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Next year will mark half a century 
of Scania in the UK, for 1964 
was the year in which Scania 
established a foothold in Britain 
with the opening of a small office 
in Feltham, Middlesex, originally 
to service customers purchasing 
Scania engines.

At the time, our market shares 
for truck, bus and coach were all 
precisely equal: zero percent!  So 
Scania has come a long way in 

the UK since then – and we'd now 
like to ask for your assistance in 
helping us recall our long history 
by sending in your old photos, 
anecdotes, memories and any 
other archive Scania information 
you have on file.

We'll be carrying a special 
report in the next edition of Scene 
Scania, so here's your chance to 
get involved and claim your place 
in Scania's UK history!

Please send your photos 
and a caption (who's who in the 

picture and the vehicle model, 
for example), together with 
your name, address and contact 
number, plus any other relevant 
information to:
The Editor
Scene Scania
Scania (Great Britain) Limited
Tongwell
Milton Keynes 
MK 15 8HB
Alternatively, you can email us at: 
phil.sampson@scania.com  
(please note, any scanned 

photographs will need to be 
in high resolution to enable 
reproduction in Scene Scania).

We promise to publish 
as much material received as 
possible and will take every care 
while your photographs are in our 
possession.  We will also return 
every photograph we receive, but 
cannot be held responsible should 
anything go missing in the post.

Thanks in advance for your 
help, we look forward to hearing 
from you!

Fifty years of 

Scania in the UK

Help us recall our history!

Claes Jacobsson has been appointed Managing Director of Scania 
(Great Britain) Limited with effect from 1 September 2013. Prior to taking 
up the role, Mr Jacobsson was Senior Vice President Financial Services 
for Scania CV AB, based at the company's headquarters in Södertälje, 
Sweden, In his new position he succeeds Hans-Christer Holgersson, who 
will continue with board assignments within the Scania group.

A Bachelor of Science in Business Administration and Economics, 
Claes Jacobsson joined Scania CV AB in 1999 as Director, Business 
Development Scania Customer Finance.  From there he progressed to 
Head of Scania Customer Finance before being appointed to his current 
role in 2003, since when he has also chaired the boards of a number of 
Scania subsidiary operations around the world.  

New UK 

Managing 

Director for 

Scania

Above: Scania's very first UK advert. 'LGK 3D', the LB76 truck 
featured in it, is still running today having been lovingly restored to 
showroom condition by owner Ray Hingley.  The double decker, left, 
is a Scania Metropolitan, model BR111 DH.  In total, 164 of these 
were supplied to London Transport with this particular one, bearing 
the fleet number MD1, being the very first.
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Scania (Great Britain) Limited 
has further enhanced its UK 
driver training service with the 
introduction of an all-new fleet 
of rigid and articulated trucks. 
Backed by an experienced 
in-house team of Driving 
Standards Agency (DSA)-
registered instructors, tuition in 
the new vehicles is now available 
nationwide. To further promote 
the service, Scania is currently 
offering Category C, Category 
C+E and Category D (Passenger 
Carrying Vehicle) training at a 
highly competitive price of £899 + 
VAT per course*.

"As we see it, the traditional 
model of learning to drive in an 
old and, most probably, outdated 
vehicle, is no long valid in today's 
world," says David Hickman, 
Director – Services Development 
& Service Sales for Scania (Great 
Britain) Limited.  "That's because 
advances in technology are 
changing the way we drive.  

"For example, automated 
gear selection systems which 
help minimise fuel consumption 
by ensuring the correct gear 
is engaged at all times are 
becoming far more common 
today.  To help new drivers gain 
an appreciation of such systems, 
we have equipped our new fleet 
with the three pedal version of 
Scania Opticruise, which requires 
the clutch to be used only 
while starting and stopping and 
otherwise provides all the benefits 
of an automatic gear selection 
system.  This format of Scania 
Opticruise is acceptable to the 
DSA, which requires tests to be 
taken in a three-pedal vehicle."

In addition to a full range 
of licence acquisition services, 
Scania Driver Training also 
provides Mechanical Handling 
training courses.  Further 
information can be found at www.
scania.co.uk/learntodrive or by 
calling 0844 800 9131.

Licence acquisition with Scania

Premium quality training in state-of-the-art vehicles at 
highly competitive prices

Johnsons Coach & Bus Travel of 
Henley in Arden has taken delivery 
of two new Scania OmniLink 
service buses to further enhance 
its modern bus fleet.  

Operations Director, Peter 
Johnson says, “The 43-seat, low-
floor buses are built to full DDA 
specification and are part of the 
on-going investment in our bus 
and coach fleet to ensure our 
customers travel in comfort every 
day of the week.” 

Two new 

OmniLinks for 

Johnsons
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Scania has extended its focus 
on driver-development with the 
launch of a new service entitled 
Optimise, which provides 
on-going training, advice and 
assistance to help commercial 
vehicle drivers get the very best 
from their trucks. Available in 
three formats – Plus, Premium and 
Ultimate – Optimise represents an 
innovative and flexible approach 
towards maximising efficiency in 
operation.

"It is Scania's long-held 
belief that the driver is the most 
important part of the equation 
when it comes to fuel efficient 
operation," says David Hickman, 
Director – Services Development 
& Service Sales for Scania (Great 
Britain) Limited. 

"As such, Optimise has been 
formulated to embrace every 
aspect of driver performance, 
from fuel-efficient driving tuition 
and coaching to on-going and 
regular follow-up sessions based 
on each driver's performance 
records.  To ensure the needs 

of every driver are met, the 
programme is individually  tailored 
using information generated 
by Communicator, the Scania 
telematics system fitted as standard 
to all Scania trucks today."

Each of the three Optimise 
packages provide drivers with 
the knowledge required to drive 
fuel efficiently.  Thereafter, each 
package provides a progressively 
greater level of on-going support 
and follow-up designed to 
promote higher standards of 
driving over the longer term. 
"It is our experience that driver 
training results in a short term 
gain, but this is in danger of 
falling off unless the momentum 
is maintained," says David 
Hickman.  "By signing up to 
regular follow-up sessions, the 
driver's knowledge is regularly 
and repeatedly reinforced in 
order to encourage them to 
keep operating as efficiently as 
possible and thereby sustain  
the performance gains they  
have made."

Scania Optimise

Scania has developed a digital 
tachograph remote downloading 
service to help operators achieve 
legal compliance in the most 
simple and convenient way 
possible – at the press of a single 
button.

From September 2013, 
every new Scania truck will be 
equipped with everything needed 
to automatically download 
tachograph data.  And for owners 
of existing vehicles, the required 
equipment can be retrofitted at 
minimal cost.

At the heart of the system is 
Communicator, Scania's onboard 
telematics unit which is fitted as 
standard to every new Scania 
truck.  When the driver presses 
the tachograph download button, 
Communicator validates the 
request then downloads the 
required data from the truck's 
tachograph unit and transmits it as 
an encrypted file over the mobile 
phone network to Scania's secure 

storage system.
The download is carried out 

entirely automatically with no 
additional hardware required.  

Once downloaded, Scania holds 
driver and vehicle tachograph data 
securely for a period of one year 
in line with legal requirements. 

The service includes Euro-wide 
downloads with no extra charges.

One operator using 
the service is Elaine Ahrens 
of Nottinghamshire-based 
animal feedstuffs producer and 
distributor, Wheyfeed Limited.

"The data from our drivers 
and each of our 26 trucks is today 
remotely downloaded and stored 
by Scania," says Elaine.  "The 
process certainly is simple to use; 
all I have to do is notify our drivers 
to press the button and Scania 
does the rest.  Scania also keeps 
a calendar of when each vehicle 
unit's data is due for downloading 
and, once again, manages the 
download remotely. 

"As I see it, the key benefit 
is that for companies such as 
ours where drivers and trucks 
are outbased – and we have 
locations all around the country 
– Scania is providing a service 
which significantly helps us remain 
compliant at all times."

Digital tachograph management 

made easy

Helping operators  
target maximum 
efficiency in operation

Weyfeed is an early-adopter of Scania's remote digital tachograph 
data download service
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Argos, part of Home Retail Group, 
has selected 158 Scania trucks for 
its 2013 fleet renewal programme.  
In order to deliver the best 
possible return on investment, 
each vehicle is equipped with 
a range of aids designed to 
boost fuel and environmental 
performance.  In addition, Scania 
is working with Argos's in-house 
team of driver-trainers to develop 
a driver-development programme 
with the joint-aims of improving 
driver-training and maintaining 
the gains achieved over the  
long term.

Deliveries to various Argos 
locations around the country are 
being managed by Scania (Great 
Britain) Limited's South West, 
South East and Scotland regions, 
together with independent 
dealers Keltruck and TruckEast.    
All but one of the trucks being 

supplied are Scania P 400 
LA4x2MNA tractor units plated 
at 38-tonnes gross train weight, 
with the remaining vehicle being 
a 38-tonne Scania R 560  
LA4x2MNA Griffin specification 
tractor unit with Topline cab.  
This flagship model will be used 
exclusively by the holder of the 

Argos Driver of the Month title.
In order to achieve the best 

possible transport economy and 
gain maximum environmental 
benefit, Argos has extended the 
trucks' specification to include 
long side skirts, low rolling 
resistance tyres and custom-
designed, low drag catwalks.   

   To assist the driver, Scania 
Driver Support and Scania Active 
Prediction have both been 
included.  These, together with 
input from the vehicles' onboard 
telematics systems, will form 
part of the driver development 
and follow-up programme being 
designed by Scania and Argos.

The UK's first 20 Scania-ADL gas-powered buses have been delivered 
to Reading Buses and are now operating on a variety of services in and 
around the Reading area.

Based on 12-metre Scania KUB 4x2 chassis, the vehicles are 
powered by Scania's OG9 GO4 gas engine, a 270 horsepower EEV 
9.3-litre five-cylinder energy efficient lean burn unit capable of operating 
on either Compressed Natural Gas (CNG) or Bio Natural Gas (BNG).  The 
engine offers high efficiency and low fuel consumption with no need 
for exhaust gas recirculation (EGR). It is based on the same platform as 
Scania's modular-build 9.3-litre diesel engine, which limits the number 
of new components required for the low entry gas chassis to around 40 
items.

The vehicles feature single-deck 40-seat Enviro E300SG bodywork, 
designed and engineered by ADL, Scania's gas bus development partner.

Commenting on the delivery, Reading Buses Chief Executive 
Officer James Freeman says, "When we ordered these vehicles, we were 
continuing our long history of innovation whereby we have consistently 
sought to operate at the leading edge, both in terms of efficiency and 
with regard to environmental standards.  The combination of stylish, 
proven, British-built bodywork with technology that promises high 
performance, minimal running costs and a carbon-neutral fuel solution, 
ticks all of the boxes for us."

Read more about Scania-ADL gas-powered buses on page 34.

Reading Buses goes for gas

Argos renews 

and plans for 

the future 
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Scania Truck Rental, the 
nationwide commercial vehicle 
rental service operated by Scania 
(Great Britain) Limited, has made 
a multi-million pound investment 
in a total of 165 new trucks. 
Comprising a mix of models, 
the new vehicles have been 
selected to present Scania's rental 
customers with a wide choice of 
premium specification trucks.

 "These new vehicles, which 
represent both fleet replacements 
and additions, are being 
introduced into our fleet in order 
to fulfil the growing demand for 
high quality rental trucks," says 
Richard Gray, Scania's Finance 
and Rental Director.  "We see 
this move to quality as a marked 
development within our industry, 
with more and more operators 
telling us that their customers 
are progressively demanding 
ever-higher standards from 
their haulage and distribution 
partners."

The new Scania Truck 
Rental vehicles are mostly 
G- and R-series tractor units, 
with a choice of 4x2 and 6x2 

wheelplans, including twinsteer 
and pusher axle options.  Engine 
outputs range from 440 to 500 
horsepower, with both EGR and 

SCR variants on offer. Manual 
or automatic transmissions are 
available, including Scania's latest 
generation Opticruise automated 

gear selection system.  Cab 
choices include Highline and 
Topline options and the highly 
appointed Griffin Pack, which 
includes a range of high quality 
interior fitments, is available on 
500 horsepower V8 models.  New 
rigids in the fleet include box 
and curtainsider options with 
gross vehicle weights of 18- and 
28-tonnes.

Each one of Scania Truck 
Rental's 165 new vehicles will be 
equipped with Communicator 
200, Scania's on-board telematics 
solution, which enables operators 
to monitor vehicle and driver 
performance and track the 
vehicle's whereabouts. 

Rental periods are from one 
day to 24 months and, together 
with all other vehicles in the 
comprehensive range offered 
by Scania Truck Rental, the new 
additions to the company's rental 
fleet can be collected from any of 
Scania's 90-strong network of UK 
service points or delivered direct 
to the location of the operator's 
choice.  Both long- and short-
term hire options are available.

Scania Truck Rental's major investment 

in premium specification trucks

Cappagh, one of the capital's best known construction industry service 
providers, has reinforced its commitment to Scania with the introduction 
of 19 P 360 CB8x4MHZ eight-wheelers and a double-drive R 480 
CA6x4MNA Topline tractor unit into its fleet.  Supplied by Scania (Great 
Britain) Limited's Heathrow branch, these vehicles join 30 other Scania 
trucks, the first taken by Cappagh, which have entered service over the 
past 18 months. 

The tippers are all equipped with 15 cubic metre Boweld 
Mightylite bodies and are stationed at Cappagh's operating bases in 
Wimbledon, Heathrow and Iver, Bucks, providing muckaway services 
and the delivery of recycled aggregates to customers inside and 
around the M25.  In a move to help provide additional protection 
for cyclists, the vehicles are all equipped with Sidescan sensors, side 
underrun protection systems and reversing cameras.

"The lower cost of operation and improved fuel consumption were 
the two key reasons behind our initial decision to move to Scania," says 
Cappagh Transport Manager Conor Ferncombe.  "Since its introduction 
into our fleet, the marque has been proving itself by delivering excellent 
fuel returns – which is the reason we are now continuing to re-fleet with 
Scania.  An additional advantage to us is image; not only do our Scanias 
look good on the road, they also impress our customers." 

Cappagh cements its move to Scania
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Scania has extended its marine engine range with the introduction 
of an all-new nine-litre power unit.  Developed as part of Scania's 
global engine platform, the new engine is built according to the 
same modular design programme as Scania's existing 13- and 16-litre 
units.  This means many components are shared across the range, a 
design-benefit which offers considerable operational and maintenance 
advantages.  Between them the three members of Scania's engine 
family provide a comprehensive selection of power outputs spanning 
220 to 1,000 horsepower, thus making Scania the ideal choice for a 
wide range of marine applications. 

Designated DI9M, the new nine-litre engine is a compact five-
cylinder in-line turbocharged unit offered in a choice of five propulsion 
power outputs ranging from 220 to 400 horsepower.  As such, the DI9M is 
particularly well suited to a broad selection of hard working commercial 
craft applications, such as inshore fishing vessels and small ferries.  

The unit also lends itself as an auxiliary power source suitable for 
uses as diverse as generator sets, onboard pumps and bow thrusters, 
with four ratings from 199 to 323 kW available.

Marine engine range extended

All-new Scania nine-litre power unit makes its 
European debut at Seawork 2013

Radley Coach Travel of Brigg & 
Barton Upon Humber has taken 
delivery of its first Applebys Coach 
Holidays-liveried vehicle, a new 
Scania Irizar i6 coach. Supplied 
by Scania (Great Britain) Limited 
and based on a 12.2m overall 
length Scania K 360 IB4x2 chassis, 
the vehicle features Scania's 360 
horsepower Euro 5 EGR engine 
and the latest generation fully-
automated Scania Opticruise gear-
selection system. 

The Irizar i6 body is equipped 
with 51 passenger seats, a full 
entertainment package including 

Bosch Professional Line audio 
visual system with DVD player and 
two monitors, air-conditioning, 
three-point seat belts, a centre 
toilet, drinks machine, fridge, 
reversing camera and satellite 
navigation. 

Owner Kevin Radley 
comments, “Since purchasing the 
original trading name late last year 
this iconic Lincolnshire brand has 
catapulted us into 2013 with an 
unprecedented amount of tour 
bookings which continue to go from 
strength to strength. The Applebys 
trading name has opened up new 
markets for the company and 
allowed us to expand into new areas 
of Lincolnshire and beyond.  The 
new coach has been named '100 
Not Out!' to help celebrate the fact 
that Applebys is in its centenary year 
during 2013.”

Radley chooses 

Scania for Appleby 

Coach fleet

Nottingham City Transport has 
once again selected Scania 
chassis in an order for 40 N 230 
UD4x2 units, to be equipped 
with Alexander Dennis Limited 
(ADL) E400S full height double-
deck bodywork. Deliveries will 
commence in December of 
this year, at which time the new 
vehicles will be introduced into the 
Nottingham fleet at a rate of five 
per week.

"We are delighted to be 
continuing our long-standing 
relationship with Scania, whose 
well-proven vehicles have been 
serving the travelling public 
in Nottingham for more than 
ten years now," comments 
Nottingham City Transport 
Engineering Director Gary Mason.  
"From an engineering perspective, 
maintaining our relationship 

gives continuity backed by the 
excellent technical support service 
that comes as part of the Scania 
package."

The new vehicles will feature 
Scania's 230 horsepower Euro 5  
nine-litre DC9 30 engines 
coupled to ZF 5HP504C Ecomat 
fully automatic gearboxes.  The 
4.3-metre high ADL bodywork 
has a total of 28 seats in the lower 
saloon and 47 in the upper, all of 
which will be finished in two-colour 
E-leather seats.  Optional interior 
equipment includes under-seat 
mood lighting. 

40 Double deckers 

for Nottingham 

City Transport

Scania's General Manager – Engine Sales Ray Johnson, left, 
presents the new Scania nine-litre marine engine to Larz Bourne, 
Editor of Maritime Journal

The Scania N 230 UD4x2 chassis
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Spalding-based FreshLinc Distribution Limited has taken delivery of  
a further 15 Scania R 440 LA6x2/4MNA Topline tractor units on four-
year contract hire agreements from Scania (Great Britain) Limited. The 
agreement for each truck is based on 180,000 kilometres per year, with 
all work to be carried out by Scania (Great Britain) Limited's Spalding 
service centre.

"The specification of these vehicles is ideal for our operations," 
comments Andy Marchant, Fleet Engineer. "Our drivers are also 
extremely positive about Scania's fully-automated Opticruise gear 
selection system, which makes driving effortless."

FreshLinc Distribution Limited is high profile Lincolnshire business 
built on local farming and agriculture.  In addition to its Spalding 
headquarters, the company has several outbases around the UK and 
operates 200 tractor units and 300 refrigerated trailers on European and 
domestic chilled and frozen food distribution.

Scania has delivered the world's 
first Euro 6 gas truck to Bring 
Logistics, a major Nordic transport 
operator with a declared ambition 
to offer its customers leading-
edge environmental solutions. 
The vehicle is now in daily service 
in Sweden making refrigerated 
deliveries in the Helsingborg area.

