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Rising middle-class

Funky business

Trade finance

The world’s middle class is set to
double by 2030, with two thirds of it
in Asia. Alberto Silini, Head of Consultancy
Export at Switzerland Global Enterprise,
points out that as export opportunities
increase, so does local competition.

The enfant terrible economics professor and best-selling author Kjell A.
Nordström believes Switzerland has what
it takes to flourish in a new urban era but
warns of the risks posed by conservatism
and isolationism.

Swiss companies have a tradition of resilience and adaptability that is allowing them to find suitable trade and export
tools to navigate current challenges in the
global market. Trade and Financing experts
share their insights.
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80 years supporting Swiss foreign trade

S

ince 1935, the Association of
Swiss Foreign Trade Chambers,
SwissCham, has served the interests of the Swiss foreign trade Chambers in Switzerland and abroad, as well
as Switzerland’s international economic relations in general. Its 45 members
represent a global network of close to
10.000 companies, active in more than
100 countries and present on all continents. These bilateral Chambers are
private, non-commercial organisations,
promoting economic and trade relations
between Switzerland and the respective
partner country. Under the umbrella of
SwissCham, they create the largest platform with active know-how for Swiss
companies doing business abroad and/or
foreign companies interested in Switzerland as a business investment location.
Each Chamber locally supports companies and individuals in doing successful business in both countries. They
maintain and strengthen contacts with
government authorities, institutions and
trade associations to represent the eco-
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nomic interests of their members. The
members of each Chamber benefit from
a wide range of services and activities
with the aim of facilitating business,
fostering investments and increasing
mutual understanding between countries. Their platforms are effective in
creating new business contacts, building
networks and staying informed on economic matters.
As non-political and non-commercially driven associations, they serve as
a neutral entity with a deep understanding and know-how of the local business
environment, the opportunities, dangers
and pitfalls. They are therefore an ideal
source of essential information, guidance and second opinion in the respective markets. They also serve as ‘door
openers’ to potential business partners
and government contacts, and give support as hands-on-practitioners in creating efficient and cost-effective business
events and services for their members.
Swiss companies and especially SMEs
face serious challenges in various areas,

Susan Horváth,
President SwissCham.

45 member
chambers
represent a
global network of close
to 10.000
companies,
active in
more than
100 countries
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not only since the global financial crisis. Innovation and quality are the driving forces for survival and key assets in
keeping up the highly esteemed brand of
‘Swissness’. Yet, the strong Swiss currency and increasing regulations, along
with administrative burdens, decreasing
margins, and implementation difficulties
regarding free-trade agreements all put
pressure on companies trying to retain
a stable business. Planning of resources,
liquidity and investments, staying costeffective and increasing efficiency become even more difficult in a business
environment that is marked by ongoing
fierce competition, whether in the Eurozone or the domestic and global market.
Turn to, or join your local Chamber to benefit from a platform of
combined resources to master the
challenges now and ahead, no business can do alone!

Susan Horváth
President, SwissCham
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A WORD WITH...

...Tim Guldimann
Diplomat and Political scientist, former Swiss Ambassador to Berlin and Tehran
Relations between Switzerland
and the EU are strained. How
can the mass-immigration initiative be implemented?
The government has three options.
Firstly, implement the new constitutional article and fulfil the popular
verdict; this would violate our bilateral treaties on the free movement of
people. Brussels might not cancel other treaties at once, but future relations
would be at stake, seriously harming
investment conditions. Secondly, Bern
can exclude EU citizens from the new
article, which is not advisable. I’m for
a third option – a new referendum to
replace the article with a new bilateral
arrangement with the EU.
With the refugee crisis, Europe
stands at a historic turning point.
What is Switzerland’s role?
Switzerland is part of Europe, not an
island. So far the refugee crisis is not
reaching us in big numbers, but it’s in
our interest to be part of a European
solution and respect our humanitarian principles, while restricting nonrefugees.
The current exchange rate
makes production in Switzerland
expensive. What to do?
This isn’t a cost problem. We have to
make sure that we stay ahead of competitors technologically to compensate for labour costs. Innovation is
key. We must invest in education and
R&D. We already have a high R&Drate, 3% of GNP, but our neighbour
Baden-Württemberg invests more
than 5%. Competitors don’t sleep.
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SWITZERLAND GLOBAL ENTERPRISE

The rise of a new
consumer-power
The issue of the growing middle-class in
emerging markets is becoming one of the
most vital challenges for Swiss exporters.
But the fastest growing market is not necessarily the most suitable one.

D

ue to the rapid growth of economic power and population
in emerging markets, more and
more people around the world have an
income between $1.000 and $12.000
annually. By 2030 the worldwide middle-class will have doubled from 2.5 to
5 billion people, two-thirds of whom
will be living in Asia.
Furthermore, Switzerland and the
EFTA are currently negotiating a freetrade agreement with the ASEAN countries of Indonesia, Philippines, Thailand
and Vietnam. ASEAN is one of the most
attractive growth regions worldwide
with a potential for development that
offers unequaled opportunities – 600
million inhabitants and a middle-class
consisting of 50 to 60 million solvent
consumers year in, year out.
According to a recent study, ‘Free
Trade Ahead – Vietnam, Indonesia,
Malaysia / The Savings Potential of the
FTAs for Swiss Exporters’, conducted
by Switzerland Global Enterprise, Swiss
firms would save more than $80 million annually if the free-trade agreement
with Indonesia, Malaysia and Vietnam
could be finalised.

Sales prospect: ranging from
chocolate to communal vehicles
For Swiss firms in the consumer goods
industry, ASEAN and other emerging
markets offer opportunities for substantial growth due to their growing
middle-classes. Spendings for groceries will increase by 9% annually in the
10 biggest ‘rising middle-class’ markets,
for example. The new fast climbers are
increasingly adopting western food patterns in their processes, and increasingly
prefer meat, cheese, milk and wine to
traditional dishes.
Additional factors that are encouraging big transformations in a lot of fields
are the digitalisation and urbanisation
of the global city population, which is

Alberto Silini, Head
of Consultancy
Export at S-GE.
Photo: Benjamin Hadad

set to grow to 72% by 2050. The infrastructure of these rapidly growing cities
has to be equipped massively.
Therefore, alongside the consumer
goods industry, Swiss industrial exporters
can also profit greatly from the rising middle-class, and in many different sectors.
From medical engineering and ICT to
traffic engineering, the annual spending in
the 10 countries with the biggest growing
middle-classes will increase by 8% to 9%.

Trade
between
emerging
markets has
increased

Calculated market entry:
no Asia-automatism
Putting these manifold opportunities
into practice constitutes a big challenge,
especially for an SME. This is not only
because most of the emerging markets
with growing middle-classes are complex
to enter in terms of regulation and cultural difference. The rise of the middleclass also means that the local economy
is developing to the extent that it offers strong competition. Trade between
emerging markets has increased by up to
a third faster than trade between western
countries and emerging markets. Chinese companies, for example, are wellaccustomed to their domestic markets,
and benefit from shorter transportation
routes. China’s advantage here extends
to the whole region, as it has a free-trade
agreement with the ASEAN-countries.
The fastest growing market therefore
is not automatically the best-suited one
for a Swiss exporter. Depending on sector and product category, it is necessary
to check if the opportunities outweigh the
risks resulting from global competition.
WRITTEN BY ALBERTO SILINI

YOU WANT THE MOST
INTERNATIONAL
BANK? WE TAKE THAT
PERSONALLY.
If you want to start or expand your business in the international growth
markets, you need a well-connected, financially stable bank with a
long-term orientation.
With operations in more than 70 countries and access to almost 90%*
of all global trade, the HSBC Group is one of the most international
banks in the world. And at the same time, one of the most personal.
Your local relationship manager is your gateway to a world of
opportunities. Take advantage of our unique knowledge of different
cultures, languages and economic structures and experience our
willingness to work with you to realise your long-term business goals.
What can HSBC Commercial Banking do for you?
www.business.hsbc.ch
Tel: +41 (0)44 289 23 76
HSBC Commercial Banking in Zurich and Geneva

* UNCTAD July 2014
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TRANSATLANTIC FREE TRADE

Swiss firms need a level playing field
Trade agreements have a long
history. Their purpose, though,
has not changed up to this
day: free-market access as a
means to promote expansion
of the economy.

A

s early as the Middle Ages, Portugal and England agreed upon
a two-way trade between their
merchants. Their economic performance amounted to just over 1% of the
global GDP then. Today, almost 700
years later, a significantly more substantial treaty is being negotiated: a transatlantic free-trade zone between the USA
and the EU. The so-called TTIP (TransAtlantic Trade and Investment Partnership) would encompass almost half of
the global economic performance and
one-third of the international trade.
Amongst other things, the TTIP negotiating parties want to remove tariff
and non-tariff trade barriers to facilitate
transatlantic trade of goods and services

Monika Rühl, Director
of Swiss Business
Federation.

between the EU and the United States.
The negotiations that began in 2013 have
concluded its 11th round this October.
For Switzerland, the treaty between its
two most important foreign-trade partners is of vital importance. In 2014 Swiss
companies exported more than two-thirds
of their products to those two economic
regions (exports at 67.1% and imports at
79.3%). At the same time, US and European companies have successfully invested in Switzerland; economic relations are
close. If Switzerland, being a small and
open economy, wants to protect its wealth
and workplace, it is dependent on free access to the most important markets. This
free access is ensured by free-trade agreements and bilateral treaties.
Against this background, it is clear
that a successful closing of an extensive
agreement on trade and investment between the USA and the EU would have
a drastic impact on Swiss firms. Should
TTIP reach its goals, companies domiciled in Switzerland are at risk of falling
behind their competition in the EU or

For Switzerland, the treaty
between its two most important foreign-trade partners
is of vital importance
the US. This would not only affect international enterprises, but most of all,
many SME, too. Quite often they generate revenues as component suppliers for
customers in Europe or the US.
With the recent and successfully concluded negotiations about a transpacific
free-trade agreement (TPP) between the
USA and 11 countries bordering the Pacific Ocean, proactive Swiss trade policy
is becoming more and more important.
Swiss firms need a level playing field to
successfully hold their own against global
competition. This was the guiding principle for the trade agreements in the late
Middle Ages, and it still applies today.
WRITTEN BY MONIKA RÜHL, DIRECTOR
OF SWISS BUSINESS FEDERATION

EMBA

Executive Master of Business Administration
Certificate of Advanced Studies (CAS)

Marketingmanagement und Verkauf
Certificate of Advanced Studies (CAS)

Marktorientierte Betriebswirtschaftslehre

„Unser EMBA ist sehr innovativ: Führende Dozenten aus Forschung und Praxis, offen auch für
Nichtakademiker und modular aufgebaut — mit
drei aus vier CAS-Lehrgängen zum universitären
Master.“
Prof. Dr. Harley Krohmer
Dekan der WISO-Fakultät der Universität Bern

Certificate of Advanced Studies (CAS)

Onlinemarketing und Social Media
Certificate of Advanced Studies (CAS)

Auskunft und persönliche Karriereberatung:
Prof. Robert Hasenböhler, Leiter Weiterbildung
Tel. Büro: 031 631 45 41, Mobil: 079 301 78 94
robert.hasenboehler@imu.unibe.ch

Markenmanagement und Kommunikation
www.imu-weiterbildung.ch
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GLOBAL BUSINESS SCENE

Switzerland cut out for new urban era
With its inherent diversity of cultures and languages as well
as a long tradition of international trade, Switzerland has
huge advantages on the global business scene.
There are, however, caveats – a tendency towards conservatism and isolationism are potential threats to Swiss success
in a world where change is rapid and inevitable.

