






life, by the way, also opens up new business possibilities 

in the service sector.

The service sector is already the most important pillar 

of business today here in Switzerland. But is there still 

potential to be realized there?

Yes. And for two reasons. First, the evolution of the indus-

trial into the service economy is just taking place among 

the rapidly growing middle classes in China and India, as 

well as in some developing nations. And secondly, the  

automation of the industrial sector is ushering in the next 

generation of the service economy.

This means:

That providers within the industrial sector are making the 

“service component” of a product the central point. For ex-

ample, in addition to computers, IBM today also offers soft-

ware solutions, while pharmaceutical companies, in addition 

to developing medicines, are also looking at “disease man-

agement” programs for the chronically ill. The spectrum of 

services will become increasingly more differentiated.

How should I imagine such a future in the service sector?

In affluent societies demand will grow for personal health 

consultants, for new models of care for elderly people or 

children, or for modern butlers who can take the dog for a 

walk and do the shopping. In times of recession, like we 

seem to be entering now, automated, software-based recom-

mendation systems shall become more important. Also in 

the coming years, intelligent machines could potentially help 

with private chores or even take care of them on their own. 

Retail personnel will be replaced by electronic sales systems, 

while robots will clean the living room and intelligent refri-

gerators will order the food that is needed all on their own.

Won’t we do anything ourselves anymore?

Sure we will. It is interesting to note that do-it-yourself 

will become popular again. IKEA customers, for example, 

have already invested over 20 million working hours to 

put together their “Billy” bookshelves. When it comes to 

recommendations, of course, not only expert systems are 

important, but also the advice customers exchange among 

themselves in places like digital forums and communities 

in which chronically ill patients discuss the opportunities 

and risks of medicine or where antique car fans share 

their sources for replacement parts.
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BSI CRM on the iPhone Make a direct call by touching the screen

When the customer becomes the center of attention, then 

service is the ultimate discipline. Companies who seek to 

reach the championship in this discipline are distin- 

guished by the flexibility and mobility of their service 

teams. This means that they also need mobile and flexible 

tools that make the relevant information available to them 

anytime, anywhere. BSI CRM for the iPhone meets all the 

requirements for such a tool: easiest operation, fastest pro-

cesses and maximal customer focus. The result is more 

than just a “touch” more professionalism.

This mobility can of course be ensured in a variety of ways. 

BSI has offered mobile solutions since 1996 with BSI CRM 

for the iPhone as just the latest option. It was specially de-

veloped for the iPhone and offers many advantages that 

customary Web solutions cannot offer for mobile devices 

– with unbeatable ergonomics to top the list.

The software was developed using the iPhone Software 

Development Kit (SDK) and as a result makes the very 

best of the iPhone’s technical possibilities. Call up con-

tacts with the tip of your finger, write an SMS or e-mails, 

or have addresses displayed directly in Google Maps. You 

can look for existing contacts and pending tasks while on 

the road, and add new activities and tasks. What’s more, 

all calls, both those made and those missed, are logged in 

a journal. Calls made over CTI-integrated fixed line  

phones will also be displayed on the iPhone.

CUSTOMER PROXIMITY TO GO

BSI CRM for the iPhone simplifies on-site support

		            “Those who want to earn money 
today, offer a service.”

Stephan Sigrist

     “It isn’t just cool to have all your customer data 
on the iPhone, it is essential for today’s business.  
         The only fly in the ointment: Since data transfer   
    rates charged by the network providers are 
      still quite high, things can get quite expensive –  
                 especially outside the country.” 
Christian A. Rusche, CEO BSI
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BSI CRM Release 12.2.2

New functions for efficient marketing campaigns

High data quality, targeted sales pitches 

and a reliable measurement of the custom-

er interaction frequency and costs form 

the basis of efficient marketing cam-

paigns. These were our prime considera-

tions as we improved and upgraded the 

existing BSI CRM marketing module.