"We are keen to give our 
customers access to the latest 
environmental technology," says 
Bring's President, Arne Karlsson. 
"Scania's new Euro 6 distribution 
truck has impressive performance 
and, running on biogas, the 
emissions are very low of both 
harmful substances and carbon 
dioxide."

Scania's gas engines are 
designed to provide the same 
performance as its diesel engines. 
Power ratings for Euro 6 models 
are 280 and 340 horsepower, with 
torque ratings of 1,350 and 1,600 
Nm respectively. 

…that Scania today has a presence on a number of major social media 
sites, plus its own YouTube channel?  

"Social media plays an important role within the marketing mix 
today, as it allows everybody from Scania owners and operators right 
through to fans of the brand to stay in touch with our latest news 
and information," says Chris Love, General Manager – Brand and 
Communications for Scania (Great Britain) Limited.  "Furthermore, social 

media gives everyone a voice, allowing people to make comments or 
share their opinions directly with an extremely broad audience.  

"So if you want to know exactly what's happening in the world of 
Scania right now, or feed back your views to us, these sites are a good 
place to start."

You can find direct links to Scania's Facebook, Twitter, Issuu, Flickr 
and YouTube sites on the home page of www.scania.co.uk 

FreshLinc refreshes

Scania delivers 

world’s first  

Euro 6 gas truck

Did you know…
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Following an extensive 
procurement process during 
which every aspect of vehicle 
specification and performance 
was determined and evaluated, 
London's largest independent 
tipper/grab operator, H. Sivyer 
(Transport) Limited, has taken 

delivery of its first ten Scania  
P 400 CB8x4MHZ eight-wheelers 
with a further 20 tippers and 
grabs in the pipeline.  

Supplied by Scania (Great 
Britain) Limited, the ten highly 
specified construction trucks 
delivered to date are fleet 

additions, comprising five tippers 
and five tipper/grabs.  All are 
equipped with Boweld Taperlite 
steel bodies.  The five tippers 
have 15-cubic-metre bodies while 
three of the tipper/grabs have 
14-cubic-metre bodies and two 
16-cubic-metre bodies allowing 

for maximum volume capacity.  
The tippers feature Edbro 
CX14 front-end tipping gear 
with Edbro's lightweight CS13 
front-mounted units fitted to the 
tipper/grabs.  Each of the tipper/
grabs has a Palfinger Epsilon 
M125L Classic crane fitted.

"Payload and volume are 
the key drivers in our business, 
and the mix of bodywork and 
equipment fitted to our new 
Scanias enables them to cover 
a variety of operations in the 
most efficient manner possible," 
explains Sivyer Group Operations 
Director Ryan Geere.

"In addition, we also 
demand the very best in terms 
of fuel efficiency, and here our 
new Scanias are already proving 
themselves to be in excess of one 
mile per gallon better than other 
equivalent trucks in our fleet.  We 
also look to vehicle build-quality, 
durability, reliability and  
aftersales service.  Here again 
Scania scores highly in every 
respect.  Each of our new trucks 
is backed by a five year full 
Scania repair and maintenance 
agreement.  This not only 
takes care of all our servicing 
requirements including the 
bodies, cranes and ancillary 
equipment, but also provides us 
with round-the-clock support and, 
consequently, fixed maintenance 
costs and overall peace of mind."

Sivyer Group goes for payload and carrying capacity

West Coast Motors has once again selected Scania Irizar i6 vehicles to 
run on the Citylink services it operates between Glasgow and its home 
base in Campbeltown, Argyll and Bute, Scotland.  In addition to the 
seven vehicles ordered for this service, a further two Scania Irizar i6s have 
been specified to work on the company's own operations – which, as our 
photo shows, includes visits to London.

 All nine vehicles are to be based on Scania's 360 horsepower  
K 360 EB chassis.  The seven for the Citylink services are 14.1-metre 
overall length tri-axles with 6x2*4 wheelplans.  These will be configured 
as either 59-seaters or 55-seaters with front-mounted wheelchair lifts.  
The remaining two vehicles are 12.6-metre overall length 4x2s with either 
51 seats or 47 seats plus front-mounted wheelchair lift. 

West Coast Motors repeat order
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Connections in all 
the right places

Tim Blakemore, Editor of C.V. Engineer, test drives 

Scania’s latest products and technology
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Have you heard about the Google car promising to 
give a whole new meaning to the expression ‘self 
drive’?  The vehicle, which was demonstrated to great 
fanfare recently on public roads in California, looks 
just like a million others running around on American 
freeways.  Except this machine drives itself, needing 
no direct braking, steering or acceleration input from 
anyone sat inside.

Regardless of how seriously people take this 
concept, the automotive technology being employed 
here is no joke. And the internet search-engine giant 
is by no means alone in its conviction that computer-
controlled autopilot 
systems of one sort or 
another will become 
increasingly common on 
all road vehicles in the near 
future, within less than five 
years if Google founder 
Sergey Brin has his way. 

Any hard-nosed UK 
truck operator inclined 
to dismiss such notions 
as pie-in-the-sky above 
Silicon Valley presumably 
has yet to witness Ford’s 
Active Park Assist, which 
enables certain models 
in its range to size up a kerbside parking space and 
then automatically manoeuvre into it while the driver 
twiddles his thumbs rather than the steering wheel.

So where’s the connection between Google, Ford 
and a trip I made recently to the Scania DemoCentre 
in Södertälje, Sweden to get behind the wheel of 
some of the latest Streamline G- and R-series long-
haul trucks? 

It lies in that very word: connection. Scania 
engineers may not be anything like as zealous as Mr 
Brin about driverless vehicles of the future, and they 
have no plans, so far as I know, for a truck that will 
back itself onto a loading bay while the driver eats his 
sandwiches. But they certainly recognise the potential 
offered by ‘connected trucks’ for big productivity and 
efficiency gains. 

This is one reason why every new Scania truck is 
now fitted as standard with a Scania Communicator 
telematics black box, used not only to send and receive 
satellite navigation data but also for an ever-increasing 

range of digital tools to help 
drivers, fleet managers and 
technicians run and maintain 
their trucks as efficiently as 
possible. The list already 
includes driver coaching, 
service planning and remote 
diagnostics. “This is just the 
beginning of something very 
exciting,” says Scania’s Vice 
President Product Marketing 
– Trucks, Joel Granath.

I got a taste of exactly 
what he meant in a short 
drive in Sweden of one of 
the latest Euro 6 Streamline 

range. The vehicle was an R-series 4x2 tractor with 
a Topline sleeper cab and powered by a second-
generation Euro 6 490 horsepower 13-litre engine 
driving through a GRS905R 12-speed gearbox with 
a fully-automated Scania Opticruise gear selection 
system. The tractor was coupled to a loaded tri-axle 
box semi-trailer. Gross combination weight was around 
40 tonnes. 

“Every new Scania truck is 
now fitted as standard with 

a Scania Communicator 
telematics black box to help 
drivers, fleet managers and 

technicians run and  
maintain their trucks as 
efficiently as possible”

A slippery customer indeed: 
The new Streamline has 
undergone extensive wind 
tunnel testing to minimise 
drag and optimise air flow 
around the cab
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Frankly, as I settle into the driver’s seat at first I 
see little to suggest any radical difference between 
this truck and a current Euro-5 R-series. There is the 
familiar array of Scania steering-wheel-mounted 
controls with the Opticruise stalk on the right. It is 
only when I delve a little deeper into these controls 
that some of the most significant Euro 6 Streamline 
refinements become apparent. 

When Scania Active Prediction was introduced 
two years ago, it was one of the pioneers of truck 
cruise control systems using data from GPS (global 
positioning system) satellites to improve fuel economy 
by automatically adapting cruising speed to suit the 
gradients of the road ahead.  Now Scania Active 
Prediction boasts further refinement and comes as 
standard equipment on Streamline models. There are 
now four Opticruise performance modes: standard, 
economy, power and off-road. Any three of these 
can be specified when the truck is ordered but the 
permutation can always be changed later easily 
enough at a Scania dealer workshop.

The R 490 I tried in Sweden offered me the 
choice of power, standard and economy modes. With 
no severe gradients on our short (25-kilometre) test 
route, selecting power mode would have been a bit 
extravagant, even for a journalist. So for most of the 
route I stuck happily with standard mode, occasionally 
switching into economy mode just to see what effects, 

if any, there would be. 
Switching from one mode to another could hardly 

be easier, by means of a toggle ring-switch on the 
Opticruise control stalk. The instrument panel’s central 
display makes it clear which mode has been selected. 
Active Prediction, using topographical data pre-
programmed into the truck’s on-board computer as 
well as GPS sat-nav data, is effective both in standard 
and economy mode, though in subtly differing ways.

In both modes, on the approach to an uphill 
section of road ahead the system increases speed 
slightly above the set cruise speed to gain momentum 
and thus use a little less fuel on the climb. Then, 
recognising that there is a downhill section coming 
up, Active Prediction will back off the accelerator, 
allowing speed to fall below the set figure just before 
the descent starts. In standard mode this Active 
Prediction speed window goes from six percent below 
set speed to four percent above, whereas in economy 
mode speed is allowed to fall up to 12 percent below 
the set speed and up to 5km/h above. Kickdown is 
disabled in economy mode and engine response 
generally is a little softer. Unsurprisingly, journey 
times may be a tad longer in economy mode, but 
that will depend on the route. 

What is the overall effect on fuel economy? 
With so many variables at play, the question falls into 
the length-of-a-piece-of-string category, but Scania 

Clockwise from above: Tim 
Blakemore takes to the 
wheel of the new Scania 
Streamline; Pulling out of the 
Scania DemoCentre at the 
start of Tim’s 25-kilometre 
road route; The Scania 
Opticruise control stalk; 
Scania’s 490 horsepower 
second generation Euro 6 
power unit
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engineers calculate that the latest Active Prediction 
and Opticruise refinements between them could 
easily deliver fuel economy gains overall on long-haul 
work in the order of four or five percent. And that is 
before the fuel economy benefits stemming from the 
Streamline range’s improved aerodynamic efficiency, 
low-friction drivelines and second-generation Euro 6  
engines are taken into account. All in all, Scania 
reports, if every one of its energy-saving measures 
are adopted, fuel savings of as much as eight percent 
overall can be achieved.

But the crucial thing about the Streamline’s 
latest digital technology from a driver’s point-of-view 
is that he or she continues to have discretion aplenty 
over exactly how and when 
it is used. 

This was underlined 
for me at the end of my 
short R 490 drive in Sweden 
when we returned to the 
DemoCentre. I knew that 
the truck’s Communicator 
had been continually 
feeding data on the trip 
into the Scania Fleet 
Management system. 
Within minutes of my return 
I was able to get a print-out from a laptop computer 
giving me a summary of how the truck and its driver 
(yours truly) had performed. 

The summary report is commendably clear, 
concise and informative, with green tick-boxes 
alongside the parameters where everything is hunky-
dory, red crosses where it is not.  On ‘coasting’ for 
example, my score is 33 percent of trip distance, 
comfortably above the 20 percent target set for good 
fuel economy. Engine idling time is only 3.2 percent of 
total running time, against a target maximum of ten 
percent, and the number of brake applications per 

100 kilometres is just over 30, well below the 100 that 
would raise fleet management eyebrows. My overall 
Scania Driver Support score is 63 percent, nicely above 
the 50 percent target. But lest I seem a wee bit too 
complacent, I’d better come clean at this point and 
admit that my average fuel consumption was not so 
good: 38.3lit/100km (7.38mpg) against a target of 
37lit/100/km (7.64mpg). Maybe I should have made 
more use of economy mode…

The essential point here though is that data 
like this gathered from a connected truck or fleet 
of trucks and distilled into an easily digestible 
format amounts to a wonderfully powerful toolkit for 
improving operational efficiency. Far from believing 

that the latest digital 
technology leads inevitably 
to driverless vehicles of 
the Google variety, Scania 
engineers are convinced 
that actually it will lead 
to better informed and 
trained drivers in more 
efficient truck operations. 
I’m sure they are right.

Seems to me that 
Scania (Great Britain) 
Limited’s former Managing 

Director Hans-Christer Holgersson hit the nail on the 
head a while ago when talking about more general 
management matters:  “I think that most people are 
extremely bad at doing what other people tell us to 
do,” he said. “We are all damn good at doing the 
things we are convinced must be done.” 

More carrot than stick, in other words. That’s how 
the principle guiding Scania’s latest development work 
on connected vehicles can be summed up. And when 
this carrot has ‘better fuel efficiency and lower total 
operating costs’ etched all over it, drivers and operators 
alike are surely going to find it far too tasty to resist.

“All in all, Scania reports, 
if every one of its energy-

saving measures are 
adopted, fuel savings of 
as much as eight percent 
overall can be achieved”
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When Tim Blakemore travelled to the Scania 
DemoCentre to test drive the company’s latest 
products he was following in the footsteps of a long 
line of visitors spanning apprentices to kings – literally.  
For over the years, Scania’s purpose-built test centre 
has hosted numerous parties of employees, guests, 
journalists, stakeholders and VIPs from all over the 
world, up to and including the King of Sweden.  Even 
our own David Cameron has made the journey to this 
unique automotive facility perched on a hillside above 
Scania’s home town of Södertälje, some 20 miles south 
west of Stockholm.

In fact, the Scania DemoCentre receives on 
average 14,000 visitors a year, and has done so 
since its inauguration back in 1995.  It’s popularity 
is primarily due to the driving experience it offers 
professionals and non-professionals alike.  Being a 
private facility, a car licence is sufficient to allow a 
test drive in the company of a Scania-trained driver-
coach.  To keep up with demand, Scania has a pool of 
approximately 250 driver-coaches, many of whom work 
on a freelance basis, at its disposal.

The DemoCentre’s track is 2.9 kilometres long 
and comprises a number of sections; flat, fast, hilly, 

Scania 
DemoCentre

Private test track,  

public arena
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twisty, you’ll find them all here.  In addition, there 
are options for off-road driving, including a traverse 
across a boulder-strewn section of Swedish bedrock 
designed to challenge even the most agile all-wheel 
drive vehicle.

Being situated in Sweden also provides weather 
opportunities, as our photographs show.  From long 
and mild summer days through to freezing and often 
snowy winters, the Scania DemoCentre offers plenty of 
options throughout the course of a typical year.

The fact that a commercial vehicle driver’s licence 
is not required makes the DemoCentre especially 
useful when it comes to product launches.  Scania’s 
programme of continuous improvement means that 
journalists from all over the world normally make an 
annual visit to try out the latest batch of developments 
for themselves.  While many members of the press 
hold Category C+E licences, some don’t.  So for 
this latter group, the DemoCentre provides a rare 
opportunity to gain first-hand experience of the 
vehicles they write about.

Customer events are also staged at the 
DemoCentre, with up to 40 trucks and a number of 
buses and coaches made available for driving.  In 

addition, displays of industrial equipment powered 
by Scania engines – such as generator sets, Terex 
dump trucks and Doosan loader-shovels – are often 
also featured to add extra breadth and interest to 
the occasion.  In support of driving activities, the 
centre also boasts a state-of-the art presentation 
auditorium and extensive indoor and outdoor 
exhibition areas. 

A recent addition to the DemoCentre portfolio 
is a Scania field workshop module.  This is effectively 
a ready-made maintenance unit which can be quickly 
assembled and equipped to act as a Scania workshop 
in isolated places where alternative facilities simply 
do not exist.  One example of where Scania field 
workshops have been used to great effect is in the 
Indian mining industry, where Scania field workshops 
provide vital on-site maintenance facilities in extremely 
remote areas.

The Scania DemoCentre offers unique 
possibilities for those wishing to experience the latest 
Scania products in a variety of road and operating 
conditions.  Few leave the premises without being 
impressed and convinced of Scania’s ability to provide 
a solution for virtually every transport application.

In all weathers and for 
events ranging from 
customer open days to 
Scania’s Young European 
Truck Driver, the DemoCentre 
provides a fitting stage for 
every occasion
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Are you  
being 

served?
With customers 

demanding more of 

their suppliers than 

ever, how do some 

organisations succeed 

where others fail?
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Once upon a time, service stations were just that: 
Motorists would pull in and a man in a brown coat 
would emerge from the shadows, fill up the car, 
check the oil level and wipe over the windscreen 
while cheerily delivering a rendition of Whistle While 
You Work.  Only rarely does the road-weary driver 
experience such joyous service nowadays.

Similarly, we used to get along just fine without 
call centres.  It seems an almost outlandish concept in 
today’s world, but back 
in the day companies 
actually used to man 
their phones without 
the help of the much-
loathed automated 
assistant.  At least on 
this front there is hope, 
for it was recently 
reported that one frustrated member of the public has 
published a website containing the call centre menus 
of a multitude of organisations, (www.pleasepress1.com  
– well worth a visit).

Then there’s insincerity, another approach sure to 
get the goat of many a customer.  You know the sort 
of thing:  “Your call is important to us…” (translates 
to: “We haven’t got enough staff…”) or the seemingly 
ubiquitous “Enjoy the rest of your day”, uttered by the 
sales assistant who in reality couldn’t care less if you 

walked outside straight into the path of a number 9 bus.
We could continue with our Grumpy Old Man-

fest, (disinterested, inattentive staff, the waiter whose 
eye refuses to be caught, the ‘contact us’ email which 
is never responded to; the list goes on and on), but we 
won’t as we presume readers will already know plenty 
about bad service from grim personal experience.  
Instead, we’ll focus on service excellence, how it can 
be delivered and what it means to the customer.

An uncomfortable 
premise underlying this 
article is that even the 
best organisations will 
occasionally fall short in 
meeting the demands 
and expectations 
of their customers.  
Despite often-trotted-

out corporate denials and counter claims, (invariably 
falling into ‘the lady doth protest too much’ category, 
as Shakespeare put it), the truth is that in the real 
world this is a fact of life.  

While acknowledging that mistakes will sometimes 
inevitably happen, what is really important for any 
company truly committed to customer service is that 
it listens to its customers, learns from its shortcomings 
and does everything within its power to rectify any 
issues so that next time its public will be better served.

“What is really important for 
any company truly committed 
to customer service is that it 

listens to its customers”
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For top performing companies, this service ethos 
is something to be embraced, nurtured, and built 
into the corporate culture.  Thereafter, the challenge 
becomes one of continuous improvement; effectively 
doing what you already do well better while also 
introducing new ideas and concepts into the mix.  
For companies abiding by these principles, customer 
delight is the holy grail.

Scania, for its part, has long endeavoured to 
place customer service at the centre of its operations.  
In fact, one of Scania’s three core values is Customer 
First, the other two being Respect For The Individual 
and Quality In All We Do.  But what does this really 
mean in practice? Scania (Great Britain) Limited’s 
Aftersales Director Mark Grant explains:

“For Scania, the three core values we adhere to 
make life easy, both for us and our customers.  Quite 
simply, they let everybody know exactly where we 
stand. ‘Customer First’ means just that; putting the 
needs of our customers ahead of our own.  We have 
to accept that without customers we would be dead 
in the water, so by definition the customer has to be 
regarded as the most important part of the equation.  