T

he Swedish enfant terrible of
economics, associate professor,
writer and sought-after public speaker Kjell A Nordström, sees
many similarities between Switzerland
and Sweden. Both have economies that
are heavily dependent on exports and
industries that have skilfully capitalised on the head-start provided by the
countries’ neutral status in both World
War I and World War II.
“Both are known for high quality,
high-tech products at the upper end
of the value-chain,” says Kjell A Nordström. “But whereas draconian taxation policies in Sweden for a long time
put a severe strain on small and medium-sized companies and promoted
large corporations, Switzerland has a
very strong tradition of small enterprises. These companies are tremendous assets for Switzerland. It is the SMEs that
create the new jobs and the most innovative products.”

Conservative lifestyle
A potential challenge in a long-term
perspective, however, is Switzerland’s
mostly traditional stance on lifestyle
and gender issues, according to Kjell A
Nordström. He compares to California
and the Nordics, which are often at the
forefront of modernity with an industry
that is quick to cater to new customer
needs. In his latest book, Urban Express, Nordström, co-author of the international bestsellers Funky Business
and Karaoke Capitalism, points to how
the world is being transformed by rapid
urbanisation, with women at the helm.
“Women are not only asserting their
rights, they are at the very forefront of
the new world,” says Nordström, who
calls the new generation of women ‘urbanistas’. “At school, girls are the ones
getting the highest marks, they are increasingly in the majority getting university degrees and soon they will be in

charge of running companies, boardrooms and society as a whole. There is
an ongoing feminisation of capital and
ownership. Businesses need to be alert
or they will pay a high price.”

Isolationism a threat
Compounding the issue of conservatism
is the increasing Swiss tendency towards
isolationism, reflected in the result of
the referendum on ‘mass immigration’.
“Relative isolation is never a good
idea and I am certain that in the longterm we will see that societies with generous immigration policies will profit
greatly,” emphasises Nordström. “Diversity brings vitality, new ideas and innovative force.”
Yet another challenge, which Switzerland shares with many other nations, is changes in the finance industry.
The sector is on the threshold of enormous structural changes, with automated processes taking over and small,
innovative players challenging traditional banks and other financial institutions. “We will see a whole new
financial landscape in the not-too-distant future,” says Nordström. “The finance sector faces changes of a great
magnitude, and needs to find new solutions and competitive edge in order to
assert itself.”

Kjell A Nordström,
Economics Professor.
Photo: Micael Engström

Huge capacity
That said, Kjell A Nordström sees tremendous merit in Swiss society and its
way of life. With its blend of languages and cultures, stable civic institutions
and praxis of finding its own, highly individual solutions in international political and economic contexts, Switzerland
has a huge capacity to remain successful
on the global arena.
“In so many ways, Switzerland is
perfectly cut out for the new era that I
foresee,” he says. “We are moving away
from the traditional concept of nation

We will see
a whole new
financial
landscape
in the nottoo-distant
future

states and towards bustling, dynamic
hubs that transcend country borders.
I think this should come naturally to
Switzerland with its distinct regions that
orient themselves towards neighbouring
areas in surrounding countries. With its
strong entrepreneurial spirit, in-depth
knowledge of the international market
and willingness to venture out in the
world, Switzerland has everything it
takes to do well.”
WRITTEN BY CRISTINA LEIFLAND
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LegaL iSSueS

Judiciary challenges in Asian markets
Setting up business in the expansive and
exciting asian market can offer tremendous
opportunities and rewards. However, there
are a great number of judiciary pitfalls.
Prudence is strongly advised for western
companies that are not familiar with the
idiosyncrasies of the various legal systems.

T

he biggest judicial problem in
dealing with Asia is the many
different ways in which the rule
of law is applied. Western Europeans
have a hard time adjusting to the discrepancies resulting from these disparities,” says Urs Lustenberger, President
of the Swiss-Asian Chamber of Commerce (SACC) and doctor of law.
Urs Lustenberger points out that
even highly developed Asian countries
such as Japan, South Korea and Singapore pose significant legal challenges to
a western enterprise seeking to establish itself on a local market. “It is not
unusual for the rule of law to be applied with different flavours for foreign
companies compared to domestic ones.
There is a strong home bias as well as a
bias towards those who have good local networks. The well-connected have
a considerable advantage,” he explains.
“When it comes to the likes of Cambodia, Myanmar and Laos, one must remember that these countries are still in
the early stage of the development of a
civic society. Therefore the application
of the rule of law is a fairly new concept that does not permeate all aspects
of everyday life.”
Before entering into an Asian market,
companies are well advised to do their
homework and to avail themselves of a
good local contact who knows the business and has extensive connections to
local decision makers. Typical problems
that may arise include conflicts in the labour market and controversies about intellectual property. Once a legal dispute
arises it can drag on for years and become very costly.
“Typically, the outcome of litigation
is very unpredictable and because of a
certain home bias the court may often
not rule in favor of the foreign party,”
says Mr. Lustenberger. “It is often essen-

Urs Lustenberger,
President of SACC.

Philippe M. Reich,
Vice Chairman of
SICC.

tial to try to avoid being pulled into legal disputes, as it can mean the end to a
business venture.”

Arbitrary implementation
One of the fastest growing markets today is India and a great number of Swiss
companies are setting up shop in this
bustling economy. On the surface, the
judiciary system of India may seem familiar ground as it goes back to the British system and appears to have all the
legal institutions and body of laws in
place. But this is deceptive.
“The implementation of the law
is often arbitrary,” says Philippe
M. Reich, Vice Chairman of the
Swiss-Indian Chamber of Commerce (SICC) and partner with
Baker & McKenzie. “Also, India
has had a planned economy ever
since independence, which means
that it is extremely over-regulated, with
a great many different regulatory levels and a lot of confusion about the interplay between these and which set of
rules apply. India consistently ranks low
in ease of business and corruption rankings and many SMEs underestimate the
difficulties they face on the ground.”
Legal problems often arise at the
very start of doing business with India.
Something as basic as the transfer of
money can get a business into trouble.
“Lots of regulations kick in the moment you start to invest. We see many
companies that have barely begun their
business venture, yet they may have already violated the rules and face a potential lawsuit. Taxation is another
headache. We always tell companies
that whatever time plan they have,
it will take much longer to get all the
approvals and licenses they need. It is
essential to dedicate enough senior management time,” says Philippe M. Reich.

It is not unusual for the
rule of law
to be applied
with differProne to litigation
ent flavours
Most foreign companies will enter the
Indian market as a joint venture with a
for foreign
local partner as in many sectors it is still
companies
not usually possible for a foreign investor to own 100% of the business. Due
diligence is paramount, but even with
that out of the way there is a high risk
of litigation if things go sour or when
the partnership is terminated. Philippe
M. Reich explains:

“Indian partners are very prone to
litigate and the process can go on forever. As a general rule, foreign companies are at a great disadvantage and
are often forced into settlements that
may not be fair, especially in the lower courts. It is typical of developing
economies that there is a lot of homeground favouritism.”
That said, expanding into the Asian
market is usually successful. An excellent starting point is to make use of
the extensive networks and know-how
of the various chambers of commerce,
where legal expertise is readily available
and legal challenges can be addressed in
a timely fashion.
WriTTen by CriSTina LeifLand

In mechanical engineering as well:
Aside from consumer and capital goods,
SERV covers the export of services.

Exports? Make them secure.
SERV – for financially secure exports and improved liquidity
Is there a risk that your contractual partner abroad is suddenly unable or unwilling to pay for your delivery or service? Do you have the
potential to land a new contract, but lack liquidity for the production
of the export goods? SERV covers political and commercial risks of
exports to prevent defaulting on payments. Furthermore, it helps
enhance exporters‘ and service providers‘ liquidity.

SERV Swiss Export Risk Insurance
+41 58 551 55 55
info@serv-ch.com
www.serv-ch.com
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IN 2018, “THE CIRCLE” WILL BE THE DESTINATION FOR LIFESTYLE AND BUSINESS – JUST STEPS AWAY FROM THE TERMINALS.

Various cultural events as well as a lively gastronomy
scene create a unique and amazing meeting place.

Presentation stages for companies and brands create
a cit y center atmosphere.

Ample office spaces with a view over the park and a
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gloBal energy growTh

An evolving energy market
The world energy outlook’s new Policies Scenario foresees
a 37% increase in energy demand by 2040. yet annual growth
in demand will slow compared to recent decades, mainly because of energy efficiency gains

B

y 2040, the world’s energy supply will divide roughly into four
parts: oil, gas, goal and low-carbon sources. The global middle-class is
expected to represent more than half
of the population by 2030, profoundly
affecting energy demand through increased infrastructures, electrification
and urbanisation.
Despite strong growth, energy use per
capita in 2040 in non-OECD countries is
forecast to be well below the 1970s’ average of OECD members, thanks to technological progress and improved energy
efficiency. Wind, solar and biofuels are
the fastest-growing energy sources and
should account for nearly 4% of global
energy demand in 2040. Use of biofuels
is set to more than triple and represents
8% of road-transport fuel demand.

