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also available in 
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mbmag.me/ios 
mbmag.me/android

Dear Reader, 

We hope you are managing to �nd your way through these extraordinary 
times! The Covid-19 pandemic has, of course, also aected the production 
of this Mercedes me magazine: we toured Germany exclusively, and almost 
all the interviews took place via video call. But we are certain that we have 
yet again succeeded in bringing you some exciting stories from the world of 
Mercedes-Benz. 

All the more so as we may proudly present a very special highlight: the 
new S-Class. The world’s best-selling luxury saloon is once again setting the 
standard in its latest generation. “We want to oer our customers innovation, 
safety, comfort and quality as never before,” said Ola Källenius, chairman of 
the Board of Management of Daimler AG and Mercedes-Benz AG, about the 
brand’s centrepiece. The new S-Class makes the most of digitalisation and 
focuses on the human element. The interior in particular opens up a wide 
range of new perspectives: the driver and passengers alike can expect a feel-
good oasis here that responds sensitively to their wishes and needs.  

This only serves to underline the S-Class’s de�nitive status as a champion 
of innovation as well as an automotive icon. As a matter of fact, star designer 
Virgil Abloh also takes a keen interest in icons. Working in cooperation with 
Gorden Wagener, chief design o�cer of the Daimler Group, Abloh ended 
up developing a fascinating work of art – based entirely on the G-Class.  
See for yourself! 

We wish you happy reading,
Your Editorial Team

Independent 
Berlin, the  
electric way:  
a day with  
hip-hop artist 
Kelvyn Colt 
Page 46

Created for you 
Digital like never 
before: experi-
ence completely 
new automotive 
luxury standards with 
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Page 60CO
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ARRIVE AS A GUEST, LEAVE AS A FRIEND

ALPINE SPA RESORT VIKTORIA ««««S
Arrive, relax, enjoy. Or in short: forest spa. 
There are various nature-themed relaxation areas, aromatic steam baths, soothing saunas and warming infrared sources spread over three 
floors. Another highlight is the heated 25m outdoor infinity pool. The ideal place for those wanting peace to escape their daily lives and 
rediscover themselves. Treat yourself to a well-deserved break!
We look forward to your visit!

ALPINE SPA RESORT 
VIKTORIA ****S

Family Platzer
Falzebenerstraße 9 

39010 Hafling bei Meran 
South Tyrol, ITALY

T +39 0473 279422 
info@hotel-viktoria.com

www.hotel-viktoria.com

HOTEL

CERVOSA SERFAUS «««««
A holiday feeling right from the start – a charming 5-star hotel with a lot of tradition, various facets and numerous opportunities to improve 
your well-being. Enjoy the panoramic views from here with the comforts of the Cervosa. After hours of activity in the mountains of Serfaus, 
offering a diverse ski and winter sports area with unique infrastructure for the entire family, the fun continues at Cervosa. Rest and relaxation 
in a wellness and spa area spanning over 3000m2. The outstanding hotel kitchen is known well beyond borders and, inspired by creative 
cuisine and tradition, offers gourmet highlights and fine dining. A pure delight!

HOTEL CERVOSA 
SERFAUS *****

Family Westreicher
Herrenanger 11

6534 Serfaus
Tyrol, AUSTRIA 

T +43 (0) 5476 6211 
reservierung@cervosa.com

www.cervosa.com

Exclusive Locations for Your Dream Holiday

DOLLENBERG 
SCHWARZWALD RESORT *****S

Meinrad Schmiederer
Dollenberg 3

77740 Bad Peterstal-Griesbach
Baden-Württemberg, GERMANY

T +49 (0) 7806 78-0
info@dollenberg.de

www.dollenberg.de

Full speed ahead to endless indulgence … welcome to Dollenberg – the delightful summit in the Black Forest!

Exquisite cuisine at the Michelin 2-star restaurant Le Pavillon under the leadership of star chef Martin Herrmann. Wellness de luxe at the 5000m² 
DOLLINA  Spa & Health, one of the top 3 spas in Germany. And, on top of that? Inspiring hospitality of the highest level. Enjoy 70,000m²  
of nature in the hotel park and the surrounding national park, and experience the magic of the charming cabins at Renchtalhütte.

DOLLENBERG 

SCHWARZWALD RESORT «««««S



HOTEL & SPA

CHASA MONTANA ««««S
Situated in the Silvretta Arena Samnaun-Ischgl, Chasa Montana is located in a 
skiing paradise with over 250km of slopes. Traditional Engadine style is reflected 
in the details and gives the hotel a charming note. Three à la carte restaurants –  
Gourmet-Stübli (16 points Gault & Millau, 1 Michelin Star),  Fondue- & Raclette-
Stübli  and La Pasta – impress with regional and international specialities. The 
culinary delights are rounded off with a selection of more than 1400 different 
wines. The 1500m2  Montana SPA has a Roman indoor pool, sauna area, outdoor 
salt water pool, gym and beauty/massage centre so you can enjoy wellness at its 
best. There is an exclusive ladies spa sauna area. The duty-free shops of ZEGG.
ch offer a wide range of top brands! 

Winter season from 26.11.2020 to 01.05.2021.
4 nights with breakfast from CHF 480 per person in the early season.

HOTEL & SPA
CHASA MONTANA ****S

ZEGG Hotels AG
Dorfstraße 30
7563 Samnaun-Engadin
SWITZERLAND
T +41 (0) 81 8619000
info@hotelchasamontana.ch
www.hotelchasamontana.ch
#hotelchasamontana
CHE103862369
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Winter emotions in new dimensions – 25m Sky Pool
Glittering powder snow, crystal clear mountain air, breathtaking mountain 
panoramas, enjoyable descents and the radiant winter sun – a luxury holiday 
awaits you in the Dolomites at Kronplatz, in the heart of one of the most beautiful 
ski and winter sports resorts in South Tyrol! Enjoy the delightful magic of winter in 
our spa area with 7 saunas and 6 heated indoor and outdoor pools. Immerse 
yourself in the spectacular new spa area at Hubertus. No visible boundaries, 
just transparent glass: the new outdoor heated Sky Pool (30°). At a length of 
25 metres, the exceptional swimming pool is a great addition to the unique 
Hubertus water world. Experience a glistening winter wonderland in all its facets. 

Example offer: 
7 nights incl. ¾ wellness board, ski pass and test ski from €1576 per person

ALPIN PANORAMA HOTEL

HUBERTUS ««««S

ALPIN PANORAMA 
HOTEL HUBERTUS ****S

Family Gasser
Furkelstraße 5
39030 Geiselsberg-Olang
South Tyrol, ITALY
T +39 0474 592104 
info@hotel-hubertus.com
www.hotel-hubertus.com
IT01311610214
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1  Jelena Pecic – author, 
Ostermünchen
At six in the morning, Jelena 
Pecic and photographer Regina 
Recht met dressage rider 
Jessica von Bredow-Werndl to 
spend the day with her, the 
Mercedes GLC and Zaire, her 
horse. The team got along so 
famously together that Zaire 
even surprised our author 
with a farewell kiss at the 
end of the day.

4  Ayhan Belge – 
art director, Hamburg
You may have noticed that 
some small layout details of 
our magazine have changed in 
a few areas. Our new art direc-
tor Ayhan has set about subtly 
changing our look. “I wanted 
to bring in a little more light-
ness without losing the clarity 
of the magazine,” he says. And 
we think he has managed to 
do just that!

3  Franziska Barczyk – 
illustrator, Toronto
Multi-talented: the artist cre-
ates sculptures, videos and 
illustrations. In this magazine, 
she visualised our interview 
with the bestselling author 
Cal Newport. The subject: 
how we can still work with 
focus in times of digitalisation. 
Franziska Barczyk kept the 
illustration suitably clear and 
reduced, �tting to the subject.

5  Sporty spirit – 
Mannheim, Stuttgart 
Strengthening self-con�dence 
and promoting young peo-
ples’ social skills: this is what 
the “move&do” project is all 
about. Pre-existing structures 
and mindsets are broken down 
during the joint sports activi-
ties as a class, new relation-
ships are established and ulti-
mately a better atmosphere is 
fostered. laureus.com

Mercedes-Benz is one of 
the founding partners 
of the Laureus Sport for 
Good Foundation

The foundation was estab-
lished in 2000 and promotes 
socially disadvantaged chil-
dren and young people with 
worldwide sports projects, 
supporting these young peo-
ple by helping them strengthen 
their values, self-confidence 
and personal skills. The aim 
is for them to take personal 
responsibility and make a bet-
ter life for themselves through 
their own e�orts. 

May we  
introduce...
The authors  

and photographers 
of this issue

2  Hans Bussert – author, 
Berlin
Hans Bussert mainly writes 
about fashion and culture. He 
also owns the email magazine 
“Ex Libris No News News”. He 
went on a shoot for us with 
rapper Kelvyn Colt. The mood? 
Relaxed and even a little  
musical: a street musician just 
happened to be playing Pink 
Floyd variations on his electric 
guitar nearby.
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T H E MOM E N T

This picture was taken in Holland. Not in the 
Netherlands, though, but in the Holland-themed 
area at Europa-Park, north of Germany’s Frei-
burg im Breisgau. 

Mercedes-Benz staged the latest vehicles in 
Germany’s largest theme park, in front of an 
impressive night-time backdrop and with the 
creative support of photographers, bloggers 
and inuencers. Among them was the social 
media star Younes Zarou. The 22-year-old made 
the most of the park’s particularly colourful 
world of lights in the dark to get photographed 
in the Vision EQS for his fans. 

The influencer has a breathtaking num-
ber of them. He currently inspires more than 
14 million followers on the TikTok platform 
with his illusion videos – and his community 
grows by the day. But what’s most exciting: he 
posts additional clips on TikTok and Instagram 
in which he gives you a sneak peek inside his 
impressive bag of tricks (@youneszarou). There 
are also interesting behind-the-scenes impres-
sions of the photo shoot with the Vision EQS at 
Europa-Park.

Robin Maeter photographed the 
Vision EQS for Mercedes-Benz. 
Search for #MBSocialCar on 
Instagram. mbmag.me/insta

When Mercedes-Benz invited 
select inuencers to a colourful 
event, the location was �tting to 
the occasion: it was extraordinary

Europa-Park 
at night
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l e a d i n g  j e w e l e r s

S C H A F F R A T H  B O U T I QU E
strönwai 8, kampen (sylt) at zimmer jewellers

P OL E P O S I T ION

Close friends
Miranda Wang (left) 
and Jeanny Yao, both 
26, met in high 
school. They have 
been working 
together on their 
innovative recycling 
solution for 
five years now. 
They have already 
received awards for 
their commitment 
to the environment 
and a more sus-
tainable future.