“The second factor, ‘Respect for the Individual’, 
indicates that everyone matters and the views of 
everybody count.  So in addition to listening to and 
responding to our customers’ requests, this means 
paying attention to what our own staff say.  We regard 

this as especially important, for our front-line teams 
are closer to our customers on a day-to-day basis than 
anyone else within our organisation.

“That’s why we have a number of internal 
initiatives aimed at developing ideas and suggestions 
made by our people.  The idea is that by improving 
our own processes and procedures, customer services 
levels will naturally improve too.

“The third core value, ‘Quality in all We Do’ 
is self-explanatory and covers every aspect of our 
operations from our products to our service.  Scania 
is never prepared to be second best and the quality 
ethos runs deep within our organisation.”

Two operators happy to share their experiences 
of Scania service are Sheffield-based Hague Plant 
Limited and well-known Burton-on-Trent brewers, 
Marston’s Plc.  Both have close relationships with their 
local Scania dealers and both have tales of customer 
service excellence to tell.

For William Hague, General Manager of Hague 
Plant, it is the fact that his local service centre, Scania 
Sheffield, is prepared to repeatedly go above and 
beyond the call of duty to ensure the uptime of his 
fleet is maximised.  

“They’ve never failed us to date,” says William.  
“Always there when we phone, no matter whenever 
or wherever we need them they invariably respond in 
a timely manner – in fact, they’re straight onto it.  And 

In every circumstance, 
Scania’s aim is to serve 
professionally, quickly, 
accurately and willingly
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Customer First: what the team at  
Scania Sheffield does for Hague Plant

SAM WAISTNIDGE, PARTS PERSON
Trained parts professional responsible for ensuring 
all parts required for servicing, maintenance and 
repair are available on time every time

STEVE OAKLEY,  
WORKSHOP CONTROLLER
Works tirelessly to minimise downtime 
by monitoring workflow and ensuring 
the correctly-trained personnel are 
available for each workshop job

RICHARD GILLILAND, GENERAL MANAGER
Charged with overall control and responsibility of every 
aspect of customer service. Top priority is to maximise 
customer satisfaction in every case

GAVIN SENIOR, 
TECHNICIAN
Highly skilled member 
of the team carrying 
out a wide variety of 
workshop tasks. Primary 
focus is to ensure every 
job is completed right 
first time
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CHARLOTTE NUNN, 
SERVICE RECEPTIONIST
Responsible for booking in 
vehicles at time to suit customer, 
controlling workshop loading and 
arranging collection, delivery and 
courtesy vehicles when required

WILLIAM HAGUE,  
MANAGING DIRECTOR,
HAGUE PLANT

MARC BOTHAMLEY,  
BODYSHOP TECHNICIAN &  
LEE FOX, BODYSHOP ESTIMATOR
Members of Scania Sheffield bodyshop team 
which carries out a complete range of accident 
management and repair tasks. Quality is the 
priority here as the team restores vehicles to 
safe operating condition and returns them to 
the road as quickly as possible
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that’s great both for us and our customers.  Excellent 
service is what we look for in our supply chain; it’s 
critical if we are to ensure we carry out our work to the 
standards our customers expect of us.”  

From the point-of-view of Sheffield Branch 
Manager Richard Gilliland, however, the service his 
team delivers is all in a day’s work.  “For us, it’s all 
about returning each vehicle that comes into our 
workshop as quickly as possible with minimal fuss and 
delay,” says Richard.  “Every vehicle requires repair 
at some point, so we’re geared up to expect and 
deal with that.  Also, our Technicians are fully-skilled 
professionals who literally know every nut and bolt on 
a Scania truck, bus or coach – and other makes too.  
So both in terms of our mindset and our technical 
ability we have the capability and know-how in-house 
needed to deal with virtually any situation.  

“We also have our own bodyshop at Sheffield, 
and that’s a great help too.  I recall an instance where 
a new Hague Plant truck arrived with us from the 
bodybuilder with some damage to the cab.  We knew 
Hague Plant needed the vehicle without delay, so we 
took it into the bodyshop and carried out the repair 
immediately.  To my mind, this is how it should be; if 
we can, we do.”

For Graham Benford, Fleet Manager of Marston’s 
Plc, the relationship he enjoys with his local Scania 
branch, Keltruck Burton-on-Trent, goes beyond the 
professional and into the personal.

“The relationship our two companies have 
developed over the years is exceptional,” confirms 
Graham.  “We’re even at the point today where 
we support each other’s events.  So when we hold 
our annual St George’s Day celebration, Keltruck 
are always there with a display and goodies for the 
children and we reciprocate at their events.

“Another time they really helped us out was when 
we needed a replacement engine for our historic 1937 
Leyland Hippo brewery wagon.  Marston’s has a long 
history stretching all the way back to 1828 and we’re 
very proud of our heritage.  So we wanted to get our 
old Hippo fixed as soon as possible.  Keltruck were 
great, they did a nationwide search for us and came 
up with the goods in no time.

“In terms of our regular fleet, we’ve got 16 Scania 
trucks and a 55-strong trailer fleet, all of which are 
maintained by Keltruck.  And on that front, they do an 
excellent job for us.  They are open most of the time 
that we are – we start work on a Sunday afternoon, 
Keltruck opens up shortly after that, thereafter we’re 
both 24-hour operations until the following weekend 
– so we know help is never far away should it be 
needed.  Technically speaking, there’s never an issue; 
the job just gets done quickly and efficiently.  Nothing 
is ever too much bother.

“Then again, I suspect there might be a little 
personal interest going on here too.  Most of the 
Keltruck Technicians drink our beer on their day off 
and I’m always telling them that if the pubs are empty, 
it’s their fault – I think that helps!”

Graham Benford, Fleet 
Managers of Marston’s plc 
reports the relationship he 
enjoys with his local Scania 
branch is exceptional
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Maximising the efficiency  
of its transport operation  
is a key goal for Asda.   
Today, the company is using 
Ecolution by Scania to help 
achieve its aim 
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It’s hardly a state secret that supermarkets and low 
prices go together like bacon and eggs.  To the 
hungry shopper, nothing satisfies more than a bargain 
at the checkout, which is why our major retailers focus 
intently and incessantly on delivering the best deals 
they possibly can.

Among the High Street giants, Asda has long 
been a prime contender in the low price stakes, and 
it’s never been shy about telling the public so. It was 
back in 1977 that the company began its ‘pocket tap’ 
adverts. You remember them; they ran for 30 years and 
featured celebrities such as actors Leonard Rossiter, 
Julie Walters and Hattie Jacques tapping their pockets 
twice to make that famous ‘ker-chink, ker-chink’ sound 
to show that shopping at Asda had left them with 
money in their pockets.

Today, the strapline may be somewhat bolder 
and more direct, but is just as memorable, with 
‘Saving you money every day’ emblazoned across 
Asda’s adverts and its fleet of trailers nationwide. No 
chance of missing the message here, then. But how 
do they do it? One way that supermarkets can help 
customers save money is through transport. While 
this is a subject that seldom grabs the headlines, it’s 
nonetheless a vital factor when it comes to keeping 
down the cost of essentials.

The relationship between Asda and Scania is a 
long-standing one by any measure. It was back in 1994 
that Asda took its first Scania truck. Since then, the two 
companies have worked in close partnership to develop 
an association dedicated to maximising efficiency in all 
aspects of operation while minimising cost.

Saving Asda  
money every day
How Ecolution by Scania is helping 

one of Britain’s leading supermarkets 

deliver on its promise
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In 1995, Asda began entrusting its trailer 
maintenance to Scania as another option to identify 
and capitalise on transport efficiencies and economies.

The medicine worked and by 2007 more than 
3,000 Scania trucks had been supplied to Asda, and in 

2010 the contract for Scania to maintain 
its 4,000th Asda trailer was signed.

In parallel to this, a multitude of 
efficiency and operational initiatives 
encompassing disciplines as diverse 
as colleague training and fleet 
management has evolved over the years. 
These now form an integral part of the 

all-encompassing, one-stop service provided to Asda 
by Scania and has led to a partnership the depth of 
which is hard to overstate.

ECOLUTION BY SCANIA
The latest development in the relationship came 

earlier this year when Asda introduced 42 Ecolution 
by Scania trucks into service. Destined for Asda’s retail 
distribution fleet, these vehicles were part of an order 
for 187 tractor units to be shared among Asda’s primary 
network, retail distribution and petroleum fleets.

Launched in the UK a year ago, the Ecolution by 
Scania programme is a bespoke service which focuses 
on helping operators achieve the very best possible 
transport economy and operational efficiency from 
their fleets. Based on an all-encompassing programme 
of vehicle, driver and maintenance optimisation, 
Ecolution by Scania has been proven to deliver 
considerable operational savings. The programme 
covers four specific areas:

Optimised vehicle specification. Whereby 
Scania works in conjunction with operators to ensure 
the vehicle and options specified are optimised for the 
transport task in hand.

Driver training. Scania recognises that achieving 
maximum fuel efficiency is largely dependent upon 
driver-performance. The programme of driver 
development delivered by Scania’s in-house team 
of driver trainers therefore focuses on enhancing 
drivers’ skills with a range of advanced fuel usage- and 
efficiency-improving techniques.

Driver coaching. Once trained, a driver’s 
performance is likely to fall back from its peak unless 
he or she receives regular follow-up and coaching. 
Ecolution by Scania combats this in a number of 
ways, from the in-cab Scania Driver Support system to 
regular performance reviews, where fuel usage data 
and driving style information captured by the Scania 
Communicator telematics system is discussed with 
drivers on a one-to-one basis.

Maintenance+. A carefully constructed 
maintenance regime which takes a holistic view to 
ensure every part of the vehicle is operating to its 
maximum potential. 

From truck specification 
to driver training, driving 
style analysis,  feedback 
and maintenance, Ecolution 
by Scania takes the bigger 
picture into account
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The man overseeing the scheme for Asda is 
Fleet Contracts Manager, Graham Brooks. “We have 
long recognised that achieving the best possible 
operating economy is not just about the truck,” he 
says. “Driver performance, for example, is another 
key influencer and in common with 
many other operators we have long 
run our own driver development 
programmes. But today, even that isn’t 
enough. You have to take a holistic view, 
putting every aspect of the operation 
under the microscope and eking out 
improvements wherever you can.

“Therefore, when Ecolution by 
Scania was suggested it struck a chord 
with us. We were impressed by the 
claims of what can be achieved, so 
elected to try it for ourselves. Our trials 
began back in February of this year 
and the early indications are excellent, 
with our Ecolution by Scania trucks and 
their drivers delivering improved fuel 
efficiency.”

A key element in the process is that 
each truck has a dedicated driver, or 
drivers. This is fundamental to Ecolution 
by Scania as it allows progress to be accurately  
and directly monitored by way of the telematics 
system. Ecolution by Scania uses Scania 
Communicator’s Analysis package, an in-depth 
performance-analysis tool, to track progress and 
highlight any driving-style issues.

The data captured is automatically reported 
back to Scania’s in-house team of driver development 
advisors. Every Asda driver in the Ecolution by Scania 
programme has a dedicated advisor who contacts him 
or her on a monthly basis to personally discuss their 
results and set future targets.

“We see this ongoing coaching as an essential 
part of the process,” says Graham Brooks. “It’s 
common knowledge that the gains made through 
driver training tend to slip away over time as people 
revert to old habits. But Ecolution by Scania is different 
as our drivers receive ongoing coaching, which 
acts not only as a constant reminder of the need 
to drive as efficiently as possible but also provides 
encouragement.

“What’s more, we’re finding that our drivers 
relish the challenge of Ecolution by Scania; they are 
professionals who want to do as well as they can, and 
this programme allows them to demonstrate and 
provide a record of just how well they are doing.

“And are we sold on it? Well, the answer has to 
be yes. Based on the results we have seen to date, 
we’ve recently placed an order for a further 200-plus 
Ecolution by Scania trucks.

“What more proof do you need?”

Graham Brooks, Fleet Contracts Manager for Asda
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engineering 
innovations

Transport solutions come in many 
different forms, but necessity is always 

the mother of invention
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For anyone visiting the central belt of Scotland, the 
Forth Rail Bridge is one of the must-see sights.  Its 
history, tragic and magnificent in equal measure, 
makes this man-made marvel required viewing.  But 
behind the jaw-dropping spectacle of 65,000 tons 
of cantilevered steel perched upon colossal granite 
columns lies a fundamental human requirement; the 
need for mobility.

Similarly, the Scania-ADL gas-powered bus 
featured in this article fulfils a modern-day purpose 
in that it provides operators in major towns and cities 
with a cleaner, quieter alternative to diesel fuelled 
vehicles, complemented 
by a corresponding 
reduction in 
environmental impact.

Another necessity 
satisfied by both the 
Scania-ADL gas-
powered bus and the 
Forth Bridge (to give it its correct name, for at the time 
of its construction it was the only bridge spanning the 
Firth of Forth), is safety, with each being built to the 
highest standards of their day.  

There is good reason why the Forth Bridge looks 
– and is – so strong.  The original plan had been for a 
suspension bridge to be built on the site to a design 
by Sir Thomas Bouch.  That got as far as the laying 
of the foundation stone when another of Bouch’s 
creations, the Tay Bridge, suffered a catastrophic 
failure as a train crossed it during a heavy storm in 
December 1879.  All lives on board were lost.

The subsequent inquest determined that Bouch 

was largely responsible for the disaster due to his bridge 
being ‘poorly designed, poorly constructed and poorly 
maintained’.  Consequently, and with his reputation 
in tatters, Bouch was relieved of all further bridge-
building duties and the contract handed to  designers 
Sir John Fowler and Sir Benjamin Baker instead.  

To reassure an understandably nervous public, 
Fowler and Baker decided their bridge would not only 
be structurally sound, but would also look the part, 
hence its mighty and unshakable appearance.  

Work on the project began in 1883 and was 
completed seven long years later.  Despite a heavy 

human price being 
paid for the build – no 
fewer than 63 lives were 
attributed to being 
lost during the bridge’s 
construction – since 
then its safety record 
has been a perfect 

one, with as many as 200 trains a day now using the 
crossing. 

For its part, and with regard to its gas-powered 
vehicles, Scania too has a long and history and 
impressive safety record.  When the company first 
announced it was to use gas-power, back in the First 
World War years, the need was clear; a shortage of 
conventional road fuel at the time dictated that an 
alternative source of energy had to be found.  

For Scania, the answer was found in producer 
gas, a generic term covering a range of man-made 
gaseous products most often derived from wood, 
coke or coal.  With wood being in abundant supply in 

“The Scania-ADL gas-powered 
bus provides a cleaner,  

quieter alternative to diesel”

Sleek lines for both the 
bridge and the bus.   
The roof pod houses the 
vehicles’ eight gas tanks
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Sweden, Scania adapted its engines and the fuel was 
utilised to good effect on trucks and buses.

In the 1940s, Scania moved a step further forward 
by producing its first dedicated gas-fuelled bus engine. 
In more recent times the company has supplied in 
excess of 3,800 gas engines for various applications in 
a number of countries worldwide.  These include fleets 
operating in the Swedish municipalities of Uppsala, 
Malmö and Helsingborg as well as vehicles in Madrid, 
Spain and Brisbane, Australia.

It was this international success that led Scania 
to announce a gas-powered bus for the UK market 
in 2012.  Based on Scania’s KUB chassis, the vehicle 
features Scania’s 270 horsepower EEV 9.3-litre five-
cylinder energy efficient lean burn gas engine, which 
offers high efficiency and low fuel consumption with no 
need for exhaust gas recirculation (EGR).  Noise and 
vibration levels are also low and the engine can operate 
on either Compressed Natural Gas (CNG) or biogas.  
Moreover, the unit is based on the same platform as 
Scania’s modular-build 9.3-litre diesel engine, which 
limits the number of new components required for the 
low entry gas chassis to around 40 items. 

The project was announced as a collaborative 
venture between Scania and Falkirk-based 
bodybuilder, Alexander Dennis Limited (ADL), with 
Scania supplying its KUB chassis and high pressure 
lightweight composite tanks to ADL for fitment of an 
adapted Enviro 300 43-seat, 12.2-metre overall length 
body to be known as the Enviro 300SG.

“In engineering terms, scoping out the work was 
relatively straightforward for us as we already had 
experience of fitting our Enviro 300 body to Scania 
chassis,” says ADL Engineering Manager Graeme 
Shields.  “We always knew the major challenge would 
be weight, as we had to accommodate 
eight 150-litre roof-mounted gas tanks 
into the design.

“Another consideration is safety, 
which is naturally paramount in any 
undertaking such as this.  Here, the 
bracing system we designed to retain the 
tanks was subjected to a comprehensive 
finite analysis programme to prove the 
concept in all operational circumstances.  
Once this had been completed to our 
satisfaction, we were in a position to 
progress.”

The market reacted swiftly to the news of a 
Scania-ADL gas-powered bus, with Reading Buses, 
(see page 7), being the first to place an order for 20 
units.  Speaking at the time, Reading Buses Chief 
Executive Officer James Freeman said, “Our business 
has a long history of innovation and has consistently 
sought to operate at the leading edge, both in 
terms of efficiency and with regard to environmental 
standards.  The combination of stylish, proven, British-
built bodywork with technology that promises high 
performance, minimal running costs and a carbon-
neutral fuel solution, ticks all of the boxes for us.

Top: Gas is dispensed from a 
fast-fill NVG2 filler
Centre: The roof-mounted 
tanks store gas at 200 bar
Bottom: From the drivers 
point-of-view, the gas-
powered bus is like any 
other.  The dash includes a 
traditional-style fuel gauge
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“Furthermore, we have a long track record of 
successful partnerships with both Scania and ADL 
and go into this initiative with the knowledge of the 
aftermarket support they offer.  Additionally, the new 
gas vehicles will share a large number of common 
components with the 100-plus Scania vehicles already 
in our bus fleet.”

The carbon-neutral fuel solution James Freeman 
refers to has been made possible by an agreement 

Reading Buses has with the Gas Bus 
Alliance (GBA) in which a kilogramme of 
bio-methane is injected into the national 
gas grid for every kilogramme of gas 
used by each vehicle in the Reading fleet.  
As such, the entire operation qualifies for 

carbon-neutral status. 
“While the environmental benefits of gas-powered 

operation are plain to see,  the limited availability of 
a refuelling infrastructure presents one of the largest 
barriers to entry for operators,” says Tony Tomsett, 
Bus, Coach and Engine Sales Director for Scania 
(Great Britain) Limited.  “To help alleviate this issue, 
Scania has forged a strategic alliance with a UK-based 
gas infrastructure supplier to provide long-term solutions.