The campaign management in the BSI CRM marketing module is 

based on the following six steps that enable you to conduct multilevel 

campaigns over various channels – both for B2C and B2B markets.

1. Building a multilevel campaign:  
A campaign consists of different actions that are either conducted 

sequentially or simultaneously and which contain various chan-

nels, reaction patterns and participants (and also comparison 

groups).

2. Selecting the participants: 
The target group for a campaign is compiled from existing custom-

er data or addresses that have been purchased. The new multi-

stage data loader enables easy importing of new addresses, includ-

ing duplicate control. Thanks to guided user operation this data 

can easily be enriched with attributes. In a new feature, a profile of 

the selected target group is created, which means that the data can 

be checked in a sophisticated manner before being allocated to the 

action – even very large volumes of data. The search criteria are 

stored and can be called up again at any time. Addresses for one-

time use, such as purchased personal data, are deleted after the 

action is completed.

3. The review process:  
Those in charge of marketing and sales collaborate closely to review 

the allocated participants before each action. The participants are 

either rejected or confirmed; new participants can also be added. 

The contact data is often updated during this step, either by sales or 

by an external data cleansing service provider.

4. Execution possible over multiple channels:
The individual actions within a campaign can be carried out over 

ten different channels: written interactions per letter, e-mail or 

SMS; verbal and more complex cases through visits, leads or tasks. 

There are also two special channels: online invitation and busi-

ness case. This wide array of channels enables customized ap-

proaches.

BSI CRM conducts the action differently depending on the 

respective channel:

•	Letter: Form letters are generated and dispatched through 

the letter shop interface. Interaction is generated with a pre-

determined reaction pattern. Promotional articles can be 

dispatched along with a mailing if desired

•	E-mail and SMS:  The texts entered are sent including place-

holders and attachments (documents or pictures) through 

the server and interactions generated with a predefined re-

action pattern. Certain reactions (incorrect e-mail address 

or telephone number) are automatically processed.

•	Activity, lead, task: The options chosen are placed in BSI 

CRM; for example, an appointment for a visit is assigned to 

a salesperson. 

•	Business case: A predefined work process is started and a 

person in charge or a virtual team is assigned. The indi- 

vidual work steps are performed with the Process Wizard. 

For example, outbound calls can be assigned to a call center. 

The actions arising from these calls, such as the sending of 

offers, are already prepared in such a work process. 

•	Online invitation: E-mail dispatch with a link to a website 

where the customer can sign up directly or edit his/her pro-

file information and choose reactions. Upon request, the cus-

tomer receives a confirmation e-mail and a calendar entry.

5. The rule engine:  
The action can be carried out either manually or automati-

cally. The user can decide per mouse-click whether the 

action should be triggered immediately or rule-based, 

such as every night. This enables continuous reaction to 

events, such as if a contract is about to expire, a pending 

item is automatically created or customers are informed if 

they qualify for a product. 

6. Analysis of budget and task achievement: 
Last, but not least, a budget is set per campaign and promo-

tion and the fixed and variable costs can be determined per 

participant and their reaction(s). During the analysis as-

sumptions are compared with the costs actually incurred.

Task achievement can be graphically depicted and assessed 

in reports. Various goal reactions are defined for each 

channel. How many participants say ‘yes’, how many ‘no’; 

how many addresses were incorrect? Also reviewable is 

whether the sales of a product increase as a result of the 

campaign. Three key figures can be compiled for the lead, 

task, activity and business case channels: How many tasks 

were really worked on by the person to whom they were 

assigned (opened in BSI CRM), how many are completed 

(offer created or visit made, tasks completed), and how 

many of them are successful (only with leads: incoming 

orders). 

The new functions for efficient campaign management 

support marketing departments in maintaining their cus-

tomer relationships proactively. Especially the rule engine, 

the work process support and the multichannel integra- 

tion enable companies to address their customers in a cus-

tomized and highly targeted manner.

