
30 l mix l 143



mix l 143 l 31

focus

Saar Trek

located in the South West corner of
Germany, we’re just miles away from
both the French border and from

Luxembourg. Indeed, one of the most
startling things we’ve witnessed on a
journey through to Neunkirchen from
Luxembourg is the sudden appearance of
what has to be almost 25 petrol stations, in
a row, as you approach the border. Petrol’s
cheap in Luxembourg, Viasit International’s
Alan Stanton tells us – as is chocolate,
coffee and gold. All four are widely
available at each and every one of the 25!

Speaking of gold, the reason for our trip
here is to visit the home of multi-award
winning seating manufacturer Viasit. More
specifically, we’re here to meet with the
company’s father and son Managing
Directorial team of Werner and Thomas
Schmeer, as well as our (not so) old friend
Alan, of course. 

Indeed, it was Alan who suggested we
meet with Werner and Thomas, to discuss
not only the company’s impressive new
seating lines, but also its forward-thinking
approach to delivering these products to 

markets throughout the world. In a
nutshell, Viasit has shifted its stance, from
leading German export company to truly
international business – a subtle yet all-
important move. 

We take a seat in the impressive
boardroom at Viasit HQ, where, with
coffees poured, Thomas tells us more about
this change in approach. ‘What we are
looking to do is to grow our international
market as well as remaining focused on the
German market,’ he explains. ‘We have
different concepts for the German market

We’re in the Saarland – the town of Neunkirchen, to be precise. Some of you may
recall that we published a ‘7 Best’ on the Saar a few months ago, and so, through
our research for said article, we do have a little background on the region. We
found plenty of interesting things to write about for that article – and now we’re
here it’s every bit as fascinating as our research indicated it would be.



and international markets. The market in
Germany has changed a great deal in the
past few years. We have had to improve our
owner/dealership network – and we have
introduced a new concept for those
dealerships. We have reduced the number of
dealers we have and now focus on working
much closer with what we call our ‘AAA’
dealers. We have helped them fit out their
showrooms, to invest in them and to
support them. We talk to them a lot more
now – we ask them what it is they need
from us. Maybe we didn’t do that very well
before. We have also worked hard to
improve our key account managers – to
make them more strategic in the way that
they work directly with our customers. We
have invested a great deal in the
showrooms, in our people – and of course
in our new products.’

‘We want to take the difficulty away
from the dealer,’ Alan adds. ‘We want to
make it really easy for them. You can have
the best chair with the greatest ergonomics,
but if it is not presented properly then you
have no chance. We are now standing

alongside our dealers and helping to them
to present the chair to the potential end
user. This gives us absolutely the best
opportunity. We have to present our
business as well as our product.’

‘I think there is a very big difference
between the German market and our
German dealers and the market in the UK.
In the UK the market is very much driven
by the A&D, which is not historically the
case in Germany. Dealers in Germany still
talk about the product – the chair or the
table – and less about a solution or the
interior. That is starting to change now,
however.’

Another major change for Viasit is the
growth of its export market, which, Werner
informs us, is now approaching 47% of
overall sales. ‘We have also looked at how
we approach our international market,’
Thomas continues. We do of course have to
provide the right products – to show the
customer and more complete offer in the
future. We cannot just talk about standard
furniture to an international market – that
makes no sense. Instead we have to look for

other opportunities – and that is what we
are doing at the moment. Scope, for
example, is a chair that is designed
specifically for an international market.’

‘The basis of our product development –
which is now Thomas’ job – is to ensure
that our new products are completely
suitable for all international markets, not just
for the German market,’ Werner confirms.
‘Therefore, we are testing all our task chairs
automatically according to European law
and regulations. Sometimes the demands of
these tests are almost opposite – but if we
want to look at the whole international
market, then we must do this.’

‘I think we have already moved forward
leaps and bounds with how we present
ourselves as an international brand,’ Alan
enthuses. ‘For example, and to be really
honest, our website used to be focused very
much on the German home market. If you
look at it now, it is much cleaner, much less
market specific and much more
international – and our literature has
followed suit. The entire brand really does
look and feel international now.’
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It’s not just about looks though, is it?
Viasit, as Thomas says, has moved forward
significantly through its attitude, processes,
products and, indeed, design partnerships.
Martin Ballendat may well be a proud
German, but he’s also a multi-international
award winning designer. If you’d like further
proof, just take a look at the quite brilliant
Re-pend. In our opinion, it would be
extremely difficult to pin any single
nationality on the design. 

‘We now have a strong presence in
France, the Netherlands and Austria – and,
of course, we have now been working in
the UK with Alan for the past three years,’
Thomas tells us. ‘The next step will be to
take the successful model that has worked
so well in France, for example, and move
that forward.’

‘In France we have a mix of employees,
dealers and independent agents,’ Werner
explains. ‘This works very well for us in this
market – but it does very much depend on
the market in question. We want to give the

right service to each market. In Canada, the
US and Australia, for example, we have –
because we are still a relatively small
company – worked very hard to find the
right partners and licensees, who produce
the products for us. 

‘To protect our brand, we have to ensure
that the quality remains the same – and we
continue to invest and support to ensure
this happens.

‘We have to remain flexible and versatile
– this is the only way we can continue to
grow our business worldwide.’

‘For us, the most important international
markets moving forward over the next 12
months or so are the Middle East and the
UK,’ Thomas admits. ‘We are working
closely with Alan, his international team and
our partners to help grow these markets –
and to ensure he has the right tools to
move the business forward. I think our new
products, which will be launching later this
year at Orgatec, will show how our
direction has changed and how we are

focused on offering truly international
products.’

It is not just through this business
management and impressive product
developments that the company intends to
move forward either. Werner shows us plans
to further increase production levels here in
Neunkirchen, as well as refurbishing key
areas within the already impressive HQ –
which, incidentally, is built on a former
dilapidated site in the heart of a one-time
thriving steeltown. 

There’s certainly nothing dilapidated
about the site today. The fantastic showspace
overlooks the picturesque town and displays
the best selling Linea chair family, the stylish
Impulse and Scope collections and the
aforementioned Re-pend. Before we have
to head back to Luxembourg, our hosts
allow us an early glimpse of what we can
expect to see in Cologne later this year. 

Let’s just say that the new Tri and
Organic Office are certain to raise eyebrows
– both German and international!
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