“In fact, providing there is a local mains gas 
supply, refuelling does not have to be an issue for 
any transport operator whose vehicles return-to-base 
regularly.  The installation of a gas filling station is an 
uncomplicated matter. Gas is dispensed from a fast-fill 
NVG2 filler and stored in the vehicle’s tanks at 200 bar.

From the driver’s point-of-view, there is little 
difference between a bus running on gas and one 
operating on conventional fuel.  The fuel gauge on the 
dash looks similar and work in the same way, (behind 
the scenes, the gas bus fuel gauge ranges from full at 
200-bar to empty at 60-bar).  Performance is much the 
same and the passenger experience unaffected.  The 
only real difference is that the gas bus is noticeably 
quieter in operation.

In order to allow operators to try gas-power 
for themselves, Scania and ADL have produced 
a demonstration vehicle which is now touring the 
country.  The issue of refuelling has been overcome by 
a mobile gas filling station which tours with the bus.  

“The idea is to show bus companies that gas-
power is not merely a pipedream – no pun intended 
– but represents an environmentally-acceptable option 
that is here with us today and, as we see it,  will be 
around for a long time to come yet.”

Whether it ultimately transpires that gas-powered 
passenger carrying vehicles become part of the 
landscape in the same way as the Forth Bridge has 
remains to be seen.  But in the scheme of things, 
there’s no doubting that Scania and ADL’s engineers 
have stuck to the same principles that Messrs Fowler 
and Baker did all those years ago; to find an innovative 
solution to an everyday transport need which is safe, 
robust and truly fit-for-purpose.

An impressive sight as two 
engineering innovations 
come together
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Andrew Flintoff, right, 
consoles Australia’s Brett Lee 
as England win the Second 
Ashes Test Match back in 
2005.  Lee’s misery was later 
compounded as England 
won the series 2-1
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On the night the Olympic flame was extinguished,  
one of the most eminent figures in British sport filled 
his glass and toasted the memories.  A thoughtful 
man, not given to shows of emotion, he trawled 
through his personal highlights.  There was Mo, of 
course, and the divine Jessica, along with all those 
astonishing cyclists and amazing rowers.  There 
were the home crowds, vast and passionate, and 
the glorious volunteers who did so much to ensure 
the success of London 2012.  And something else, 
something which clearly brought him special pleasure.  
“Australia finished tenth in the medals table”, he said. 
“Tenth!  Seven gold medals, they got.  Same number 
as Yorkshire!”  For him, and for so many others, it was 
the icing on the Olympic cake.

All around, heads nodded and smiles beamed.  
So the Aussies were in turmoil, inquests were 
erupting from Chillagoe to Cootamundra, the 
hapless under-performance had created a national 
crisis.  And wasn’t 2013 an Ashes summer?  Truly, the 
omens were excellent.  

Now outsiders might find this an unattractive 
trait; revelling in another’s misfortune usually indicates 
callow spite.  But since we are discussing Australians, 
normal rules do not apply.  For if the boot were on 
the other foot, if our sporting fortunes were low and 
our confidence gravely shaken, then they would do 
precisely the same to us.  Indeed, they would do it 
with the kind of raucous glee which Brits can never 
quite emulate.  That is how the relationship works.  
And when, at 11:00 am on Wednesday 10 July, a fast 
bowler loped to the wicket and the elegant enclosure 
of Trent Bridge turned into a bear pit, another chapter 
in this complex relationship commenced.

It’s only a game…
Nowhere is the rivalry between England and 

Australia greater than on the cricket pitch.   

Sports writer Patrick Collins reports
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The venues unfolded in delicious profusion. 
That opening Test at Nottingham was followed by 
Lord’s, Old Trafford, Durham and The Oval. Long 
before August had run its course, we knew that form 
and fancy had prevailed and that the unthinkable – 
Australia regaining the Ashes – had not come to pass.

“Unthinkable” is an extreme term, yet if sport 
matters at all, then England v Australia matters quite 
a lot.  We have been playing them since 1876 and 
contesting the Ashes since 1882.  It may well be the 
oldest rivalry in all of sport and for much of that time, 
Australia have been calling the shots.  Before this 
summer’s series, the countries had played 326 Tests, 
with Australia winning 133, England 102 and 91 drawn.  
That margin of 31 victories has offered our Australian 
friends 31 chances to belittle and belabour England 
for supposed deficiencies of nerve, courage, class and 
ability.  Every one of those chances has been greedily 
seized. 

In certain eras, such condescension has been 
made easy by the effortless superiority of their cricket 
teams.  There were Don Bradman’s “Invincibles” of 
1948, for instance, when the Australians swept the 
English aside with majestic ease.  There was Alan 
Border’s team of the late ‘80s and early ‘90s, who 
simply blew away the England sides of David Gower 
and Graham Gooch.  And there were the teams 
captained first by Mark Taylor and then Steve Waugh, 
which featured at various times the likes of Matthew 
Hayden, Adam Gilchrist, Glenn McGrath, Shane Warne 
and some of the most gifted players who ever played 

the game.  Such people rendered boasting redundant; 
the Aussies simply recited their names to make their 
partisan points. 

An elder statesman of the MCC once explained 
to me why Australians were in thrall to their sporting 
heroes.  “No mystery”, he said. “Young country…
precious little history…not many artists or writers…so 
they look up to people who are pretty useful with bat 
or ball”.  I recall his look of incomprehension when I 
suggested that he sounded a touch patronising. 

That fusion of sport and nationhood tends to shock 
unsuspecting visitors.  I was aware of the reputation when 
I first visited the country, for the Brisbane Commonwealth 
Games of 1982, yet still I was unprepared for the sheer 
ferocity of its pride in sporting achievement.  For two 
weeks or more, every Aussie triumph was replayed over 
and over again by a television service which seemed 
programmed to show only Australian athletes.  These 
were Australia’s Games, the rest of the Commonwealth 
was there to make up the numbers. 

The events concluded with the boxing finals.  
Now the Aussies possessed very few top-class 
boxers, indeed, only one Australian had reached the 
finals.  No matter; he was regarded as a certain gold 
medallist, and his bout, the last of the evening, would 
bring the Games to a gloriously patriotic conclusion.  
The coverage of the other fights was repeatedly 
interrupted to bring news of the Aussie fighter.  We 
saw him arrive, followed him to the dressing room, 
tracked his every step to the ring.  Awaiting him was a 
middleweight from Toxteth, Jimmy Price.  The collision 

The Barmy Army in full flood.  
On the left is Victor Flowers, 
almost as well known as 
face in cricketing circles as 
the fan on the right!
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was brief.  Jimmy knocked him out in precisely 94 
seconds.  A deep silence fell over both the arena and 
the television studio as the camera slowly panned 
along the fallen body.  That silence was finally, 
heroically, broken by the commentator: “Wow!”, 
he said. “What a maahhh-vellous silver medal for 
Australia!”.

In fairness, risible flag-waving is not an exclusively 
Australian vice, as anybody who has suffered the 
tedious exhibitionism 
of England’s so-called 
Barmy Army will 
testify.  Mercifully, 
their activities have 
been restricted on 
English Test match 
grounds, with Lord’s 
the shining example.  But when England depart for 
their Ashes tour this winter, Australian arenas will echo 
to boozy chants of “God Save Your Gracious Queen” 
and “You All Live in a Convict Colony”, each outburst 
followed by a self-conscious snigger, as if they were 
actually amusing.  It was depressing to see the former 
England captain Michael Vaughan take his cue from 
those dullards with a series of dim Tweets designed 

to embellish his anti-Aussie credentials:  “Why do 
Australians call their favourite drink XXXX?  Because 
they can’t spell beer…What do you call an Aussie with 
a bottle of champagne??? A waiter”.  You could almost 
hear the toe-curling snigger.

So the Aussies have no monopoly on 
xenophobia.  In fact, most of them share with their 
more civilised British cousins an ability to laugh at 
themselves.  I recall the Sydney Olympics of 2000, and 

the matronly lady 
who directed visitors 
across Olympic 
Park.  “G’day”, she 
said as we arrived.  
“Good morning”, I 
replied, instinctively.  
She thought for a 

moment, then turned up her nose.  “Good morning’s 
right”, she said.  “I don’t really go for that ‘G’day’ crap.  
Cultural clee-shay, I reckon.  But the visitors seem to 
like it”. 

Similarly, the Adelaide barman pouring drinks 
on the lawn behind the Western Stand during the 
England tour of 2010.  Inside the ground, the Aussies 
were getting a serious beating, yet the lawn was 

“The players themselves enjoy the 
edgy, spiky relationship common 

to all competitive sportsmen”

England celebrate after 
Graeme Swann took the final 
wicket to win this year’s 
second Ashes test match
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crowded with convivial drinkers.  I asked the barman to 
explain their mood. “It’s ‘cos they can’t see the cricket 
from here”, he said.  As I say, civilised.

Whatever the sport, the players themselves 
enjoy the edgy, spiky relationship common to all 
competitive sportsmen.  Most 
of the anecdotes remain on the 
field, but from time to time the 
odd tale escapes.  Following 
England’s Ashes victory in 2005, 
every player was awarded the 
MBE.  The list included Paul 
Collingwood, who played just 
one Test in the series and scored 
ten and seven in his two innings.  
Shane Warne could scarcely 
believe it.  When Collingwood 
came out to bat at Sydney, 
two years later, he was met 
by Warne, shaking his head.  
“Collingwood, right?”, said 
Warne. “You got an MBE, right?  
For scoring seven at The Oval!  
That’s embarrassing!  You’re 
embarrassed, right?  Seven runs 
and you get to meet the Queen!  
Embarrassing, I’d say”.  And so 
on, and on.

James Ormond was rather 
more succinct. Ormond played 
just two Tests for England, the first against Steve 
Waugh’s Australia in 2001.  When he arrived at the 
crease, he encountered Waugh’s twin brother, Mark.  
“Look who it is!”, shouted Waugh. “Mate, what are 
you doing out here?  There’s no way you’re good 

enough to play for England”. Ormond turned and 
sweetly smiled.  “Maybe not”, he said.  “But at least 
I’m the best player in my family”.

That’s the way it is, the way it always has been.  
Yet along with that hard edge there is an essential 

chivalry which underpins the 
contest.  Examples abound, but 
one which holds the memory 
is the photograph of Andrew 
‘Freddie Flintoff’ reaching 
down to commiserate with the 
fallen Brett Lee at Edgbaston 
in 2005.  Lee had defied 
the English bowlers to be 
undefeated as the last wicket 
fell and England won by just 
two runs.  The image of the two 
great cricketers epitomised the 
nature of the match, and the 
picture now hangs on a wall of 
Lee’s home.  He asked Flintoff 
to sign it, and the inscription 
reads:  “Any danger of you 
getting out?  Well batted.  
Looking forward to the next 
battle”.

Since then, more battles 
have come and gone.  In the 

latest edition, Captain Cook 
and his merry crew retained 

the Ashes in style, despite facing what was generally 
accepted to be a below par Australian side.  But make 
no mistake, defeat will only make the Aussies try 
harder...so be sure to watch this space when the Ashes 
comes around again in Australia in November.

Australia’s Michael Clarke also fell victim to Joe Root 
in the second 2013 Ashes test

‘Got him!’ Joe Root sends 
Australia’s Usman Khawaja 
back to the pavilion on day 
four of the second 2013 
Ashes test
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THE LITTLE BIG ONE

It stands just four inches high, but in cricketing terms the Ashes urn is the big one.  Apart from the symbolic 
value, its very name is indicative of the rivalry between the English and those distant noisy neighbours Down 
Under.  That’s because the series takes its title from an ‘obituary’ published after the Aussies first ever win at 
The Oval back in 1882. The article stated that English cricket had died and ‘the body will be cremated and the 
ashes taken to Australia,’ and the legend was born.

Made of terracotta, the urn was handed to England captain Ivo Bligh by a party of women from Melbourne.  
Rumoured to contain the ashes of two incinerated bails, the urn is generally regarded as the series trophy.  But, 
apparently, that’s not the case; for Bligh always thought of the urn as a personal gift to him.

Regardless of where the line between fact, fiction and legend is drawn, there’s no doubting just how sweet 
the taste of victory is to every cricket captain who has ever lifted what we believe to be the sporting world’s 
smallest trophy (do tell us if there’s a smaller one).  Just take a look at this picture of England captain Alistair 
Cook, celebrating with fans after retaining the Ashes when rain forced a draw in the third Test at Old Trafford, 
Manchester on 5 August 2013 – the delight is obvious for all to see.

Making the win even sweeter, we suspect, is the fact that this year marks the first time since 1928-29 that 
England have retained the Ashes in just three Tests out of a five match series.  Magnanimous in victory, Captain 
Cook remarked with typical understatement, “The weather has not been ideal today, and the atmosphere is not 
helped because of that, but the feeling in the dressing room is a very pleasant one.”

We bet it was.  Unless, of course, you happened to be in the Australian dressing room...!
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The big picture
Congratulations to Treasure Transport Services, winner of Livery of the Year at the 2013 Motor Transport Awards. 
Treasure Transport Services is primarily involved in beer transport and last year delivered 245 million pints to customers 
throughout the UK and Europe. The Awards’ judges were particularly impressed by the positive image projected by the 
rig for both the transport and brewing industries.
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Photographer: Bryan Winstanley
Camera: Canon EOS 5D Mark II
Shutter speed: 5.0s
Exposure programme: Manual
F-stop: F11
ISO speed rating: 100
Focal length: 20mm
Lens: 12-24mm
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Big guns!

Big guns!

How many Scania engines does it take to do this?   

Read on and find out…
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There’s an old joke in engineering circles: The manual 
shows a heavy item needs to be positioned atop some 
lofty mechanical arrangement or another, causing 
the young fitter to ask his boss, ‘How do I do that?’.  
Around him, his seniors snigger as the disdainful reply 
comes, ‘Get a skyhook…obviously’.  Easily said, but as 
any unfortunate tasked with such an undertaking will 
tell you, that’s far easier said than done.  Unless, that 
is, you happen to be working in Devonport Dockyard, 
where a mighty chunk of marine engineering 
appropriately named Devon Samson awaits.  

Devon Samson was built for the Port of London 
Authority back in the 1960s.  Originally, she was 
known as London Samson, but her name was 
changed when she moved to Plymouth.  Despite old 
sea dogs’ tales that it is unlucky to change a ship’s 
name, our nautical expert tells us this is perfectly 
acceptable providing you talk to the ship to explain 
why you are doing it!  As the vessel has now given 
many years of good service in her new West Country 
home, we can only presume her crew abided by this 
time-honoured principle and that Devon Samson is 
content with her present day name…

Devon Samson is a versatile floating lifting 
platform operated by Babcock.  Equipped with three 
hoist systems – a five ton jigger, a 20 ton auxiliary 
and a main winch capable of lifting up to 120 tons 
– her role is to assist ship repair and maintenance 
teams perform a wide range of otherwise impossible 
operations within the confines of the dockyard.

Although she doesn’t travel far geographically-
speaking, shifting Devon Samson’s mighty bulk is a 
major endeavour in itself.  To overcome the inertia and 
get her moving, the vessel is equipped with a heavy 
duty electrically driven propulsion system system 
powered by an array of onboard generator sets.  All in 
all, a total of five sets are used to deliver motive force 
for the driveline, while a sixth unit powers the crane. 

Now, 50 or so years on from her maiden lift, 
Devon Samson requires a refit.   

Devon Samson.  The largest 
of her three hoists has a 
capacity of 120 tons
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Main photo: One of the six 
Scania-engined powerpacks 
undergoes inspection prior 
to its despatch to Devonport 
Dockyard, top right, where 
Devon Samson is undergoing 
a refit

With the Humber Electrical Engineering 
Company appointed as prime contractor, the job of 
designing and building her replacement gensets has 
been allocated to Gloucester-based Beta Marine, a 
specialist operator which provides diesel propulsion 
engines and generator sets for craft ranging from 
narrowboats to workboats.  With a range of power 

generation engines offering outputs 
from 250 to 700kVA, Scania has long 
formed part of Beta Marine’s core 
genset offering.

“Once the design parameters 
had been agreed, it soon became 
apparent that Scania was exactly the 
right engine for Devon Samson’s new 
sets,” says Beta Marine’s Paul Grigg.  

“In fact, the final specification is somewhat higher than 
we had initially anticipated.  The vessel’s propulsion 
motors, which are rated at 750 horsepower each, start 
in 3.6 seconds and that naturally places a strain on 
the system.  The original generators were typical of 
the period, with large rotating mass and mechanical 
governors rather than the electronic systems used with 
modern sets.  

“Bearing this in mind, the owners decided to 
recalculate and revised their power requirements 
upwards.  The challenge for us was to provide a power 
system capable of dealing with Devon Samson’s 
technology, which led us to specify Scania DI13 
engines driving Mecc Alte generator units.  The total 
power available for propulsion as a result will be 
1,700kVA, with a further 340kVA delivered by the single 
genset powering the crane.

“It’s obviously important in a refit that every 
aspect of the re-engineering is fit for purpose, but 
none more so than the power system.  For if that’s 
not right, nothing happens.  That is another reason 
for choosing Scania.  From past experience, we know 
Scania engines are reliable, durable and efficient.  And 
should we need support or technical assistance, it’s 
always there.  With Scania, you get what you expect 
with no unpleasant surprises.  It’s a simple as that, and 
with a workboat like Devon Samson, which places a 
heavy power demand on the system every time you 
start the propulsion motors, you need to know  the 
units driving the gensets won’t stall or let you down 
whenever the key is turned.  And that, in a nutshell, 
is the kind of peace of mind we want to provide our 
customers with.  

“We know the Scania DI13 will do the job for 
Devon Samson, and we look forward to seeing her 
prove that for many years to come when she returns to 
service later this year.”
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Fuelling the 
perfect delivery
What does the Angel of the North have to do 

with the price of diesel?  Read on…

It may sound like a daft question, but with diesel 
costing around £6.30 a gallon and heavy goods 
vehicles typically returning approximately eight miles 
to the gallon, the average truck uses a penny’s worth 
of fuel every 20 metres – the height of the Angel of the 
North.  Or, to put it another way, just over two-and-a-
half pence to drive by its 54-metre wingspan.

OK, so it was a daft question, but it’s an  
attention grabber and, as we all know, journalists 
love quirky facts.  And this particular one is as good 

a way as any to illustrate the speed at which the 
pennies are burnt when it comes to fuel – faster than 
you can say, ‘Australian batting collapse’, as the 
cynics might have it…

Seriously though, with fuel accounting for around 
35 percent of a truck’s running costs and diesel prices 
rising inexorably, operators who persist in turning a 
blind eye to the fuel efficiency of their fleets will, in all 
probability, find themselves ultimately heading down 
the one-way road to ruin.  
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The question of increasing fuel efficiency is, of 
course, a perennial theme in the world of transport.  
For many years, the burden has fallen primarily 
upon the manufacturers, constantly put under 
pressure by operators and the trade press to come 
up with ever-more productive vehicles.  And to a 
large degree the factory engineers have succeeded, 
with better engines, improved transmissions, more 
sophisticated aerodynamics, weight-saving measures 
and technological 
advances all 
contributing towards 
greater efficiency in 
operation.