•	New channels: SMS and e-mail

•	Event invitation with Web form

•	Assign appointments and pending  

items to other departments

•	Trigger actions in other applications  

via Web services 

•	Assign outbound calls to a call center

•	Rule engine

•	Multi-stage data loader with  

duplicate checking

•	Process Wizard for complex procedures

•	Profile of the selected target group

•	Administration of promotional articles

•	Task achievement

•	Budget control

An overview of 
the new functions

Campaign Management
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CARE – HOLCIM’S PAN-EUROPEAN CRM INITIATIVE

Strong customer relationships boost sales efficiency

Holcim Ltd is a globally active company that produces building mate-

rials. Its roots lie in the manufacturing of cement, which along with 

gravel and concrete still form its core business. Holcim is subdivided 

into regions and national companies. The sales organizations in Euro-

pe are set up in various ways. In some national companies sales of the 

three product segments – cement, gravel and concrete – are conducted 

by different sales organizations. This means that a customer who 

wants to purchase multiple products from different segments may 

have to deal with different sales representatives.

Salespeople traditionally do not like to share their customer know-

ledge. Information about customers and potential is built up and 

compiled slowly over the years to ensure successful sales. However, 

for the company, this form of data management is anything but ef-

ficient. It means that it is difficult to transfer knowledge to other 

people or within departments and no department really has a com-

plete picture of the customer. Customer data is stored redundantly 

in fragmented and decentralized database systems. The data is dif-

ficult and expensive to maintain.

A single representative, one customer perspective
The Swiss subsidiary, Holcim (Schweiz) AG, Holcim Romania and 

Holcim Trading White all implemented the CARE CRM Project at 

the beginning of 2008. According to Daniel Schmid, Head of the 

Business Process Competence Center at Holcim Group Support Ltd 

and new Head of the CARE Project, the aim of the project is to im-

prove the company’s customer orientation. Processes are being sim-

plified, the customer data is being stored centrally in one CRM solu-

tion and customer relationships are being actively maintained. The 

result: The sales staff receive a holistic view of the customer and 

each customer receives a personal representative – in future even 

across national borders. 

National borders are disappearing through-

out Europe – in the building materials sec-

tor as well. Large pan-European customers 

expect to work with a single representa- 

tive for multiple countries across product 

segments in order to make their jobs easier 

and especially to be perceived as a larger, 

more powerful negotiating partner. Hol-

cim Europe mastered this challenge by 

standardizing its building materials sales 

processes and centralizing its customer 

data – to the mutual benefit of both busi-

ness partners.

       “After the introduction of CARE in seven European countries, 
the application is helping to systemize the sales process in 
                     Europe and to strengthen customer relationships.”
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The advantages are obvious. Doing business becomes easier 

for customers, who receive greater negotiating power through 

the bundling of their volume. Sales representatives have ac-

cess to all existing information about the customer, about the 

construction project and the competition, which means that 

they can better prepare themselves for meetings. It places the 

sales staff in a more powerful position and enables them to 

generate increased volume. And the marketing department 

can address the right customer and interest groups with the 

right campaigns. Customer relationships deepen and the 

customer becomes more closely bound to the company.

Uniform processes for all departments
The primary goal of the introduction of the CRM applica-

tion was the systemization of business activities. The tar-

get processes were defined all along the customer interac-

tion cycle, divided into main and support processes and 

then mirrored in the system. The reporting processes 

complete the system and offer information for analysis.

The sales staff can now accurately determine potential 

and work in a targeted manner. If an inquiry is received, 

then they can create the offer directly in the CRM applica-

tion, including all prices, discounts and conditions. The 

data integrity is ensured through the data exchange via 

the interface with the SAP system. If an order is received, 

the offer is transferred per mouse-click to the ERP soft-

ware and carried out by the plant. Once the sale is comple-

te, the service is also managed through the CRM applica-

tion. The offer creation and price calculation interface to 

the ERP system is what makes the CRM solution so spe-

cial and was developed in close cooperation between 

Holcim and the BSI software engineers.

