of Sales
Frankfurt am Main

Langwieser Rechtsanwälte 
Partnerschaft mbB
Dr. Simon Sabel
Partner
Munich

MCL McLaughlin GmbH
H. Patrick McLaughlin
CEO
Niedernhausen

MPl Managed Programs 
Europe GmbH
Richard Breitenbücher
Advisor to the Board
Technitz

NetJets Europe
Theodora Evangelaki
Vice President
Munich

redi-Group GmbH
Christian Reitmeyer
CEO
Langenfeld

Schmid Mobility Solutions 
GmbH
Frank M. Schmid 
Managing Director
Willich

Simmons & Simmons LLP
Robert Alan Heym
Partner
London 

Thomson Reuters (Mar-
kets) Deutschland GmbH
James C. Smith
President & Chief  
Executive Officer
Frankfurt am Main

ti communication GmbH
Gerhard Hain
Managing Board
Regensburg

For Rheinmetall, a strong German company with 
a tremendous heritage and international footprint 

that works alongside some of America’s finest 
companies in Germany and around the globe,  

AmCham Germany represents a valuable commu-
nity that furthers these important relationships, 
improves mutual understanding and enhances 

the conditions for pursuing business.

Stephen C. Hedger

Senior Vice President of 
Corporate Development 
USA 
Rheinmetall AG 
www.rheinmetall.com

EXECUTIVE

Rheinmetall AG
Peter Ruecker
Head of Corporate  
Communication
Düsseldorf
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Eveline Y. Metzen 
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NEW MEMBERS

TP&C GmbH Transfer  
Pricing and Controlling
Dr. Oliver Treidler
CEO
Berlin

Henning-G. Wind Inter- 
national Tax Consultancy
Henning-Günther Wind, 
LL.M.
Founder
Frankfurt am Main

DELEGATE MEMBERS

Atreus GmbH
Harald Smolak

Barclays
Dominik Huhle

BASF SE
Tobias Lages

BNP Paribas S.A. Nieder-
lassung Deutschland
Dietmar Roessler

Deutsche Bank AG
Hilger Pothmann

With both our Silicon Valley origins and our strong 
German investor base, we truly feel like a  

US-German company. Joining AmCham Germany 
was a natural and important step for us as we 

increase the number of charging spots available  
to EV drivers in Germany. We’ve already started 

to put our membership to work by partnering  
with members to expand networked EV charging 

within the German market.

Christopher Burghardt

Managing Director 
ChargePoint Europe 
www.chargepoint.com 

Deutsche Lufthansa AG
Dr. Kay Lindemann

DLA Piper UK LLP
Dr. Burkhard Führmeyer, 
LL.M.

ElringKlinger AG
Michael Stecher

Equinix (Germany) GmbH
Andreas Herden
Dietmar Kessler
Jan Mahler
Christian Zipp

fischerAppelt, relations 
GmbH
Lisa Schlucke

Freshfields Bruckhaus 
Deringer LLP
Dr. Stephanie Hundertmark

GLEISS LUTZ
Dr. Wolfgang Bosch

Hapag-Lloyd AG
Nils Haupt

Helaba Landesbank  
Hessen-Thüringen
Frank H. Dohl

Hotel Atlantic Kempinski 
Hamburg
Till Westheuser

KION GROUP AG
Henrik Hannemann

Merck KGaA
Dr. Robert Nass

Philip Morris GmbH
Stephan Röckemann

Prologis Germany  
Management GmbH
Philipp Feige
Volker Schönfeld

redi-Group GmbH
Dr. Thomas Aubel

Thermo Fisher Scientific 
Germany BV & Co. KG
Jörn L. Beyer

UniCredit Bank AG
Volker Hecht

XL Catlin 
Dr. Thomas Götting

INDIVIDUAL MEMBERS

Alexandra Dory
Sabrina Fritz
Christian Josephi
Tomasz Laczynski
Prof. Waldemar A. Pförtsch

Christopher Schuhknecht
Aaron Serota
Sonja Terraneo
Charles Andrew Upshaw
Eugenia K. Upshaw
Eric Wiideman

We believe expert human translations power an international presence. But for time-sensitive projects, global 
businesses use our secure AI-driven solutions. It’s about finding the right solution, exactly when you need it. 
Now that’s something to believe in.