One operator 
enjoying the benefits 
is Karl Dawson, 
Managing Director 
of Felixstowe-based 
Port Express.  He added ten Scania R 440 tractor units 
from local Scania dealer TruckEast to his container-
hauling fleet last year and has been so impressed 
with their fuel efficiency that a further five have now 
entered service.  “Our new Scanias are unquestionably 
the most fuel efficient trucks on the fleet; something 
like seven or eight percent ahead of their nearest 
rivals,” reports Karl Dawson.  “Each of our vehicles 
covers around 130,000 kilometres a year and that 
extra 0.5 miles per gallon will make a huge difference 
to our fuel spend during their lifetime with us.”

Two more operators who have put the performance 

of today’s trucks under the microscope are Chester-le-
Street-based Simpson Brothers Tyneside Limited and 
West Country operator Gregory Distribution Limited.  
In doing so, both were looking to renew a substantial 
proportion of their fleets and, as might be expected in 
today’s world, both employed leading-edge technology to 
help them arrive at their purchasing decisions.

Although operating at opposite ends of the 
country, Simpson Brothers and Gregory Distribution 

share a remarkably 
similar heritage 
and have much in 
common.  Both 
are old established 
companies, (Simpson 
Brothers 1919, 
Gregory Distribution 
1908), and both 
started out by 

transporting coal around their local areas.  Both 
remain family-owned business and each has enjoyed 
considerable success over the years.  Today, both have 
high profile fleets and serve portfolios of blue chip 
customers.  And when the time came to refresh their 
fleets, both companies were intent on acquiring the 
most fuel-efficient vehicles available.

“We have 50 artics in our fleet, each covering 
on average between 100,000 and 120,000 kilometres 
per year,” says Simpson Brothers Managing Director, 
Graham Simpson.  “So there can be absolutely no 
question that fuel consumption has to be the single 

“There can be absolutely no 
question that fuel consumption has 

to be the single most important 
factor for us to look at in a truck”
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most important factor for us to look at in a truck.  In 
a world where operating margins are exceptionally 
tight, it is essential that we obtain the best fuel returns 
if we are to remain successful.  It’s as simple as that.

“When we embarked upon our fleet renewal 
process, we did everything we could to ensure we 
would ultimately make the right choice.  We took 
a Scania demonstrator and carefully monitored its 
performance by way of the Control package which 
comes as part of Scania’s telematics service.  That 
enabled us to keep a precise record of exactly how the 
truck was performing and evaluate it against  
the competition.  

“The results were impressive, with the Scania 
considerably outperforming the other marques we 
compared it with.  So much so, in fact, that the trial 
resulted in an order for 22 vehicles.  

“We are also using Scania’s in-house driver 
training team to train our drivers in fuel efficient 
driving techniques and our managers in the use 
of the telematics package.  Overall, the  project is 
going extremely well and the benefits we foresee are 
significant; all in all, we anticipate savings in the region 
of £100,000 as a result of re-fleeting with Scania.”

In determining its preferred fleet choice, Gregory 
Distribution also ran detailed trials.  To ensure a 
level playing field, the firm arranged for a shortlist of 
manufacturers to provide vehicles on the same day.  A 
road route, starting and finishing at the company’s 
Cullompton, Devon site and taking in A-roads and 
motorways, had been designed and the truck makers 

drew lots to decide in which order the vehicles would 
run.  Tanker trailers filled with water were provided to 
ensure comparative loads.

Before setting off, the trucks’ fuel and AdBlue 
tanks were filled to a mark while standing on level 
ground.  For the run itself, drivers were instructed not 
to exceed 85 kilometres per hour at any time and each 
vehicle was equipped with a tracking device to ensure 
the rules were being adhered to. Upon their return to 
Cullompton, each truck returned to the spot where 
it had previously been filled to allow refuelling of the 
diesel and AdBlue tanks back to the same mark.

While accepting the traffic conditions encountered 
by each vehicle could be marginally different, Gregory 
Distribution’s carefully controlled and monitored 
approach allowed direct comparisons of each 
competing truck to be made.  The result, as with 
Simpson Brothers’ trial, was a clear win for Scania.  
Accordingly, an order for 300 Scania trucks was placed.

“We are delighted to be re-fleeting with Scania,” 
comments John Gregory, Chief Executive of Gregory 
Distribution.  “While we already have plenty of 
experience operating Scania trucks, before embarking 
upon such a major order we considered it necessary to 
undertake trials to determine the performance of the 
company’s current product range on our operations 
today.  The results were extremely encouraging and 
this, backed with factors such as driver appeal and 
the extensive range of maintenance services offered 
by Scania around the country, were instrumental in 
securing this deal.”

Gregory Distribution,  
Port Express and Simpson 
Brothers all appreciate 
the benefits of Scania’s 
fuel efficiency. Simpson 
Brothers’ Managing Director 
Graham Simpson, below, 
reports, “Scania considerably 
outperformed the other 
marques we compared it 
with. So much so, in fact, 
that the trial resulted in an 
order for 22 vehicles.”
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DRIVER TRAINING AND COACHING: 
VITAL ELEMENTS IN THE FUEL 
EFFICIENCY MIX  
For both Simpson Brothers and Gregory Distribution – 
and every other transport operator – optimising driver 
performance is an essential part of the process if the 
best possible fuel returns are to be achieved. 

Traditionally, the route to improving driving style 
has involved a one-day course where drivers would first 
complete a journey using their normal driving technique 
before undergoing a classroom training session, 
where the principles of fuel-efficient driving would 
be explained to them.  Thereafter, the driver would 
run the same route again, almost invariably noting a 
significantly improved fuel score.  

While this training was all to the good, the problem 
was that all too often the benefits tend to be short-lived, 
as before long drivers succumbed to temptation and 
allowed old, bad, habits to creep back in to the mix.

To combat this effect, Scania has introduced 
an entirely new concept of driver development. This 
involves traditional driver training augmented by regular 

review sessions.  Carried out by Scania’s in-house driving 
styles analysis specialists, these sessions are facilitated 
by Scania Communicator, the telematics system fitted 
to every Scania truck today.  The analyst uses the data 
captured by Communicator to assess each driver’s 
individual performance.  This is reviewed with the driver 
by way of a telephone conversation, during which any 
problem areas to be addressed are highlighted and new 
targets for fuel economy and other achievements set.

The service is available as part of either an 
Ecolution by Scania programme in the case of new 
vehicles, (see page 30), or as a Scania Optimise 
agreement, (see page 6), which is for the owners of 
existing vehicles.

“This new approach is all about sustaining the 
improvements driver training delivers over the longer 
term,” comments David Hickman, Director – Services 
Development and Service Sales for Scania.  “As such, 
it is every bit as important as the vehicle’s fuel efficiency.

“Over the past decade, the European trans  
industry has taken the step from Euro 3, through 
Euro 4 to Euro 5.  Despite massive cuts in emission 

To ensure the benefits 
of its driver training are 
maintained over the long 
term, Scania has introduced 
driver coaching sessions.  
These are used to review 
drivers’ performance and set 
new fuel efficiency targets 
and goals
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levels, and notwithstanding the technical challenges 
associated with counteracting the inherent fuel penalty 
when reducing nitrous oxide emissions, Scania has 
consistently managed to maintain or even improve fuel 
consumption per tonne transported.  But the pressures 
on operators now mean this alone is no longer enough.

“In today’s harsh economic climate, and with Euro 6  
rapidly approaching, we are confronted by a new 
challenge; how to not only maintain fuel performance, 
but also improve it to help our customers stay profitable.  
While Scania has announced great strides forward 
in this respect with its latest generation of vehicles 
and associated technology, (see page12), a properly 
constructed and ongoing driver development initiative 
can further contribute hugely to the benefits gained.

“Put together, a fuel efficient truck and a fuel 
efficient driver make an unbeatable combination.  This 
is unquestionably where the future of our industry lies 
and achieving it has to be the goal of every operator – 
no matter how large or small – if they are to succeed 
in minimising their fuel usage and thereby make the 
perfect delivery time after time.”

CUTTING THE COST OF  
FUEL ITSELF 
One further measure taken by Scania to help 
reduce operators’ fuel spend has been the 
introduction of the Scania Fuel Card.  Launched 
last November, the card allows operators large 
and small to purchase fuel at bulk prices.  In 
practice, the card works like a cooperative; by 
joining forces and purchasing fuel together 
through a single source – in this case the Scania 
Fuel Card – the buying power of individual 
operators is enhanced.

A major promotional campaign, including 
trailer adverts such as this, has succeeded in 
raising awareness in the card.  So much so, that 
within just a few months, well over 100 operators 
have signed up and now have the potential 
between them to draw more than a million litres 
of highly competitively priced fuel every month.

Find out more about the Scania Fuel Card 
by calling 0844 870 6937 or visiting  
www.scaniafuelcard.co.uk
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A perfect match

Pairing food and wine is a vital skill 

for today’s gourmet.  Scene Scania’s 

restaurant critic Hugo Thayer takes a 

lesson from an expert

I recall many years ago taking dinner in Amsterdam 
with a former colleague.  Our wine order was duly 
delivered by a mother hen of a sommelier who 
clucked around making grand performance out of 
the relatively simple matter of relieving the bottle 
of its cork.  The removal of the foil, painstakingly 
unravelled to form a perfect helix, took a good five 
minutes, while the extraction of the cork consumed 
another five.  Then came the sniffing; first the cork, 
then the wine itself, a millilitre or two of which had 
by now been transferred into a bucket-sized glass.  
“Bravo,” announced the sommelier, decanting the 
remainder and reminding us, in his far from humble 
opinion, it still needed to breathe:  “In ten minutes, 
votre vin, arrivera!”  And with a final flourish of a 
white-gloved hand, he was gone.

My colleague, never one to be fazed, sat back with 
a knowing smile and a wink, and said, “I love hogwash, 
I could watch it all night.”  Oh, how we laughed…

But for me, the jury was out.  Were all the 
shenanigans really necessary?  Or would a quick yank 
with a corkscrew have done the trick just as well and 
– far more importantly – delivered the eagerly awaited 
plonk without the inconvenient delay?

Armed with such questions I set off to meet 
Kate Goodman, the engaging new star of the BBC 2’s 
Food and Drink programme.  To describe Kate as an 
accidental celebrity – which in one key respect she is – 
does her great injustice.  For although Kate did not set 
out to become a prime time TV personality, her rise to 
fame is the result of sheer hard work and a good deal of 
well thought through application.  
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Kate Goodman, BBC2’s 
food and drink matching 
specialist.  Who better to 
advise Hugo, our resident 
bon viveur?
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Kate’s story is this:  French, History and English 
A-levels were followed by a spell reading European 
Studies at Hull University.  At the end of her first year, 
she took a job as an Au Pair in the alpine spa town Saint-
Gervais-les-Bains to improve her French.  Although Kate 
departed our shores with an interest in wine, the alps is 
where her love affair with the stuff was cemented.

“When I was very young, we didn’t often have 
wine at home,” remembers Kate.  “But by the time I 
was 14 or 15, my dad had started taking out clients 
in the course of his work.  He developed a taste for 
wine and would sometimes bring a mixed case home.  
We’d talk about it and I got interested, especially at 
Christmas when he’d buy what he called a ‘top end’ 
burgundy – although I now know it wasn’t !

“In Saint Gervais I began dating a chef.  He had a 
restaurant at the foot of a ski slope and I was soon sold 
on the idea of wine as part of a way of life.  I just loved 
the whole cultural thing.  People would sit around the 

table for hours socialising.  Wine was regarded both 
as part of that and part of the meal.  I discovered so 
many new tastes there, and what to think about when 
matching wine with food.  For me, the entire experience 
was simply delicious and I was hooked.”

Later in her studies came a year out in Lyon, after 
which she returned to the UK to complete her course.  
“Lyon was another centre of culinary excellence – a 
great experience,” says Kate.  “After uni, I went 
travelling to the Far East and Australia, where once 
again I really enjoyed the food and drink thing.  Then I 
came back to England and got a job as – wait for it – an 
accountant!  

“I had put out feelers to wine merchants for a job, 
but I didn’t know anyone and nothing happened.  So 
my dad advised me to try accountancy and I began my 
new career.  I studied hard and passed a number of 
exams, but when I got to Tax, I realised this wasn’t the 
life for me!

At home in her Manchester 
shop, (far right), Kate 
provides advice on wines 
from around the world

62 • SCENE SCANIA

Perfect Match.indd   62 21/08/2013   09:35



“I left the accountancy practice after two years and 
joined a small start-up software business.  This steered 
me onto a new course.  I loved the small company way 
of doing things; this, I decided, was what I wanted for 
myself.

I also worked for Oddbins in my spare time and 
started studying for my 
wine exams.

“Later on, a friend 
purchased a property and 
offered me the use of the 
retail part of the premises.  
That was ten years ago 
and is how my business, Reserve Wines, started.  It was 
a steep learning curve, running the shop, managing staff 
and competing in an increasingly online retail arena.

“Lots of things happened along the way, including 
a baby two years ago, but perhaps the most significant 
milestone came about when my husband suggested 

using YouTube.  We both saw this as a good way to 
promote the business and so set about producing short 
wine tasting videos.  I did some online tasting notes and 
interviewed a winemaker or two.  My videos were very 
amateur, but I didn’t worry as my ethos was not to take 
it all too seriously.

“I also did a little 
bit of radio and one day 
of TV.  While I enjoyed 
it, I didn’t aggressively 
pursue this kind of work.  
Then one day, I got a call 
from the BBC.  They said 

they were looking for a new drinks person, although 
they didn’t say for which programme, and had come 
across me on YouTube.  Would I be interested? they 
asked.

“First of all I had to do a telephone interview after 
which they invited me for a screen test at BBC Bristol.  

“I left the accountancy practice 
after two years and started 

studying wine instead”
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They told me I would have to match three drinks to 
spicy chilli prawns prepared by Michel Roux Junior.  I 
spent all weekend before the screen test cooking prawns 
and testing my three drinks out on friends!

“Three days after my trial, I got the call telling 
me I’d got the job on the Food and Drink programme, 
where I would work alongside Michel matching drinks 
to his recipes – it was all very surreal, really.”

In terms of her approach, I put it to Kate that she 
is very different to her predecessor, the formidable Jilly 
Goolden.  “Yes, while we take inspiration from the 
old series, this is a new show with a different format,” 
replies Kate.  “Jilly has a unique and iconic way of 
describing wines which everybody loves, but her style 
is fairly different to mine and fortunately the producers 
didn’t try and force me to try and be something I’m not.  
I just try to keep it simple, fun and interactive – as I do 
when I’m selling wine in the shop.”

All the evidence points to Kate having quickly 
won over the BBC2 audience, so time for me to put this 
globetrotting connoisseur to the test.  Scania, I declared, 
produces its wares in the following countries around 
the globe, and the UK is one of its largest and most 
important marketplaces worldwide.  Recommend to me 
a glass from each:

 

SWEDEN.  “Well, I’m afraid that apart 
from wine made from imported grapes, 
the Swedish wine cellar is bare – due 
to the country’s climate, of course.  But 
as an excellent alternative, why not try 
a glass of the renowned Cederlund’s 
Caloric Punsch?  At 26-degrees proof, 

it’s not as strong as some Scandinavian aquavits but 
its sweet, smokey rum-based flavour makes it very 
palatable indeed.  In addition to being taken warm with 
another Swedish speciality, pea soup, it is often drunk 
ice cold with coffee.  Cederlund’s is used in a number of 
cocktails, the most enticing to me being Velvet Cushion, 
which sees the punch mixed with calvados, gin, crème 
de cassis and orange juice.”

FRANCE.  “I’d suggest a Cote du 
Rhône, specifically, Domaine des 
Escaravailles 2010 ‘Les Sablieres’.  The 
southern Rhône where this comes from 
is ‘Provencal’, with summers of baked, 
parched garrigue, lavender, thyme, 

olives, and rich, generous, hearty, hedonistic wines.  
“My choice is 70 percent Grenache and 30 percent 

Syrah.  Grenache possesses a delicious silkiness to it and 
this is no exception.  It’s lush and ripe on the palate, 
with cherries, raspberries and a touch of spicy pepper 
on the finish.  Cote du Rhône wines offer great versatility  
when it comes to food and I find it a great red to match 
with a wide variety of meats. My choice here is a good 
barbeque wine, try it with your beefburgers.”

BRAZIL.  “The key Brazilian wine 
regions are concentrated in the south 
of the country.  It was the 1970s 
when several multinational companies 
established wine companies here that 
the quality really started to improve.  

My selection for Brazil is Monte Paschoal, Virtus 
Moscato 2012. This wine is from the Serra Gaucha, 
a high and hilly region in the state of Rio Grande Sul.  
The area is well known for its sparkling wine but also 
produces this deliciously fresh and aromatic white made 
from Moscato.  

“It’s a light and aromatic wine with floral notes on 

Classic vintage: This 
impressive view of Scania 
V8s was taken in the Loire 
valley near Angers, Scania’s 
base in France.  Although the 
Loire is famed for its wines, 
Kate’s French wine choice 
comes from further south, in 
the Côtes du Rhône region
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the nose and fresh fruit in the mouth – peach, lychee 
and citrus. This is an easy drinker, one for a warm 
summer evening sat in the garden. Lively and fresh 
with mouth watering acidity, drink it on its own as an 
aperitif or with salads or light fish and seafood dishes.”
 

ARGENTINA.  “I’d go for Espiritu 
Bonarda 2011.  This wine is from 
Mendoza in the foothills of the Andes, 
which is responsible for around two 
thirds of Argentina’s wine production.  
It also boasts some of the highest 

vineyards in the world – from 2,000 feet upwards.
“Mendoza is famous for Malbec, Chardonnay 

and Cabernet Sauvignon, so I thought it might be 
nice to explore something different.  My choice is 
a Bonarda, an Italian grape variety.  It’s the second 
most planted grape variety in Argentina and tends to 
produce wines that are lighter-bodied than Malbec, 
fruity, full of cherry and plum flavours, with light 
tannins and moderate acidity. Bonarda wines tend 
not to have the smoky meatiness that many Malbecs 
possess, but are a delicious alternative still with plenty 
of punch.

“Espiritu Bonarda is good with pork or even a 
juicy steak as well as slow cooked meats in general.”

THE UK.  “We have a relatively small 
but really exciting wine industry, the 
challenge being the marginal climate – if 
the summer is unkind then it’s difficult 

to ripen the grapes. 
“The producer I have chosen is in Kent, in the 

south east of England, where they produce a selection 
of award winning sparkling wines, one of which has 
even been served to the Queen! 