The marketing department can select customers for 

campaigns and send them per e-mail or letter and can 

inform them about new product features or invite them 

to an event. A log entry is made in the system for each 

interaction with the customer. Holcim’s company man-

agement also profits. Specific reports show which cus-

tomers have been addressed by which salesperson, the 

volumes of offers and orders and the current status of 

the ongoing projects. 

Fast track to success with “plug & play”
The successful introduction in Switzerland, Romania 

and Holcim White Trading at the beginning of 2008 has 

demonstrated that the solution effectively supports the 

sales process. The national companies in Croatia, Rus-

sia, Southern Germany and Northern Germany followed 

in 2008 and 2009, while Hungary will go productive in 

summer 2009. Depending on the range of functions in-

troduced, each implementation required just two to three 

months, including the connection to the SAP system. A 

consistent approach and the seasoned team have proved 

to be decisive success factors.

Rethinking required
The pan-European introduction of the standardized CRM 

philosophy will not happen overnight. Rethinking is a 

slow process. Yet the positive feedback received from the 

national companies after the CRM application was suc-

cessfully introduced adds wind to the sails of the CARE 

project team. The benefits and efficiency gains arising 

from the project are convincing. Other countries will want 

a piece of this success.

       “This tool heralds a new era of professional and 
holistic CRM. CARE combines improved efficiency for  
  our sales team with added value for our customers.”

         “The marketing functions open a new chapter 
in professional campaign management. CARE helps to 
       better coordinate and track campaigns and 
   activities we plan with our customers.”
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MULTIPLE LOCATIONS, ONE CRM SOLUTION

How M-net standardized its business processes with BSI CRM

M-net started up in 1996 in the Munich metropolitan area with its 

own fiberglass network and telecommunications services. The com-

pany has since grown to offer a portfolio of fixed network-based com-

munication services, ranging from cellular phone networks on 

through to complex standard networks tailored to the communication 

requirements of business and private customers. Their fixed network-

based communication services are currently available in around 120 

local networks or prefix zones.

This growth was accomplished through mergers with local city car-

riers under the M-net umbrella. There were different solutions in use 

for customer contact management at each location. The maintenance 

and integration of these systems with the central billing system and 

other third-party systems soon turned out to be a Sisyphean task. To 

compound the problem, some CRM solutions were already at their 

growth limits. According to Georg Lutsch, Department Head Com-

munications Center and CC/CRM Subproject Head, the decision was 

made at the end of 2007 to define standardized processes and to in-

troduce CRM tools that could be used in multiple locations and depart-

ments. Mr. Lutsch rationalized the conscious decision for BSI CRM 

and against the leading brands as follows: “BSI convinced not just 

through the size of the company, but also with its flexibility, scalabili-

ty, openness and the maturity of BSI CRM.”

Structure follows system – integration 
through joint application
Processes are rarely so radically redefined and reorganized as they 

have been in this project. M-net used the introduction of the new 

CRM solution as an opportunity to standardize functions and proces-

ses at the various locations in order to reduce systems or to make them 

compatible. The speed in which the results were expected and the 

amount of systems and data that were to be standardized accordingly 

became the greatest challenge in this project.

Connected in an initial step were the Communication Center, Market-

ing, Sales and Service Management departments in the Munich and 

Augsberg locations. Following in the subsequent phases, in addition 

The merger of the city carriers at various 

locations in Bavaria to the telecommunica-

tions provider M-net, along with the con-

tinuous growth in recent years, have forced 

M-net to rethink its CRM infrastructure. 

The central billing system and other exis-

ting peripheral systems were to be retain-

ed in the process. The replacement of the 

former CRM system with BSI CRM turned 

out to be an integration project.

to product improvements, were upgraded tools and re-

porting functions for marketing and sales, a data cleans-

ing and the activation of the Nurnberg location. 