Fossil fuels
Air pollution and climate policies in the
US, China and Europe will slow global
coal demand, while China, India, Indonesia and Australia alone will account for
over 70% of global coal output by 2040.
The share of natural gas in total interregional fossil-fuel trade is expected to

rise by a quarter, with strong Asian demand driving a 40% growth in the coal
trade. The New Policies Scenario sees
oil demand rise 14 mb/d by 2040, despite energy efficiency and fuel-switching policies. The demand growth comes
entirely from non-OECD countries: for
each barrel of oil eliminated from demand in OECD countries, two additional barrels of oil will be consumed in the
developing world.
As Asia Pacific and the Middle East
increase global gas use, it will level with
coal as the second-largest fuel in the
global energy mix after oil. Within the
OECD, US gas demand will grow to 900
bcm by 2040, while Japanese consumption drops as nuclear reactors are gradually restarted. Gas production increases
in every major region except Europe,
with unconventional gas accounting for
almost 60% of the growth and China
registering the fastest gas output growth
among major producers.

Barbara MöckliSchneider, Managing
Director SwissCham.

er sector and non-OECD countries accounting for the bulk of it. Renewable
electricity generation nearly triples, overtaking gas as the second-largest source
and surpassing coal as the top source after 2035. Rapid expansion of wind and
solar PV raises fundamental questions
about whether their design will ensure
adequate investment in conventional
power plants and long-term reliability of
supply. China sees the largest increase in
generation from renewables.

Opportunities

Electricity

Trade in fossil fuels and renewable energy across Asia is booming. China’s initiative, creating sea and land links across
the region, gives it the chance to create
and reopen trade routes. Asia Pacific’s gas production is seen doubling by
2040, driven partly by unconventional
production technologies. It is likely to
supersede Europe as the world’s largest
gas importer.
The challenges and opportunities
of Asia’s transitioning energy economies have consequences for suppliers
and consumers, builders and financiers.
Swiss companies and investors – with
their vast knowledge, cutting-edge technologies and expertise – should consider
carrying out relevant projects and investments in this region.

The New Policies Scenario sees world
electricity demand go up by 80% by
2040 with more than half from the pow-

By BarBara Möckli-Schneider
Managing direcTor SwiSSchaM

Renewable
electricity
generation
nearly triples,
surpassing
coal after
2035
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aSia PaCiFiC reGiOn

Asia still seeks ’Swissness’
The strong Swiss franc has
dented growth strategies
and sales for Swiss businesses in most major markets,
but asia’s hunger for all
things Swiss remains intact.

S

wiss exports to most markets
dropped in the first half of 2015
following the removal of the cap
on the Swiss franc in January. But for
Felix Sutter, President of the Swiss-Chinese Chamber of Commerce (SCCC) and
a partner at PwC Switzerland where he
heads the Asia Business Group, companies should not be discouraged from venturing into Asia.
“We sometimes underestimate how
strong Switzerland as a brand is in
Asia,” he says. “‘Swissness’ is very
much in demand.”
Sutter observes that Asia is often mistakenly perceived as a single market.
He emphasises the importance of understanding each market and knowing
where each country is positioned in the
brand pyramid. “The new middle-class
in Vietnam has just discovered brands
that they can now afford, while in Singapore, the same brands have been established for many years,” he says.
Asia’s rapid socio-economic transition has led to drastic changes in eating
habits. Meat consumption has increased
and processed, sugar-rich foods have
replaced traditional low-fat, fibre-rich
diets. Combined with reduced physical
activity, this has resulted in alarming
numbers of Asians suffering from diabetes and obesity.
Sutter says as purchasing power increases, parents worried by their children’s eating habits are seeking to buy
healthy food. He believes there are relatively easy opportunities for Swiss companies in the food sector because Swiss
food is “a very strong brand”. The increased prevalence of lifestyle-related
diseases opens up possibilities for Switzerland’s pharmaceutical industry too.
Industrial, agricultural and domestic
pollution are also side effects of Asia’s
growth. China’s state media have reported that nearly 60% of the country’s
underground water is polluted.
Sutter believes that Switzerland’s high
innovation capacity and experience in

countering pollution can help to tackle
these problems. “Health, food, the environment and clean tech are all interlinked and there is good business to be
done,” he says.

Commenting on Asia generally, Sutter underlines the importance of preparing for the business environment, which
Swiss companies may find surprisingly
fast, aggressive and competitive.

Malaysia

Keeping learning alive

Southeast Asia, with its young population and rising number of middleincome households, continues to attract
businesses. While Singapore tops the
World Bank’s ‘ease of doing business’
ranking, Malaysia has an impressive
information and communication technology infrastructure and is a popular
destination for SMEs because of its lower costs, central location and pro-business government.
Malaysia has established itself as the
place to produce halal products, which
encompass food, drink, cosmetics,
pharmaceuticals and household items.
“Swiss firms who participate in that can
export not only to Asia, but also to the
Middle East,” says Sutter.

Sutter believes Europeans lack an understanding of the Asian market because
many managers who have experience there
do not share their knowledge with newcomers. “Every 15 years, companies make
the same mistakes because what happened
15 years ago is long forgotten,” he says.
Swiss businesses that succeed benefit
from local intelligence. Sutter recommends that companies work with market-entry organisations.

Free-trade agreement with
China: a win-win situation
Switzerland’s free-trade agreement with
China became effective in July 2014. For
Sutter, it is the most important treaty Switzerland has signed in the last 30 years.
“It’s also about how the two countries interact and help each other,” he says.

Felix Sutter, President of SCCC.

Swissness is
very much
in demand
– especially
Swiss Food

Compliance
Each country has its own regulatory
environment that companies must be
aware of. Strategies that looked good
on paper have failed because they overlooked market-specific regulations.
In many Asian countries, regulations
change quickly and are implemented
retroactively.
But the opportunities are huge. “If
you go out with an entrepreneurial, innovative mindset, you can be very successful,” Sutter says.
WriTTen by Marianne burkhardT
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uzbekiSTan

Uzbekistan woos investors
egy focused on six transport corridors
linking Central Asia with South Asia,
China and the Middle East. “Those railway and motorway networks mean Uzbekistan becomes a transit zone as well
as a market in its own right,” says Salimova, who believes Swiss engineering
expertise would be valuable.

uzbekistan offers favourable conditions to foreign
companies willing to invest.

U

zbekistan is stepping into a
new phase of structural reform,” says Gulnara Salimova,
President and Managing Director of the
Uzbek-Swiss Chamber of Commerce
and Industry (UZSCCI). Key to that reform is the sale of state-owned company
shares, which foreign investors offering
new technologies and corporate management know-how will be able to buy.
When the Republic of Uzbekistan
was established in 1991, its industries
were stranded from supply chains. “The
government made tremendous efforts
to preserve them from collapse, channel them into other markets and establish new supply chains and customer
bases,” says Salimova. “They not only
preserved what they had inherited in the
machine construction, textile and food
industries, they made the manufacture
of finished products possible.”

Diversifying
The government’s economic reforms
and focus on developing Uzbekistan’s
industrial base have resulted in GDP
growth of 8.1%. Agriculture, which
focused almost solely on cotton, now
produces cereal, fruit and vegetables.
Exports are dominated by natural resources, such as gas, gold, oil and cotton, but also include textiles, machinery

www.vzug.com

and automobiles. Salimova says SMEs,
which account for 56% of GDP, have
“grown like mushrooms in the last three
years” and provide 76% of jobs.

Opportunities
Salimova sees great potential for supplying equipment to the food, machine
construction and textile industries.
“Swiss companies could also introduce recycling and waste management
systems and energy-saving technology,
which is a priority,” she says. The government is promoting the production
of pharmaceuticals, household appliances, electronics, clothing, cosmetics
and confectionery, and developing the
mining industry. “For Swiss companies
that can introduce new technologies
and know-how, it’s a booming sector,”
says Salimova.
Mega-projects will further improve
Uzbekistan’s transport and communications. According to the World Bank,
the Pap-Angren Railway Project, which
will link the Ferghana Valley to the rest
of the country, will allow SMEs to expand their market access and stimulate
demand for workers in textiles and the
service sectors. The project is part of the
Central Asia Regional Economic Cooperation Program, which implements
a transport-and-trade facilities strat-

Gulnara Salimova,
President of
UZSCCI.

For Swiss
companies
that can introduce new
technologies
and knowhow

Entering the market
Companies entering the market must
screen potential partners, choose their
banks carefully and align themselves
with the fast-paced business environment. Thinking long-term and defining a
sustainable growth strategy is essential.
“A clear example is Nestlé, which grew
from a small operation to a dominant
force in the market,” says Salimova.
Uzbekistan’s workforce is well educated, and manufacturing, energy and
labour costs are low. Salimova points
out that companies benefit from tax
breaks and free economic zones, and
can be part of localisation or investment programmes.
Free-trade agreements with other
members of the Commonwealth of Independent States allow businesses to sell
their locally manufactured products to a
vast market. “If you come to Uzbekistan,
don’t look at it as a local market with a
population of 30 million but as a hub for
developing your business for a market of
300 million,” says Salimova.
WriTTen by Marianne burkhardT
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iran

New dawn for business
opportunities in Iran
iran makes headlines daily. The world regularly looks upon developments in the country with concern, not least over its gas and
oil supplies, as well as its anti-western convictions. but iran isn’t just a problem to be
dealt with, and now western business representatives are beginning to explore the exciting potential for trade with the country.

I

ran has entered a challenging phase
of change after a landmark agreement about the future of its nuclear programme was reached in July with
the United States and five other world
powers. Hopes that there will be positive development are also growing outside diplomatic circles. A number of
Swiss business representatives are already trying to build relations with Iran.
This is not surprising: with its vast natural resources and more than 80 million
inhabitants, many of whom are well-educated and wealthy, Iran has great economic potential.

Philippe Welti,
former Swiss Ambassador to Iran and
President of ECSI.