Miranda Wang and Jeanny Yao run the 
upcycling company BioCellection in 
Menlo Park in Silicon Valley. The two 
Canadians make use of a radically new 
recycling technology: their method 
 processes plastics previously consid-
ered non-recyclable

“ We’re showing  
that recycling can  
be so much more”

Ms Wang, Ms Yao, what does BioCellection do? 
Miranda Wang (MW): We buy and recycle plastic that 
is considered non-recyclable and open up a whole 
new market for the trade in plastic waste – just like 
the trade in glass or metal. We are creating incentives 
for recycling companies to bring more of this kind of 
plastic waste into recycling. We then reuse this plastic 
that used to be worthless.

How does your technology work? 
Jeanny Yao (JY): It works using an oxidation process. 
We decompose this disposable plastic into chem-
ical components. We then reassemble these com-
ponents so they have similar properties to plastics 
made from petroleum. This is how we go about devel-
oping thermoplastic polyurethane, which is a highly 
elastic material. It can replace things like leather, 
rubber and silicone and is used, for example, in 
�nishes and surfaces in car manufacturing. It consists of 
up to 48 per cent recycled waste and achieves a 46 per 
cent lower carbon footprint than conventional plastics. 
We’re showing that recycling can be so much more.

What prompted you to tackle the global problem 
of increasingly more plastic?
MW: We visited a waste transfer station in Vancou-
ver with our high-school class a few years ago and 
realised just how enormous the scale of it really is. 
It is di�cult to reverse this dynamic, too. We keep 
on consuming and the land�lls continue to over�ll. 

Did the task not seem huge to you?
MW: At �rst it did. As we began to do the research, we 
had to develop the con�dence to follow this path – to 
where we are today. Our technology is based on a 
highly complex chemical process. A ten-person team 
of engineers and scientists is constantly working to 
make it even more productive.

Where does BioCellection  
get its plastic from?
JY: From consumer waste. Garbage collection com-
panies transport the waste to materials recovery 
facilities, which separate out the recyclable materi-
als and resell them. However, there is no market in 
the USA for recovered packaging material, so it ends 
up in land�lls. We want to intervene before that hap-
pens. Instead of o�oading plastic refuse at a garbage 
dump, the garbage companies bring it to us for the 
same price as the disposal fee they would have paid 
anyway. We clearly add value as well, with an oppor-
tunity to turn their waste into attractive, sustaina-
ble new items.

What about all the plastic  
in the oceans?
JY: It doesn’t simply get thrown into the sea. It gets 
lost during transport or washes from land�lls into 
rivers. So, as far as we are concerned, we are tack-
ling the problem of marine pollution early in the 
chain – and so, very e�ectively. PH
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Secrecy is so yesterday:  
from manufacturing  

products to the  
material itself, fashion  
is now determined by  

a new visibility

More  
transparency

T R E N D

In each issue, our editor-in-
chief Hendrik Lakeberg selects 
products that will enrich your 
everyday life

If products are precious, we 
want to know as much as pos-
sible about them. What makes 
them so great? How sustain-
ably are they produced? The 
demand for more transparency 
is an increasingly prominent 
trend. Formula 1 champion 
Lewis Hamilton focuses on 
sustainable transparency in a 
joint collection with Tommy 
Hilfiger: the long-sleeved 
shirt (1) is made of organic 
cotton, and the brand gives 
assurance that it is cultivated 
free of chemical pesticides. 
Designer and mountaineer 
Spencer Phipps explains that 
his sleeping bag (2) can inspire 
science-�ction dreams and is 
made of recycled Polartec® 
material. Briton Christopher 
Raeburn founded Ræfound,  
a brand where he recycles 
military clothing – such as 
this rucksack (3) – and styl-
ishly remanufactures it for 
the fashion-conscious. Trans-
parency is also gaining prom-
inence in purely visual terms: 
the surface of the popular 
“B23” sneaker (4) by Dior 
Homme is transparent. Trans-
parent wireless speakers (5) 
focus on transparent minimal-
ism, as does the Garrett Leight 
optical frame (6). It’s not only 
brands that are becoming more 
transparent, as you can see; we 
are, as well. And that is how it 
should be, because why should 
we hide our high standards? 

5

2

4

1

1 Lewis Hamilton organic cotton long-sleeve shirt, €80, tommy.com 
2 Sleeping bag by Phipps, €650, phipps.international 3 “Anti-G” rucksack by Christopher Raeburn, 

€1,150, raeburndesign.co.uk 4 “B23” slip-on sneakers by Dior Homme, 
€720, dior.com 5 Speakers by Transparent Speaker, €500, transparentspeaker.com  

6 Eyewear by Garrett Leight California Optical, €320, garrettleight.com

3

6

PH
O

TO
S 

PR

18

http://tommy.com
http://raeburndesign.co.uk
http://dior.com
http://transparentspeaker.com
http://garrettleight.com


Y O U R  P E R F E C T  C H I N O

FREE SHIPPINGMADE IN PORTUGAL ELASTICATED WAIST ZIP POCKET17 COLOURS

O R D E R  Y O U R  M R  M A R V I S  C H I N O S  N O W  O N  M R M A R V I S . C O M

20201002_MRMARVIS_2020_MERCEDES-ME_215x270_Longs-Storms-Felsons_EN_PSO-LWC-IMPROVED.indd   1 02-10-20   10:30



I M AGI N E

Fashion, music, furniture: almost no other recent designer has  
influenced a young generation like Virgil Abloh. Now, with  
Gorden Wagener, Chief Design Officer Daimler Group,  
he has transformed a G-Class into an art piece

Text by HENDRIK LAKEBERG Photos by MERCEDES-BENZ AG

 
Thought out to 
the last detail: the 
reinterpretation 
of the G-Class as 
an art piece

 
Virgil Abloh has a 
special sense for 
the needs of our 
time – both analogue  
and digital.

Project
Geländewagen

20





V I RGI L  A BL OH

 
The colour filler grey 
dominates both 
inside and out-
side. The design is 
broken up by playful 
yet strong graphic 
elements like red 
buttons and crosses. 

 
Traces of wear 
incorporated into the 
body work are a trib-
ute to the robustness 
of the G-Class.
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“ For me, the G-Class has always been the epitome of iconic  
design and the result of an impressive engineering 
achievement. The vehicle is deeply rooted in our culture. 
That’s the very reason why we decided to reinterpret this icon”

   Virgil Abloh, designer, artistic director of Louis Vuitton’s Men’s collection and CEO of the Off-White fashion label
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V irgil Abloh understands how to go about get-
ting a young generation excited about prod-
ucts. Let’s take the example of a small sports 

shoe collection that came onto the market in 2017: 
“The Ten” was the name of a collaboration between 
Virgil Abloh’s O�-White fashion brand and a major 
sporting goods manufacturer. He remixed popu-
lar models from the company’s historic collection. 
Speci�cally, he modi�ed the original versions in an 
immediately recognisable way based on the “silhou-
ette”, as the shape of sports shoes is called in the 
scene: characteristic white, combined with striking 
typographic elements. The shoes were limited edi-
tions, which made them even more appealing – you 
even had to apply to be able to get them. The prices 
when �rst sold were around €200 per pair. And their 
value only increased: A few weeks later, Virgil Abloh’s 
sneakers were sold out. Their resale value soon 
exceeded €1,000 with selected models fetching even 
higher prices. 

Collaboration with Mercedes-Benz
Virgil Abloh had cracked a kind of a code with which 
he ignited the passion of an entire generation. Above 
all, though, he recognised how valuable iconic prod-
ucts are for a brand, which become cultural symbols 
beyond their function. To wear or own them is a mark 
of connoisseur ship and style. Just like a Mercedes-Benz 
vehicle, Abloh’s products are the expression of an atti-
tude: a commitment to quality, outstanding design and 
the history of the brand. 

The designer understood the principle of what 
makes brands work so well that he himself became 
a brand with over five million followers on Ins-
tagram. This status not only made him the Men’s  

artistic director at Louis Vuitton, but also one of the 
main exponents of a new form of luxury based not only 
on quality and exclusivity, but also on an awareness of 
the importance of products – a deep knowledge of their 
cultural power to move people. His intuition and skills 
have led to him working with a wide variety of brands.

Historical in�uence
Mercedes-Benz AG rolled out the results of their coop-
eration with Abloh at a digital launch event held this 
year on 8 September, which was hosted by Bettina Fet-
zer, Vice President Marketing at Mercedes-Benz AG. 

Gorden Wagener, Chief Design Officer Daimler 
Group, along with Virgil Abloh presented an extra-
ordinary design sculpture based on a G-Class, a model 
with a pronounced and tough exterior that has hardly 
changed in decades. “For me, the G-Class has always 
been the epitome of iconic design as well as the result 
of impressive engineering achievement,” explains 
Virgil Abloh. “The vehicle is deeply rooted in our cul-
ture – exactly the reason why we decided to reinter-
pret this icon.”

The �nal result of this joint design process indeed 
has much in common with a sculpture. The scratch 
marks and dents as part of the bodywork are a hall-
mark of the robust character of this o�-road vehicle. 
The name is then also suitably apt: “Project Gelände-
wagen”. As far as Gorden Wagener is concerned, “a 
unique art piece” has been created, a vehicle that “rep-
resents future interpretations of luxury and a desire 
for something of beauty, something extraordinary.”

The design project serves as a starting point for 
exploring brand-new ways to break up our established 
notions of luxury. This includes not only the design, 
but also the form taken by this collaborative work: 

Bettina Fetzer, 
Vice President 
Marketing of 
Mercedes-Benz AG, 
was with the 
project from the 
very beginning.

“Mercedes-Benz is driven by outstanding design, as seen 
within our products, but it is our passion for culture and 
capturing the zeitgeist that has enabled us become one of the 
most instantly recognisable and desired luxury brands today”
Bettina Fetzer, Vice President Marketing at Mercedes-Benz AG

V I RGI L  A BL OH
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being creative together paves the way for new ideas 
and enables completely new formats and approaches. 
This is how brands can create unique, unforgetta-
ble moments and experiences, something that many 
people today more than ever associate with the 
idea of luxury. 

Mercedes-Benz AG, working together with Virgil 
Abloh, decided to give something back to the crea-
tive community, especially during these di�cult times 
marked by Covid-19, so they had a 1 : 3 scale replica of 
the design sculpture put up for auction by  Sotheby’s in 
order to promote the arts. The framework is provided 
by the renowned “Sotheby’s Contemporary Curated” 
auction series, which is co-designed by annually 
changing trendsetters.

A homage to handmade
But it is not only in the design of the G-Class that the 
human component of the art piece comes shining 
through – far from it, in fact. “Project Geländewagen 
is much more than just a design project,” explains 
 Bettina Fetzer. “We hope the project will serve to 
inspire more creativity and teamworking during these 
uncertain times.” 

One of Virgil Abloh’s personal favourite elements of 
the car are its rough surfaces, which look as though the 
paint had been sanded away. “Our goal with that was to 
bring back an awareness of the human touch,” he says. 
“Of the handmade.”

