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The Heilbronn-Franken Region
The Region of World Market Leaders



The Location – in the Heart of Europe

� In the centre of the „blue banana“

� Part of the metropolitan area Stuttgart  
with more than 5 million consumers

� „Networking region“ with strong local
consolidated companies

� very export-oriented

� Worldwide highest density of
world market leaders

Best Location – Best Involvement



Basics

Area 4.765 km² 

Cities and communities 111

Population 883.000 (2010)

Population/km² 185 (2010)

Industry density 12,4% (employees/residents)

Purchasing Power per 
capita

5.183 € (2009)

Heilbronn-Franken Region in numbers

CC* - companies 35.828 (2010)

Trade businesses 11.969 (2010)

GVA 30.194 million € (2009)

GVA per capita 34.100 € (2009)

Export 9.300 million € (2009)

*Chamber of Commerce



Rate of Unemployment (March 2011) 

Region 4,3%
Baden-Württemberg       4,5%
Germany                         7,9%
Open Jobs               ca. 4.100 ����
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Export & Key Sectors



Export Quota Heilbronn-Franken



Key Sectors

Metal industry
with

mechanical
engineering

Vehicle
production and

suppliers

Food industry
including

production and
animal feed

Electrical
industry

Employees 27.900 19.500 12.900 19.100

Sales 3,3 billion €
(2008)

11,4 billion €
(2008)

3,1 billion €
(2008)

2,4 billion €
(2008)

Export 3,2 mio. €
(2008)

5,0 mio. €
(2008)

567.623 €
(2008)

589.794 €
(2008)

The most important industries:

Tradition and Innovation

Source: IHK Heilbronn-Franken Statistik 2010 „Die Region Heilbronn-Franken in Zahlen“



Industry Focus
Tradition and Innovation



Education, Research & Developement



Academic Landscape
Business-Friendly Environment



University Network
Business-Friendly Environment



regiojobs24.de
Regional Job Exchange for  Academics

® NEWS 460 companies in focus
® 1,870 jobs from current 290 enterprises
® approximately 1.5 million clicks p.a.
® free offer



Professionals

Rising demand for university graduates!

� The largest increase in the future in fields of activity s uch as
• organization and management
• research and developement
• counseling, education and communication (publishing)

� Graduates from: mathematics, computer science, scienc e and
technology (MINT-courses)

� Key qualifications with high demand:
• communication and team skills
• self-organization
• intercultural competence

� Rising demand for generalists



Professionals

Supply of skilled labor and know -how protection

For 10 years, addressing selected universities in Germany and 
Abroad, with offers of internships and graduate studies in companies 
in Heilbronn-Franken. Using the students as „ambassadors“ for the 
region and all companies when they go home.



Heilbronn -Franken
Home of World Market Leaders



Background
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Top10 Germany according to density (World Market Le aders per capita)

Nr. Kreis/Stadt Anzahl Einwohner
Einwohner pro 

Weltmarktführer

1 Hohenlohekreis 18 109.499 6.083

2 Main-Tauber-Kreis 22 134.939 6.133

3 München (Landkreis ohne Stadt) 31 311.493 10.048

4 Memmingen, Stadt 4 41.111 10.278

5 Coburg, Stadt 4 41.638 10.410

6 Heilbronn (Stadtkreis) 11 122.098 11.099

7 Schwäbisch Hall 17 189.158 11.126

8 Ravensburg 23 275.900 11.996

9 Tuttlingen 11 135.291 12.299

10 Heilbronn (Landkreis) 25 329.743 13.189

11 Wunsiedel im Fichtelgebirge 6 80.505 13.418

12 Freudenstadt 9 122.275 13.586

Source: Datenbank Deutsche Weltmarktführer (R.1.9.5 - 20.10.2009); Statistisches Bundesamt - Gemeindeverzeichnis 2006 und eigene Berechnungen

Künzelsau: (World)-Capital of the World Market Leade rs
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Enterprises & World Market Leaders (representative choice)

Background
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Germany is the only industrialized country apart from China that gains world 
market shares for several years.

China

Deutschland UK
Italy
USA
France

Japan

Anteil eines Landes am weltweiten Export der OECD Länder samt China; 1995 = 1
Quelle: UN-Comtrade DB
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Leading Posistion in World Trade



Leading Position in World Trade
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In about 2/3 of all market sements worldwide, german companies rank among the 
top 3 suppliers:

TOP-Exporteure in 232 Marktsegmenten weltweit (2007)

Ranking Country Number of
top-positions

Number of
market segment

withtop3 
position

in % of
all market
segments

Nr. 1 Nr. 2 Nr.3

1 Germany 67 40 35 142 61,21%

2 China 72 19 16 107 46,12%

3 USA 34 37 26 97 41,81%

4 Italy 5 27 26 58 25,00%

5 Japan 10 21 19 50 21,55%

6 France 5 9 17 35 13,36%

7 UK 3 8 8 31 8,19%



Mechanical 
Engineering

Industry
Products

Consumer 
GoodsElectrical 

Industry

Automotive 
(including 
suppliers)

Building and 
Construction 

Suppliers

Pharmaceuticals 
and Medical 

Supplies

Chemical 
Industry

High-Tech
(e.g. laser)