TRANSLATIONS FIT FOR PURPOSE

EVS TRANSLATIONS GMBH
Luisenstrasse 3
63067 Offenbach am Main
Fon: +49 69/82 97 99-47
amcham@evs-translations.com

EVS TRANSLATIONS INC.
260 Peachtree Street NW, Suite 1801
Atlanta, GA 30303
Fon: +1 404-523-5560
amcham@evs-translations.com

www.evs-translations.com WE SPEAK YOUR LANGUAGES

Global Translations 
& Business Services
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OUTLOOK

In our next issue 
• Energy and climate

•   Report on the 12th Annual Transatlantic 
Business Conference in Berlin 

For more information

Sabine Karbowy
Phone +49 6127 9993150
Cell phone +49 171 7579768
skarbowy@acc-verlag.de
 
Barbara Böhnke
Cell phone +49 176 66637488
bboehnke@acc-verlag.de
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Light at the end of the tunnel

T
 his year, there was no 
Sommerloch in trans-
at lant ic relat ions. 
Quite the opposite. 

The introduction of US tariffs 
on steel and aluminum from the 
EU, the debate on car tariffs 
and, not least, the events of the 
G7 summit that kept us awake at 
night have caused much concern 
among companies on both sides of the 
Atlantic. But uncertainty is always bad for 
the economy. That is why the meeting between 
US President Trump and EU Commission President 
Juncker in Washington, DC, in July was the right 
signal at the right time: The US and EU will no 
longer turn up the pressure at customs but rather 
negotiate a road map for closer economic cooper-
ation.

AmCham Germany welcomes these positive signals 
and continues to work intensely for a constructive 
dialogue to resolve the trade dispute. But we are 
not only promoting this position by going public 
and making the voice of our members heard: We 
are also active ourselves in improving economic 
relations between the US and Germany. We started 
an advocacy initiative with governors in order to 

leverage our position in the United 
States. And, in September, a 
bus iness de legat ion f rom 
AmCham Germany will travel 
to Washington, DC, to hold 
talks with the US administration 
and other stakeholders.

Moreover, at our Transatlantic 
Business Conference in Berlin at the 

end of November, political and business 
representatives will discuss the global mar-

ketplace in times of disruption. And by choosing 
the title “In Trade we trust” we take a clear stand. 
AmCham Germany will emphasize its positions 
on trade, digitalization and the responsibility of 
our companies in the globalized world; by doing 
so, we will demonstrate how we are remaining at 
the forefront of shaping transatlantic economic 
relations in the upcoming months.

Best regards,

Eveline Y. Metzen
AmCham Germany General Manager
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Stefan B. 
Wintels

CALENDAR

SEPTEMBER

NOVEMBER 

DECEMBER 

Upcoming event highlights 
AmCham Germany 
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8
Transatlantic Evening 

Networking event and 
award ceremony for the 
Berlin Airlift Contest

BERLIN

14
AmCham Germany 
Expert Briefing 

Ladekonzepte für Elektro-
autos in Flotten und bei 
Arbeitgebern, ChargePoint 
Germany GmbH

DÜSSELDORF

15  
Business Luncheon 

Stefan B. Wintels

Vorsitzender des  
Vorstands and CCO 
Citigroup Global Markets 
Deutschland AG

FRANKFURT AM MAIN

16
Business Luncheon 

Axel Voss

Mitglied des  
Europäischen Parlaments

COLOGNE

22
Thanksgiving Dinner 

FRANKFURT AM MAIN 
HANNOVER

28
Business Luncheon 

Christiane Grün

Vorsitzende der  
Geschäftsführung 
3M Deutschland

DÜSSELDORF

29–30
12th Transatlantic  
Business Conference 

BERLIN 

7  
Business Luncheon 

Sabine Bendiek

Vorsitzende der  
Geschäftsführung 
Microsoft Deutschland 
GmbH

FRANKFURT AM MAIN

10
Business Luncheon

Uwe Bartmann

Chief Executive Officer, 
Siemens AG Deutschland

FRANKFURT AM MAIN

12 
Business Luncheon

Ulrich Dietz

Vorsitzender des  
Verwaltungsrats,  
GFT Technologies SE

STUTTGART

18
Business After Hours 

Dr. Rainer Feurer

Senior Vice President, 
Customer Centric Sales 
Development, Customer 
Experience, BMW AG

MUNICH

20
Summer Barbecue

MEERBUSCH

18
Event

Phil Murphy

Governor of New Jersey 
and former US Ambassa-
dor to Germany 

FRANKFURT AM MAIN

OCTOBER 

Sabine  
Bendiek



New opportunities in North Rhine-Westphalia.
Your investment location No. 1 in Germany.

It is only the perfect interplay of factors such as economic strength, infrastructure and cultural life 

which makes a region a strong investment location. North Rhine-Westphalia | NRW is unique in many 

ways. Profi t from the countless possibilities and conditions that Germany’s most populous state has 

to offer you. Regardless of the industry or the project concerned, this is where you fi nd the ideal 

prerequisites for new opportunities. More than 20,000 foreign companies have already decided in 

favor of the metropolitan region North Rhine-Westphalia. Contact us – we will gladly  convince you, too. 

As a one-stop agency we are here to support you in your investment projects: www.nrwinvest.com
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