And that, too, is its own source of inspiration. 
Because that which is imperfect bears more than just 
the traces of previous uses the traces of its history; it 
can often awaken in us the desire to make it whole. 
Perhaps just in the imagination of the beholder – or 
perhaps even as a driver.  

 
The steering wheel 
looks like a cross 
between a racing 
cockpit and 
game console.

 
Creative collabora-
tion: Gorden Wagener 
(left) in exchange 
with Virgil Abloh

 
What’s in it  
is on it: striking 
typographic  
elements are typical 
of Virgil Abloh.

“ We are creating a unique work 
of art with Project Gelände-
wagen that represents future 
interpretations of luxury and a 
desire for something of beauty, 
something extraordinary”

   Gorden Wagener, Chief Design Officer Daimler Group

V I RGI L  A BL OH
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DE E P WOR K

Interview by MARIE SOPHIE MÜLLER   Illustrations by FRANZISKA BARCZYK

Too often, the distractions of the 
digital world prevent us from 

concentrating on important tasks. 
What can we do about it? Bestselling 

author Cal Newport knows a way

How to 
find your  

focus



Cal, you promote focused working without digital 
distractions. What does your browser window 
look like right now? Mine shows eight open tabs.
Let me count – twelve. Just before this call, I �nished 
a blog post, so all these open tabs are related to that. 
I do try to close things once I am �nished with them.  
This is not the best example.

Your books “Deep Work” and “Digital Minimal-
ism” were instant bestsellers. Why do you think 
they hit a nerve?
People were increasingly recognizing that the technol-
ogy that was making it easier to communicate and to 
speed things up was making us worse at actually work-
ing. “Deep Work” distinguished between concentrated 
e�orts and not-concentrated e�orts. You have to treat 
them as two separate things. But we don’t. And that’s 
why we’re feeling stressed and overwhelmed. The 
whole point of “Digital Minimalism” was that people 
started feeling uneasy about their relationship with the 
digital world, and the book shows an alternative. 

What exactly do you mean by “deep work”?
It is when you’re focusing on a cognitively demanding 
task without distraction. 

Is this helpful for all kinds of professions?
Yes, deep work is helpful for many different pur-
poses: if you’re trying to write something, produce a 
code or make a really hard decision. With deep work 
you’re not switching contexts. You’re not writing 
while also keeping an eye on Slack or jumping over to 
your email inbox. For it to be deep, it’s got to get your 
full attention.

But sometimes you quickly need to look  
something up online. Is this still possible?
The thing you want to avoid is a context switch. Let’s 
say you’re writing and you need to know the date when 
a person was born. You jump over to Wikipedia, �nd 
the date, put it in. The cognitive network in your brain 
is still focused on the same thing. On the other hand, 
if instead you jump over to your inbox and you see an 
email from your boss, then your brain starts switching 
its network. It’s that confusion of network switching 
that begins to reduce cognitive capacities. 

What happens in our brain in a deep-work phase?
Once you are focused, your brain will suppress other 

uses of your neuronal networks. Then you are locked in 
and able to put the full resources of your mind to work. 

There are plenty of apps that o�er to help change 
your phone behaviour. How e�ective are they? 
People often think that they can solve the deeper 
problem with super�cial �xes, like turning o� noti�-
cations. But ultimately each of us has to �nd out what 
role we want technology to play in our lives and how 
much time we want to dedicate to our screens. If you 
get to the core of issues, then everything else works 
itself out. 

Do you think boredom is a useful tool to get  
to the core of issues?
I think of boredom like hunger. Hunger is a very 
unpleasant feeling because it’s really important that we 
eat. Boredom feels bad too. And it plays an important 
role, which is to drive us towards meaningful activity. 
Humans get bored, and that’s why humans invented 
�re, the wheel and agriculture. They have the drive 
because they don’t like the feeling of boredom.

But today you can get rid of boredom much  
easier, it only takes a swipe.
When you take a basic drive and subvert it by using 
new technology, you have a problem. We need to eat 
to survive and junk food can satisfy that hunger really 
quick. But when we still hunger with potato chips, we 
end up unhealthy. This is my concern with boredom. 
It’s this really strong drive. And if we bring in fancy 
technologies like social media that have been opti-
mized to make that boredom go away, we just have to 
stare at the screen of our phones or computers. But 
like this, we will never be pushed to doing what we 
really need to do, which is hard, meaningful activity. 

Is it easy for yourself to stay away from 
social media ?
I’ve never had an account.

So why are you the right person to write about 
social media addiction?
This may make me a particularly good person to write 
about it. I am one of the few neutral observers who 
could actually watch the phenomenon from the begin-
ning. These arbitrary terms where you have charac-
ter limits, you click on hearts and thumbs that go up 
and down – it’s this weird ritualized world. That’s 
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interesting behaviour. It doesn’t seem obvious. And 
yet it kind of took over the world and took over 
people’s lives. And I can watch this from the outside 
and talk to people.

Which digital inventions are you excited about?
I’m a huge internet nerd. And the social internet, in 
particular, I think is fantastic. The idea that people 
can connect with people, express ideas, encounter 
new ideas through this universal network that every-
one has access to. I’ve just continued to be amazed 
by it. But for me, it also looks like a corporate take-
over of this otherwise utopian dream. Why should we 
all voluntarily go and mainly use the private internet 
invented by Facebook and other comparable com-
panies? They came in and built their own internet, 
their own servers and monitor everything. That 
defeats the whole purpose. 

You suggest to start with a 30-day detox  
and eliminate all unnecessary apps. How do I 
identify what I can get rid of? 
It is everything that you reasonably can stay away 
from for 30 days. I call them “optional personal dig-
ital technologies”: social media, online news, video 
streaming and games, et cetera. In my study, I found 
that those who spent the 30 days experimenting and 
re�ecting, really trying to �gure out what they enjoy 
doing, what they value, were more likely to have 
lasting change. 

What happens on day 30?
On the last day of the experiment you go backwards 
and re�ll the digital closet with just the stu� you 
really need. A lot of people had a Facebook group 
that was important to them but didn’t need the news 
feed. They would then narrowly focus their Face-
book use and only check the website on the com-
puter. Now they’re able to use the tool in a way that 
gives them all the value but avoids most of the pit-
falls. The people who used the 30 days to get away 
from the digital world for a while, but didn’t actu-
ally try to foster their vision of what they want to 
do instead – they ended up typically not even mak-
ing it through.

What would be the thing that replaces the  
time spent on apps? 
Some people discover that social interactions 

require more sacri�ce on their part. Like going to 
set up a meeting and going to go on a hike together. I 
would see a lot of people come out of this detox with 
a weekly running club or standing lunch date with 
their friend or regular phone calls with their family. 
And they get a lot more satisfaction out of that. 

How do you think companies can help their 
employees focus better on their work?
Well, there’s a surface solution and a deep solution. 
Something I recommend is you work out with your 
boss what the ideal ratio of deep to non-deep hours 
spent per week is. Once you two decide on the ratio, 
you can work backwards and say: What do we have 
to do to hit that target? This could mean: No meet-
ings for you before noon. You work in the morning, 
the afternoons are for meetings and Friday is your 
deep-work day. And everyone in your team knows 
this schedule. 

But even then the emails won´t stop.
The biggest killer of unbroken concentration is 
the need to constantly entertain multiple on going 
asynchronous communications via email, Slack 
and other messaging services. And if you’re not in 
there attending these conversations, they stall. And 
if they stall, it slows things down. The need to have 
to keep maintaining 20 or 30 ongoing threads asyn-
chro nously throughout the day makes it very hard to 
have unbroken concentration. The problem is that 
those threads serve a purpose. This is how work in 
a lot of organizations is actually identi�ed, assigned 
and reviewed. And this gets me to the deeper solu-
tion, which I am writing a book about, that will come 
out in March 2021: “A World Without Email”. It gets 
at the core of how the knowledge economy can be 
rebuilt from scratch. 

Recently our work life changed with the  
coronavirus crisis. What is your advice for  
people working at home?
My advice is to do time-block planning, where you 
divide the hours of the day and decide what to do 
during speci�c times. Because you are under really 
limited time constraints when working from home, 
especially if you live with kids. So you have to be 
a hundred per cent clear about the reality of how 
much time you have – and how to make the most 
out of it.  

Cal Newport (1982) is 
associate professor 
for computer science 
at Georgetown Uni-
versity in Washing-
ton. His books “Deep 
Work” (2016) and 
“Digital Minimalism” 
(2019) have become 
bestsellers. His 
newest publications 
on how to navigate 
the distractions of 
the digital world are 
“The Time-Block 
Planner” (2020) and 
“A World Without 
Email” (March, 2021). 
calnewport.com
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D E S IG N

Companies, start-ups and 
artists are combining fabric 
with algorithms and using 
waste to develop innovative 
materials. Mercedes-Benz 
already uses some of these 
versatile materials in 
its vehicles 

CREATING
THE ART OF

SOMETHING
NEW

Text by ANDREA BIERLE and HENDRIK LAKEBERG

SOMETHING
NEW

34



SOFT FABRICS 
MADE OF BOTTLES 

What you see here is not leather. 
Rather, it’s sustainable Dinamica® 
microfibre fabric from the Italian 
company Miko. Among other 
things, it is made from shredded 
PET bottles and recycled poly
ester. The material is already 
an established fitting option in 
MercedesBenz vehicles, and is 
currently being further devel
oped: in future, more than 70 per 
cent will be from recycling pro
cesses – what is known as recy
clates. From 2021, the sustainably 
improved Dinamica® will also be 
used in select MercedesBenz 
vehicles (small image: interior of 
the Vision EQS show car).
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*  Model: Mercedes-Benz EQC 400 4MATIC 
Combined electricity consumption (kWh/100 km)**: 21.3-20.2 
Combined CO2 emissions (g/km)**: 0

 ** Further information on page 12

in the manufacturing of thousands of durable products such as 
�ower pots, shopping carts, chairs or car parts, for example. 
This 100 per cent recycled and recyclable granulate is currently 
being tested by engineers at Mercedes-Benz AG for potential 
use in its series production vehicles. Initial results have been 
very promising. 

A fabric called Dinamica® from the Italian company Miko is also 
made from recycled materials: speci�cally, from polyester and 
PET bottles. The bottles are �rst shredded, then processed into 
granulate, and �nally spun into a thread to produce the fabric. It 
can produce covers for car seats, for example, which have a suede 
optic and are used in various Mercedes-Benz models such as the 
EQC 400 4MATIC*. 

Ying Gao’s creations look like fashion from another planet. The 
designer and professor from Montreal combines textiles with tech-
nology and also makes garments from PVDF, a particularly dura-
ble thermoplastic �uoroplastic which helps save resources. Her 
designs are programmed to �ow when they encounter something 
foreign, using algorithms from the �eld of �ngerprint recognition. 