Untapped potential

Sanctions kept development at bay
Until very recently, of course, Iran was
excluded from the global community. Philippe Welti, former Swiss Ambassador to Iran and President of the
Swiss-Iranian Chamber of Commerce,
explains: “Western sanctions against
Iran – targeting the country’s financial,
transport and oil sectors – have been
particularly devastating. After years of
robust economic growth, which marked
out Iran as a star economy, the country
fell into a vicious stagflation. A toxic
combination of hyperinflation and economic contraction brought the Iranian
economy to the precipice. In 2012 and
2013, the country even suffered economic contraction.”
Oil and gas exports, which were the
chief source of state revenues and foreign currency earnings, halved. Meanwhile, surgical sanctions on Iran’s
financial sector, including the Central
Bank, prevented the country from accessing global financial markets. “Inflation reached as high as 40%,” says
Philippe Welti, “with Iran’s currency

losing as much as 60% of its value, significantly reducing the purchasing power of its cosmopolitan middle-class. If
not for sanctions, Iran’s economy would
have been 15% to 20% larger today.”

Switzerland
and Swiss
products
enjoy a high
reputation
in Iran

Despite enduring decades of sanctions,
Iran has managed to establish the Middle East’s most expansive industrial
base, standing among the world’s top-15
steel producers, top-five cement producers, and top-15 automobile manufacturers. In recent years, the country has
also ventured into cutting-edge sciences,
ranking highly among leading countries
in the areas of stem-cell research and
nanotechnology – Iran has cemented
its position as the leading Middle Eastern scientific power. Its elite universities,
particularly Sharif University of Technology (Iran’s MIT) and University of
Tehran (Iran’s Harvard), have produced
some of the most competent engineers
and scientists in the world.

Time is ripe to move forwards
Iran’s sprawling industrial and scientific infrastructure, however, needs access
to western technology and capital if it is
to maintain its momentum. Due to sanctions, Tehran had to rely on a shrinking
pool of opportunistic partners, particularly China, India, and Russia, which have
made the most out of Iran’s isolation.

Meanwhile, the Iranian economy has
been in the doldrums, despite the Rouhani
administration’s damage-control reforms.
No wonder that the swift and comprehensive removal of sanctions has been the key
objective of Iran’s nuclear diplomacy; it’s
why Iran has reportedly agreed to significant concessions on its nuclear program.
Now it is important for western business representatives to find out more
about Iran – its business culture and
whether their products and services
would have a future there.
“Switzerland and Swiss products enjoy a high reputation in Iran and it’s definitely worth going there to explore the
market yourself,” says Philippe Welti.
“It’s not just small and medium-sized
Swiss companies that are already active
in Iran; multinationals, such as food giant Nestlé, cement company Holcim
or pharmaceutical company Novartis
have also been present for some time
already.” Bühler, a Swiss engineering
company, has been present in Iran since
1976. Apart from its headquarters in Tehran, Bühler has its own production site
in Astara. “Being present in the country
enables us to provide the best service to
our Iranian customers,” states the longestablished company, which sells mills
and other food-processing equipment to
the Iranian market.
WriTTen by MarkuS r. bodMer
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TRADE FINANCE

Trade finance mitigates risks of in
Swiss export industry is facing many challenges, in the European market
as well as the global arena. However, with reliable and stable trade and
export finance tools, Swiss companies can prepare themselves and overcome trials.

T

he past year has seen both economic and political turbulence
in many parts of the world,
which is having far-reaching impacts on
Swiss exports.
Europe is by far the most important
export market for Swiss companies, accounting for more than half of the country’s exports and totaling 110 billion
Swiss francs. The weak euro and protracted recession in parts of the EU have
created challenges for Swiss industry for
some time. Adding to that, the unexpected announcement by the Swiss National
Bank in January that the minimum euro
exchange of 1.20 Swiss francs would no
longer be maintained abruptly aggravated an already difficult situation.
“Swiss companies are definitely struggling under the burden of the strong
Swiss franc. In the past, contracts were
closed in francs, especially in the machinery industry. Now the situation is
changing, with risk moving towards
the exporter. We have seen a trend
where deals were concluded in francs,
but where buyers subsequently have
requested that the deal be renegotiated to their benefit,” says Stephan Nänny, board member of Swiss Export and
Country Head of Trade and Receivable
Finance at HSBC Zürich.

Stephan Nänny,
Board Member of
Swiss Export.

Regula Oderbolz,
Board Member of
SACC.

Moving production
Some companies are tackling this by
moving production to the Eurozone
and emerging markets and this trend
may accelerate. Companies are forced
into taking a close look at productivity
costs as well as diversification of sales
and structuring their cost base, explains
Regula Oderbolz, board member of the
Swiss-Asian Chamber of Commerce
(SACC) and Head of Trade & Export
Finance at UBS.
“Those companies which have a
strong concentration of distribution in
the European market are currently facing high price pressure and many are
seeking to diversify. When companies

Daniel Schär, Board
Member of SCCC.

move into new markets it is important
to be aware of the specific risks of that
market and to cover these with adequate
trade finance instruments. On the other
hand, many companies are outsourcing production and in this case it is vital
to outsource the right part of the value chain. Parts with high value creation
should certainly be kept in Switzerland
as that is where the advantages of Swiss
production kick in,” Regula Oderbolz
points out.
However, companies may also be able
to benefit from the current situation. Behaving in an anti-cyclical way and taking
advantage of the strong Swiss franc by
making investments in machinery from
the Eurozone may be one way and there
is a range of financing instruments available. The currently low interest rates and
lower handling and energy costs of a new
machine can reduce the cost base.
Swiss companies are by tradition
adaptable and resilient and many are already finding the tools to adapt.
“It came as a big shock to everyone
when the rate of the Swiss franc was set
free and Swiss companies are definitely
feeling the effects of this measure. However, it is important to remember that
this is not a new phenomenon to Swiss
industry. The franc has been very strong
in the past as well, and companies and
their banking partners know how to
compensate for an unfavorable exchange
rate. Dealing with uncompetitive exchange rates has made our industry flexible and strong,” says Daniel Schär, board
member of the Swiss Chinese Chamber
of Commerce (SCCC) and Head Financial Institutions International at ZKB.

Chinese decline
The declining Chinese demand for
goods is another factor that strongly affects many Swiss companies and there is
concern that the turbulence will spread
to other countries. The Chinese devaluation of the renminbi has already pushed
Vietnam into a similar measure and oth-

er countries in the region may follow in
order to stay competitive.
“We are still in a wait-and-see stretch,
but companies are experiencing a decline in the demand for high-end merchandise as people are struggling to
survive day to day. On the bright side,
Swiss companies enjoy the benefits of
the free trade agreement with China and
this gives Swiss industry a tremendous
advantage,” says Daniel Schär. “One
must also remember that China remains
one of the great economic engines of
the world. In a long-term perspective,
Swiss companies will remain committed to the Chinese market. International
trade, after all, is not like the stock market where things go up and down on a
daily basis.”
In spite of worries that the Chinese
decline will spill over into other markets in the region, there are plenty of
examples of markets with high growth
potential.
“India, Indonesia and Pakistan are
examples of countries with great potential, not least because of the demographic situation. Also, we see that
inner-Asian trade is growing, as is demand for quality. The whole APAC-region shows great promise,” says Regula
Oderbolz, adding that Switzerland also
has many other important trade agreements in place or under negotiation in
Asia, with Turkey and South Korea already signed and for instance India,
Thailand and Indonesia in the pipeline. “Also,” she adds, “the US market
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of international trade
the support from banks due to existing
sanctions and without reliable, well-established financial trade tools in place it
may prove to be very difficult for Swiss
companies to take full advantage of
market potential. Also, it is too early to
determine what ramifications the deal
may have on international oil prices.”

Tools and support

remains a very important market for
Switzerland and it is showing increasing
signs of strength.”
Stephan Nänny points out that another interesting development to follow
is the changing situation in Iran following the newly struck nuclear agreement:
“We are already seeing a surge of interest in the Iranian market from Swiss
companies and a number of companies
are in the process of opening up routes
into the country,” says Stephan Nänny.
“It is, however, still a market laced with
big challenges and most likely it will
take a long time until banks and other
financial players venture into it. Lacking

Swiss companies are
struggling
under the
burden of the
strong Swiss
franc

There is a wide range of trade finance
options that mitigate the effects of the
strong Swiss franc and protect against
various risks that a turbulent world
market poses.
“These instruments work to the advantage of both seller and buyer and
which ones to use depend on the market, the industry and the specific trading partner. In developed markets
traditional documentary credits are no
longer as important, but they remain
vital in emerging markets,” says Regula Oderbolz. “Newer instruments, such
as supply chain finance, are increasing
in importance as more and more companies are taking a closer look at their
value chain, to see what instruments can
mitigate the different risks that occur
throughout the chain and how the cash
cycle can be optimised.”
Helping to arrange financing for buyers in emerging markets at the interest
rate of the CHF instead of at the level
of local interest rates is an example of

a finance option that can be very attractive to the buyer. In for instance India,
the local interest rate can be as high as
10%. Stretching payment terms, from
the usual 90 days to 360 or even 18
months is another example of a financing tool that may help to close a deal.
Instruments to hedge currencies have
been in use for some time and there is an
increasing trend to make full use of the
possibilities that these tools offer.
“Traditionally, invoices used to be settled in dollar, euro or Swiss franc,” Daniel Schär says. “But now the Chinese are
pushing the renminbi and it may be a
good opportunity to take advantage of
this. It is no longer exotic currency.”
In order to navigate successfully in
the fast-changing and unpredictable environment of global trade it is of paramount importance for Swiss companies
to have the close support of a knowledgeable financial player, Stephan
Nänny emphasises. “Exporters need
a financial partner with the muscle
and know-how to take on the risks involved in international trade. Also, taking full advantage of the expertise and
networks of various chambers of commerce and organisations like Swiss Export Association and SERV will help
companies to succeed in near as well as
far-away markets.”
WRITTEN BY CRISTINA LEIFLAND
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Global crises increase risk

Caution necessary
Adding to the many global difficulties,
Swiss companies face their own challenges
having to deal with the consequences of
the strong Swiss franc. In this uncertain
market situation, Mr Wight urges exporters to exercise caution. “Swiss companies
need to be aware of the risks involved in
export transactions and to protect themselves against these risks,” he says.
Herbert Wight points out that the
risk of non-payment is not confined to
certain markets or industries. “There
is always the risk of non-payment; any
buyer might go bankrupt or be unable
to pay his order or the exporter might
not be able to fulfil his contract due to

Businesses are getting
strategic about English
and flipping old-school
learning on its head.