Georg Lutsch saw the greatest challenge in managing em-

ployee expectations. The adaptation of the process was 

anticipated and supported by the employees. Due to the 

tight turnaround, the new CRM had to be quickly put to 

the test – and start-up performance problems were thus 

unavoidable. Ultimately, however, joy about the advanta-

ges of this new standard solution soon outweighed any 

initial inconveniences.

Special feature: Communication using tickets
The M-net CRM solution is meanwhile in live operation at 

the Munich and Augsburg locations. Not only were the 

target processes redefined in the process, but a majority of 

communications between departments is now also con-

ducted using tickets. Messages are sent in the form of  

tickets whenever a customer concern is to be processed or 

if multiple departments are to be involved and interactions 

must be documented. This ensures that requirements are 

not lost and that it is possible to trace the process steps and 

the employees involved at any time. The result is a com-

prehensive “customer lifetime history”.

“Communication by means of ticket represented a major 

adaptation for the staff at first. However, the process has 

since been very well accepted,” reports Hans-Jürgen Ger-

dum, Interim IT Manager and Project Head at M-net. 

Contributing to this was the clear savings of time and the 

avoiding of communication errors in comparison to e-mail 

and telephone channels, notes Gerdum. What’s more, you 

do not need to exit the CRM application to send a message 

to your colleagues. BSI CRM clearly shows the contact his-

tory and the processing status.

M-hat has expanded the BSI Standard Ticket System into 

a powerful service management instrument. Particularly 

worth noting is the master/slave system in which multiple 

slave tickets can be attached to a master ticket. A major 

breakdown, for example, is entered as a master ticket and 

each individual customer complaint is attached as a slave 

ticket to the master. When the master is taken care of or 

escalated, all the slaves are handled along with it.

Future-oriented CRM strategy
The service requirements of customers have increased. 

Employees in the Communication Center must be more 

competent and have access to all the customer data. In ad-

dition, future service expansions to include services such 

as “TV on demand” place high demands upon a CRM sys-

tem. Highly automated workflows, self-service capability, 

knowledge databases and the integration of multiple com-

munication channels are just a few important keywords 

that describe the requirements of this mass market. 

Therefore, M-net is compelled even further to set up a 

high-performance, integrated, complete system that can 

meet these requirements. With the aim of simplifying the 

handling of customer inquiries for all employees, M-net 

continues to adapt the target processes.

              “In contrast to our competitors, as a smaller 
provider we offer our customers the flexibility 
       they want. With BSI CRM we have made the right  
     choice; one that ensures the necessary flexibility.”
Hans-Jürgen Gerdum, M-net

Jan Klint Nielsen

Senior Project Manager BSI
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REFACTORING – MODERNIZING 
THE IT DURING ONGOING OPERATION 

How the Swiss Post’s counter application is being quietly updated

Each year 150 million customers line up at post office counters in 

Switzerland and Liechtenstein. There were 890,000 customers on 

the peak day of 2008, who were there to make use of a wide range 

of services, such as financial services, logistics and retail sales, in-

cluding products like event tickets or prepaid cards and services 

like the ordering of official documents.

Postal staff is assisted in looking after customers with the “SCHA-

PO” counter application, which has been based on a Java Eclipse 

Rich Client platform since 2008. 

The high quality of SCHAPO is the result of 13 years of experience 

in application development. Since it was launched as a Centura so-

lution back in 1996, SCHAPO has grown into a complex and com-

prehensive application. The application was upgraded year after 

year with essential functions, such as the ability to connect with 

card readers, barcode and pay-in slip scanners, vaults and informa-

tion systems and interfaces to SAP and external providers. How-

ever, this pattern of growth came with consequences: The system 

became heavier and clumsy, more difficult to maintain and the in-

terdependence between modules led to elaborate test procedures 

and long introduction times.