“Sometimes a fabric looks so light, it is like a visible form of 
air; sometimes the sound of a voice can bring the garment to life,” 
says Ying Gao, emphasising the notion that her work is anything 
but science-�ction fashion. Rather, her chameleon-like garments 
are intended to re�ect the myriad issues and uncertainties of the 
modern world. She decided to call her last collection “Possible 
Tomorrows”. 

The range of possibilities to make products more sustainable is 
rapidly growing. And it’s already clear: aesthetics and quality are 
not being compromised.  

A ll round the world, ideas for a more resource-efficient 
approach to the environment are being tested with more 
intensity than ever before. The fundamental questions are: 

How can ecology and economy work in better harmony? How can 
fossil resources be e�ciently replaced by renewable raw materi-
als? Mercedes-Benz has made a clear statement of commitment 
to becoming climate-neutral by 2039 with its sustainable corpo-
rate strategy – Ambition 2039. The brand’s vehicles already have 
a potential recycling ratio of 85 per cent for each passenger car 
produced – and in that respect, the value-added chain is increas-
ingly turning into a value-added cycle. The quest is on for even 
more forward-looking solutions; much is happening in the global 
start-up scene in particular (see also the interview in our “Pole 
position” on page 16). 

Some time ago, as part of its STARTUP AUTOBAHN initiative, 
Mercedes-Benz Group Research networked with the start-up UBQ 
from Tel Aviv. In Israel’s high-tech metropolis, UBQ has succeeded 
in converting non-recyclable household waste into a bio-based 
thermoplastic, a patented material by the name UBQ™. “Our 
process replaces oil-based plastic resins with a climate-positive 
thermoplastic composite material,” explains Tato Bigio, co-founder 
and CEO of UBQ Israel. “It’s a kind of super glue that can bond to 
all materials.”

To his four-year-old son, though, the whole process is noth-
ing short of “magic” – transforming broken toys, leftover food 
and dirty packaging into a brand-new kitchen table at home. 
This is how it works: Rather than being dumped in a land�ll, 
the waste makes its way to the UBQ factory. Metals and glass 
are removed and recycled, while the rest of the waste stream 
is dried and chopped into a sort of trash confetti. At this point, 
the UBQ Materials team takes the organic waste and breaks it 
down to its smallest components, which are then reassembled 
and bound together with the mixed plastic waste to create the 
novel UBQ™ material. This climate-positive material can be used 

NEW PERSPECTIVES
are opened up by the alternative materials and innovative techniques,  
a selection of which we show you here. Some have been tried and 
tested, even to the extent that Mercedes-Benz already uses them
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WASTE CAN BE SO CHIC

Where do these granules come 
from? Leftover food, broken toys 
and other everyday things that 
find their way into the household 
waste. The Israeli start-up UBQ 
uses these to form a bioplastic 
UBQ™ in granulate form. This 
material can be used to make a 
wide range of things – from flower 
pots to chairs (see small picture) 
or even car parts.
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TEXTILE 
MEETS TECHNOLOGY 

Ying Gao approaches the fashion 
of the future in an artistic way. 
Along with other materials, she 
worked with PVDF – a thermo-
plastic fluoroplastic that is 
considered to be particularly 
durable – for her “Standing 
Time” project. It is connected to 
algorithms and moves as soon as 
it encounters something foreign. 
The project explores the limits of 
what is possible. 
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“Sustainability is essential for us as a company for many 
reasons. We are doing everything in our power to reconcile 
individual mobility with society and the environment. We 
will reduce carbon dioxide emissions to achieve this, and 
this is why we are so determined to pursue Ambition 2039: 
we aim to achieve CO2 neutrality for our own Mercedes-Benz 
plants worldwide by 2022, and by 2039 our new car �eet will 
be climate-neutral. In doing so, we are looking at the entire 
value chain – from the supply chain and production to the 
use phase and disposal of the vehicles. We are examining 
how we can use more natural �bres and recycled materials 
throughout the vehicle to reduce the primary resource con-
sumption in our vehicles. We have, for example, been making 
constant progress for many years in the �eld of recycled and 
recyclable plastics. Already today, some of our vehicles are 
�tted with over 100 parts made from recycled materials.

We are also working on resource-e�cient technologies 
and manufacturing processes for batteries, as well as on 
battery recycling and re-manufacturing concepts, and their 
reuse in stationary energy storage systems. And we are 
keeping a close eye on the start-up scene. The goal: to make 
Mercedes-Benz vehicles as sustainable as possible.”

“Every new Mercedes-Benz model gets a distinctive inte-
rior look. This not only includes the formal content, such 
as the shape of the seats or the position of operating units, 
but also the materials and compositions with which they 
are covered or textured. We are talking about surfaces 
that can be experienced. These can and must diªer in feel 
and appearance, so we can achieve contrasts and exciting 
looks. An important part of my team’s work is to carefully 
select them.

Sustainable materials are a very big issue for us. We are 
constantly developing our expertise, because fortunately 
a lot is happening in this area. We are seeing opportuni-
ties – both in technologies and materials – that are rad-
ically new and open up new perspectives. These inspire 
us as designers, and the fundamental question is: What 
are the possibilities that these materials offer for our 
future models?

The high value of sustainability challenges us to rethink 
things in many ways and to approach developments diªer-
ently. Mercedes-Benz AG’s decisive goal is to use  materials 
that combine sustainability with our design and qual-
ity standards.”

WHAT DO YOU ASPIRE TO WHEN LOOKING 
FOR MATERIALS FOR MERCEDES-BENZ 
DESIGN, MS GÜNTHER?

WHAT DOES MERCEDES-BENZ AG WANT  
TO ACHIEVE IN TERMS OF SUSTAINABILITY,  
MS KRÄGENBRING-NOOR? 

“Our goal is to combine 
sustainability with our design 
and quality standards”

BELINDA GÜNTHER 
designs the surfaces in Mercedes-Benz vehicles  
as head of Colour & Trim

“We are doing everything in our power  
to reconcile individual mobility  
with society and the environment”

JANA KRÄGENBRING-NOOR 
is responsible for sustainability, environmental protection  
and energy management at Mercedes-Benz Cars
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Putting their hearts 
into racing: Susie and 
Toto Wolff have been 
married since 2011.



Susie and Toto Wol� are successful perso-
nalities in the world of motor racing, they 
both lead ambitious teams – and they’re 
married. What does leadership mean to 
them right now? How can we learn from 
mistakes? And how are they dealing with 
the e�ects of the Covid-19 pandemic as a 
family? A conversation about trust, empa-
thy and adaptability
Interview by EDITORIAL TEAM/MERCEDES-BENZ AG Photos by MERCEDES-BENZ AG

“We appreciate the  
 little things again”

I N T E RV I E W
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Mrs Wol�, having been a very  successful 
driver in various racing series, now 
you �nd yourself a team principal in 

 Formula E. In this position, you are involved in 
every aspect of management. How did your racing 
career prepare you for leadership?
Susie Wol� (SW): After spending the vast majority of 
my life in motorsport, this is where my core know-
how – and of course my network – are established. But 
when you’re a driver, you’re mostly working on your 
own, whereas management positions require a di�e-
rent set of skills, because the manager is responsible 
for the performance of the whole team. But thanks to 
my recent role I can now see both sides and I under-
stand what the drivers are dealing with. I know what 
it’s like for them. And, of course, I had the fortunate 
opportunity of watching Toto manage a very successful 
Formula 1 team over the years, and that really gave me 
the foundation of knowing what it takes to build a suc-
cessful team. There was still a lot to learn when I took 
on the role. But I’m a great believer in the idea that 
everyone should push themselves out of their comfort 
zone, so I very much enjoyed taking on the challenge.

Mr Wol�, before you joined the motorsport  
industry, you worked in �nance as an investor. 
Which of your personal skills do you think are 
the most useful in dealing with the pressure 
of meeting many di�erent requirements at 
the same time?
Toto Wolff (TW): During my professional life in 
finance, one of my main responsibilities was the 
recruitment of capable teams. That meant I had to 
be able to identify talented people. This experience 
helps me a lot in Formula 1 in terms of de�ning the 
structure of a performance-oriented organisation. 
Coping with multiple tasks at the same time is all 
about understanding where you can make the big-
gest contribution, and about focusing your e�orts on 
your strengths while �nding the right resources to 
complement you in the weaker areas.

What speci�c expectations do you have for the 
people you work with?
TW: They should be able to adapt to change. That’s 
definitely a decisive factor for a team‘s success. 
Because like Darwin’s principle, it’s not about the 
survival of the strongest but of those most ready to 
adapt. Suddenly, the environment around us changes, 
we have to get to grips with a crisis, and curve balls are 
being thrown at us. If you’re able to analyse a problem 
without blaming the person but instead blaming the 
problem, your organisation will grow even from painful 
experiences.

I N T E RV I E W

SW: In racing, we are all naturally competitive people. 
That is the brutality of sport, that everybody is in it to 
win it, but there’s only one winner at the end of the 
race. In my organisation, we haven’t yet become a con-
sistently race-winning team so we need to be robust 
in moments of di�culty because it’s there where we 
learn the most. 

With regard to leadership, what do you think is 
most important?
TW: I just don’t like that word, “leadership”. I have 
a hard time discussing leadership in that context 
because I believe that in every successful organi-
sation, everybody must take responsibility together 
and be accountable for decisions. So, there’s never 
just one solitary leader – but many. In our team, we 
established some values when I joined and those 
values have been our core performance differenti-
ator at Mercedes-AMG Petronas. It’s all about get-
ting the right mindset. We all have the same attitude 
about being loyal and transparent in our actions. We 
always stick with the truth, empower each other, and 
have a no-blame culture. To be truly successful as an 
organisation, you must live and breathe these values 
each and every single day, rather than just writing them 
on a chart on the wall.

Quality time: the two 
have packed sche-
dules, which makes 
time together all the 
more precious. 
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Already behind the 
wheel: the couple’s 
son, Jack, was born 
in April 2017. 

Nevertheless, there has to be someone in charge 
of the oper ation as a whole. Based on both of your 
personal experiences in this �eld – which skills 
are required for being a leader?
TW: You have to have empathy, �rst of all. And you 
have to be interested in the people you work with. 
Plus, you should be understanding of their individual 
strengths and weaknesses, as well as an understan-
ding of your responsibility for your work and a trust 
in each other.
SW: Just one of the many important lessons I have 
learned from watching Toto is that when you are in 
the position of a leader, you must be authentic. We 
have very di�erent styles of management – I will never 
be exactly the kind of leader he is – but I follow his 
example in staying true to myself. Toto’s success as a 
leader is clearly visible from the success Mercedes has 
earned in the Formula 1 circuit. This is what’s so pure 

about sport: when you do your job as a leader, you see 
the results in the team’s success. This takes away any 
misconceptions because you are only as good as your 
on-track performance.