Herbert Wight,
Director of SERV.

Today, several crises
affect the
global trade
market

political risk factors,” he says. “That’s
why it is important to anticipate these
risks by using insurance instruments.”
The role of SERV is also to facilitate
trade through finding various financing solutions for exporters, while helping them to maintain liquidity. When a
bank grants a credit to finance an export transaction prior to delivery, SERV
assumes the default risk of the exporter, ensuring the loan repayment to the
bank. That way, the bank does not require any additional collateral and the
exporter’s liquidity remains intact.
“SERV steps in when private export
credit insurances offer no or only insufficient solutions,” Director Wight explains. “This way, exporters can be sure
to get their money at the end of the day
and thus have the necessary security to
accept orders from abroad. Moreover,
this security allows exporters to forgo complete advance payments, which
gives them a competitive advantage.”
WriTTen by CriSTina LeifLand

For more information visit:

T

here is a plethora of insurance
options tailored for exporters.
The public law institution SERV
offers solutions that come into play
where private insurers do not cover, or
only offer partial coverage, and protects
Swiss exporters against default.
“Today, several crises affect the global trade market. Russia has always
been one of the most important destination countries for operations covered by
SERV and as the Ukraine crisis remains
severe we can observe a substantial decline in demand for insurances of exports to Russia. Furthermore, Greece’s

battered economy is far from going into
recovery. Also, the Chinese stock bubble causes additional turbulence on the
global market, as does conflicts with IS
in the Middle East,” says SERV director
Herbert Wight. “On the bright side, the
situation in Iran is improving and represents a glimmer of hope.”

www.ef.com/corporate

at the end of the day, maintaining access to liquidity and
getting paid is at the top of
any exporter’s priorities.
Therefore, insuring exports
against political and del credere risks is of vital importance
to protect against default.

Now Flipped Learning is coming to
English language training for businesses
and it’s making a big impact.
Flipped English Learning is transforming
education across all subjects and at
every level, from school classrooms to
highly intensive professional programs.

FLIPPED ENGLISH LEARNING
C15_Corp_Ad_4.0.indd 1

21/10/2015 10:58

Swiss Trade

www.swisstrademagazine.ch

17

October 2015

INFRASTRUCTURE ABROAD

Big growth, cautious approach
Opportunities abound throughout the world for transport
infrastructure projects, according to Stadler Rail Group’s
Peter Jenelten. Companies wishing to replicate Stadler
Rail’s success abroad should take a conservative approach
to expansion.

W

hen it comes to expanding
abroad, infrastructure companies should take their time
and carefully explore different markets,
partners and opportunities before making a move, according to Peter Jenelten,
Executive Vice President of Marketing
and Sales at Stadler Rail Group.
Infrastructure projects tend to be sizeable in terms of monetary value but also
carry significant risks. Companies often
have to work with new customers, and
each market has its own regulations and
standards. In addition, the infrastructure sector tends to be cyclical, with
spending on projects impacted by the
health of the economy.
Family-owned Stadler Rail has built up
extensive experience in foreign markets
over the past two decades. In the mid1990s, the company decided to expand
beyond the locomotives it manufactured
for industrial applications into passenger
transport infrastructure, such as trams
and trains. As Stadler Rail pushed into
new markets, annual revenue soared
from around 4 million Swiss francs in
1989 to 2 billion Swiss francs in 2014.
Stadler Rail has no ambition to be a
global giant. The company’s focus remains on Europe: Germany and Switzerland still generate roughly half of its
revenue. Nevertheless, it always keeps
an eye out for interesting opportunities
around the world. This ‘cherry-picking’
strategy helps insulate it from the cyclical nature of the infrastructure industry,
according to Jenelten. In recent years,
Stadler Rail has won new contracts in
Brazil, the US, Italy, Hungary, Netherlands, Russia, Sweden, Finland, Serbia,
Estonia, Norway, Poland, and Italy.
“Our business is very cyclical; even
in huge railway countries like Germany
you have periods of procurement,” explained Jenelten in a recent interview.
“That’s why our policy is to be active in
different markets.”
In coming years, he sees “huge demand” for urban transport infrastruc-

ture in the megacities of the world,
including Istanbul and Moscow. Jenelten
also sees growth opportunities in developed markets such as the US and UK.

Inauguration of Stadler Rail
Group production facility
in Szolnok, Hungary in the
presence of Viktor Orbán,
Prime Minister of Hungary.

Lessons learned
Stadler Rail was one of the early entrants into Central European countries
such as Poland and Hungary, which received funding for infrastructure upon
joining the European Union in 2004.
The company has further expanded its
presence in the region, opening a new
factory last year in Belarus, a country
with a strong tradition in industrial production, according to Jenelten.
Contacts made with the SEC Chamber of Commerce Switzerland-Central
Europe proved valuable as Stadler Rail
pushed into Central and Eastern Europe.
“It created a network,” says Jenelten,
who in the past served as president of the
SEC Chamber of Commerce. “You can
talk about the lessons other companies
have learned. This is something that was
really important for us. We still participate today, and perhaps other companies
can benefit from the experiences we had.”
Stadler Rail believes that a conservative approach is the best expansion strategy. The company must first earn the
money before it finances a new investment abroad. Stadler Rail also carefully
screens each project before submitting a
tender, including the company’s chance
at success and details about the potential customer. The company opted not
to bid on a gigantic project in a new
market recently because it felt the risks
were just too high.

Building resilience
This measured approach pays off when
circumstances change. Take Russia,
where a dramatic drop in the price of
oil and western sanctions has delivered a blow to the economy. As a consequence, there are few tenders for new
transport projects in Russia, a situation
that Jenelten believes could last for a few

Peter Jenelten, Executive Vice President of Marketing
and Sales at Stadler
Rail Group.

Even in
huge railway
countries
like Germany you have
periods of
procurement

years. Nevertheless, the company plans
to maintain its manufacturing operations
in Belarus, which just opened last year.
For now, the site still produces trains for
the Moscow airport, as well as for Belarus, and the company is considering the
possibility of producing components or
products for other markets there. In addition, Stadler Rail will likely have to reduce its staff in Belarus or put people on
leave with two thirds of their salary.
“We will not run away,” says Jenelten.
The strength of the Swiss franc is another factor that is out of the control of
Stadler Rail and other Swiss exporters.
Half of the company’s production capacity is in Switzerland, including 100%
for its tailor-made solutions. (Along
with popular standard models such as
KISS trains, Stadler Rail also manufactures so-called tailor-made solutions, including trains for Switzerland’s famous
Glacier Express or Jungfrau railway.)
Swiss exporters are being forced to
take action, and Stadler Rail is no exception. The company aims to maintain its workforce of 3.000 people in
Switzerland, but further expansion of
its manufacturing capabilities will be
outside its domestic market, according
to Jenelten. It’s also in discussions with
suppliers to reduce costs.
Nevertheless, Switzerland’s strong
reputation for quality helps cushion some of the fallout, according to
Jenelten. “People know that Stadler Rail
is a reliable partner with reliable products,” he says. “You make an investment for 30 years. It’s a matter of trust.”
WRITTEN BY CATHERINE MCLEAN
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V-ZUG emphasises Swiss roots
in expansion abroad
nearly a century after introducing its first
washing machine in Switzerland, V-ZuG is
going global, entering new markets in europe and asia. The company has learned
that its strength in Switzerland is a selling
point abroad.

G

ood things come to those who
wait’ could be the motto of
V-ZUG AG. Switzerland’s leading
household appliance company took nearly
a century to expand outside its home market, but the long wait hasn’t hampered the
company’s ability to go global.
V-ZUG has successfully carved out a
unique strategy in international markets
by maintaining production at the company’s headquarters in the city of Zug;
highlighting its strong position in Switzerland to foreign customers; and pursuing a ‘less is more’ philosophy when it
comes to doing business abroad.
Dirk Hoffmann, who took the reins
of the family-owned company in April
2013, is leading V-ZUG’s transformation from a traditional, Switzerland-focused firm into an international player
in the household appliances market. He
says that V-ZUG is on track to generate
20% of revenue from international markets by 2020, up from just 3% in 2013.
“My advice is focus on your
strengths,” Hoffmann, Chief Executive
Officer of V-ZUG, explained in a recent
interview. “Less is more, but this ‘less’
must ultimately be different.”

Waiting for expansion
Hoffmann believes that V-ZUG’s decision not to go abroad earlier was a matter of priorities. Parent company, Metall
Zug AG, majority-owned by the Buhofer family, wanted to build up other businesses in infection control and wire
processing. V-ZUG, which launched
its first washing machine in the early
1920s, stayed put and strengthened its
presence as a high-end, technological
leader in the Swiss market. There are
currently 4.5 million V-ZUG appliances
in use in Switzerland.
In 2009, V-ZUG selected Australia as
its first foreign market. The company

Dirk Hoffmann,
CEO of V-ZUG.

then pushed into European countries
including Germany, France, Belgium,
and the UK. Hoffmann, who previously worked for rivals BSH Bosch
and Siemens, has continued to build up
V-ZUG’s international presence by moving into Russia and Asia. Foreign markets are expected to account for 10% of
V-ZUG’s total revenue next year.

Swiss leader

edge in foreign markets regardless of
whether rivals got there first. For example, competition is fierce in the property
development market and developers are
looking for ways to differentiate themselves from the pack. A luxury condo
featuring high-end V-ZUG kitchen appliances enables developers to sell the
property at a premium, according to
Hoffmann.
International expansion brings other opportunities as well. V-ZUG recently opened a factory in China to
assemble a single component used in
various appliances. The move is helping V-ZUG cut costs and optimise
production as the company was previously shipping nearly all the pieces
from Asia and assembling the component in Zug.
Nevertheless, V-ZUG insists that
Switzerland will remain at the heart of
production even with the strengthening of the Swiss franc. Shifting production overseas would alter the company’s
DNA, according to Hoffmann.
“We are called V-ZUG: we are a Swiss
company,” says Hoffmann.
“Being the Swiss leader is the entry
ticket to international success,” he adds.
“You have to sustain that position, and
sticking to your roots helps you do so.”

