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Nevada leather optional, included in the premium package. ©2007 BMW of North America, LLC. The BMW name and logo, X5, SAV and Sports Activity Vehicle are registered trademarks.

Introducing the all-new BMW X5. With 260 horsepower, this second-generation Sports Activity Vehicle® will gladly introduce 

your back to the lustrous leather seats — including those in the optional third row. And while it has the power to comfortably

carry seven passengers, it caters to each individually. A four-zone climate control system ensures contentedness all around.

As does the new 12-speaker CD audio system and optional DVD entertainment package. And with a cargo floor four inches

longer than its predecessor, it offers cavernous storage. The powerfully pleasing all-new BMW X5: we’ve expanded on a great idea.

More power to you.
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The German American

Chamber of Commerce

New York (GACC NY)

has started the year 2007 with

energy, optimism and great

confidence. We have accom-

plished some substantial

changes in organizational and

management matters and look

forward to further strengthen-

ing German-American business

relations in 2007.

2007 is going to be a remark-

able and special year for the

GACC NY. It marks the sixtieth

anniversary of our Chamber

which was founded in New

York on March 3, 1947 as the

“United States-German Cham-

ber of Commerce, Inc.” Since

then our Chamber network in

the U.S. has grown significant-

ly and matured into a

successful and influential ele-

ment in the bilateral economic

relations. We will celebrate our

anniversary with a gala event

in early September where we

expect the German Federal

Minister of Economics and

Technology, Michael Glos, to

join us as our guest of honor.

In 2007 we intend to pursue

ambitious goals for our whole

Chamber network in the U.S.

Cooperation among the

regional Chambers has already

been expanded and intensified

in many fields of activity and

we wish to further optimize our

collaboration and establish

decisive synergies. Thus, we

will be able to offer improved

services to our clients, be more

cost-efficient, gain a more dis-

tinctive public profile and

expand our membership-base.

Based on these goals we have

developed a master plan which

includes a comprehensive con-

cept of how to strengthen our

cooperation within the U.S.

Chamber network.

One important aspect of this

concept is to focus even more

on our customers’ desires and to

pay particular attention to the

needs of our member-compa-

nies. In order to better serve our

clients’ requirements, we are

going to conduct a survey with

our German and American cus-

tomers. The answers to our

questions will enable us to eval-

uate our performance and to

define necessary steps to further

improve our representation in

the U.S.

Although there will be some

obstacles to overcome in 2007,

we are confident that due to our

enthusiasm and commitment,

we will be able to realize our

goals and expectations for 2007.

Dr. Benno W. Bunse

President & CEO

German American Chamber 

of Commerce, New York 

Great Expectations 

for 2007
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300 international awards and over 80 destinations worldwide. For more details contact Emirates at 800-777-3999. Discover frequent fl yer benefits at www.skywards.com

emirates.com/usa

 Willkommen to
 Hamburg.

Non-stop luxury with multi-course gourmet dining, 

complimentary fine wines and over 600 entertainment

channels, in every seat. It’s great in any language.

Fly Emirates. Keep discovering.Daily non-stop flights from JFK.
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The German American
Chamber of Commerce
New York (GACC NY) has
started the year 2007 with
energy, optimism and great
confidence. We have
accomplished some sub-
stantial changes in organi-
zational and management
matters and look forward to
further strengthening
German-American business
relations in 2007.

Cover Story

6 German Business in the
U.S. on the Fast Lane.

The TOP 50 German Firms
in the U.S. are showing
steadily increasing profits
and stable employment fig-
ures with more than $280
billion in revenues (up
from $270 billion), creating
over 500,000 jobs accord-
ing to the annual ranking
of the German American
Chamber of Commerce.

Page 6: Top 50 German

Firms in the United States

show increasing revenues

and stable employment 

figures, especially the

German car makers are 

outperforming their 

U.S. competition.
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German Business in   th
Top 50 German Firms 

in the United States 

show increasing revenues

and stable employment

figures, especially the

German car makers 

are outperforming their 

U.S. competition.
Written by Nicola Michels, GACC New York
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The TOP 50 German

Firms in the U.S. are

showing steadily

increasing profits and stable

employment figures with

more than $280 billion in rev-

enues (up from $270 billion),

creating over 500,000 jobs

according to the annual rank-

ing of the German American

Chamber of Commerce.