Mrs Wol�, how important are women’s networks 
like She’s Mercedes for sharing experiences and 
developing management skills?
SW: With She’s Mercedes, I’ve met women from dif-
ferent environments who have had di�erent experi-
ences – and I learned something each time. I always 
leave She’s Mercedes events motivated and inspired. 
Exchange and experience help us all. And I believe in 
inspiring and empowering the next generation. There 
are many opportunities for women to take advantage 
of – especially in motorsport. There are many talented 
women doing great things – they’re just not in front 
of the camera. I think it’s important that, by initiating 
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Susie Wolff, 
Mercedes-Benz Brand 
Ambassador, is team 
principal and shareholder of 
the Monaco-based Formula 
E team, ROKiT Venturi 
Racing (more information at 
venturi.com). Born in Oban, 
Scotland, she drove DTM 
races for Mercedes-Benz 
before working as a test 
and development driver 
for the Williams team. In 
2014, Susie made history 
at the British Grand Prix by 
becoming the first woman 
in 22 years to take part in a 
Formula 1 race weekend as 
she took to the track as part 
of the Williams F1 Team.

Toto Wolff  
is team principal and CEO 
of the Mercedes-AMG 
Petronas F1 Team. In his 
capacity as managing part-
ner, he has led the team 
to an unprecedented six 
consecutive double cham-
pionships from 2014 to 
2019 – including five world 
drivers’ titles for Lewis 
Hamilton (more information 
at: mercedesamgf1.com). 
Toto and Susie Wolff live 
with their three-year-old 
son, Jack, in Switzerland 
and Oxford, England. Toto’s 
two children from his previ-
ous marriage are also part 
of the family.

She’s Mercedes, the company has recognised the 
importance of listening to women.

Life as a married couple, your children, and busi-
ness – how do you manage all this?
SW: The huge success that Mercedes has enjoyed in 
Formula 1 over the years has taken Toto away from his 
family quite a lot. And we all supported that decision 
and of course are very proud of what he’s achieved. 
But it has certainly been a sacri�ce from everyone. 
And that’s why, when we do all come together as a 
family, we really enjoy this quality time that we have 
together. So, we focus on quality more than quantity. 
I was in the very lucky position of not having to go 
back to work when I became a mother. But I very 
quickly realised I needed the challenge that a job 
brings. I was someone who had been very goal-orien-
tated my whole career, and suddenly I found myself 
in a situation without any professional goals on my 
horizon that I could strive for. Something was mis-
sing. So, I chose to go back to work. I’m very lucky 
to have such a great support system around me and 
fantastic parents who are willing to step in and help 
out, because this all allows me to do the job that I 
love. And I think the ability for me to do a job that 
I enjoy also makes me a better mother. But it does 
mean that there has to be a support network in place, 
and it means that everybody has to make small sacri-
�ces for us to be able to follow our passion and be 
successful in our respective jobs.

Has there been something you two have expe-
rienced together during the Covid-19 situation 
that you hadn’t been able to experience before 
because there was simply no time for it?
SW: Before the pandemic, we were always on a really 
tight schedule. Now we are �nally able to take a walk 
together and don’t worry about what time we have to 
be home. Now, Toto can go to the supermarket to get 
groceries. I don’t think that has happened in a very long 
time. He cooks and is there for our son’s bath time in 
the evening. This time has allowed us to appreciate the 
small things in life and has reminded us of how import-
ant it is to spend quality time as a couple.
TW: That’s exactly right. I have been able to spend time 
with our three-year-old son whom I typically don’t get 
to see very often once the Formula 1 calendar kicks o�. 
And Susie and I have at last had a lot more time to 
spend together. For the last couple of years, we’ve 
always been on the road – Susie with Formula E and me 
with Formula 1. But now, we have realised that we have 
spent �ve months together – split only by two small 
gaps. For �ve months, we’ve been together every single 
day and our relationship is stronger than ever. 

Team spirit: Susie 
and Toto Wolff
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EQC

DR IVE

Model: Mercedes-Benz EQC 400 4MATIC 
Combined power consumption (kWh/100 km): 21.3–20.2; combined CO₂ emissions (g/km): 0
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EQC

E Q C

“My job is my life”
Kelvyn Colt is hailed as the future of German hip-hop. This is also  
because the 26-year-old artist is planning his career in a sustainable 
fashion. His incentive – achieving the greatest possible independence –  
is also reflected in his preference for the electrically driven EQC

Text by HANS BUSSERT 
Pictures by HENRIK ALM
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E Q C

Scan QR code for 
more information. 
mbmag.me/ 
mercedesme

The Mercedes me 
App tells you about all 
the charging stations 
located in your area, 
offering you even 
more efficient route 
planning includ-
ing charging stops 
via navigation with 
Electric Intelligence. 
Mercedes me Charge 
gives you access to 
one of the largest 
public charging 
networks in Europe. 
Invoices are sent 
monthly – automati-
cally and transparently. 
The Mercedes me 
App also lets you 
set a comforta-
ble temperature 
in your Mercedes 
on departure: set 
the program for air 
conditioning 
in summer 
and the parking 
heater in win-
ter – conveniently 
via the app. Curious? 
Find out more 
at mercedes.me

On the road with 
the Mercedes me 
App and Mercedes 
me Charge
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K elvyn Colt certainly stands out – even on the 
busy street crossing in Berlin’s Steglitz district. 
His unusual pastel-coloured out�t, his blonde 

dreadlocks, his headgear – called a "do-rag”, which is 
popular in the hip-hop scene: Kelvyn Colt lives hip-hop 
in a fashionable way too. Both journalists and fans alike 
regard this 26-year-old as one of the most talented 
rappers in Germany – a hip-hop prodigy, and someone  
who many believe is capable of sustaining an interna-
tional career. The over one million monthly listeners 
who tune in on the streaming platform Spotify are a 
testament to this.

Colt was supposed to become a lawyer, but he 
dropped out of his law studies after only a few days. 
Colt’s next attempt to study business in London was 
also just an excuse for him to go abroad: “I knew early 
on that I wanted to be an artist. I just didn’t want 

to disappoint my parents. I thought I owed them a 
degree,” Colt says. 

Career with a purpose
The German-Nigerian from Wiesbaden does not 
just work hard at university in London to keep the 
peace at home. He suspects that his courses such as 

“Entrepre neurship” and “Marketing” might stand him 
in good stead in the future. The 26-year-old sees him-
self primarily as a musician, but also as an entrepre-
neur. Communication with the streaming platforms, 
advertising strategies, brand cooperations that are so 
important today: he prefers to do all this himself. Or 
working with management consisting exclusively of 
women – a pioneering constellation in this male-dom-
inated hip-hop world. In general, Colt does a lot of 
things di�erently to his peers. He is an ambassador 

On the road, sus-
tainably: Kelvyn 
Colt is planning 
future CO₂-neutral 
concert tours.

His own boss: the 
artist founded a label 
to be as independent 
as possible.
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for equality and diversity in the industry. These are 
just some of the issues that Colt also stands for as a 
member of the EQ community. He has been part of the 
Mercedes-Benz initiative since September 2019. The 
common goal: bringing together people who want to 
make a di�erence.

At the beginning of the year, Colt even went so far 
as to buy himself out of his contract with his label and 
took the courageous leap into artistic and entrepre-
neurial independence. He was following the example 
of superstars like Jay-Z, one of Colt’s great role mod-
els. “If you don’t own the rights to your music as an 
artist, you’re really nothing more than an employee of 
your label.” 

Now Colt is his own boss. And his own art prod-
uct – which he consciously markets internationally. In 
contrast to many other successful German rappers, 

it is natural for Colt to rap mainly in English. The 
level of competition only manages to spur him on. “Of 
course, I could get nervous about being up against 
hip-hop greats like Drake, Kanye West and Travis 
Scott, whose monthly listeners on Spotify and other 
streaming services far exceed the 10 million mark. 
But I see that as the inspiring thing about it. It �res 
up my ambition.”

London, Berlin and Paris
His strong will to succeed can also be seen in the fact 
that he is constantly on the phone. He rarely puts his 
smartphone down, even when he is posing in front of 
the camera. The person on the other end of the line 
knows full well that he will have to interrupt the call 
brie�y because, for example, the photographer needs 
his full attention. What is astonishing, however, is 

The artist especially 
appreciates the res-
onant sound system 
of the EQC against its 
quiet engine.

He rarely puts his 
smartphone down. 
Making phone calls 
is also part of his 
job. And this is “my 
life,” Colt says. 
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E Q C

Scan QR code for 
more information. 
mbmag.me/eqc

With an amazingly long range, intelligent charging tech-
nology and the Mercedes-Benz driver assistance sys-
tems, the EQC exudes that exciting feeling of electric 
mobility. Driving with almost no engine noise, yet with 

responsive acceleration – a thrill on every ride. The elec-
tric SUV’s exterior also radiates a fascinating purity, calm 
and modernity. It is truly the embodiment of the new 
design language of progressive luxury. 

that almost no matter what the situation is, the per-
son talking to him from the other end never gets the 
sense that Colt’s only half listening, or would rather be 
somewhere else. “My job is my life. When I’m not in the 
studio or writing screenplays, I'm answering emails or 
on the phone.” 

Work is not everything to him, though: “I also try 
to set aside some time for myself.” Then he visits his 
family, walks the dogs. This does not happen very 
often, though: Colt commutes, circumstances per-
mitting, between London, Berlin, Paris and the USA, 
sometimes having to live out of suitcases for months 
on end. He spends what free time he has with his var-
ious circles of friends. Colt is well connected. Even as 
we meet him, a friend who missed a �ight is visiting 
him. He is spending the unexpected free time in Berlin 
with Kelvyn.

Music sounds instead of engine sound
He also enjoys the lifestyle that his profession allows 
him. “Travelling in comfort, enjoying good food – these 
are the things I treat myself to,” Colt explains as he 
puts his smartphone in the pocket of his pastel-green 
designer outfit. This was designed by Virgil Abloh, 
the new superstar of the fashion scene, who has just 
launched a cooperation with Mercedes-Benz (p. 20). 
Colt knows what a privileged life he has: “A function-
ing health care system is already an absolute luxury 
in Nigeria.”

His empathy and an ethical, ecological awareness 
also play a major role in his mobility. He prefers to 
drive electrically: “The Mercedes-Benz EQC is very 
practical in the city. I don’t need engine noise. It’s 
much more important to me that I can listen to music 
as clearly as possible.”

EQC 400 4MATIC

For more information on 
the measurement method, 
please see page 12

NEDC: New European 
Driving Cycle, a method 
for measuring 
energy consumption

Model 
Mercedes-Benz 
EQC 400 4MATIC

Combined electricity 
consumption 
(kWh/100 km)*: 
21.3-20.2
Combined CO₂  
emissions (g/km):  
0
Range 
(km, according  
to NEDC**): 
up to 429-454
Rated output 
(kW/hp): 
300/408
Acceleration 
(0-100 km/h): 
5.1 s
Maximum speed 
(km/h): 
180 (regulated)

* 

** 
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Grand farewell 
gesture: after our 
shoot, Kelvyn Colt 
went straight to 
the studio to work 
on new music.