V-ZUG believes its deep roots and leading position in Switzerland give it an

WriTTen by CaTherine MCLean

Sharper focus

Being the
Swiss leader
is the entry
ticket to international
success

V-ZUG is very selective in terms of its geographic reach. The company typically focuses on large cities where there are a lot
of people with high purchasing power and
the buildings are modern. In Russia, for
example, V-ZUG is present in Moscow
and St Petersburg. In China, the company
is focused on Shanghai and other ‘tier-one’
cities. While V-ZUG sells mid- and premium-range appliances within Switzerland,
it only sells premium goods in international markets such as a power steamer,
the world’s first appliance that combines
conventional heat, steam and microwave
that retails for 7.000 Swiss francs.
“Swiss companies would be wise to
not be too hungry,” says Hoffmann. “If
you grow too fast, it’s more difficult to
control expansion.”
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The Swiss arms industry
– a high-tech niche player
The Swiss arms industry is an integral component of the
country’s effective and credible security policy. new security technologies are often not only suitable for military
but also civilian applications. Specialising in sophisticated
high-tech products, the industry’s output is sought after in
many export markets.

O

verall defence spending is declining, resulting mainly from
the political developments
since the 1990s, and the withdrawal of
coalition forces from Iraq and Afghanistan. There are also affordability concerns in many traditionally militarily
active governments. However, defence
spending is increasing in several areas
of the globe, especially in UAE, Saudi
Arabia, India, South Korea, Japan, China and Russia.
With regards to the Swiss arms industry, a progressive policy shift on
the part of the government from independence to interdependence in security affairs has affected both the armed
forces and the industrial base. Under
the armed forces restructuring policy,
the Swiss army was cut to half the size
of that envisaged in the mid-1990s. Facing diminished prospects at home, some
Swiss-based defence contractors have
seen the need to expand into exports,
without prejudicing Switzerland’s historic neutral stance.
Concerns that the Swiss defence industry may have internationally competitive products but lack the governmental
and political support enjoyed by their
global competitors are offset by the
authenticity of their products. “When
buying a Swiss high-tech defence product, one can rest assured that sales staff
know what they are talking about,” explains Martin Kraus, CEO of Rheinmetall Air Defence, and a member of the
Swiss-Indian Chamber of Commerce.
“Organised in a Swiss militia army system, the sales representatives are often
personally involved in the design of the
product and even use it themselves.”
Autonomy necessitates domestic
weapons production. As for exporting,
unfavourable exchange rates provide an
obstacle, while the Swiss arms industry

is also challenged by various other factors. The export of weapons is strictly
controlled and limited by the government for reasons of neutrality. Since
the Swiss Army alone cannot generate
large-scale demand, the domestic industry is obliged to become cost-effective
and to export.

Reinventing the arms industry
The successful restructuring of the
Swiss arms industry involved significant
changes in ownership and structure.
The military vehicle company Mowag
became part of General Motors and
subsequently General Dynamics (USA).
Oerlikon Contraves, a producer of air
defence systems, was sold to the German company Rheinmetall. RUAG was
established as a private stock company
from the arms-producing companies
formerly owned by the Swiss federal
government. The diversified industrial
conglomerate SIG sold its small arms
activities within SIG Arms to two German textile entrepreneurs.
Today the Swiss arms industry is an
agile high-tech niche player. Together
with subcontractors, the industry accounts for 10.000 employees, generating an export volume of 462 million
Swiss francs (2013). Rheinmetall alone
provides training for 80 apprentices
in different professions, including the
training of specialist staff. “Job-training
for young people is an asset of the Swiss
system and has always been a high priority at our company,” says Martin Kraus.

Civilian applications on the rise
Spillover from the defence industry is
also significant. It’s important to note
that defence research and development
(R&D) leads to the creation of technology with potential in the civil sector. This means that investing in defence

Photo: Rheinmetall press picture

Martin Kraus, CEO
of Rheinmetall Air
Defence.

Security
products
merit an interdependent benefit

products is essential to the emergence
of breakthrough technologies, having
a knock-on benefit in other areas, for
example the civil aircraft market. As
Martin Kraus explains: “Security products merit an interdependent benefit.
Many products designed and developed
for military purposes are subsequently
adapted for civilian use, such as highenergy lasers, nanotechnology, cyber security, and much more.”
Exporting military supplies such as
arms, munitions and military equipment
from Switzerland requires the approval
of the State Secretariat for Economic Affairs (SECO). The Federal Department
of Foreign Affairs (FDFA) considers
every application on its merits, ensuring that Switzerland meets its international obligations and that international
law and the principles of Swiss foreign
policy are respected. Without exports,
the industry would not survive. Given
the possibility to export, the Swiss industry can continue to provide services
favourable to the safety of the country
and its foreign customers. With access
to the international market, Swiss companies can cover their costs of production, which is fundamental for keeping
a competitive edge.
WriTTen by MarkuS r. bodMer
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VoCaTionaL eduCaTion

Why Switzerland’s unique vocational
system is a model for the world

ductivity and competitiveness,” Strahm
explained. “Switzerland is rich because
of its high competitiveness with 230
qualified professions”, in industries
ranging from watches and mechanical
engineering to biotechnology.

In Switzerland, the majority of students
are still enrolled in vocational training
and education programmes, which prepare them for working life ahead. This
system has kept youth unemployment
low (3.6% as of August 2015), and ensures that companies always have access
to the skilled workers they need. In recent years, it has attracted the attention
of countries around the world including
the US.
US President Barack Obama recently
pledged $175 million in grants for public and private companies creating apprenticeship programs. In India, a pilot
project launched with the Swiss-Indian
Chamber of Commerce in 2008 to in-
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troduce Swiss-style vocational education and training has become part of
a long-term plan to ensure one million
technicians there achieve international
skill levels by 2022.
There are good reasons why interest in the Swiss educational system is growing. Strahm examined the
impact of Switzerland’s vocational
system on youth unemployment in
his book Die Akademisierungsfalle,
which was published last year. He
claims that countries such as France
and Italy have focused too heavily
on universities at the expense of vocational schools. As a consequence,
unemployment among youth in these
countries has soared and the industrial sector has shrunk.
The vocational system also gives
Switzerland an edge in the highly competitive global marketplace, especially
in industry, Strahm believes.
“In light of competition from Asia,
countries with high salaries and high
prices can only maintain their position
in the global market with highly-priced,
specialised products,” Strahm says.
“And for these niche and specialised
products, one needs skilled employees
with practical experience.”
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Rudolf Strahm,
Swiss economist and
former politician.

The Edge

Gre

A

t the beginning of the school
year in September, Swiss Economics Minister Johann Schneider-Ammann and US Labor Secretary
Thomas Perez together visited the facilities of CSL Behring in Bern in order to
see first-hand the biotherapeutics company’s apprenticeship programme.
CSL Behring, which trains 40 apprentices in nine different occupations, is
one of 60.000 so-called host companies
throughout Switzerland. Perez’s tour was
capped by the signing of a declaration of
intent to intensify cooperation between
the two countries in vocational education
and training. At least 18 Swiss companies
have agreed to either start or expand their
apprenticeship programmes in the US.
The importance of Switzerland’s vocational education system should not
be underestimated, according to Swiss
economist and former politician Rudolf Strahm.
“The dual-track vocational system is
superior in terms of employability, pro-

Photo: www.rudolfstrahm.ch

Switzerland’s vocational system keeps youth unemployment
low and gives the country an edge in the global marketplace. other countries are taking notice. The united States
recently agreed to strengthen cooperation in vocational
education and apprenticeships with Switzerland.
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objeCTive journaLiSm

Easy access to information about Switzerland
With close to one million unique clients and two
million visitors each month, SWi swissinfo.ch
is one of the largest news sites of its kind. The
news portal strives to be at the vanguard of objective, independent journalism worldwide.

Complex topics

S

WI swissinfo.ch is the international service of the Swiss
Broadcasting Corporation and it
differs from many other news portals
in that it focuses on delivering metalevel news, complete with background
and analysis. Around 80% of readers
are based abroad. The portal highlights
Swiss positions as well as offering a
view of Switzerland from an international perspective.
“Our target audience is a very diverse
group, from tourists to academics, politicians and the international business

community,” says Peter Schibli, Director of SWI swissinfo.ch. “The aim is
always the same – to give a deep and
broad picture of all topics relevant to
understanding Switzerland, except for
local news and sports.”

Peter Schibli, Direc
tor of SWI swiss
info.ch.

Current topics of great reader interest
include the ramifications of the Ukraine
crisis and the embargo against Russia,
the strong Swiss franc and its consequences for tourism and trade, the impact of the large number of immigrants
and refugees arriving in Europe, as well
as effects of the Swiss popular referendum on ‘mass immigration’.
“These are all complex issues, with
far-reaching consequences for Switzerland. We cover these and other topics
extensively, in a non-biased and thorough manner,” explains Peter Schibli.

SWI swissinfo.ch operates on a government mandate and is free of any ties
to the business community, NGOs or
political institutions. It reports in 10
major languages and 80% of the content is original reporting, written by its
own staff. The rest of the material consists of syndicated columns bought from
other major publishers, wires and grassroot reporting. The site is under constant development and new strategies
include advanced info-graphics and videos to enrich the content of the portal.
“New strategies such as these have
been very successful,” Peter Schibli
points out. “Our ambition is to keep
the site highly readable and relevant
by combining high-quality journalism
with sophisticated and user-friendly information technology.”
WriTTen by CriSTina LeifLand

Our trade ﬁnance professionals
will help your exports take off.

Visit us at www.zkb.ch/internationalbanking
You want to enter new markets? Our experienced trade ﬁnance
professionals together with our ﬁrst-class network of correspondence banks and cooperation partners will help you get there
fast and easily. Just contact us: Telephone +41 (0)44 292 87 14,
e-mail international@zkb.ch.
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CroSS-CuLTuraL ManageMenT

English is key to communication
around the globe, some 1.2
billion people are learning
english. as a leading language
school catering to corporate
clients, Switzerland’s eF education First has a unique perspective on the challenges that
language and culture can pose
within an organisation.