Evolution instead of revolution
The Swiss Post recognized the problems on time and sought an 

appropriate solution: a future-capable architecture based on open 

standards, which achieves the objectives set by the Swiss Post. A 

total replacement of the existing application in a single step, a big 

bang so to speak, would have been too risky – a system breakdown 

would have been catastrophic. The solution was a step-by-step re-

placement that the end-user would not even notice. With the aim of 

improving the readability, comprehension and maintainability of 

the program code and to optimize the expandability and time-to-

market of the new software, the application was divided into com-

ponents, which were then replaced one at a time. 

Outdated applications are a risk. How-

ever, how can you replace existing soft-

ware without endangering the ongoing 

operation? The Swiss Post decided to take 

a gentle approach: refactoring. This en-

tails the updating of an application wit-

hout disturbing the use thereof or limiting 

its functionality.

Marco Weber

IT Project Manager

The Swiss Post

Established standards for 
rebuilding the foundation 
The greatest challenge was to rebuild the foundation while 

simultaneously operating the application. The revamping 

project began in 2006. The application’s core was rewrit-

ten in Java Eclipse RCP in just four months. Decisive for 

the choice of the Eclipse platform were the openness, ex-

pandability and plug-in capability in this proven run-time 

landscape. Another important factor was its graphics cap-

ability, which offered the option of taking over the design 

of the respective operating system.

The primary goal of the new architecture was to build a 

completely component-based structure to ensure the future 

expandability, integration of third-party applications and 

simple maintenance. Jointly used functionalities in all the 

business modules were bundled in the core and then made 

available to all the various modules. This means that the 

modules are only dependent upon the core of the applica-

tion, but no longer on one another. Lower testing costs, re-

duction of redundancies, efficient and inexpensive mainten-

ance are among the advantages of this lean architecture.

Remote controlled process
To retain the accustomed level of operational speed and 

user-friendliness, it had to be ensured that the end-user 

was only to work in just one single application during the 

renovation period. The BSI software engineers develop-

ed an innovative process with this in mind:

The existing application would be split up so that only the 

old masks needed with the business logic would remain. 

These masks received their commands though an exter-

nal plug-in through Windows Messages; or to put in sim-

pler terms: The process control of the old application was 

removed and externalized. This presented advantages 

over a conventional approach that were obvious:

•	During the transition period, existing masks could still 

be used in the old solution and even further developed 

and adapted.

•	Existing masks could be incrementally migrated to Java 

without time pressure.

•	New masks could be implemented in Java.

              “The incremental procedure delivered two 
decisive advantages: absolute minimization of risk    
      and optimal cost control. Thanks to the clean  
            execution by BSI, the ongoing operation 
    was never at risk and the end-users never suffered   
                      usability reductions.”

legacy.exe counter.exe

OS

Java JVM

Eclipse RCP

Legacy application

Application core

External (Legacy)

Financial

Retail

Diagram of the new architecture (counter.exe) with the remote controlling of the old application (legacy.exe)
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And what’s more: Nothing changed for the end-user. Al-

though the application consisted of two different, inde-

pendent operation system processes, the user interface 

acted like a normal application with a single process. The 

following graphic depicts the incremental migration of 

the existing counter application to the modern standard-

ized architecture.

Fit for the future together
The Swiss Post is confronted with challenges. Changing 

customer behavior and growing competition are leading 

to sinking customer frequency and the number of postal 

transactions in many post offices. Therefore, the Swiss 

Post is seeking ways to offer its services independently of 

their own post offices. At the same time, they are increas-

ingly offering third-party products and services in the 

existing post offices. The counter application must rise to 

meet these challenges. The newly introduced architecture 

represents the first step toward an open service-oriented 

architecture that enables the connecting of external ser-

vice providers such as Ticket Corner, prepaid cards or in-

surance companies. 

The modernization of the architecture is at the same time 

a step toward making postal services more flexible. In the 

future, even external partners, such as convenience shops, 

petrol stations or pharmacies will be able to offer postal 

services without needing an elaborate on-site system in-

frastructure.