“My selection here is 2008 Gusbourne Brut 
Reserve, which is made from the three traditional 
champagne grapes, Chardonnay, Pinot Noir and Pinot 
Meunier.  It’s a classic fizz – apples, lemon and blossom 
on the nose with citrus, tangerine and a toasty richness 
in the mouth. It’s made in the same way as Champagne 
and is a delicious and worthy alternative.

“Best of all it is perfect with one of my favourite 
meals and wine and food pairings: fish and chips!”

As a parting shot, I asked Kate for a word or two 
of advice when buying wine myself.  

“I’d say three things,” comes the reply.  “Firstly, 
find a passionate wine merchant, that’s a good starting 
point.  They should be able to help guide you and give 
you good information about the kind of wines you 
might like.

“Secondly, as a nation, we generally tend to stick 
to five or so grape varieties, but I would say don’t be 
afraid to try something different.  I can understand the 
fear factor – we want to like what we buy – but there’s 
a world of fabulous tastes out there.  So go for it.

“Finally, never be intimidated when asking or 
ordering wine in a restaurant. The job of a sommelier is 
to help you find the best match for the different dishes 
you’re eating at a price you’re comfortable with.  They 
will have spent lots of time putting together their wine 
list and have a lot of knowledge that they are usually 
more than happy to share, so don’t worry about 
asking them as many questions as you like.  And 
if they end up giving you something you don’t 
like – either in terms of its taste or the price 
they are asking for it – let them know. 

“After all, you’d complain if the 
food was either badly cooked or 
poor value for money – so why 
not the wine too?”
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Old ways, new ways
Why would a firm with an established range of market-

leading products, operating in a resolutely traditional 

world which has favoured its offerings for almost 

three-quarters of a century, ever want to change?
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“The thing is, you cannot stand still.  You always 
need to be looking forward, otherwise you become 
complacent, and that’s when you get into trouble.”   
So says Sam Horrell, Marketing Director of animal 
feeds manufacturer Dodson & Horrell.  

Together with his cousin Anna Horrell, the firm’s 
Corporate Affairs Director, Sam Horrell is a third 
generation member of his clan to work in the family 
business since Claude Horrell founded it back in 
1939.  As a man charged with implementing modern 
marketing practices, Sam treads a delicate path.  He 

is well aware that Dodson & Horrell’s track record is 
steeped in success.  Indeed, many would argue the 
firm’s traditional approach and values are what give 
it its solid standing within its marketplace today.  As 
such, they say, its tried and tested principles are its 
making, an applecart nobody should want to upset.  

On the other hand, history has repeatedly shown 
that companies which fail to adapt, change and 
progress ultimately fail.  Just think Woolworths Group 
plc, Comet Group and Focus DIY for a few recent 
examples.   

SCENE SCANIA • 67

D&H.indd   67 19/08/2013   18:14



“Both these statements are valid, but for me 
there’s another angle as well,” says Sam.  “I’m also 
vary wary of that old adage that grandfather starts the 
business, his sons build it up and the third generation 
sinks it.  And I wouldn’t want 
to be held responsible for 
that!  But we do have to 
remember that nothing is 
forever and the fear is that 
if you stand still for too long 
you ultimately will run the 
risk of stagnating.  That’s 
why today we take a critical 
look at every aspect of the 
business to see where improvements can be made and 
new opportunities lie.”

With his background and training firmly rooted 
in agriculture, Sam Horrell has worked in the business 
for five years now.  In his role as Marketing Director 
he heads up a youthful team of four.  Their brief is to 
develop the branding and promotional strategies which 
will carry the company forward.

“It’s an exciting challenge,” says Sam.  “The last 

thing we want to do is throw the baby out with the 
bathwater, but it has to be right to question everything 
we do and ask whether existing activities are still 
appropriate for us and if we are making the most of 

each opportunity.  There 
is always a temptation to 
keep doing things simply 
because you’ve always done 
them, but the problem 
there is that you just end up 
doing the same things over 
and over – and that’s not 
the way to take the business 
forward.”

Interestingly, Dodson & Horrell’s success in 
responding to its customers’ needs and demands 
over the years has led to what the firm perceives as a 
something of a modern day branding issue.  

“As a company we have always been willing to 
do whatever is asked of us – and that has to be right,” 
says Sam Horrell.  “That said, today we have a bulging 
portfolio of 1,600 different animal feed products, 
which is a substantial figure to handle by any measure.  

This 26-tonne P 320 rigid 
is one of six new trucks to 
enter service with Dodson & 
Horrell recently

“As a company we have 
always been willing to do 
whatever is asked of us  

– and that has to be right”
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Breaking this down, we’re best known as a producer of 
horse feed, which accounts for just under 50 percent 
of our business.  Of the other half, around 40 percent 
is dog food with other food for other animals – cats, 
rabbits and even ferrets – making up the remainder.

“The many product lines we have comprise 
different mixes and blends of food, which are 
marketed under various brand names, Dodson & 
Horrell for horse feed, Chudleys for dogs and so on.  
We also make blends according to customers’ own 
specifications and act as a contract manufacturer for 
other feedstuff suppliers.

“Going forward, our objective is to position our 
family of brands 
beneath the overall 
umbrella of Dodson 
& Horrell.  This, 
in turn will enable 
us to target our 
marketing and 
promotion in a 
much more focused 
and precise manner.  
As things stand right 
now, the Dodson 
& Horrell name 
is synonymous 
with horse feed, 
our Chudleys 
brand is known 
and respected in 
the working dog 
arena, but our other 
product lines are not 
so well identified 
in the markets they 
serve.  So we’ll be looking to address that.” 

In fact, the company is already making good use 
of its attributes in its many areas of its present day 
marketing. Dodson & Horrell, for example, sponsors 
Team GBR, Britain’s equestrian teams.  “We back 
that up with a number of other activities, such as 
sponsorship of British Amateur Showjumping and the 
Dressage Novice Series, and we are the title holder of 
the Chatsworth Horse Trials.  Over and above that, we 
sponsor a number of individuals, our aim there being 
to appeal to aspirational riders.

“On the dog side of the business, our Chudley’s 
brand sponsors the World Series of Gundog 
Championships together with Great Wall Motors 
and is the official feed partners for BASC, the British 
Association of Shooting and Conservation.  These 
promotions give us extensive branding rights and 
expose the name of Chudleys in a very positive way for 
us.  Ultimately, we would like to see each of our brands 
enjoy this kind of visibility within their own areas.”

But it’s not just the company’s branding and 
sponsorship activities falling under the Dodson & 
Horrell spotlight today.

“It is everywhere, and in everything we do,” 

confirms Sam Horrell.  “For example, we are the 
only company in Europe today which has two mills 
operating side-by-side on the same site.  That was 
a bold decision which gives us a great advantage 
logistically speaking.  True, we have to ensure the 
two operations are totally segregated – even down 
to separate canteens for the two workforces – but the 
benefits of single site operation significantly outweigh 
any disadvantages.”

Even the company’s transport fleet is seeking 
additional opportunities.  The firm’s 25-strong truck 
fleet was recently supplemented by four new rigids 
and two tractor units from its long-term supply partner, 

Scania dealer 
TruckEast.

“We’ve run 
Scania vehicles for 
many years,” says 
Sam Horrell.  “In 
fact, they serve us 
so well, and the 
support provided 
by TruckEast is so 
good, that we tend 
to keep them for 
quite a time; we 
still have 4-series 
vehicles on the fleet 
today.  Whereas 
previously we 
would have used 
the rigids on the 
distribution of our 
products and the 
tractor units to haul 
bulkers, collecting 

from farms and delivering into our production plants, 
we are now asking the question, what more can we do 
with our fleet?

“This represents quite a change for us.  Rather 
than just regarding ourselves as an own-account 
operator, we are now looking to uplift utilisation, by 
running a backhaul operation and doing distribution 
for others, for example.  We are currently installing 
tracking systems, route planning and scheduling 
software to help us improve, develop and expand our 
transport service.

“In summary, I think you are going to see a 
markedly different Dodson & Horrell in the 
future.  We certainly won’t lose sight 
of our traditional base and 
all the things we currently 
stand for, but we are 
intent on becoming a 
far more active player 
within our marketplaces.  
As we see it, nothing 
should be ruled out and 
every viable opportunity 
is worth pursuing. 

Dodson & Horrell Marketing Director Sam Horrell, together with his cousin Anna 
Horrell, the company’s Corporate Affairs Director, represents the third generation 
in his family’s firm
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Fatal attraction
Speed kills.  We know that.  So what more does  

a Speed Awareness course set out to teach you?   

Scene Scania Editor Phil Sampson finds out
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OK, let’s get the mea culpa over with.  I’m guilty.  
It was around 9:00pm on a dark but not stormy Sunday 
night in the Lake District.  I’d been driving for hours; 
M1, M6 all the way from Bedfordshire en route to 
Eskdale, where I was due to meet with a group of 
Scania management trainees the following morning.  
At the foot of a sudden dip I experienced what every 
motorist dreads, the ping-ping of two flashes in 
rapid succession.  A speed camera, right there, in the 
middle of nowhere…

But if I’m honest, really honest, it wasn’t quite as 
remote a spot as I might like to plead in mitigation. 
For to my left were a couple of cottages nestled in 
the dip.  Perhaps the camera has been placed there 
to afford them a little protection on a road naturally 
given to encouraging speed?  I don’t know, but in the 
final analysis, it doesn’t matter; I had been clocked 
exceeding the 40 miles per hour speed limit.

As I angrily completed my journey, (angry about 
the idea of speed cameras, not with myself for 
driving too fast, naturally…), I pondered whether or 
not a ticket would follow.  My understanding, later 
confirmed during the Speed Awareness course I 
attended, is that only one in ten speed cameras are 
actually operational at any given time.  But despite 
having a 90 percent chance of getting away with it, a 
week later an official-looking letter dropped through 
the letterbox.

“Cumbria Constabulary is committed to reducing 

the number of people killed or seriously injured on 
our roads,” the letter trumpeted, (stating the bleedin’ 
obvious, as Basil Fawlty might have said), before 
informing me that I now had 28 days in which to 
apply to participate in the National Driver Offender 
Retraining Scheme, which in my case meant taking a 
Speed Awareness course.

Weighing up the options – £60 and three points 
or £95 and no points – took a fraction of a second.  
A trip to https://dors.police.uk, the place you go to 
book yourself onto a Speed Awareness course and a 
website I will definitely not be adding to my favourites 
list, was a no-brainer.

Not many websites I visit start with a warning 
notice, but this one does.  It also informed me that I 
had “been invited by the Police to participate on an 
approved national driver retraining course”.  A kind 
invitation, I’m sure, but not one I actually wanted.  
However, being in no position to refuse, I entered my 
driving licence number and continued.

The corridors behind this gloomy portal ultimately 
led me to a selection of venues around the country.  
Despite Cumbria’s stated commitment to improve 
road safety, no obligation was placed upon me to 
return to the scene of my own particular offence.  So I 
shopped around for a course conveniently local to me.  
And, boy, were they busy.  Out of interest, I extended 
my search to check possible venues throughout the 
Home Counties and London.  In most cases, courses 

Speeding statistics 1: 
While 55 percent of drivers 
routinely exceed the speed 
limit, with 19 percent guilty 
of travelling in excess of 
80 miles per hour, our 
motorway network accounts 
for just four percent of all 
collisions on Britain’s roads.  
Sadly, these incidents 
tend to have serious 
consequences; six percent 
of UK road deaths occur 
as a result of motorway 
accidents.

Source: Department for 
Transport, Local Government 
and the Regions
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were fully booked for the coming two weeks or so, far 
longer in some cases.   

The cynic in me could not resist doing the maths; 
20 or so attendees at every course, with courses 
running twice a day meant one centre alone is capable 
of generating a gross daily income in the order of 
£2,000.  Multiply that up by the number of centres 
around the country and by any measure you’ve got a 
nice little earner.  But what does the invited participant 
get for their money..?

Eventually opting for a course being held, rather 
incongruously I felt, in the function room of a golf club, 
I duly turned up at the appointed time and signed in 
for my four hour Speed 
Awareness course along 
with 21 other sullen-
faced individuals.  

As we waited for 
our instructor to appear, 
some began swapping 
stories.  In every case, 
the theme was the same:  “I never speed, but…,” 
each would say, followed by: “I was late…,” “I got 
distracted…,” “I’d had a bad day at work…,” that sort 
of thing. 

When John, our tutor for the day, finally took the 
stage, one of the first things he did was ask us to write 
down answers to the question, why do we speed?  He 
then produced a slide containing each and every one 
of the stock excuses that had been reeled out earlier.  
Ha!  He’d heard it all before.  The audience sat there 
po faced.

It cannot be easy to talk for four hours to a room 
full of people who simply do not want to be there.  

John was obviously a seasoned campaigner.  Rather 
than expend effort trying to engage with the group, 
he pressed on regardless.  While there was plenty of 
opportunity for interaction – John continually posed 
questions such as, Name three places where you are 
least likely to speed? or What are the consequences of 
speeding? – audience participation was minimal.  True, 
one or two people did speak out, but the majority 
kept schtum, probably reasoning, I concluded, that the 
less said the quicker the session would be over and 
done with.

The first half of the course was broadly a review 
of the most recently available statistics.  We learnt 

how many casualties 
there were on our 
roads in 2011 (203,950), 
how many of these 
were seriously injured 
(23,122), and how 
many were killed 
(1,901).  According to 

John, one in four fatalities is speed related.  We also 
discovered that accidents are most likely to occur on 
a Friday afternoon between 3:30 and 6:00pm.  And 
just in case we were wondering, John informed us the 
fastest speed yet recorded on a motorway (the M6 as 
it happens) is 192 miles per hour, with 116 mph being 
clocked in a town.

We were then enlightened as to the history of 
speed limits, which I now know can trace their origins 
back to 1865 when the first restriction (two miles 
per hour) was introduced in an urban area.  Out of 
town, John continued, road users at that time were 
permitted to travel at double that speed.  Then it was 

“It cannot be easy to talk to a 
room full of people who simply 

do not want to be there”

Speeding statistics 2: 
Cameras may appear to be 
in the middle of nowhere, 
but figures show that 25 
percent of all accidents and 
a staggering 60 percent of 
all road deaths occur in rural 
areas. 

Source: Department for 
Transport, Local Government 
and the Regions
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Speeding statistics 3:   
While motorways top the 
speeding charts, according to 
the Department for Transport, 
Local Government and the 
Regions dual carriageways 
are not far behind with 54 
percent of drivers travelling 
at speeds in excess of the 
limit.  Worse still, if the 
Speed Awareness course we 
attended is anything to go 
by, 60 percent of drivers are 
unaware of the national speed 
limit on dual carriageways for 
passenger cars 
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the turn of speeding tickets, with John announcing 
that the first was issued way back in 1902.  And so it 
went on.  Precisely what any of this had to do with 
speed awareness in the 21st century, I have no idea.

As far as I could see, I was the only person in the 
room noting any of this down.  But as I already had this 
article in mind, I suppose I had a purpose.  The same 
did not hold true for the rest of the group as there 
is no pass or fail when it comes to Speed Awareness 
courses.  It is simply a matter of enduring four hours 
on the subject. Despite the unquestionably laudable 
intentions of the course, ‘endure’ is the word I settled 
upon to describe the experience.  

During that first session, the stats kept coming 
thick and fast to the point of information overload.  
What proportion 
of motorists speed 
on motorways/dual 
carriageways/40 mph 
urban roads/30mph 
urban roads?  All 
these questions 
and more were 
laboriously posed 
and answered.  

John then switched to telling us where collisions 
are most likely to happen and where people run 
the greatest risk of being killed.  As he did this he 
redoubled his efforts at audience participation, 
challenging us to guess the answer before revealing 
his next fact and figure:  “How many deaths occur 
in urban areas?” “Thirty percent?” “Higher” “Forty 
percent?” “Lower” It soon became tedious; how were 
we, the gloriously uninformed, supposed to know the 
answers such questions?  I, for one, could not help 
feeling this was more about padding the course out to 
fill the specified four hours rather than helping prevent 
anyone from speeding again.

Mercifully, came the break.  Would part two 
contain more of the same, or would it be time to put 
some meat on the bone?

In the event, the second half began by picking 
up where the first had finished.  With apologies to all 
concerned if I am missing the point, but to my mind 
the revelation that the 30 miles per hour speed limit 
was first introduced in the mid-1930s sits firmly within 
the bracket of traffic trivia, especially as I had been 
sent on this course as part of Cumbria Constabulary’s 
commitment to, and I quote, “reducing the number of 
people killed or seriously injured on our roads.”

Happily, things began to improve.  John’s next 
battery of stats focused on survival rates of adult 

pedestrians involved in collisions with automobiles.  
For the first time I began to see where the course was 
heading, for here the facts were sobering.  To share 
those figures with you; 97.5 percent of adults survive 
a collision where the vehicle is travelling at 20 miles 
per hour.  At 30, that figure reduces to 80 percent.  
A further five miles per hour added means that half 
will die, and at 40 miles per hour only one in ten will 
survive.

A (largely one-sided) discussion on stopping 
distances followed, after which came a collection of 
videos and photographs designed to demonstrate a 
variety of hazards and the effect of speed upon our 
perception of them.  I have to say this part of the 
afternoon was both interesting and valid in the context 

of a Speed Awareness 
course.  

Several more 
good thought-starters 
were raised: Why do 
we find it difficult to 
stick to speed limits?; 
How can we cope 
with tailgaters? (who, 
according to John, 

frequently cause the motorist in front to drive faster 
than they ought to).  This was definitely interesting 
stuff, although I’m not sure any firm conclusions were 
reached.

In the final half hour of the course we were asked 
to think about our perception of speed and how it 
can be affected by, say, a long period at high speed.  
Although the input came too late for me, I could see 
my own situation and the very reason I was on the 
course reflected here.

Concluding that speed is effectively governed by 
a medley of factors – circumstances, the surrounding 
environment, the vehicle and its driver, for example – 
the course finally ground to a halt.  It had been a long 
session by any measure.  But had it been worthwhile?  

Personally, I suspect that any positive effects 
derived from the course are likely to be short lived.  In 
the same way that commercial vehicle driver training 
requires regular follow-up and support to ensure 
success over the longer term, I feel the same probably 
holds true for Speed Awareness courses.  

In terms of the course itself, my evaluation is that 
its content could have delivered more concisely and 
more effectively in half the time.  

But then again, I’ve already confessed to a 
penchant for speed – what else would you expect me 
to say..?

“Despite the unquestionably 
laudable intentions of the course, 
‘endure’ is the word I settled upon 

to describe the experience”
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Head, Heart, Hand
Craftsmanship. What is it? And what makes a 

craftsman and his or her work so special?
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Answers to questions on the nature 
of craftsmanship can be found at the 
Hambleden, Henley-on-Thames based 

yard of traditional wooden boat builders, Henwood 
& Dean. Here in the beautiful Thames Valley, a small 
dedicated team of craftsmen have been designing, 
building, restoring and maintaining traditional boats for 
more than 30 years. 