W

hile English is the dominant
language in today’s globalised world of business,
companies should be aware that some
employees might feel uncomfortable
speaking a foreign language, a situation
that can lead to communication obstacles among other issues.
This also holds true for Switzerland’s
multilingual population, according to
Pius Fellner of language school EF Education First. He points to the annual
EF English Proficiency Index in which
Switzerland ranks 18th, behind many

European countries including the Netherlands, Austria, Belgium and Germany.
“Switzerland is a very export-oriented
country, and that’s mirrored by a relatively
high level of English proficiency,” explains
Fellner, Country Manager EF Corporate
Solutions. “However, we can still learn
from the countries around us in terms of
improving our English proficiency.”

Critical success factor
English proficiency is a critical success
factor in business today. As companies
increasingly expand outside their home
markets, employees scattered across different countries are using English as the
common language for communication.
Solid English skills allow a manager
to communicate effectively with their
team, while co-workers are able to share
ideas and thoughts freely. It helps bridge
cultural differences.
However, Fellner, who presents EF
Education First’s cloud-based language
school to businesses around the world,
hears from many employees working for

multinational companies who say they
feel more secure using email than having
a conversation.
“If you stick to email, you can’t build
up a network or bond with colleagues,”
Fellner points out.

Communication and innovation
Pius Fellner, Country Manager of EF
Corporate Solutions
Switzerland.

We can still
learn from
the countries around
us in terms
of improving
our English
proficiency

The fallout can be much more serious
than the occasional awkward email or
confusing conversation. Communication plays an important role in innovation, Fellner says. Earlier this year, the
Economist Intelligence Unit published
a report, sponsored by EF Education
First, showing that 20% of respondents
said they were reluctant or afraid to
present a new idea to colleagues.
“If you want to innovate nowadays
throughout an entire organisation,
which is set up in several countries or
even globally, you have to make sure
that everybody has the proper English
skills first,” Fellner says.
WriTTen by CaTherine MCLean

STRATHCLYDE
EXECUTIVE MBA
AT ZURICH AIRPORT NO. 4 WORLD-WIDE IN
CORPORATE STRATEGY
• No. 3 in Switzerland (FT EMBA Ranking 2015)
• Triple Accreditation (AACSB, AMBA, EQUIS)
• UK Entrepreneurial University of the Year 2013/14
FOR INFORMATION EVENTS
PLEASE HAVE A LOOK AT OUR WEBSITE

www.strathclyde-mba.ch
info@strathclyde-mba.ch

Executive Master of European and
International Business Law E.M.B.K.-HSG
For lawyers and non-lawyers. Part-time. In English.
Program start: 13 June 2016
Application deadline: 31 May 2016
+41 (0) 71 224 28 66 | mblhsg@unisg.ch | www.mbl.unisg.ch
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airline induSTry

Flying the Swiss flag
Switzerland’s national carrier,
SWiSS is investing in its future and providing new jobs.

A

report published in 2014 by
Air Transport Action Group
(ATAG), the international association of air transport industry organisations, underlined the importance
of the aviation sector. The report reveals
that aviation supports 58.1 million jobs
worldwide and 3.4% of global GDP.
Every day, 8.6 million passengers travel on 99.700 flights and $17.5 billion
worth of goods are transported.
The industry makes a huge contribution to business, trade and tourism, and
is an important source of income for
many countries. According to ATAG’s
report, 52% of tourists travel by air.

Tough competition
Competition is tough in the airline industry, so for Swiss International Air
Lines (SWISS), winning the World Travel Awards’ ‘Europe’s Leading Airline
Business Class’ title for the fifth consecutive year is a source of pride. “It
shows that our continuous investment
and effort has paid off and that we are
on the right track,” says Markus Binkert, Chief Commercial Officer of SWISS.

Markus Binkert,
Chief Commercial
Officer of SWISS.

“We strive to stand out from the competition and put as much ‘Swissness’ as
possible in our products and services.”
Binkert believes it is easier for SWISS
to differentiate itself from other airlines because “Switzerland is one of the
strongest nation brands in the world”.
Onboard ‘Swissness’ ranges from small
gestures such as the chocolates distributed to passengers, to the awardwinning SWISS Taste of Switzerland
culinary programme.
“Hospitality is in the DNA of Switzerland,” says Binkert, who believes the
national carrier’s well-educated cabin
crews are its main brand ambassadors
and key to its ‘Swissness’. The airline’s
relatively small size means that regular
customers are likely to travel more often
with the same cabin crews. “The majority of our top premium customers have
a personal relationship with someone at
SWISS,” says Binkert.

We strive to
stand out
from the
competition
and put as
much ‘SwissConnectivity and infrastructure
ness’ as
SWISS flies more than 16 million paspossible in
sengers to 105 destinations in 49 counour products tries each year. Its air-freight division
and services Swiss WorldCargo transports valua-

ble and care-intensive consignments to
more than 80 countries. For Binkert, it
is this connectivity from the centre of
Europe, combined with the infrastruc-

ture and stable economic and political environment, which leads so many
large corporations to set up their European headquarters in Switzerland.
He is frequently told that it is not difficult for companies to attract talent to
the country. “At SWISS, we share the
responsibility of ensuring that Switzerland remains a well-connected place for
tourists and business people,” he says.
Binkert points out that approximately 180.000 jobs in Switzerland are related to the aviation industry, a figure that
would be considerably lower without a
national carrier. “Whenever we open a
new destination, it’s like opening a small
company with some 300 jobs linked to
it,” he says. “Particularly during these
difficult economic times, we’re probably
one of the few companies in Switzerland
that continues to grow and consistently
offer new jobs.”

Appealing to passengers
SWISS’s new Bombardier CSeries aircraft, which will be introduced between
2016 and 2018, will add 150 new positions to its workforce. A fleet of nine
Boeing 777-300ERs will be phased in
from February 2016, creating 360 additional jobs. A new comfort level, inflight
Wi-Fi and touch screens for all are key
features of the 340-seater aircraft. The
interior design allows first-class travellers to create semi-private suites with
the biggest entertainment screens in the
airline industry. Business travellers also
have more privacy and space in a configuration based on customer feedback.
At the end of 2015, SWISS will open
new lounges for first, business-class and
senator guests near the long-haul departure gates at Zurich airport. Binkert
says the airline not only wants as many
passengers as possible to fly directly to
and from Zurich, it also wants Switzerland to appeal to passengers transiting
via the airline’s home base.
Behind the scenes, SWISS is preparing a new IT infrastructure and further alignment with its parent group
Lufthansa, with major benefits for customers. Binkert says consistency and
‘Swissness’ will remain key for SWISS
to ensure it is the number one airline
choice for customers.
WriTTen by Marianne burkhardT
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TouriSM

Battling with the strong Swiss franc
The tourist industry is struggling to keep its head
above water as the strong
Swiss franc pushes overnight stays down.

We have an outstanding, exceptional product and we know
exactly what we are doing

T

he Swiss National Bank’s decision to scrap the cap on the
Swiss franc hit tourism hard. In
the first half of 2015, overnight stays
dropped by 109.000 compared to the
same period the year before.
“In one fell swoop, hotel rates for
guests from the Eurozone – and to a
certain extent, guests from other countries – increased by 15% to 20%,” says
Jan E. Brucker, chairman of luxury hotel
group Swiss Deluxe Hotels.
The group’s 41 independently operated hotels account for more than 40% of
Switzerland’s five-star capacity and approximately two-thirds of its sales are
transacted in foreign currencies. Brucker says they must continue to improve
their products and services and ensure
greater cost efficiency. But there is little
room for manoeuvre.

Lobbying
Swiss Deluxe Hotels has stepped up
promotional efforts in new markets
such as China, India, Brazil and the
Gulf states. It has also joined the rest of
the hotel industry in calling for political
support. The sector wants to see labour
laws adapted to the hotel and restaurant
industry, and trade barriers in the agribusiness sector relaxed. Other demands
include the abolition of the ‘Swiss finish’ in financial accounting and the definitive legal adoption of a special 3.8%
VAT rate that has been in place provisionally for 20 years.
Brucker believes the current challenges are short-term, and is optimistic.
“We have an outstanding, exceptional
product and we know exactly what we
are doing,” he says. He sees huge investments in the luxury hotel sector as
proof of the industry’s confidence in
the market.

Geneva banks on diversity
The year has brought some satisfaction. September saw Switzerland scoop
four of the 2015 World Travel Awards’

Jan E. Brucker,
Chariman of Swiss
Deluxe Hotels.

Philippe Vignon,
CEO of Geneva
Tourism.

European titles, including ‘Leading City
Break Destination’, an honour that
went to Geneva for the second consecutive year. For Geneva Tourism, it
reconfirmed the success of its objective
to promote the city as more than just a
business destination.
“We push the idea of a fancy, lively city rather than ‘Heidiland’,” says
Philippe Vignon, CEO of Geneva Tourism. “People want to experience emotions and variety.” He believes people
are unaware that Geneva’s location
and size allow a wide range of activities to be enjoyed within a short timeframe. In addition to possibilities for
lake activities, shopping in the Rue du
Rhône’s luxury boutiques and wine
tasting, the city boasts 40 museums
and vibrant music as well as dance and
theatre scenes.

Overnight stays from
multiple sources
Of Geneva’s 9.000 hotel rooms, 2.700
are in five-star establishments. Vignon
says visitors to those are less price-sensitive than Europeans who come for
ski weekends. But 25% of the city’s

overnight stays are generated by international organisations, which usually
pay travel fees in euros or dollars. The
strong franc’s impact on that source has
been partly compensated by increased
leisure tourism from China the Gulf
states, and new markets such as Thailand and Africa.
Individual business travellers account
for 50% of overnight stays while ‘discretionary tourists’ – the category Geneva Tourism wants to boost – make
up the rest. Vignon acknowledges that
Geneva is fortunate that it doesn’t rely
solely on tourism. In September 2016,
for example, Palexpo, the exhibition
and congress centre, will host Sibos, a financial industry event, which will bring
6.000 delegates for four nights.
“We have strong financial institutions in Geneva and the strong presence of international companies,” says
Vignon. “The challenge is to remain
ahead of the game when it comes to
offering general stability within the
framework that has been offered to all
those present in Geneva.”
WriTTen by Marianne burkhardT
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ZURICH AIRPORT

Zurich Airport: the future
Zurich Airport was named Europe’s ‘Leading Airport’ for the
12th consecutive year at the
2015 World Travel Awards.