NEW YEAR, NEW CHALLENGES

Top athletes, like companies, are measured by their performance

Karin Thürig

Athlete 

Swiss Athlete 

of the year 2004

                     “The modernized SCHAPO application 
matches our IT strategy perfectly and makes it 
     possible to significantly shorten the time-to-market.
        This benefits both the Post and our customers.   
SCHAPO is now again state-of-the-art.”
Marco Weber, IT Project Manager, Swiss Post

Incremental migration of the existing counter application to the modern, standardized architecture

Before During AfterMigration phase

Old

New

Proprietary
Monolithic

Java
Modularized

Open standards

The legacy modules 
were separated from the core

Newly developed core

The Java application uses 
Windows Messages to control the 
external legacy application

In September 2007, I reached a disappointing ninth place at the World Cycling 

Time Trials Championships in Stuttgart. This setback forced me to make a more 

precise analysis of my training habits, because performance pressure does not 

just exist at the races, but is already present while preparing for them. I soon rec-

ognized the error that needed to be corrected. It was equally important for me to 

immediately set new goals and not to wallow in regret over missed opportunities, 

though ultimately it does take time to process a defeat such as this. So, it was quite 

convenient for me that the form structure begins anew with zero each year.

So that the optimal performance can be summoned during the major races, it 

is important to design a training plan. This effectively is the strategy. The de-

tailed planning, the tactics if you will, I then work out week after week in order 

to flexibly react to the weather conditions or other factors. I set specific goals for 

myself each time I train. My plan for 2008 included training camps in Cypress 

and New Zealand, where I got in shape for the two World Cup races on the tracks 

in Sidney and Beijing.

My plan was successful: At the Olympic Games in Beijing in 2008 I won the 

bronze medal for women’s cycling time trial.

I started preparing for the 2009 season a few weeks ago. The goal this year is 

to grab one of the three desirable starting positions for the Iron Man in Hawaii. 

This is no easy undertaking, because in the past two years I have primarily 

concentrated on cycling. I cannot just latch onto my earlier performance. I have 

to be particularly careful with running. I can only slowly boost the scope of my 

training. Meantime, I am already running 70 kilometers per week. My weekly 

goal, however, is to boost that figure to 120 kilometers per week. I will start at 

the Iron Man in Lanzarote at the end of May. The so-called taper phase begins 

in the last two weeks before the competition. The scope of training is reduced so 

that the body can recover in order to be in top condition on the important day. 

Whether this will be sufficient for Hawaii or not, I will be able to report in the 

next issue.

Yours,

Karin Thürig



EMPLOYEE INTERVIEW

Benjamin Schöb

Powerful engines have fascinated Beni Schöb, who grew up in Hedin-

gen in Canton Zurich, since his was a young boy. Together with his 

twin brother Marcel, he simply could not walk away from a loose nut 

or bolt on an engine, regardless of whether it runed on steam, electri-

city or gasoline. Both were obsessed with the construction and tech-

nology of motors. As soon as they turned 18, they bought their first 

motorcycles – KTM and Husqvarna, the top dogs among crosser 

bikes. And thus also began their racing careers.

 

How did you get started in motorcycle racing?

We drove all the time and everywhere with our two crossers: on and 

off-road, also on tracks, but not at any races. The supermoto scene 

really got started in Europe at the end of the nineties and my brother 

and I were actively involved in making this happen. We always raced 

under the “Motopirat Racing Team” flag. It all came to an end for me 

in 2004 after a tragic accident in the scene. It wasn’t until two years 

later that I rejoined the racing circus and discovered a new discipline 

for myself: Street racing.

What fascinates you about this discipline?

The precision. In street racing, as opposed to other types of racing 

sports, the winner is decided by a calm and precise driving technique. 