Mercedes-Benz AG is opening one of the most modern car  
factories in the world – Factory 56. The new production facility  
in Sindelfingen rewrites the rule book – CO2-neutral operation 
and fully networked. A tour of discovery

Text by HENDRIK LAKEBERG Photos by MERCEDES-BENZ AG

FAC T O RY  5 6

IN THE RHYTHM 
OF A NEW ERA
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Factory 56 – 
where the new 
S-Class is built



W e are here in the 
car factory of the 
future, which at 

first glance still looks famil-
iar enough. Keeping the 
required minimum social dis-
tance, Ulrike Graze greets an 
employee who is assembling 
the cockpit in a new S-Class. A 
slightly raised screen hanging 
on the wall shows the current 
production progress. They 
both take a look at the dis-
play and chat about the state 

of production. The employee 
then turns back to the vehi-
cle. Graze, who was in charge 
of S-Class assembly until 
October 2020, approaches us 
through the high, bright hall 
with a smile. 

“Interaction between col-
leagues is very important to 
me,” says Ulrike Graze. “I �rmly 
believe that getting along with 
one another well makes for 
better results. And it’s always 
exciting to find the solutions 

together.” All this with vehicle 
quality in mind.

Best possible  
working environment
With the new Factory  56, 
Mercedes-Benz AG is setting 
new standards for auto mobile 
production in the age of Indus-
try  4.0. Production in the 
ultra-modern factory is digi-
talized throughout, networked 
and therefore extremely �exi-
ble. State-of-the-art software 

Ulrike Graze 
was closely involved 
in Factory 56’s 
conception. One of 
her main priorities 
was for employees 
of the future to take 
centre stage. She 
has been heading 
a new project since 
October 2020.
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FAC T ORY 5 6

infrastructure and faster 
data transmission in the 5G 
mobile network, which some 
areas of Factory 56 are fit-
ted with, are just some of the 
innovations that make it all 
possible. Smart devices and 

big-data algorithms mean 
the intelligent networking of 
man, machine and industrial 
processes can happen on an 
unprecedented scale. This 
makes vehicle production 
more dynamic – and gives 

employees the best possible 
working environment. 

We meet Ulrike Graze just 
a few days before the opening 
on 2 September for a sneak 
preview behind the scenes of 
Factory 56, the most modern 
Mercedes-Benz factory in the 
world. The production lines 
extend over 220,000 square 
metres, with 1,500 employees  
working in two shifts. Among 
the materials used to con-
struct the building is recycled 

concrete. The roof system will 
in future become a green oasis 
and has a photo voltaic system 
that supplies the production 
hall with self-generated elec-
tricity. The factory is CO2- 
neutral. “Our Environmental 
department is on a never-end-
ing quest to come up with cre-
ative ways to make even more 
areas green,” explains Graze, 
who has been involved in Fac-
tory 56’s construction from 
the very start. The factory 

  
A photovoltaic 
system has been 
installed on the roof 
of Factory 56 to  
supply the factory 
with electricity.  

  
The intelligent 
networking of man 
and machine means 
Factory 56 offers 
employees the best 
possible working 
environment.

 
A new S-Class has its 
roof fitted. Just like 
Factory 56, this lux-
ury saloon also puts 
digital pioneering 
spirit in the spotlight. 

“Focusing on the employee was  crucial 
from the start with Factory 56”
Ulrike Graze, Mercedes-Benz AG
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is a kind of proof-of-concept 
project for Mercedes-Benz AG. 
“When we were planning Fac-
tory 56, it was crucial right 
from the outset that employ-
ees be the focus of attention,” 

emphasises Graze. There are 
many innovations designed 
to support them in their work 
within the factory. Work on 
the assembly line, for exam-
ple, has been designed to 

promote a healthy life balance 
among employees. 

We walk through the fac-
tory together to the soft 
whirring noises of trans-
port robots driving through 

Dr Jörg Burzer
is responsible as 
a member of the 
Board of Manage-
ment for production 
and supply chain 
management. The 
50-year-old thinks 
Factory 56 has 
enormous potential: 
“We will gradually 
integrate our learning 
into our factories 
around the world.”

“Factory 56 is our most modern automobile production facility  
anywhere in the world – flexible, digital, efficient and sustainable. 
Mercedes-Benz is making the factory of the future a reality today”
Dr Jörg Burzer, member of the Board of Management at Mercedes-Benz AG, Production and Supply Chain Management
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the hall. Controlled via data 
transmission, they sup-
ply the production stations 
with the precise parts for 
assembly. They are con-
trolled by MO360 (short for 
Mercedes-Benz Cars Opera-
tions 360) – a digital produc-
tion ecosystem developed by 
Mercedes-Benz. “This is the 
beating heart of Factory 56,” 
says Jörg Burzer. For example, 
MO360 optimises produc-
tion control and also gives 

each employee real-time 
information and guidance on 
each activity. 

Maximum transparency in 
a highly digitalized automobile 
production makes for max-
imum flexibility. “If demand 
changes, all Mercedes-Benz 
model series can be inte-
grated into current produc-
tion at the shortest possible 
notice,” explains Jörg Burzer. 
The spectrum ranges from 
compact vehicles right up to 

SUVs, from the latest electric 
drive to the traditional com-
bustion engine. 

On the way back to the 
main entrance, we watch as 
car doors glide purposefully 
through the hall where they 
are to be mounted at their 
designated station. It is an ele-
gant rhythm in which people 
and machines in Factory  56 
seem to move together in 
perfect harmony. The rhythm 
of a new era. 

 
Employees can 
exchange on-screen 
information about 
the status of the 
entire produc-
tion process. 

 
Components 
glide through the 
halls on transport 
robots on their 
way to the correct 
assembly station.

 
Employees’ 
needs are central 
at Factory 56.

Listen now! “Let’s 
talk Mercedes” – the 
new podcast from 
Mercedes-Benz 
provides insights  
and background 
information from the 
brand’s world and 
picks up on a wide 
range of mobility 
aspects. An interview 
with Jörg Burzer and 
Ulrike Graze about 
Factory 56 is just one 
example: mbmag.me/
letstalkmercedes
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S
With all senses
What does today’s automotive luxury really mean? 
Mercedes-Benz has the answer in the new S-Class.  

The seamless combination of aesthetics and technology 
creates a unique ambience that sensitively  

meets passengers’ wishes 

Text by JULIA MENGELER and HENDRIK LAKEBERG 
Photos by MERCEDES-BENZ AG
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Comfort zone for 
working, thinking 
or relaxing: the rear 
seats of the S-Class 

 
True luxury is all 
about attention to 
every single detail.

   
The newly devel-
oped door handles 
electrically extend 
out when the driver 
approaches with the 
key or swipes it.

62



T he S-Class has always represented the fascina-
tion of Mercedes-Benz. This luxurious saloon 
masterfully combines technical precision, the 

�nest materials and technological pioneering spirit. 
“With the latest generation we want to o er our cus-
tomers innovation, safety, comfort and quality as never 
before,” explained Ola Källenius, chairman of the Board 
of Management of Daimler AG and Mercedes-Benz AG, 
at the digital world premier in the new high-tech Fac-
tory 56 (p. 54).

The brand with the star is once again setting stand-
ards with the new S-Class: it is designed to make the 
lives of drivers and passengers as easy and worry-free 
as possible. It invites you to focus on what really 
counts – it “cares for what matters”, as Mercedes-Benz 
sums it up. The central issue here is vehicle digitaliza-
tion: the technological architecture and the way the 

interior is designed to focus on the wishes and needs 
of the driver and passengers. Human and machine 
in close contact with each other via touch, speech or 
with the help of gesture control. An elegantly placed 
touch screen in the cockpit is at the heart of this oper-
ating concept.

Vibrating and dynamic
The generous 12.8-inch central display with the par-
ticularly energy-e�cient OLED technology responds 
to touch with a gentle vibration. The multifunction 
steering wheel also reacts to the gentlest of touches. 
Sensors detect the movements of the fingers. The 
design language of the central display evokes a water-
fall-like dynamic that seems to �ow through the entire 
interior design. Two further highlights provide digitally 
enhanced sensory perception in the cockpit: �rstly, 

Sovereignty, ele-
gance and dynam-
ics: the magnif-
icent exterior of 
the new S-Class
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S- C L A S S

Scan QR code for 
more information. 
mbmag.me/s-class

LISTEN IN NOW!

there is the 3D-capable combination display located 
directly behind the steering wheel, which can create an 
optical depth e ect of 1.5 metres if desired. The second 
is the augmented reality head-up display. The AR tech-
nology projects direction arrows and lane lines into 
the real-life environment, ulimately providing great 
support to the driver with a wide range of additional 
information.  

Mercedes-Benz is also taking safety standards to 
the next level: its state-of-the-art driver assistance sys-
tems are perfectly matched to the needs of the driver. 
They work unobtrusively and yet can recognise when 
the driver really needs assistance. 

Exciting feel-good experience 
The MBUX infotainment technology in the vehi-
cle almost invisibly blends in with the design and 

architecture of the interior. “Modern luxury takes 
a leap upward to the next level in the interior. The 
designers have created a feel-good ambience charac-
terised by elegance, high quality and lightness,” says 
Robin Bittner, S-Class product manager. The digital 
technologies in the S-Class blend seamlessly with ana-
logue authenticity. 

Mercedes-Benz is also focusing in particular on 
the passenger experience. MBUX makes its debut in 
the rear seat section of the new S-Class, staging the 
ENERGIZING comfort programs in a completely new 
way: ambient lighting, music in 4D sound quality as 
well as the discreet scenting and massage functions 
can transform each individual seat into a personal-
ised oasis of luxurious well-being. In this way, the new 
S-Class has taken takes the automotive luxury experi-
ence to a whole new level.

“Let’s talk Mercedes” –  
the new podcast 
from Mercedes-Benz 
provides insights into 
the brand world and 
addresses a range of 
mobility topics. Three 
episodes about the 
new S-Class focus on 
luxury and well-being, 
safety, and comfort. 
Subscribe to the 
“Let’s talk Mercedes” 
podcast at: mbmag.
me/letstalkmercedes
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Impressive performance:  
the sensors and cameras for  
the assistance systems are 
discreetly set in the radiator 
grille. Image on the left: the 
dashboardcan be configured 
individually. 