Overall, U.S. subsidiaries of

German firms produce a sig-

nificant portion of the global

revenue:

T-Mobile USA with 23%,

Siemens USA 24% or

Thyssenkrupp USA with 25%

of total sales.

Germany maintains its lead-

ership in the chemical

industry with the BASF and

Bayer listings in the TOP 10.

Thyssenkrupp USA also made

it into the TOP 10 this year

due to higher demand in the

mechanical engineering sec-

tor. Another success story is

presented by T-Mobile USA as

the second largest GSM carrier

in the US providing wireless

service to 23.3 million Ameri-

can customers.

German auto manufactur-

ers are faring especially well

in the United States:

Porsche’s sales are up 8%,

Volkswagen’s 8.6%, Audi

opened a record number of

new dealerships in 2006 and

DaimlerChrysler is leveraging

its premier brand Mercedes

Benz and sold 14% more cars.

This has come at a time when

GM and Ford have seen

shrinking sales with minus

8.3% and 7.5%. GM recently

lost its number one position

to Toyota.

What is the key to success

for the German carmakers in

the most competitive automo-

tive market in the world?

Frank Witter, VW

German auto manufacturers

in the United States are reporting

record sales, while the American

competition is struggling. What

is the recipe for your success?

Our current sales growth

cannot be directly compared

with the woes of the American

automobile manufacturers.

We have a relatively new

product portfolio that is being

well received by our cus-

tomers, the press and other

industry insiders. There was a

very strong demand for our

turbo-diesel motors (TDIs) as

Americans began to realize

how smooth and efficient

these engines have become. I

also think both our Brands

benefited greatly from the top

safety accolades awarded to

our vehicles over the last sev-

eral years. 

Which challenges is your com-

pany facing on the road ahead?

Do the strengthening Euro or the

high gasoline prices affect your

business?

n   the U.S. on the Fast Lane

Frank Witter, CEO,  

Volkswagen of America
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One of the largest chal-

lenges is the changing

regulatory environment. The

efficiency and performance of

our TDI engines is remarkable.

However, the newest US emis-

sions standards, effective

model year 2007, are very

stringent and pose a techno-

logical challenge that is not

easy or cheap to resolve. Our

new diesel emissions tech-

nologies available in 2008 will

meet the emissions standards

for all fifty states.

The Euro/Dollar exchange

has always been a concern for

us. However, we are heavily

utilizing financial hedges and

have a strategy in place to

increase natural hedging.

Our vehicle sales in the US

are not as sensitive to fuel

prices as other manufacturers.

Actually, our sales potential

increased as fuel prices hov-

ered around $3 a gallon. The

VW Brand has several cars

based that are class leaders in

fuel economy. And buyers of

luxury brands, like Audi,

Bugatti and Lamborghini are

less interested in fuel econo-

my than they are in the

performance attributes of the

vehicle. 

Which trends do you foresee

in the near future for your indus-

try? Hybrids are not big in

Europe so far. Will that change?

Diesel in the US has not taken

off – could growing concerns

about global warming open up a

second chance?

Once the emissions tech-

nology is market-ready, I

believe diesel engines will

quickly penetrate the US mar-

ket, just like they have in

Europe. We intend to encour-

age the adoption of clean

diesel engines through a mar-

keting cooperation with

DaimlerChrysler, called

BlueTec. 

Tom Purves, CEO of BMW of

North America, LLC

German auto manufacturers

in the United States are reporting

record sales, while the American

competition is struggling. What

is the recipe for your success?

BMW’s strategy is based on

focus – providing the premi-

um product in each market

segment in which we com-

pete.  The strategy applies to

our three independent and

non-competitive brands:

BMW, MINI and Rolls-Royce.

Success in the US automotive

market depends on great

products, highly committed

and invested dealers and con-

sistent marketing based on

what is authentic about your

brand.  

Which challenges is your com-

pany facing on the road ahead?

Do the strengthening Euro or the

high gasoline prices affect your

business?

The one consistent factor in

the automobile business is

that it’s filled with challenges.