This type of racing is more sophisticated. I really have to precisely 

know the gripping limit of my tires and the load capacity of the ma-

terials to get the most out of them; especially if I have to brake with 

great precision while going 280 km/h in order to take advantage of 

the thirty centimeter distance from my competitors, to overtake. I  

often see drivers racing impetuously and who as a result land in the 

gravel sooner or later. They don’t plumb these limits and capacities 

and therefore don’t ride at the front of the pack. It fascinates me to 

find this combination of speed and precision and I think I have found 

it with my current bike, a Honda VTR SP2 HRC. That’s why I have 

made it to the SM level (editor’s comment: Swiss Championship) and 

was able to keep up with the midfield.

Benjamin Schöb

Customer Care Manager BSI

How intensively do you pursue your hobby?

Up to two years ago, I was often on the road with my small 

team, consisting of my girlfriend Alice and the cook Si-

mon. During the summer we spent nearly every weekend 

on European Formula 1 Grand Prix race tracks, such as 

the Hockenheimring, Spa-Francorchamps or Brno. These 

days I compete in around 3 races a year with my Honda.

What thoughts go through you head when 

you round a curve at 160 km/h?

May the asphalt stay under my tires – otherwise the bike 

will get broken and it will take way too long to get ready for 

the next race. That happened to me last year in a race in 

Magny-Cours, France. I destroyed my motorcycle in the 

Lycée curve. The fuel tank volume was reduced by a third 

through the impact. Pieces of the shell are probably still 

scattered in the gravel. Don’t get me wrong, of course my 

safety is also very important to me, but the rules are strict 

and the race courses are built safely. I see little risk for 

myself, but if the bike is too heavily damaged, then despite 

a 100% team effort, I can’t get it into shape fast enough for 

the next race and we just have to go home. When this hap-

pens, everyone pitches in. Even my girlfriend Alice and 

the cook become technicians.

Who is in charge of the maintenance and 

mechanics of the motorcycle?

I do it all myself. I originally bought the motorcycle to use 

on the roads. I refurbished it bit by bit each winter and 

made it fit for racing. When it comes to the motor, I get 

professional support from mechanics and the team boss.

What skills from racing help you in your work?

Certainly the ability to concentrate and my staying power, 

but also my appreciation for teamwork. BSI also functions 

as a team; I joined in mid-2004. My decision to do so was 

strongly influenced by the fact that our CEO Chris offered 

to speak to me using the personal verb form, which is un-

usual in such a situation, and he meant it sincerely.

Since 2008, I head the Customer Care department and 

am responsible for seeing that we provide the services we 

have agreed to under contract, stick to deadlines and also 

provide good results even under pressure. In case of sys-

tem failures, what is required in terms of preparedness 

and reaction times is comparable to what it takes to suc-

ceed in racing. Finding creative and unconventional solu-

tions for our customers as a team: I like that.

Motorcycle racing is a perfect counterweight to his work for 

Benjamin Schöb. May his race tracks continue to be dry!
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info@bsiag.com

Täfernstrasse 16a ı  CH-5405 Baden
T +41 (0)56 484 19 20 ı  F +41 (0)56 484 19 30 

Zugerstrasse 74 ı  CH-6340 Baar
T +41 (0)56 484 19 20 ı  F +41 (0)41 766 86 10  

Grubenstrasse 107 ı  CH-3322 Schönbühl
T +41 (0)31 850 12 00 

We develop software at the interface to the customer. BSI CRM is the leading Swiss 
solution for any task and every relationship – sales, marketing, service and multichannel 
contact center. BSI counter is the product for clear-cut processes at the counter and the 
cash register, BSI CTMS for clinical studies in the pharmaceutical industry. The simplicity 
and the versatility of our software has convinced more than 70’000 users: ABB, APG, 
Commerzbank, Hermes Logistik, Holcim, Landis+Gyr, PostFinance, Pricewaterhouse-
Coopers, Roche, the Swiss Post, Sika, Swiss Life, Tamedia, Viseca and other market lead-
ers rely on BSI products. We specialize in system integration, software development, 
consulting and support. The service-oriented architecture of all BSI applications makes 
them easy to integrate into any IT landscape. 