 Completely versatile
Seven seats, compact dimensions, plenty of high-tech: Mercedes-Benz brings new  
�exibility to the compact SUV class with its GLB. Entrepreneur and “Miss Germany” 
Leonie von Hase tries out the model that will be the perfect companion in her everyday life:  
for her professional obligations, her family – and, of course, some o�-road adventures 

GL B

Model 
Mercedes-Benz 
GLB 250 4MATIC

Combined CO2 
emissions (g/km)*:
168-162
Combined  
fuel consumption 
(l/100 km)*:
7.4-7.1

Engine size (cc):
1,991
Fuel:
Premium petrol
Gearbox:
8G-DCT 
(automatic)
Nominal capacity 
(kW in rpm):
165/5,500–5,500
Nominal torque 
(Nm in rpm):
350/1,800–4,000
Maximum speed 
(km/h):
236
Acceleration 
(0-100 km/h):
6.9 sec.
Emission class:
EURO 6D-ISC-FCM

Text by JAN WILMS

* For more information  
on the measurement  
procedure, please see  
page 12
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“Does this have four-wheel drive?” asks Leonie von 
Hase as she approaches the Mercedes-Benz GLB 250 
4MATIC. “Oh, that’s perfect. I �rst learned to drive in 
o�-road vehicles – when I was ten.” This little anec-
dote makes it clear: Miss Germany 2020 is exceptional 
in many ways. Leonie von Hase grew up on a sheep 
farm in Namibia, went on to study in Cape Town, and 
then moved to Germany in her 20s. Two additional 

attributes also make her a very special beauty queen: 
she is the �rst mother and, at 35 years old, the old-
est winner of the coveted German title. Further- 
more, she is also an entrepreneur: her German-based 
company, The Leonie Store, operates an online vin-
tage fashion shop. 

The GLB also embodies a reinterpretation of the  
traditional. At once highly spacious and elegant   ,  
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it has larger G-models in its design DNA   , along 
with a host of digital technologies  – from the “Hey 
Mercedes” voice control to its optional navigation with 
augmented reality. 

As the first compact-class SUV to come from 
Mercedes-Benz, the GLB can be equipped with a third 
row of seats upon request. This can be folded up from 
out of the floor of the boot and offers comfortable 

seating for passengers up to 1.68 metres tall. The 
GLB also has two Iso�x connections for adding child 
car seats on the second and the optional third row of 
seats . And when Leonie von Hase wants to trans-
port her stock, any luggage , or plants for her 
large garden, she can fold down the rear seat and 
extend the luggage space to 1,805 litres. The car �ts  
perfectly into her active life with husband, child 
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Scan QR code for 
more information. 
mbmag.me/glb

GL B

A new kind of  
flexibility
Leonie von Hase 
tests the GLB 250 
4MATIC in Berlin 
city traffic and the 
surrounding area  
of Brandenburg.  
The SUV impresses 
with its elegant 
design, compact 
dimensions, a highly 
adaptable interior –  
and an off-road 
mode for safe driving 
on light terrain. 

and dog. And at the weekend, it appeals to her sense 
of adventure. “Of course, I still love off-roading,”  
she says and activates the off-road driving mode, 
which allows the GLB to safely navigate snow as 
well as lighter o�-road terrain. “However, none of 
our 4x4s were ever as chic as this one.” The GLB can 
do quite a lot more too: its ENERGIZING package  
refreshes drivers during long trips on hot days with 

ten-minute ENERGIZING comfort programs that 
cool the interior temperature and seat, switch on 
a seat massage, and set the tone with music and  
ambient lighting. “The massage function in particular  
could become my favourite feature,” she says .  
In fact, Leonie von Hase and the GLB are a per-
fect match for each other. Both are pioneers in their 
disciplines.
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C A R FAC T S

Private charging station
Charge the E-Class quickly and conveniently: 
The Mercedes-Benz Wallbox Home is the 
charging option for your home. This compact 
electric charging station with attached cable 
charges plug-in models safely and much faster 
than household sockets.
mbmag.me/wallbox

The new E-Class combines design, comfort and efficiency:  
the Mercedes-Benz E 300 de T* consumes 1.6 litres of fuel per  
100 kilometres. What else makes the E-Class stand out?  
An overview in figures

g combined CO₂ emissions per 
kilometre make the E-Class T 
model one of the most  
efficient vehicles in its class

litres of storage space are available 
in the T model once the three-way 
split-folding back seats are collapsed. 
Even among the latest generation, the 
E-Class T model is still a space-saver

vehicles in this series have taken  
to the roads since 1946  

Up to

All-rounder

See page 12 for more information on the measuring process
** Optional fittings

14,000,000

* Mercedes-Benz E 300 de T

Weighted combined fuel consumption (l/100km): 1.6 
Weighted electricity consumption (kWh/100km): 16.1 
Combined CO2 emissions (g/km): 42

42

1,660

14,000,000
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5555

The most versatile series from Mercedes-Benz
With the newest generation of E-Class models, Mercedes-Benz 
has added a diesel plug-in hybrid to its product range.  
In addition to that, the new E-Class is also highly versatile 
in terms of design: in the AMG or Avantgarde line, the 
elegant T model is transformed into a sporty go-getter. 
Lovers of the sophisticated classic design will �nd it in the 
Exclusive line. 

Which E-Class is right for you? 
Find out and discover the versatility of the E-Class for 
yourself with just a couple of clicks: the Mercedes-Benz 
con�guration tool enables you to put together the exact 
vehicle you want and need. Go online to �nd out more about 
the equipment concepts and lots of interesting extras and 
packages. Curious? Give it a try: 
mbmag.me/e-class-configurator

individual  
high-performance  
MULTIBEAM LED 
headlights guarantee 
focused light  
distribution in many 
traffic situations**

inches is the size of the two fully  
digital displays in the cockpit, making 
the new generation of MBUX easier  
to use than ever before

kilometres is the distance the Mercedes-Benz E 300 de T can travel 
on electricity alone – more than enough for most everyday trips

Up to

84

10.25

Scan QR code 
for more information.  
mbmag.me/e-class
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GLC
Infectiously 
cheery: Jessica  
von Bredow- 
Werndl at the 
wheel of a GLC

Firmly in the 
saddle: she has 
dedicated herself 
to horses both as 
an athlete and a 
businesswoman.
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GL C

Discipline and 
commitment
Jessica von Bredow-Werndl is among the best 
dressage riders in the world. The businesswoman 
trains her horses herself and has a clear concept of 
leadership: instead of simply having the animals 
obey, she wants them to develop their strengths. We 
paid Bredow-Werndl a visit with the new GLC   

Text by JELENA PECIC Photos by REGINA RECHT

73



GL C

For further infor-
mation about the 
car, please scan 
the QR code. 
mbmag.me/glc

Model 
Mercedes-Benz 
GLC 300 e 
4MATIC

Weighted CO₂  
emissions (g/km)*:
56.0–50.0
Weighted fuel  
consumption 
(l/100 km):
2.4–2.2 
Weighted electricity 
consumption 
(kWh/100 km)*:
16.7–16.5

Engine size (cc):
1,991 
Gearbox:
automatic
System performance 
(kW):
235 
Maximum speed 
(km/h):
230
Acceleration  
(0–100 km/h):
5.7 s

*  For further information, 
please see page 12
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T hings are hustling and bustling at the Auben-
hausen estate, located just under an hour's 
drive from Munich. We see hay being pitched 

into wheelbarrows, horses being led out to pasture. 
We pass a dressage arena and a race track. And every-
where there are stables, with horses peering curi-
ously out from them. The sun is warm, and the Alps 
are in full view: a scene almost too good to be true. 
The woman who created it all parks her polar-white 
GLC 300 e plug-in hybrid and greets us cheerfully 
through the car’s open window.

Dressage rider Jessica von Bredow-Werndl and 
her brother Benjamin Werndl, also a dressage rider, 
took over the estate from their parents ten years ago. 
Von Bredow-Werndl is clearly proud of her parents’ 
achievements, proud of her employees, and of her 

50 horses, some of which boast world-class dressage 
credentials. The Aubenhausen estate is very much a 
family project. And the sense of cohesion that abounds 
here is among the keys to its success.  

“I feel deep appreciation for all that I have here,” 
says von Bredow-Werndl as she shows us around, 
introducing the horses to us by name and stop-
ping occasionally to discuss an urgent task with an 
employee. Though she is known in equestrian circles 
as an accomplished dressage rider, the Aubenhausen 
estate is clear proof that von Bredow-Werndl is also 
a successful businesswoman. In addition to training 
dressage horses and riders all the way up to Grand Prix 
level, she has 18 employees to supervise. And she is 
also a mum. Her daily life is intense, she explains, “but 
I love it that way.” She then goes on to tell us: “Once 

With the GLC in quiet 
electric mode, she 
takes us on a tour of 
the idyllic country-
side surrounding 
Aubenhausen estate.

 
“Riding is my true 
passion,” explains 
Jessica von 
Bredow-Werndl.
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The GLC is in its element in almost any kind of terrain. The 
mid-size SUV intelligently combines functionality and agility 
with cutting-edge design. Its spacious interior provides 
utmost comfort and functionality. An all-rounder at heart, the 
GLC 300 e 4MATIC is the ideal choice for those who want to 

drive a versatile premium SUV but are at the same time keen 
to promote sustainability. Its combined fuel consumption of 
2.4 to 2.2 litres and low CO2 emissions of only 56 to 50 g/km 
speak for themselves. 
mbmag.me/glc

GLC 300 e 4MATIC: THE VERSATILE PREMIUM SUV

The Mercedes me 
App tells you about all 
the charging stations 
located in your area, 
offering you even 
more efficient route 
planning includ-
ing charging stops 
via navigation with 
Electric Intelligence. 
Mercedes me Charge 
gives you access to 
one of the largest 
public charging 
networks in Europe. 
Invoices are sent 
monthly – automati-
cally and transparently. 
The Mercedes me 
App also lets you 
set a comforta-
ble temperature 
in your Mercedes on 
departure: set the 
program for air con-
ditioning in summer 
and the parking 
heater in winter –  
conveniently via the 
app. Curious? Find 
out more at:  
mercedes.me

Out and about with  
the Mercedes me  
App and Mercedes  
me Charge

Scan the QR code 
to learn more. 
mbmag.me/
mercedesme
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I have put my son to bed in the evenings, I go out to my 
horses to put them to bed too, so to speak.”

Von Bredow-Werndl was only 16 years old when she 
won her �rst European Championship. A lot has hap-
pened since then. As we sit in the GLC, gliding almost 
silently through the picturesque Upper Bavarian coun-
tryside near Rosenheim (von Bredow-Werndl loves the 
peace and quiet of the electric drive), she shares some 
of her memories with us. After completing her degree 
in marketing and communication, she took over the 
management of the Quest Club, a sports club belonging 
to the family company. Until she was 25, she split her 
days between work and horse riding. But this meant 
that she could not dedicate herself fully to either 
and, upon transferring to senior competition, she was 
unable to continue the international success she had 

enjoyed as a junior. “For �ve years I su¡ered one fail-
ure after another, which eroded my self-con�dence.” 
Von Bredow-Werndl was on the verge of giving up 
competitive sports when she encountered a coach who 
helped open her eyes. 