The challenges themselves

change from time to time, but

the formula for success calls

for focus on your brand

8 German American Trade · Vol. 18 · No. 1

Cover Story

Tom Purves, CEO of BMW 

of North America, LLC
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strengths and the agility to

work with those strengths to

meet the ever-changing chal-

lenges.  Exchange rates are

always a factor in our business

planning.  BMW products

offer very competitive levels

of fuel economy due to engine

technology like Valvetronic

and Vanos that control com-

bustion mix and timing and

result in efficiency and per-

formance gains.  Our vehicle

sales remained consistently

strong throughout the year

even with fluctuations in

gasoline prices. 

Which trends do you foresee

in the near future for your indus-

try? Hybrids are not big in

Europe so far. Will that change?

Diesel in the US has not taken

off – could growing concerns

about global warming open up a

second chance?

The industry is investing

huge amounts of money to

meet its collective responsibil-

ity for greater fuel efficiency

and clean air.  It is clear that

there is no single answer, and

what will result will be an

array of technologies that

match the brand characteris-

tics of the individual

companies.  BMW’s strategy is

called Efficient Dynamics. It

calls for consistent gains in

fuel efficiency and perform-

ance in the gasoline engines

we offer today by using inno-

vative technology.  Efficient

Dynamics will bring high per-

formance, clean-diesel BMWs

to the United States in 2008.

They will meet the strict 50-

state regulations.  Another

technology that will be avail-

able short term is a hybrid

drive system.  BMW’s long-

term strategy is internal

combustion engines using liq-

uid hydrogen.  Starting in

2007, BMW will have a fleet of

up to 50 demonstration vehi-

cles in operation in the

United States to show the ben-

efits of hydrogen and to

encourage investments in the

fueling infrastructure.  The

Hydrogen 7 is a version of the

production 7 Series and oper-

ates with a dual fuel system of

gasoline and hydrogen. 

Peter Schwarzenbauer,

President & CEO, Porsche Cars

North America, Inc. 

German auto manufacturers

in the United States are reporting

record sales, while the American

competition is struggling. What

is the recipe for your success?

So far in 2006, Porsche is up

8 percent compared to 2005,

which was already a record

year for us.  If you look

around the industry, that’s

quite remarkable, considering

that our entry model starts at

about $40,000. 

However, our recipe for suc-

cess at Porsche is not simply

based on the hard sales num-

bers.  In a way, we are not

selling cars.  We are selling a

dream for most people.  We

German American Trade · Vol. 18 · No. 1 9

Cover Story

Peter Schwarzenbauer, 

President and CEO, 

Porsche Cars of North America
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are selling something that

serves as a little bit of self-

rewarding: ‘I worked hard; I’m

successful, now I’m rewarding

myself with a great product.’

I’m always telling our people

we are not in the car industry;

we are in the dream-fulfilling

industry. This is the true key

to the success at Porsche.

Which challenges is your com-

pany facing on the road ahead?

Do the strengthening Euro or the

high gasoline prices affect your

business?

When you look broadly at

the overall industry, there

seems to be a trend in two

directions.  One trend I’m see-

ing is a move to smaller cars.

To me, this is an indication

that people are taking fuel

consumption seriously.  And

the second is a trend to luxu-

ry cars.  The entire vehicle

segment over $40,000 is grow-

ing because many people have

more available income today.

Fortunately, for a brand such

as ours, people with more

income are likely to spend it

on nice things. 

Which trends do you foresee

in the near future for your indus-

try? Hybrids are not big in

Europe so far. Will that change?

Diesel in the US has not taken

off – could growing concerns

about global warming open up a

second chance?

Even among the automotive

industry there is no clear con-

sensus on what is the best way

to solve this challenge. Based

on what we hear from the

market, I think more and

more consumers will demand

hybrids. Porsche needs to

have a hybrid in its lineup.

For the next years this seems

to be the concept where the

best remedy resides. We see

this in our research, and we

are hearing it at the dealership

level when people walk in and

say, ‘When will Porsche bring

its hybrid Cayenne?’  So more

and more people ask about

this, and we are going to

launch a hybrid in the next

several years. 

Johan de Nysschen, Audi

German auto manufacturers

in the United States are report-

ing record sales, while the

American competition is strug-

gling. What is the recipe for

your success?

The recipe is simple: great

product. The U.S. market is

the most intense and compet-

itive market in the world. In

the U.S., the traditional

domestic competitors no

longer enjoy dominance. 50

years ago, they ruled the mar-

Johan de Nysschen, Executive

Vice President, Audi of America
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