The results are self-evident. They reflect an 
intuitive feel for line and form. They show a meticulous 
attention to detail which raises boatbuilding to ‘work 
of art’ levels.  And the passion and pride with which the 
business undertakes its work is there for all to see in the 
boats that pass through the yard.

Colin Henwood is the man. Colin was brought up 
to believe that working with your hands is not a poor 
relation to academic or intellectual achievement. It was 
instilled in him at an early age, and throughout he’s 
been encouraged by a family who were always making 
things, often with varying degrees of success.

“It was a wonderful ethos to have,” says Colin.   
But his was an inauspicious start. Colin left school 

in 1973 after failing his woodwork O-level. Many 

would be deterred from pursuing a career working with 
their hands, but not Colin. He headed to Falmouth to 
work in a boatyard building 71-feet sail training ketches 
in fibreglass. 

By 1978 Colin was in Lymington, fabricating a 
range of cruising and racing yachts, still in fibreglass.  
But it was here that the seeds were being sown.  He 
was asked to work on the wooden components fitted 
to yachts and it was from this that his skills with chisel 
and plane, his deep passion for wooden boats – and the 
extent of his toolkit – began to develop.  

In 1980, Colin moved to the Thames.  At 
Freebody’s, the doyen of Thames traditional boatyards, 
he started to discover the complexities of the Thames 
boatbuilding tradition. He honed his skills by watching, 
working with and learning from time-served experts 
such as Peter Freebody and Richard Way, themselves 
legends on the Thames. In short, he learned something 
that occupied him then, and has occupied him ever 
since; how to be a craftsman

“A craftsman is created from a blend of nature 
and nurture,” says Colin. “He’s born with a passion for 
designing, making or restoring beautiful and interesting 

From traditional vessels, 
above, to flagship automotive 
products, below, the 
craftsman’s touch is not 
only evident but also alive 
and well
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things coursing through his veins.
“In boatbuilding, it requires a combination of 

Head, Heart and Hand ...”
“Head because boatbuilding has to be realistic in 

terms of cost and efficiency. It’s no good taking a month 
to fit a plank if it’s generally accepted it can be done in a 
day. Conversely, work done in a mad rush always leads 
to a poor result and has to 
be done again. A craftsman 
turns out good quality 
work, efficiently. His is a 
steady, positive progress 
to a finished project that 
meets expectation.

“Heart because using wood means a boat will 
have a character and uniqueness; an identity all of its 
own. There’s a detail in timber that cannot be achieved 
with any other material. That makes the boat personal, 
individual, bespoke – something that demands a high 
degree of custodianship and attention to detail.

“And Hand because a beautiful wooden boat, new 
or old, is only given life by the skill of the boat builder’s 
hand and eye. Acquiring the skills needed for this take 

commitment, patience, honesty and understanding. 
The value of experience gained by learning from others 
cannot be overstated.

“As a craftsman you learn to hone the detail in 
your work, but subtly, so that it is not starkly obvious 
to the overall design. ‘Understated elegance’ is the 
mantra for traditional Thames boats. The overused 

phrase ‘less is more’ 
does actually have a 
resonance, so we work 
with the highest quality 
materials and keep to 
the simplicity of using 
varnished timber.

“Many boatbuilders rarely go out in a boat, 
something I’ve never quite understood. As a 
boatbuilder, I need to know how they handle, how they 
look on the water and how the people on board are 
accommodated. Boats are sociable spaces, so you want 
people to feel comfortable and safe, you want them to 
be able to talk freely and enjoy the experience.”

But does a craftsman necessarily reject modern 
methods and machinery? “Definitely not! Modern 

“Boats are sociable spaces, 
so you want people to feel 

comfortable and safe”
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machinery and methods of working can be incredibly 
useful in performing the basic tasks. But it’s the 
craftsman’s hand and eye that create the final result – 
and that’s what sets the craftsman apart.”

Colin struck out on his own in 1980. He readily 
admits that he was possibly naïve to do so, so early 
in his career and with a lot left to learn. Setting up a 
make-shift workshop in a small lock-up garage with 
minimal woodworking machines, he faced a dramatic 
learning curve. But his first solo job was restoring a 
Thames double skiff, and with one boat restoration 
completed and under his belt, more and more work 
started to come in. Many of the people who trusted  
him with their boats in those early days are still with 
Colin today. 

In 1985, Colin formed a partnership with Robert 
Dean, creating Henwood & Dean.  Robert’s design 
flair proved invaluable, and one of the first jobs they 
won was the rebuilding of a teak pinnace hull with an 
Edwardian cabin for Cliveden, the Astor’s stately pile 
at Taplow. It had just been converted to a grand hotel, 
and Colin and Robert managed to persuade them they 
needed a launch to take their guests out on the beautiful 
Cliveden reach.

In the early 1990s, Robert left the business to 
return to a career in photography. Colin kept the name 
of Henwood & Dean and wife Lucie arrived, bringing 
with her commercial and financial skills, as well as a 
renowned sense of enthusiasm and fun. Colin readily 
acknowledges her as ‘the catalyst that drives the 
business forward’. 

But one thing lies at the very ethos of Henwood & 
Dean, as a boatyard and as a business. “You can have 
a vast stock of beautiful timber, the best machinery 
and the most wonderful facilities in the world – all this 
is worthless if you do not have the right people. Our 
craftsmen are the boatyard’s greatest asset.

“We are all part of a team and everyone adds 
character to the place. I can only work with people I 
like, and over the years we’ve been so fortunate with the 
people who’ve joined us and become lifelong friends.”

Henwood & Dean’s Dairy Lane, Henley-on-
Thames base is an oasis of hand-crafted individuality 
in an age where the boating market is dominated by 
soulless, volume-produced ‘products’.

“Of course, boatbuilding on the Thames will only 
continue if there is someone out there to pay for it, and 
I have always believed that I can only build wonderful 
boats if I have wonderful clients!” says Colin Henwood.  
“My best work is always with people who understand 
that they are commissioning something for the future, 
something that will easily last 100 years or more and 
give great satisfaction to its owner. Every boat is made 
by hand by an individual.” 

100 years? Well, maybe not!  But the quality of 
Henwood & Dean’s workmanship is evident across the 
board – and all the more remarkable for it.

 

From plane to boat: 
Colin Henwood, right, 
demonstrates his skills in the 
workshop and on the water
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TRADITIONAL BOATBUILDING ON THE RIVER THAMES

Pleasure boating on the Thames began in the 1860s when the railways made it possible for the leisured classes to escape London for the newly fashionable outdoors. Visitors arrived by train 
to riverside towns such as Henley-on-Thames and Maidenhead, and were able to walk down to the boatyard, change into their boating clothes and hire a punt or skiff for a day on the river.

Around this time, regattas established themselves as fashionable as well as sporting events. Two of the most famous – Henley Royal and Wargrave & Shiplake – remain today, both thriving 
after 174 and 136 years respectively.

Powered boats arrived with the steam launch. Thames steam launches are elegant and refined craft, and the style was also suitable for electric power which became popular between 1890 
and 1914, after which the petrol engine ruled supreme. Elegance was what it was all about – the Victorians accepted anything if it was elegant, even if this compromised practicality.

In the 1930s and 1940s, cars became flamboyant, and this is reflected in the various launch styles of the day. In particular was the slipper stern launch as championed by Andrews of 
Bourne End, with its car-like steering position and chrome fittings.

During the 1960s and 1970s, wooden boatbuilding was nearly lost to mass-produced glass fibre boats. That it has survived to another millennium is a testament both to the material, 
construction and skills of the original boatbuilders and craftsmen like Colin Henwood and his team today.
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Scania has been building 
vehicles for fire fighters for 
more than a century
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Heroes to this day
Celebrating a long tradition of fire fighting

Although Scania cannot lay claim to producing the 
first fire appliances, (the appropriately-named Hero of 
Alexandria, for example, was designing fire fighting 
pumps more than 2,000 years ago), 100-plus years 
of experience of doing so in the automotive arena is 
nonetheless a very long time.  While the precise origins 

have been lost in the sands of time, records show that 
Scania was producing purpose-built fire engines as 
long ago as 1911.  Consequently, and to commemorate 
the achievement, a special exhibition of Scania fire 
appliances has been set out in the company’s museum 
at its headquarters in Södertälje, Sweden.     
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The earliest Scania fire appliances, which also 
included portable water pumps, were used exclusively 
within the company’s homeland, with Stockholm 
and Malmö being two early adopters.  As motorised 
vehicles progressively replaced horse-drawn carts and 
carriages, the nation’s fire industry followed suit, giving 
Scania the chance to strengthen its grip on this new 
and rapidly growing market. 

It was an opportunity the company was swift 
to embrace, and over the ensuing decades Scania 
continued to develop and refine its products for the 
fire industry.  While routine advances in automotive 
technology such as pneumatic tyres and enclosed cabins 
were introduced in line with Scania’s regular product 
ranges, the most single important development for the 
sector came in the mid-1980s following the introduction 
of the Scania ‘GPRT’ range in 1981.

Scania GPRT trucks were the first to be 
manufactured using Scania’s modular build principle, 
effectively a system which employs a relatively small 
number of core components to create an extensive 
product range.  The flexibility of the system was such 
that it opened the way to building cabs with four doors 
and a few years later the Scania crew cab was born.  

Although constructed according to the 
principles of modular build, the Scania crew cab is a 
specifically designed-and-built-for-purpose all-steel 
cabin which meets the highest standards of safety.  
Unsurprisingly, it was an immediate success and 
rapidly became a popular choice with fire brigades 
around the globe, (Scania by this time was a major 

From the earliest days, 
Scania has honed and 
refined its fire fighting 
vehicles.  The LB81 pictured 
right was the very first 
Scania appliance to enter 
service in the UK
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exporter, marketing its products in around 100 
countries worldwide).  

For the following ten years, the Scania crew cab 
was built as a special order product.  That all changed 
in 1995 when the Scania crew cab was integrated 
into the company’s mainstream production process.  
Nowadays, Scania crew cabs can be specified in two 
length formats to accommodate crews of six or eight 
fire fighters.

The Scania fire appliance story in the UK predates 
the introduction of the 
Scania crew cab and, just, 
the GPRT range.  For 
the first Scania fire truck 
to enter service in Great 
Britain was an LB81 model 
equipped with a Metz 
turntable ladder.  That 
particular vehicle (pictured 
above) was supplied to 
Grampian Fire Brigade, which has remained a staunch 
supporter of the marque to this day.  

Other Scottish brigades soon followed the lead 
of Grampian, as did other fire and rescue services 
throughout the UK.  Today, Scania fire appliances are 
a market-leading force fulfilling roles as diverse as 
water tenders and aerial platforms to specialist rescue/
recovery vehicles and demountable incident pod 
carriers.

Scania chassis can also accommodate the 
increasingly popular combined pump and aerial 

platform bodywork now being specified as multi-
purpose front line appliances.  Typically built upon a 
26-tonnes gross vehicle weight six-wheel rigid chassis, 
these fire trucks are equipped with a steering rear axle 
for maximum manoeuvrability in restricted areas.  The 
light weight of the chassis enables the fitment of a 
wide variety of equipment.  

Examples constructed to date include the 
Scania/Angloco Combined Aerial and Pumping 
Appliance of Tayside Fire and Rescue pictured above 

right, which features 
a six-seat crew cab, 
a 27.5-metre working 
height Bronto Skylift 
aerial platform, a 
1,400-litre water tank, a 
75-litre foam tank and 
extensive locker space.  
Complementing its 
carrying capacity, the 

remote control water monitor at the cage delivers 
2,300-litres per minute. 

While combined pump and aerial platform 
vehicles represent the state-of-the-art today, Scania is 
keen to remember its heritage and long association 
with the fire industry.  But that doesn’t mean it all stops 
here.  For as visitors continue to file past the exhibits 
on display in the museum, a mile or two away in the 
company’s research laboratory, Scania’s engineers are 
busy developing the chassis which will form the basis 
of the fire fighting vehicles of the future. 

Scania crew cabs can be 
specified in two length formats 

to accommodate crews of  
six or eight fire fighters
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A most 
unusual 

operator

The fascinating story of 

Coventry coach firm  

Harry Shaw includes an 

important milestone  

for Scania…

It’s hard to imagine what life in Coventry in the 
aftermath of World War II must have been like.  Images 
from the archive depict a city torn to shreds.  Even its 
cathedral – the ruins of which are preserved to this 
day as a reminder to all of the devastation caused by 
war – was blitzed during repeated bombing raids.  But, 
as always, life had to carry on.  It couldn’t have been 
easy, but for the enterprising folk of Britain’s industrial 
heartland the rebuilding of Coventry presented 
opportunity as well as challenge.

One man to take up the gauntlet was Harry Shaw.  
As a budding entrepreneur, Harry always knew the way 
forward for him would be to start his own business.  
And in 1951, with sufficient funds cobbled together, he 
took the decision which would change things forever; 
he purchased a milk float and two churns and set about 
becoming a milkman.  The fact that he did not have 
any milk bottles was never going to put Harry off – he 
simply delivered jugs full of milk direct to people’s 
homes instead!
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Remarkably, the venture was a success and the 
business developed and grew.  There was a future in 
milk, Harry decided, and he was the man to exploit 
it.  His made his move in the 1950s, by becoming 
one of the first to import milk vending machines into 
the UK from a Chicago, USA-based manufacturing 
outfit.  Agreements were quickly struck with Coventry’s 
car makers to station milk dispensers within their 
production plants, an idea which went down well with 
workers, their bosses and Harry alike.  Before long, 

Harry Shaw was the milk baron of the Midlands, 
selling more in the area than anyone else via his vending 
machines.

But for Harry, being Coventry’s main pinta man 
was not enough.  If there is one characteristic that 
singles out serial entrepreneurs from other mortals, 
it’s the fact that they are restless souls.  For Harry, a 
new challenge was required.  Perhaps it was the milk 
float that inspired him when he elected to try his hand 
at a different form of transport, and on an altogether 
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different scale.  International haulage was the name of 
the new game as Harry Shaw began operating some of 
the first direct trucking services from the UK to Italy.

Well and truly bitten by the transport bug, coaches 
came next.  Harry bought his first vehicle in 1964 and 
set about carving a niche for himself in the passenger 
carrying market.  Providing 
a service of the highest 
quality was the basis of the 
business and, as with his 
other ventures, Harry soon 
found success.  During the 
1960s and ’70s he followed 
an unusual purchasing 
pattern, renewing his 
vehicles every 12 months.  Somewhat irregular, perhaps, 
but nonetheless popular with clients wanting to travel 
in style in the latest thing.

Never one to follow the crowd, Harry painted his 
coaches sky blue, uncommon in the coaching world at 

the time but the same colour as his milk floats (and, no 
coincidence surely, the shirts of Coventry City Football 
Club, of whom more in a moment…)

Travel agencies were next into the ever-growing 
Harry Shaw portfolio and the die for today’s business 
model was cast.  Sons Robert and John entered the 

business in 1981 and the 
firm set about developing 
a wide range of UK and 
European coach tours, 
with the resorts of the 
Mediterranean being a 
particularly favoured 
destination.  Today, 
whether its Blackpool or 

Bellagio (the one in Italy, not Las Vegas, that is) Harry 
Shaw will take you there.

As often as not, passengers find themselves 
travelling on one of the company’s Scania coaches.  

“Right now, we run around 25 vehicles, with 

The remains of Coventry’s 
first cathedral are symbolic 
of the city’s resilience.  As 
Coventry rebuilt itself after 
WWII, local man Harry Shaw 
started his eponymous 
business which endures to 
this day Harry bought his first coach in 

1964 and set about carving 
a niche for himself in the 

passenger carrying market
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half the fleet being Scania,” confirms John Shaw.  “It’s 
been a long-standing partnership between us and 
Scania, that’s for sure.  It goes right back, in fact, 
to the late-1980s when the keys to our first Scania 
coach were passed my father at a handover ceremony 
at Coventry City Football Club.  That certainly was 
an appropriate venue for us.  My father is a lifelong 
Coventry supporter and we’ve operated the team 
coach for years.  

“I remember that first Scania well – it had Van 
Hool Alizée bodywork and was painted silver with blue 
sign writing.  I can’t remember exactly why we painted 
it silver, but it was a good buy for us.  It gave excellent 
service, passengers and drivers loved it, and the Scania 
team supported us well, and have done ever since.  
Because of that, and the performance of the vehicles 
which followed that first one, we’ve carried on with 
Scania to this day.”  

The company’s 1993 purchase of a Scania Irizar 
Century marked a particular milestone, not just for 
Harry Shaw, but also for Scania and Irizar, as it was 
the first Scania Irizar Century to enter service in the 
UK.  In the intervening two decades, the collaboration 
between Scania and Irizar has continued to develop 
with a full complement of models – Century, i4, i6, 
and PB – providing a range of specifications suitable 
for every coaching application from commuter work 
through to top-of-the-range luxury touring.  As such, 
the association between Scania and Irizar represents 
one of the coach industry’s great success stories of 
recent times.

On the surface, a Swedish company and one  
from northern Spain may appear as unlikely bedfellows, 
but with long histories stretching back to the late 19th 
century, Scania and Irizar have more in common than 
perhaps meets the eye.  Both are dedicated automotive 
manufacturers for whom quality, performance and 
attention to detail are key drivers – it is no coincidence 
that Irizar was chosen by Lamborghini to produce  
the bodywork and interior for its luxury off-roader,  
the LM002.

The two companies’ focus on meeting customer 
demands is a vital factor too, as John Shaw confirms:  
“It’s the versatility of the range, with a vehicle for every 
occasion, that keeps us coming back for more,” he says.  
“Scania and Irizar have listened to their customers and 
developed a solution for every situation.  For example, 
the Century is an excellent workhorse ideally suited to 
private hire and day tours, while the PB is a real head-
turner that’s perfect for long distance European touring 
and prestige work.  The international support provided 
by Scania is important too.  It’s good to know they are 
there if ever we should need them.

“And when you add complementary vehicles such 
as the Scania OmniExpress into the mix, you end up 
with an extremely powerful range of coaching options 
– which is exactly how we like it.  For, as our own 
history tells us, you never quite know what’s around 
the next corner…”

John Shaw, the man who 
runs the family firm today, 
operates a variety of Scania 
models, including the Scania 
OmniExpress alongside him, 
the Scania Irizar PB, below, 
and the Scania Irizar Century, 
bottom.
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My day off
Looking to do something a little 

different in your spare time?  

John Murphy was, and he ended up 

sponsoring a British Superbike team

Anyone who succeeds  in transforming a start-up firm 
with just two second-hand road sweepers to its name 
into a burgeoning commercial entity turning over 
£38 million per annum (and rising) is certainly going 
to have a tale to tell.  On that front John Murphy, 
Managing Director of Quattro Group, one of the UK’s 
fastest growing plant hire specialists, is no exception.  
But for John, his business achievements are only part 
of the story.  

