Personality Profile

Helping remove foundry
finishing bottlenecks

As a leading company in the finishing sector the Wheelabrator group makes an

important contribution to the effective operation of the metal casting industries.

lo get a closer insight into the operations of the group Cast Metal & Diecasting

Times asked Mike Speak, Wheelabrator Group UK General Manager, to talk

about Wheelabrator and his role in it. We started by asking him to outline the

Wheelabrator background.

Mike Speak., Wheelabrator Group UK General bManager

Mike Speal: As a major supplier of shothlast
associated  equipment,
Wheelabrator's interest in the metal casting
industry goes back over 100 vears. Earlier this
vear, our parent company, the International
Surface Preparation Corporation, gave seven
of our UK brands a united new corporate
identity under the of Wheelabrator
Group, Our aim in adopting the new identity
i5 1o siress our respected family of 1echnolo-
gies provides a total service for all customers’
surface preparation requircments, Whatever
the application, we are able 1o find the right
solution, by drawing on the experience and
expertise of the other brands in the group, if
need be. Currently, the tarnover for the entire

machines and

name
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Wheelabrator Group 15 5250 million with an
employee base of 1225 worldwide, We have
eight product centres located in the USA,
Canada, France, Germany, Poland, Italy and
the UK.

CM&DT: What is your job role and what
career path led you here?

MS: My position at Wheelabrator is UK gen-
eral manager with specific responsibility for
the manufacture of air and wheelblast equip-
ment. I am based at our Ossett site, near
Wakefield, but [requently travel w our differ-
cnl facilities  in slough,  Coventry,
Birmingham and Altrincham.

On leaving school, T began my carcer as a

Cast Metal & Diecasting Times

toolmaker in the valve industry before moving
1o be a trainee technical sales engineer with a
major blast cleaning manufacturer. I joined
Tilghman Wheelabrator in 1984 as a product
manager responsible for the introduction,
development and sales of small compact
wheelblast equipment to the UK market. In
1988 [ moved onto export sales, before taking
on the role of general manager in 2001,

CME&DT: Which of vour products do you
feel are important for foundrymen to con-
sider when purchasing or updating equip-
ment?

MS: The foundry industry should be consid-
ering a higher degree of automation, when
specifying shothlast cleaning and finishing
cquipment. In particular, Wheelabrator has
the ability to offer hi-tech robotic handling
systems, which help to reduce production bot-
Henecks and assist labour inlensive-processes.
Also, our modernisation
Wheelabrater Plus, works with companies o
existing

division,

uperade
cquipment, minimising cost and disruption
whilst capitalising on the investment already

devise programmes  [or

made.

CM&DT: How do you manage? Do you del-
egate? What team do vou have in support of
you? Who do you report to?

MS: | manage a team ol 20 very experienced
and specialised people, covering new equip
ment and aftermarket services, which works
out of two manufacturing, three sub-contract
sites, and two regional sales offices. I report to
Andrew Carmichael, who s our International
general manager, based in Altrincham

CMEDT: Wheelabrator comprises a nume-
ber of former well known brand names, such
as Tilghman and Spencer Halstead., Are
these names to continue? Are there changes
you can share?

M5; Across Europe, there are several well
known prodoct and service names, Our num-
ber one brand is Wheelabrator, but cur other
product names will always exist:

Abrasive Developments (UK)

Gutmann (Germany)

Matrasur (France)

anghorn Europe (Ttaly)

Schlick (Germany)

sisson-Lehmann (France)

Spencer Halstead (UK)

Wheelabrator Berger (Germany)

Vacu-Blast (UK)

CME&DT: What are your objectives over the
next few years? Can you share vour strategy
to achieve the objectives?

M5 We are the world’s largest surface
preparation machine manufacturer. We strive
1o prowvide the right technical solution for our
customers’ needs. We have identified aero-
space, automotive and medical as our three
prime areas ol growth in the UK. In these sec-
tors, we will drive more technological innov
ton,

October/Movember 2005