Wholesale and Retail Trade

Food

Commodities

Other

Software
Logistics

Media � About 1.500 companies in 
total

� About 1.400 middle class
companies

� Approx. 100 big groups
(often with several world
market leading subsidiaries

The largest proportion of world market leaders is t o be found in mechanical 
engineering.
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Leading Position in World Trade



The typical middle class WML

The profile of a typical middle class world market leader
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� 70% + family owned

� 70% headquarters in 
rural areas

� average age 70 years
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Site conditions

Strategy
Global niche dominance

Channel model and
organization
„Enlightened

Family-Capitalism “

Excellence
all core processes

Management model „Made in Germany“:
The success of the world market leaders
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The Model of Success



Global niche dominance: Example automotive market

The Model of Success

Narrow market niches: Example Veigel Künzelsau

Premium mass market

� Avoiding price-driven mass
markets („Don´t play where
the elephants dance“)

� „We concentrate on what
we can – and we do that
worldwide!“

� „We specialize in…“ 
problem solving for specific
target groups instead of
product focus



14,0

Average number of own foreign sales 
offices of medium-sized world 

market leaders

Countries / regions where central middle class 
world market leaders are represented with own 

sales offices

Brasil
16,4% India

15,5%
Russia
8,2%

China
34,5%

Eastern Europe
35,0%

North America
47,3%

Western Europe
(without Germany)

53,2%

Source: Venohr, B. Meyer, K.; The German Miracle keeps running: How Germany’s Hidden Champions Stay Ahead in the Global Economy; 2007 Sample von 220 Firmen

Proximity to customers through worldwide distributi on and service networks
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The Model of Success



5,0%

3,6%

Middle class world
market leaders

1.250 strongest
research companies in

the world

R & D expenses in % of sales

1) Source: J. Meffert/P. Radtke/H. Klein/J. Freiling/T. Hutzschenreuter, Unternehmertum Deutschland, Düsseldorf, McKinsey & Company 2005; P. Diller, Die Innovationsstärke 
deutscher mittelständischer Weltmarktführer, Berlin 2008

2) Source: DTI, The R&D Scoreboard 2006, Commentary and Analysis, Volume 1 and 2, London, 2007, p. 60 

Technology leadership and innovation
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The Model of Success



• Long-term perspective rather than short-term profit maximization

• Passion for its own products and solving customer problems

• Inner attitude , to be the best in their respective fields; pride in one‘s own 
performance „Tinkering until the solution is there“

• Stable and on appreciation based working relations („Attitude instead of 
just a job“) low turnover rates

• Task orientation and high level of expertise: hard on th e merits / hard to 
staff

• Direct and open communication : problems will be solved together

Source: Brodbeck, GLOBE

„Management culture made in Germany“ as a competiti ve advantage
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The Model of Success

About 80 % of all companies were able to maintain i ts 
leading global market position

About 22 % position loss 
(bankruptcy / restructuring)

18 % position held (but with 
loss of the legal 
independece)

60% position held
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„Home of World Market Leaders“



Strategy meeting of world market leaders

„Home of World Market Leaders“



Media Trip: On the trail of the World Market Leader s
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„Home of World Market Leaders“



1. German Congress of the World Market Leaders

� ca. 300 participants

� Nationwide media coverage

� Platform for companies nationwide, 
but particularly for regional world
market leaders to support their
networking

„Home of World Market Leaders“



Communication www.weltmarktfuehrer.info

„Home of World Market Leaders“



Media – Dictionary, Regional Edition and pro Magazin

„Home of World Market Leaders“
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® Rate of recommendation of the location is 88 %
Arguments are the landscape, environment and quality of living.

® Rate of recommendation of the job location is 93 %
Emphasis on good opportunities and sucessful and innovative companies.

„Would you recommend your region?“
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Culture & Art
feel comfortable in Heilbronn-Franken

• Get to know the region Heilbronn-Franken from a historical and cultural
perspective. Numerous castles, palaces and churches and
monasteries, tell the history of the region.

• Also theaters, open air shows and cinemas are available and do their
contribution to the cultural offer. Furthermore you will find various
galleries and libraries.



Eating & Drinking
feel comfortable in Heilbronn-Franken

• As varied as the landscape is the cuisine of the region Heilbronn-
Franken. The spectrum ranges from the fine regional cuisine to the
traditional, hearty cuisine. Top international addresses of star
restaurants invite as the traditional country inns. 

• A selection of exquisite wines and a friendly and professional 
servicemake your dining and experience. The region Heilbronn-Franken 
is the red wine region Nr. 1 of Germany. 



Outdoor Activities
feel comfortable in Heilbronn-Franken

• The region Heilbronn-Franken has to offer a lot of activities. Fun and
action is provided – visit the amusement park, the zoo, the lake or play
golf.

• Furthermore you will find a lot of hiking and biking trails, bike rentals and
and a variety of other interesting attractions.



„BIG FIVE“
reasons for Heilbronn-Franken

� Great, internationally active companies

� No traffic in rush hour

� Clean, safe, family-friendly region

� Regio full of life

� Healthy food



Herzlichen Dank!
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