Growing up in Carlow in the Republic of Ireland 
in the 1970s and ‘80s, the young John Murphy 
developed a passion for motorcycles.  It’s a passion 
which also burns bright in countless numbers of his 
compatriots, and with a string of legendary road 
racers to their country’s credit – Joey Dunlop, Donny 
Robinson and Tom Herron, for example – who can 
blame them?   
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“I’ve always loved bikes and everything about 
them, including racing,” says John Murphy.  “I started 
riding when I was 17 and haven’t lost the bug yet – 
although for me today it’s more about admiring them 
than riding them.  Big bikes have always been my 
thing, the bigger the better.  The power, performance, 
the thrill; they are just fabulous machines.  And 
motorcycle racing is one heck of a sport.  It’s massive 
in Ireland. I never competed myself, though.  That 
would have been a bridge too far.  I think there are 
some things definitely better left to the professionals. I 
don’t want to write my bike off!”

While the Irish motorcycling scene provided 
plenty to keep John occupied in his spare time, 
finding work in Carlow was a different proposition 
altogether.  Back in the 1920s the town had been 
at the centre of Ireland’s industrialisation process, 
but the boom didn’t last.  By the time John Murphy 
entered the marketplace, work was scarce and jobs 
few and far between.

“I was a qualified quantity surveyor but just 
couldn’t find myself a job, so I decided to come to 
England to seek my fortune,” he recalls.  “And it 
was a good move.  The two road sweepers I started 
out with did quite well for me in the recession of the 
early 1990s, and in 1992 I managed to get into railway 
work, mainly working on London Underground 
maintenance contracts.

“As the economy picked up, business levels 
increased considerably.  We enjoyed some good 
times in the ‘90s and mounted an ambitious 
expansion programme.  That culminated in the 
acquisition of a couple of companies nine years or 
so ago, which gave us the platform we needed to 
continue our development and has taken us to where 
we are today.”

Road sweepers still form a significant part of the 
Quattro portfolio; the company’s fleet has increased 
more than fifty-fold from its humble origins and now 
totals 110 units.  Alongside these are a full range of 
360-degree excavators, backhoes, loading shovels 
and just about everything else you would expect 
of a one-stop plant hire service provider.  Plant for 
civil construction activities are complemented by 
specialised rail maintenance equipment; railways 
remain close to the core of the company’s heart to 
this day.

Hauling plant between contracts is the task of 
Quattro’s transport operation, and here the company 
relies on its fleet of Scania trucks.  To keep up with 
demand, Quattro has recently added 16 V8 artics 
and 12 rigids with lorry-mounted-cranes, all of which 
are backed by nationwide repair and maintenance 
support programmes.  

“The artics have been supplied by Scania 
Truck Rental, while our rigids have been purchased 
outright,” says John Murphy.  “The vehicles are 
stationed as far afield as Cornwall and Scotland, so 
nationwide service cover is essential for us.  With 
Scania, that service is there wherever and whenever 

Left: Quattro recently 
sourced 16 V8 Scania 
tractor units, including this 
65-tonnes gross train weight 
heavy haulage truck, on 
long term hire from Scania 
Truck Rental.  While the truck 
delivers 560 horsepower, 
Quattro racer Chris 
Walker (far left) has 200 
horsepower on tap from  
his British Superbike  
– the fully-fuelled weight  
of which is around just  
200 kilogrammes! 

SCENE SCANIA • 97

Quattro.indd   97 19/08/2013   18:32



we need it, and it’s this kind of flexible approach 
which attracts me, together with the quality of the 
product, of course.   

“We’re also sold on Scania’s driver training service, 
which delivers excellent fuel saving results, and we use 
the Scania Communicators fitted to our trucks together 
with Scania’s Monitor 
package to ensure our 
drivers are performing 
consistently well.”

BACK TO BIKING
Quattro’s ongoing 

and sustained success has 
enabled John Murphy to 
once again indulge in his 
passion for motorcycles, 
and today his company’s 
name is emblazoned across some of the fastest 
motorcycles on the planet as title-sponsor of the 
Bournemouth-based Quattro Plant Kawasaki team.

“It was one of our guys, Steve Heneghan, that 
actually got me into it,” says John.  “At the time he 
was a privateer and asked for a bit of support to help 
pay for tyres, fuel and so on.  That got me started and 
before long we’d brokered a deal with Bournemouth     
Kawasaki, which runs our team, and we were off.  Steve 
is part of that team today along with Danny Buchan, 

James Hillier, Kyle Wilks and Chris Walker, our best 
known rider.  The team takes part in a various events, 
including the British Superbike championship and 
leading road races such as the Northwest 200, Ulster 
GP and the Isle of Man TT, where our rider James 
Hillier won this year’s lightweight race.”

Watching a motorcycle 
race is certainly not for the 
faint-hearted.  The sight of 
riders jostling for position, 
flat out, knee out and closer 
to rubbing shoulders with 
the tarmac than each other, 
is the kind of heart-in-
mouth stuff that sets bike 
racing apart from other 
forms of motorsport.  To 
satisfy the need for speed, 

the engine of Chris Walker’s Kawasaki Ninja ZX-10R 
Superbike delivers 200 horsepower which propels it 
from 0-150mph in just ten seconds, by which time it has 
covered a quarter of a mile.  The engine screams at up 
to 13,000 rpm, which (if we have got the maths right) 
means that each 55mm-stroke piston travels roughly 
the same distance as the bike during that ten second 
period.

“It is a hectic sport, that’s for sure, but for me 
it’s also a great form of relaxation and customer 

One of Quattro Plant’s 12 Scania rigids with truck-mounted cranes

98 • SCENE SCANIA

Quattro.indd   98 19/08/2013   18:32



entertainment rolled into one,” says John Murphy.  
“It also gives Quattro a tremendous amount of 
brand exposure.  The team operates completely 
independently of us, we have no say in how they 
do things, we simply provide support and reap the 
benefits of being associated with one of the top 
names in the sport.

“All in all, I’d say the return we get for what we 
invest represents very 
good value for money.  

“Personally 
speaking, I attend 
most of the southern 
British Superbike 
races – Brands Hatch, 
Silverstone and so 
on – and just love the atmosphere and being part of 
the occasion.  We lay on hospitality and make sure all 
our guests are warmly welcomed and do everything 
we can to ensure they have a great time.  And when 
it gets to race time, it’s pure adrenalin; there’s simply 
nothing to compare with it.”

Even with a successful business and a successful 
race team under his belt, there is still another aspect 
to the John Murphy story.  While undoubtedly a 
shrewd professional businessman of the highest 
order, in conversation he  comes across as immensely 
personable and relaxed character.  So much so, in 

fact, that when the Olympics caused a slow down in 
business rather than worry about it he did something 
totally different instead.  He went out and bought 
himself a pub!

“A lot of the construction work around London 
we were involved in stopped for the duration of 
the Games,” John explains. “We also had logistical 
problems, as our premises are within sight of the 

Olympic stadium and you 
just couldn’t move in or 
out.  There were 15,000 
people walking past our 
window every day!  So I 
decided to occupy myself 
with something a little 
different, which turned 

out to be The Railway pub in West Horndon, Essex.
“It just happened to be for sale, and I kind of 

liked the fact it was called The Railway – that’s a nice 
connection with my business life.  So we bought it and 
set about renovating it.  Today, it’s on the up and more 
popular than ever.  

“And you’ll often find me there behind the bar 
– it’s something else I like to do on my day off.  So if 
you’d like me to pull you a pint, do come and pay us 
a visit.  

“And who knows, if the team is doing well, I 
might just buy you one too!”

“When it gets to race time, it’s 
pure adrenalin; there’s simply 
nothing to compare with it” 

The sights and sounds of pit 
lane: While the bike needed 
new pads, the teddy was 
judged to be in excellent 
condition!
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The life and decline 
of cover art

Whatever happened to an entire generation’s 

much-loved favourite, the album sleeve?

In August 2008, renowned album cover designer Peter 
Saville – responsible for cover art on albums by bands 
as diverse as New Order and Roxy Music – suggested 
the album cover was ‘dead’.

Dead? Surely not? Surely art is the true 
expression of a generation? And to those fortunate 

enough to have lived through and experienced the 
immense cultural change of the sixties and seventies, 
there is no finer expression of the spirit of the day 
than the album cover.

A Van Gogh? Perhaps not. But in its time, equally 
and every bit as brilliant and influential.   
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For much of the 20th century, it was the music 
industry that created and produced some of the most 
compelling and iconic images. 

In the beginning, record albums didn’t have cover 
art; they would be contained simply in plastic sleeves 

or plain brown paper. Then in 1939, 
Alex Steinweiss became the Art 
Director of Columbia Records, and 
it was he who has been accredited 
with the creation of cover art. The 
aim was simple: create visually 
exciting packaging to lure the 
consumer – and it revolutionised 
the record business. 

At first, covers were designed 
as miniature posters with eye-
catching graphics, distinctive and 
vivid colours and creative original 
typography. The first album 
cover Steinweiss designed was 
for a 1939 collection of songs 
by Rodgers & Hart. It depicted 
a theatre marquee with the 
composers’ names spelled out 
in theatre lights that pivoted on 
a centre red axis. Simple? For 
sure – but it worked. Sales of 
records with illustrated album 
covers sky-rocketed by up to 
nine-hundred percent, and 
throughout the forties and 
fifties, Steinweiss’ artwork 
graced the covers of more 
than 2,500 albums.

Creating cover art 
can be looked at in the 
same way as creating a 
brand. Perception and 
image are paramount, 
and cover art focuses on 
just the same concepts. 
The term ‘brand’ is the 
generic given to a design 
or symbol differentiating 

one seller’s goods from another, and these 
rules apply to cover art too. An artist or designer 
has to ask themselves, “Does it grab the audience’s 
attention? Does it speak about the content? Does it 
make someone want to pick up that album? And most 
importantly, does it make someone want to buy it?”

Of course, it wasn’t until the psychedelic ‘60s 
that cover art really came into its own. The sixties 
was the decade of exploration and experimentation. 
It was a decade of enormous cultural change, and 
album covers were a visual expression of that change 
as characterised by the music contained therein. 
Album covers became a gateway into the artists mind 
– a quick and easy way to make a statement to an 
audience – and a superb marketing tool as a result.

It is said that you shouldn’t judge a book by its 

From Karl Marx to Shirley Temple and Oliver Hardy to Diana Dors, the cover of Sgt. Pepper’s Lonely Hearts Club Band has a celebrity to 

account for every taste!
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cover, but it was completely within the rules to judge 
an album by its artwork.  Consequently, bands took 
their album covers every bit as seriously as their music, 
and cover art became an art form in its own right.  
Budgets spiralled as the cover became a platform 
upon which an artist could become established.  
Album sleeves could interest, coerce and compel the 
browser into buying the product even before knowing 
the band or musician, let alone what kind of music 
they played.  As a result, album covers shaped the 
music we listened to. 

Artists such as Peter Blake and Roger Dean 
produced some of the most compelling cover designs 
of their time, but perhaps the most celebrated was the 
design team at Hipgnosis. 

Comprising the 
flamboyant personalities of 
Storm Thorgerson, Aubrey 
Powell and latterly Peter 
Christopherson, Hipgnosis 
was founded in South 
Kensington in 1968 when 
friends from Pink Floyd 
approached them to design 
the cover for the band’s 
second album. Focused on 
creating the ‘normal but 
not’, their approach has been 
described as ‘incongruous 
and curious’. They aimed to 
create a visual puzzle, and 
were so successful in doing 
so that bands such as Genesis, 
Yes, Led Zeppelin, UFO, Black 
Sabbath, ELO, Wishbone Ash – 
huge icons of their day – sought 
out their creative genius.

One of the most 
recognisable and iconic images 
produced by Hipgnosis is the 
artwork they created for Pink 
Floyd’s album Dark Side Of The 
Moon. The prism/pyramid design 
represented the themes of the 
album, such as choice, conflict 
and the passage of time. It’s been 
hailed as one of the best album 
covers ever and helped Dark Side 
of the Moon to become one of 
the biggest-selling and longest-
charting albums of all time, with 
sales to date of more than 50 million 
copies worldwide.

Of course, every music fan has 
his or her favourite album cover design. One of the 
most best-known and most popular is The Beatles 
Sgt. Pepper’s Lonely Hearts Club Band. Created by 
Peter Blake, its elaborate cover was composed of life 
sized cardboard cut-outs of various artists, musicians 
and celebrities, people classed as inspirational or 

For Dark Side Of The Moon, Pink Floyd’s Rick Wright asked designer Storm Thorgerson to produce something ‘simple and dramatic’.   

The response was one of the most instantly recognisable album covers ever
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influential to the Fab Four themselves. 
It cost some $5,000 to produce the image, an 

astonishing amount in those days, but money well 
spent as the album has cemented itself as one of the 
most definitive of its generation. It was the first to 
contain song lyrics and cut-out inserts, features which 
have since become collectable artefacts in their own 
right. Sgt. Pepper’s shows clearly how aware The 
Beatles were of the importance of cover art – witness 
the infamous Paul McCartney death conspiracy. The 
fact that characters on the cover stood looking down 
on a grave spread and encouraged rumours, and gave 
publicity to the album as a result. 

But the world 
changes. And so too – 
necessarily – does the 
character of cover art.

Vinyl and even 
CD, the record album 
is rapidly becoming 
a relic of the 20th 
century. Today we have 
the digital era, where 
people are opting to purchase their music online. To 
buy or listen to music takes a simple click of a mouse. 
And as a result, many no longer care about the vessel 
the music’s carried in. The 12 inch canvass of the 
album cover, the 14x12 centimetre canvass of the CD 
case - together, they’ve been replaced by a 150 pixel 
square image on a mobile phone or an iPod screen. 
So why would artists spend time and money on an 
image so tiny? 

Detail is important, remember, and some of 
the most iconic and conceptual album covers have 
been made up of minute details. Would you be able 
to recognise the faces on the Sgt. Pepper album 
cover on an iPhone? Or be able to tell that Paul 
McCartney is walking across Abbey Road wearing no 

shoes? Unlikely. The full effect of these images, and 
an understanding of the concepts they are there to 
portray, is only reachable when the artwork is viewed 
at a sensible size.

So what does this mean for cover art? Evolution. 
The purpose and character of the album cover 
has to evolve. How? Yet to be decided; the music 
industry recognises the importance of keeping up 
with technological advances and cultural shifts, but 
as yet the role that cover art and packaging plays in 
digital music sales remains uncertain. The music once 
contained between the covers now has to stand on its 
own two feet, without a visual message or marketing 

lure to support it.
One thing is 

for sure, though.  
For many, the 
advent of the digital 
world is a positive 
development.  It’s 
quick, efficient 
and makes music 
quicker and easier 

to distribute.  Many would argue that it makes 
music more accessible.  And it saves money on big 
production processes. 

But for those lucky enough to witness first-hand 
the revolution of cover art, the advent of digital means 
they’ve lost a friend. 

Iconic. It’s a word that applies to an elite group of 
designs: the Coca-Cola logo; the Michelin Man; the 
V8 badge on the front of a Scania.  All have immediate 
visual appeal.  And all speak volumes about the 
delivery of the product to which they relate.

That’s what the prism and pyramid did for Pink 
Floyd’s Dark Side of the Moon.

Cover art: simply too important to be allowed  
to die ...

A dusty needle, scratchy 
vinyl and a classic cover. 
Happy days!

For those lucky enough to 
witness first-hand the revolution 
of cover art, the advent of digital 

means they’ve lost a friend
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How the British weather contributed to the 

creation of an iconic album cover

It could all have 
been so different…
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It was the album that put David Bowie (not to mention 
Heddon Street, London W1) on the map.  And for 
millions of music fans worldwide, The Rise And Fall 
Of Ziggy Stardust And The Spiders From Mars rapidly 
became the must-have vinyl of 1972.  

But while Bowie, resplendent in electric blue 
jumpsuit, strikes his now-iconic guitar-slinger pose 
amid cardboard boxes and other assorted refuse 
outside the premises of furrier K. West, just exactly 
where were the Spiders From Mars?

“Inside, keeping warm,” according to artist Terry 
Pastor, the man who 
retouched a photograph 
to create the cover 
illustration.  “Apparently 
it was the middle of 
winter, cold and damp.  
When Brian Ward, the 
photographer, suggested 
the band went outside for 
a picture, they all refused 
except for Bowie – who 
was prepared to catch 
a cold for art’s sake!  So 
had it been summer 
instead, that photo could have been very different 
indeed…”

Terry goes on to explain that prior to Ziggy 
Stardust, Bowie was a relatively obscure artist:  “Even 
though Hunky Dory, another album for which I 
produced the cover, came out earlier, its sales didn’t 
really take off until Ziggy Stardust was released.  In 
fact, in the early days I recall being in a pub near my 
studio in Covent Garden with David several times and 
he went totally unnoticed.  Another time in the same 
pub I was with record producer Tony Visconti and 
singer Mary Hopkin.  People were whispering to each 
other, ‘Look, that’s Mary Hopkin’, but after the release 
of Ziggy Stardust that all changed for David Bowie.

Unsurprisingly, Terry Pastor sits shoulder-to-
shoulder with those who lament the demise of the 
album cover.  “It’s all a bit sad, really,” he says. “CDs 

are so small I can barely read the text on them; you 
can do so much more with a gatefold album cover.  
And nowadays it’s just about downloading album art 
to your MP3 player. Not much fun in that.  

“From my point of view as an illustrator, albums 
represented freedom from the rigours imposed upon 
me by the admen, who I worked for the rest of the 
time.  They tied up everything so precisely in their 
brief, there was little room for creativity on my part.  

“But album covers were completely different; you 
were largely let off the leash to do whatever you liked.  

Some artists, Bowie 
included, had great 
ideas, but there was 
still plenty of creative 
freedom.”

Terry Pastor began 
working for David Bowie 
more or less by chance: 
“I  shared a studio with 
another artist friend who 
was a schoolmate of 
Bowie’s.  David asked 
him if he could produce 
an illustration for Hunky 

Dory.  He replied it wasn’t his sort of thing, but that I 
might be able to help.  And that’s how it started.  With 
regard to the Ziggy Stardust cover, the original photo 
was actually taken in black and white, and it was quite 
flat too.  So I coloured it up by hand – no computers in 
those days – to add a bit of drama to the scene.”

I received a phone call from David one evening 
at my studio asking how the cover was going. I told 
him I had finished the front of the album and had just 
started working on the back cover, which shows him 
inside a telephone box.  ‘Wow,’ he exclaimed, ‘I didn’t 
know there was going to be a  back cover as well – 
can’t wait to see it!’” 

And what did David Bowie make of the result?   
“I don’t actually know,” replies Terry.  “I just handed 
the artwork back to Tony Defries, his manager, and 
that was that...”

You can find Terry Pastor’s work, including more  
Bowie art, at www.terrypastor.co.uk
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