“I was good at my job and, unlike in competi-
tive sports, was at no risk of failing at it. I also really 
enjoyed my work,” she says, “but I knew that riding was 
my true passion and that I could only excel at it if I 
gave it my full attention.” So she gave up her studio  
management role, invested in a few young horses 
and set about training them herself. “Back then I set 
myself an ultimatum: I’m going to go all-in with the 
horses and, when I hit 30, will assess whether it was all 
worth it.” But she already had her answer at 28, when 
she was selected to join the German competitive 

A look outside: the 
businesswoman does 
her bit to promote 
environmental 
protection and 
sustainability.

GL C
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2

3

4

what3words is a simple 
navigation system that lets 
you accurately pinpoint any 
place in the world using just 
three words. More informa-
tion on page 12

The magazine is 
also available in the 
App Store and on 
Google Play: 
mbmag.me/ios 
mbmag.me/android

Lake Chiemsee

Tuntenhausen

Rosenheim

Bad Aibling

  Lake Chiemsee
Prien on Lake Chiemsee is a 
health resort on the western 
side of the lake. It is the ideal 
starting point for hikes and 
bike tours in the region.
w3w.co/scram.
sculptor.listed

 Giuseppe e amici 
Indulge in Italian cuisine:  
the Werndl have been 
friends with restaura-
teur Giuseppe Tedesco 
for many years. 
w3w.co/ 
fellow.curries.trousers

 Hotel Gut Ising
Hotel Gut Ising, located on 
the eastern side of the lake, 
offers its guests a varied and 
relaxing programme of sports 
and spa treatments.
w3w.co/ 
quirky.authors.proposition

 Schloss Maxlrain
This Renaissance castle  
located close to the  
Werndl family’s estate  
is like something from  
a fairytale. 
w3w.co/ 
tops.trims.capable

team. Today, von Bredow-Werndl (34) is a member 
of the World and European Championship-winning 
team and, together wit her mare Dalera, ranked third 
in the world.

She sees the holistic approach she takes to horse 
training as one of the reasons for her success. She 
describes herself as painstaking and a perfection-
ist. “Making sure the horses are motivated is what's 
most important.” The horses’ well-being clearly has 
a top priority. The animals are taken out four times 
a day and spend a lot of time in the �elds. They are 
also allowed to play around during training sessions. 
“I want the horses to love me, not obey me,” explains 
von Bredow-Werndl. “I want them to want to get things 
right for me. And this can only happen if I respect 
them, motivate them and give them enough time to 

recover.” She compares her horses to children whose 
talents need to be individually cultivated, whose 
achievements need to be rewarded. 

Back at Aubenhausen, she parks in front of a row 
of horse trailers and jumps out to quickly discuss the 
logistics of the next tournament with her brother. The 
estate and its horses are not her only projects. She was 
recently part of an initiative to develop vegan riding 
boots, and has her �rst book coming out this autumn. 
She also wants to use her high pro�le to campaign for 
animal welfare. And then there are the gold medals 
that she still has her sights set on. 

When competing, von Bredow-Werndl makes dres-
sage look so easy that you forget about the intense 
physical effort that it involves, and the patience, 
energy and focus that are necessary.
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Mother to a toddler, 
her daily life is 
intense. "But I 
love it that way,” 
she explains. The 
two like to visit 
the horses in the 
stables. Here they 
are with Zaire.



Digital
helpers

When you have the right  
apps on your smartphone, 
you can keep your  
eye on the things that are  
most important to you 

No matter what you want to do and when, 
there are smartphone apps for almost 
everything: reading emails on the road, 
answering messages on the go or making 
online bank transfers. These intelligent, 
digital helpers make our lives even more 
comfortable.

You can experience more of this con-
venience on all your Mercedes journeys 
with the Mercedes me apps: Mercedes me, 
Mercedes me Service and Mercedes me 
Store have been re designed completely 
and now coordinate with each other. This 
makes it easy for you to take advantage of 
all the Mercedes-Benz digital o�ers and 
services directly on your smartphone. (You 
can read more about this on the right.)

Although each of the three apps serves 
a unique purpose, they form a unit. This is 

because registration works on the single 
sign-on principle: users log in just once 
for all apps, and switch between apps via 
the main menu. 

Each user sets their personal Mercedes 
me ID when first registering, which is 
then used for identification within the 
entire Mercedes-Benz world. This means 
that Mercedes me customers always 
have the choice of when they want per-
sonal contact on-site at a Mercedes-Benz 
partner or when they want to use digi-
tal services.

Of course, Mercedes-Benz is continu-
ously developing the Mercedes me apps 
and the digital product range. In future, 
Mercedes me magazine issues will have 
information and news on digital products 
and the apps. 
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Here we go
With the Mercedes me App on your 
smartphone, you have Mercedes in your 
pocket and can always get a constant view 
of your vehicle’s current status: check the 
location, range and tyre pressure of your 
vehicle from home or on the road, trans-
mit addresses for your route planning 
directly to your car’s navigation system 
and get started. 

Ideal route planning
You can send your next destination from 
the app to the Mercedes navigation with 
just a few clicks. The app shows you your 
electric vehicle’s range and will give you 
the fastest route to the nearest charg-
ing station. 

Convenience at the press of a button
Operate door locks, windows or the slid-
ing roof conveniently from a distance and 
program the air conditioning or auxiliary 
heating of your vehicle for a speci�c time 
before the start of the journey. 

Organisational skills
The Mercedes me Service App is your 
digital service partner and gives you 
reminders in good time when your next 
workshop appointment is due. Whether 
you need to book a service, arrange an 
inspection or schedule some maintenance 
at your authorized Mercedes-Benz part-
ner, the app does it all for you in just a 
few steps. And to ensure that you remain 
mobile during your stay at the workshop, 
you can easily pre-order a courtesy car or 
another mobility option.

Fast help
Are you thinking about carrying out some 
minor maintenance on your vehicle your-
self? The app will present you with a help-
ful selection of informative and practical 
“How to” videos.

On-site service
Find an authorized Mercedes-Benz dealer 
in your area quickly and easily, and save 
your preferred partner in the app.

Don’t miss a thing
Discover the whole range of digital 
products that are available for your vehi-
cle in the app Mercedes me Store. Sim-
ply book additional attractive services 
suitable for your Mercedes with just a 
few clicks. 

Pay online
This is where you can access an overview 
of the terms of your subscriptions, which 
you can then extend directly on request. 
Payment is also done online straight 
from the app. 

Discover new features
Get to know all of the new interesting, dig-
ital products available for your Mercedes, 
and make Mercedes driving exciting for 
years to come. This app o�ers you indi-
vidual recommendations tailored to your 
vehicle and all the information on updates 
of your on-demand equipment directly on 
your smartphone – ready for you to acti-
vate directly.

Enjoy convenience  
every day 

Easily book 
appointments

Buying  
 digital products

Model Mercedes-Benz GLC 200 d Coupé 
Combined fuel consumption (l/100 km): 5.3–5.1 
Combined CO₂ emissions (g/km): 140–134

mbmag.me/2020Android
mbmag.me/2020iOS

mbmag.me/ServiceAndroid
mbmag.me/ServiceiOS

mbmag.me/StoreAndroid
mbmag.me/StoreiOS
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C a n  s t a r t - u p s 
help a large cor-
poration such as 

Mercedes-Benz AG become 
more agile? The young compa-
nies come from an entirely dif-
ferent world and act extremely 
quickly. So, can we combine 
the best of both worlds? The 
answer is yes. Our STARTUP 
AUTOBAHN platform was cre-
ated in 2016 in cooperation with 
the University of Stuttgart and 
the tech company Plug and Play. 

Our overarching goal was 
to connect who we believe are 
the most exciting founders 
with our experts. Our speci�c 
aim was to bring services and 
products into the car.

The project is now truly 
global and has reached, for 
example, China and South 
Korea. In Germany alone, our 
partners include 30 large 

industrial companies such as 
Bosch, BASF and ZF. Start-ups 
can apply to us, and we also 
go on the road scouting talent. 
The �rst four years were a real 
roller-coaster, but today we 
can con�rm that the platform 
has been very successful. 

We have got to know 5,000 
start-ups since we kicked off, 
and we have tested 150 ideas for 
their potential for implementa-
tion. A total of 15 projects are 
�rmly anchored in the Group.

We are highly attractive as 
a partner for start-ups today. 
With us on board, they gain 
access to important key play-
ers in the automotive industry 
at a stroke. In turn, the start-
ups have their digital business 
models. A lot of energy is cre-
ated by this fusion. In terms of 
content, of course, the focus 
remains as always on mobility. 

But projects tackling electrifi-
cation, user interfaces, light-
weight construction and sus-
tainability are also right for us. 

I have learned that “fail fast” 
is the right guiding principle. 
Quickly failing and devoting 
yourself to new ideas when you 
realise you are treading water 
with a project. However, when 
we bring together the right 
start-up with the right technol-
ogy and the right experts, the 
results can be incredible. 

The success of STARTUP 
AUTOBAHN is, of course, a 
success for the start-ups. But 
above all, it’s a success for 
the Mercedes-Benz AG spe-
cialist departments because 
one thing is very clear: we can 
only be this good because our 
teams invest all of 
their energy into 
each of the projects.

What is behind STARTUP AUTOBAHN?

Philipp Gneiting has been res-
ponsible for Open Innovation at 
Mercedes-Benz AG since 2016. The 
STARTUP AUTOBAHN platform, for 
which Gneiting is also responsible, 
was established in the same year. 
STARTUP AUTOBAHN connects 
Mercedes-Benz AG with up-and-co-

ming mobility and 
production start-ups. 
Further information 
can be found at: start- 
up-autobahn.com PH
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ELEMENTS – YOUR LOCAL BATHROOM STUDIO

DREAM BATHROOMS DESIGNED AND BUILT BY 
PROFESSIONALS FOR MAGICAL MOMENTS IN 
YOUR OWN HOME: OUR TEAMS OF BATHROOM 
SALES EXPERTS AND PROFESSIONAL CRAFTSMEN AT 
AROUND 250 ELEMENTS STUDIOS THROUGHOUT 
GERMANY WILL SHOW YOU THE SIMPLEST WAY TO 
A NEW BATHROOM. IT’S EASY TO TAKE ADVANTAGE 
OF THEIR EXPERT PRODUCT RECOMMENDATIONS. 
JUST SCAN THE QR CODE AND LET US INSPIRE YOU.

 ELEMENTS-SHOW.DE/STERNSTUNDEN

THE SIMPLEST 
WAY TO A 
NEW BATHROOM
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TUTIMA UHRENFABRIK GMBH NDL. GLASHÜTTE
01768 Glashütte/Sa. · Germany · Tel. +49 35053 320 20 · Exclusive catalogue at info@tutima.com  · www.tutima.com

MADE FOR THOSE WHO DO.

Grand Flieger Airport

The Grand Flieger Airport Chronograph with ceramic bezel in Military Green.
Reliability, precision and optimal legibility. Created with exactly that perfection which has

 made the predicate “Made in Glashütte” into a world-famous promise of quality.
Discover more at www.tutima.com.
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