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Jungheinrich’s new VFG range of IC engine-powered counterbalance lift trucks fea-
tures a hydrostatic drive.  In simple terms, hydrostatic trucks offer high levels of productivi-
ty and  are particularly suited to  intensive materials handling operations - like shuttle
work, whereas torque converter trucks are more at home in applications where longer dis-
tances have to be covered. The majority of the world’s forklift truck manufacturers produce
torque converter trucks and with the launch of its new hydrostatic range Jungheinrich has
become one of the very few companies to produce both types.

The truck’s engine is supplied by Volkswagen and has been designed to offer the low-
est noise levels and emissions, while fuel consumption is also particularly low. Test cycles
have shown that over the course of 2000 hours of typical operation the new hydrostatic
truck will save some £2000 in fuel costs in comparison with a standard conventional con-
verter counterbalance truck. If you are running a large fleet it is easy to see how the over-
all savings can be extremely significant.

Meanwhile, Jungheinrich’s new ranges of three- and four-wheel electric-powered
counterbalance trucks feature fourth generation
AC technology - which means that they offer class
leading performance and the lowest running
costs. 

Ultra environmentally friendly, Jungheinrich’s
fourth generation AC technology ensures that the
EFG 213-220 (a three-wheel configuration truck
with twin coupled rear wheels) and 316-320 (a
four-wheel model) ranges achieve constantly low
battery consumption. Energy costs are further
reduced thanks to energy reclamation during
braking so that, in most applications, a truck will
operate for two shifts without the need for a bat-
tery change. In fact, according to independent tests, during a typical shift the EFG will
operate for up to half an hour longer before a battery change is required than certain of
its competitors. This could equate to de-stacking an extra lorry load. 

Both the new engine and electric-powered ranges from Jungheinrich  have been
designed to provide maximum stability, as Craig Johnson, marketing manager of
Jungheinrich UK Ltd, explains: “Traditionally counterbalance trucks have been designed
with the counterweight at the rear of the truck. This means that the vehicles have a high
centre of gravity and can, if driven, inappropriately, be prone to rolling over. Some manu-
facturers have sought to address this problem by introducing electronic stability systems.
However, such systems require frequent servicing which can impact significantly on the
overall running costs of a truck.”

Jungheinrich’s radical approach to counterbalance truck design involves moving the
counterweight underneath the operator seating position. By lowering the counterweight
and positioning it further forward, Jungheinrich’s engineers effectively changed the truck’s
centre of gravity, which makes the trucks inherently stable - without the need for addition-
al electronic stability systems. 

The stability of the trucks is further enhanced by the use of ‘high-pivot’ steer axles,
which reduce the lateral movement of the trucks’ centre of gravity during steering axle
articulation. In simple terms, this means there is less sideways movement of the axle when
cornering and, therefore, greater stability.
www.jungheinrich.co.uk

This year Jungheinrich has introduced two completely new collections
of electric and engine powered counterbalance trucks – the EFG and
the VFG ranges

Two new ranges

Don't think that if you're not a house-
hold name that branding is not for
you. You can build a successful

brand and it won't cost you megabucks.
But why should you even be thinking about
branding?  By building a brand, you
become a provider of choice and if you're
one of those, then you can focus your ener-
gies on continual improvement and innova-
tion instead of searching for business to
keep the wolf from the door.

Here are 5 simple steps to building a
brand. The challenge lies in following them
with passion and discipline.

1. Great brands have quality products.
There's no way around this because happy
customers that love your products or servic-
es come back and they recommend you.
So get the foundations right with products
and services that are more than fit for pur-
pose.  It doesn't take much.  Ask the people
that you trust to give you their honest feed-
back on your products and services.  Ask
your customers if there's anything else that
you could do.  Take a peek at what your
competitors are doing.  The Japanese have
a phrase for this.  It's called Kaizen; contin-
ual improvement through change and
review.  The great thing about being the
master of your own destiny is that you can

Building 
your 
brand

Increasingly 3PLs see brand awareness
as  a useful way of differentiating their
service offering from that of the 
competition. So how do you go about
building a strong brand? Dee Blick
has some advice
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build this change and review into those
moments when you are not working as well
as when you are working.

2. The challenge now is to build positive
awareness with a great name, with design
that really grabs attention and a marketing
tool kit that engages your target customers.
It's easy to do it on the cheap and try and
become a designer yourself.  However,
there are loads of really talented designers
that can offer you a fixed fee in return for
doing some fabulous work.  Look upon
design as an investment rather than an
expense.  If you do commission a designer,
then make sure that you give them a thor-
ough brief of your requirements.  They are
not mind readers.  Or, if you're not sure
where to start, ask them what they need to
find out from you in order to arrive at stun-
ning design, whether you are looking for a
brand new look, or simply a fabulous
newsletter or sales flyer.

3. We’re at the stage where you’ve got
great products or services, your communi-
cations are professional and enticing and
customers are buying. It’s time now to
improve your entire offering.  So, you listen
carefully to your customers, having asked
them what you can do to make their experi-
ence with you more pleasurable and your
products and services even better. You
make those changes and, you look at any
changes in your marketplace that will influ-
ence your messages.  For example,
although I have always preached the
mantra of "marketing on a shoestring" I am
really reinforcing this message given the
current credit crunch and am busier than
ever as a consequence. If you can be tuned
in to the positive messages within your mar-
ketplace and if you can adapt what you are
doing to be in harmony with these mes-
sages, then you are really in a powerful
position.  It becomes difficult for competi-
tors to match you and by building real dif-
ferential advantages for customers you’re
securing their long-term loyalty and recom-
mendations.

4. You’re now at the stage where you’ve
achieved a ‘potential brand’.  Your brand
has achieved its potential because the
added value that you offer customers is so
great that they won't accept substitutes even

if competitors are flooding the market with
similar products and services that are
cheaper or easier to access.  Customers are
also experiencing psychological benefits
from engaging with you - from confidence
and complete satisfaction to security and
positive self-esteem.  

5. You view complacency as your enemy!
You're continually looking for new channels
to market and see yourself as a genuine
customer champion. Your passion and
enthusiasm remains undimmed!

So, how long does this whole process
take?  Anything from several months to sev-
eral years, depending on your unrelenting
focus on improvement and what competitors
are up to in your marketplace. 

One thing is for sure; if you just focus on
selling products or services, you won't build
a brand and in both good and bad times,
it’s the brands that survive and thrive.  

Dee Blick is an award-winning Chartered
Marketer based in Sussex.  Her book,
"Powerful Marketing on a Shoestring Budget
for Small Businesses" is published in January.
Visit Dee’s website
www.themarketinggym.org in January or, e-
mail her at dee@themarketinggym.org for
more details.