S

witzerland’s biggest airport served
flights between 134 European and
52 intercontinental destinations
in 2014, and saw its passenger figures
hit a record of nearly 25.5 million. The
Circle, a 180.000m2 multi-purpose development project next to the terminals,
will give Zurich a second city centre from
2018. Zurich Airport CEO Stephan Widrig talks building and business.
Zurich Airport so convenient for business travellers?

WHAT MAKES

Most importantly, a fast and efficient process from their arrival at the airport until
boarding. In addition, there’s an attractive commercial offering, and the general
quality of the terminals and docks. Last
but not least, there is a variety of lounges,
including showers and other useful facili-

ties, free wireless internet and short transfer paths. Forty per cent of the traffic at
Zurich Airport is business related.
WHAT NEW FEATURES

Stephan Widrig,
CEO Zurich Airport.

were introduced

over the past year?
The biggest new feature this year is
certainly the complete upgrade of
Terminal 2. The full renovation of the
building started in June 2010 with two
aims: to increase capacity for the future;
and to create more space and comfort
for passengers and employees. The first
phase of the new Check-in 2 facility
was successfully brought into operation
last spring and the second construction
phase is nearly finished. The northern
hall in Terminal 2 has an additional 52
check-in desks, which will commence
operations at the end of October 2015.
WHY IS A PROJECT

like The Circle so

important?
The Circle is a key project for us, as it further strengthens the airport as an important centre for business and lifestyle. A new,

expanded urban area is taking shape in
northern Zurich and The Circle at Zurich
Airport is its natural gravitation centre.
what makes Switzerland a good business destination?

IN YOUR OPINION,

The Circle
strengthens
the airport
as an important centre
for business
and lifestyle

Switzerland is an ideal business centre
because we offer a stable economy with
a highly skilled workforce in the heart
of Europe. The excellent macroeconomic
condition of our state institutions combined with our direct democracy also ensures in the long-term that there’s a unique
regulatory and tax environment. In addition, Zurich has the best airport in Europe
and is well connected to the world.
WRITTEN BY MARIANNE BURKHARDT

FEELING SECURE ANYWHERE
IN THE WORLD IS THE BEST
MEDICINE FOR ME.

We do whatever it takes so that you can
maintain or regain your health.
We both share the same goal: Your optimum health – because
nothing is more important than a healthy lifestyle. For this reason, we are offering you first-rate medicine and expert advice
worldwide. We urge you to contact us regarding your individual
cover. Phone 0800 80 90 80. swica.ch
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Taking advantage of a world of opportunities
Global business provides
new opportunities, but also
involves new challenges.
Acting in a global business
environment requires
executives to bring general
management skills into new
contexts.
Crossing borders
Saturated home country markets,
recession but especially new opportunities in other markets lead companies to expand into new markets
abroad. Therefore, more and more
companies start acting on an international or even global basis.
Crossing the boarders of home
country markets to aim for new
business opportunities requires executives to adapt to new ways of
doing business, in different cultures
and different markets. A solid managerial skillset and especially good
knowledge on how to do business

i

in certain regions of the globe can
make the important difference between success and failure.

Contact information:
Executive MBA HSG
University of St. Gallen
Holzstrasse 15b
9010 St. Gallen
Switzerland

Getting the skills required
Prof. Dr. Christian Erk, Head of
Programmes at the Executive MBA
HSG, one of the leading Executive MBA institutions, states, that
the qualitative, social and cultural
aspects of doing business are best
learned on site: “In order to allow
our participants to gain vast local
and country-specific expertise, we
as a Swiss-based institution have
developed our Global Executive
MBA programme which partners
with top universities in the world’s
key markets – Brazil, South Africa, China, Turkey and the USA.
This programme allows our participants to gain truly global management insights by gaining experience
on a local level.” Prof. Dr. Erk also
points to the relevance of local professors and practitioners as well
as company visits and case studies

Phone: +41 (0) 71 / 224 2702
Fax: +41 (0) 71 / 224 2700
Email: emba@unisg.ch
www.emba.unisg.ch

Prof. Dr. Christian Erk, Head of Programmes, at Executive MBA HSG.
that help foster the transfer of theoretical management knowledge into
international executive practice.
As many of the globally successful companies have already recognised the value of training their
executives on site, such businesson-site concepts are well established
parts of their in-house management

development programmes. Regardless of the industry there are many
representative examples that all
support the same conclusion, namely that in order to take advantage of
new business opportunities, companies need to focus on expanding the
global skill sets of their executives
in a local fashion.

The Global Executive MBA HSG.
A World of Opportunities.
Welcome to the Global Classroom.
6 Countries. 7 Modules. 18 Months.
emba.unisg.ch/gemba-st
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Commerzbank – “The Bank of international
business growing strong in Switzerland”
Whether you’re a Swiss Corporate with an
established international market or you want
to start to explore overseas opportunities,
Commerzbank has the export experience, clientfocused approach and global networks to help
take you further.
Commerzbank in Switzerland

Commerzbank – Export experts

also becoming a partner of choice
for Switzerland’s diverse and thriving SME sector, where many of the
country’s most dynamic and entrepreneurial exporters are to be
found.
That’s why – in addition to our
existing large corporates relationship team in Zurich – we’ve established six Commerzbank branches
expressly to service SMEs – in Basel, Bern, Lausanne,
Lucerne, St Gallen and Zurich.
From these local branches, SMEs
can not only manage their domestic banking activities but oversee
their international cash, transactional and financing activities as
well, connecting to any market in
which Commerzbank, or one of
our 5.000 correspondent banks,
has a presence.

Marc Steinkat
Country Manager Switzerland

A strategic partner

Supported by world-class infrastructure, high productivity and a
highly skilled workface, Switzerland is a compelling economy from
which to build an international
business.
In an export-led nation, companies are naturally discerning about
working with banks that can meet
their international requirements.
Commerzbank has been operating in Switzerland for almost 30
years. Today, 70% of Switzerland’s
top 200 companies have a business relationship with us. But with
more than 140 employess we’re

i

marc.steinkat@commerzbank.com
Telephone: +41 44 563 911
Bernd Geisenberger
Head of Corporate Banking
Small & Medium Enterprises
bernd.geisenberger@
commerzbank.com
Telephone: +41 44 563 7723
Olivier Molenaar
Head of Corporate Large
Corporates
olivier.molenaar@
commerzbank.com
Telephone: +41 44 563 6935
To learn more go to:
www.commerzbank.ch

Founded by trading companies
and merchant bankers over 140
years ago to facilitate international
trade, Commerzbank has become a
strategic partner for international
business and Germany’s secondlargest bank with more than one
million business and corporate clients. Moreover, we aren’t simply a
reactive bank that responds to client requests as they arise. Our goal
is to be a strategic partner that genuinely adds value and supports our
clients across all of their local and
international banking needs.
Central to this proposition is the
Commerzbank relationship manager (RM). He or she acts as a corporate client’s point of contact and
looks to maintain a complete overview of their business, strategy and
current projects. In this way, the
RM is able to respond proactively

Sven Gohlke, Regional
Manager Europe,
Commerzbank AG.

– alerting corporate clients to business and regulatory change and providing a trusted second opinion on
worldwide strategic opportunity.
Day-to-day, Swiss corporates can
look to their Commerzbank relationship manager to:
Help set up domestic and overseas business accounts;
Liaise with Commerzbank teams
in other markets on their behalf;
Bring in product solutions and
specialists from across the Commerzbank Group as and when
needed (e.g. in cash management, debt and equity capital
markets, commodities hedging,
M&A and corporate financing).

Global networks
Commerzbank provides a strong
presence in the markets in which
our clients operate. We are active
in over 50 countries worldwide,

with over 11.000 employees outside of Germany. We have a global
network of 5.000 partner banks
in 200 countries, servicing clients
even in the remotest regions of the
world. Recognising our clients’
needs and demands we have built
a deep network of expertise and
relationships in strategically critical markets such as Latin America,
the Middle East and Asia, including mainland China.

On your journey
At Commerzbank, we’re proud to
be supporting many Swiss exporting enterprises on their journey to
growth. But we never stop striving
to deliver an even better and more
comprehensive service. Whatever
your export needs, challenges and
ambitions, visit your local Commerzbank branch or contact us by
email or telephone. We look forward to seeing how we can help.
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Global ICT solutions from Swisscom
Globally active companies often rely on local ICT solutions lacking the required global
integration. But there’s a different way, as Urs Lehner, Head of Marketing & Sales at
Swisscom, explains.
Urs Lehner, what does Swisscom, a
corporate business active nationally,
know about the challenges facing
a multinational company operating
globally?
The challenges that present the
greatest difficulties do, of course,
depend on the activities that form
the core business. All globally active companies need to overcome
one fundamental challenge: how
can collaboration among the subsidiaries – be it in production or in
sales – be structured as efficiently
as possible? Functional, consistent, stable ICT solutions are the
key to this. As a former board
member at a globally active SME,
I gained first-hand experience of
this. In this case, digitalisation is
also opening up completely new
opportunities.
What opportunities does digitalisation offer?
Swisscom is now able to offer global telecommunications and IT solutions to our customers operating
at a multinational level. The convergence of telecommunications

and IT makes solutions that lower
costs and reduce complexity possible, while allowing each and every
national company to be interconnected using the same technology,
resulting in efficient, digitalised
processes, differentiation potential
and competitive advantages.
A global ICT solution without maintaining a local presence overseas
– how does that work?
We form global networks – for
wireline and wireless – together
with our long-term partners, Verizon and Vodafone. By working
with these two partners, we are
now able to provide worldwide
ICT services at 2,600 locations for
300 customers in total. These partnerships also allow us to deploy
additional network technologies
and develop new services for our
customers.
Which services does Swisscom offer
overseas?
Using secure and reliable connectivity as a basis, we offer any
number of IT services, including
data centre management, cloud

services, unified collaboration
tools, IT workstations, security
services, the operation of business
applications, M2M services and
the management of mobile devices.
That sounds like a portfolio that
large enterprises would have.
It used to be, yes – but not anymore. Cloud technologies also allow smaller companies unable to
invest millions in their ICT to employ the latest technology.
Switzerland is a high cost country,
with its currency, the franc, now
stronger than ever. How is Swisscom
even able to compete with telecoms
providers overseas?
Our global ICT portfolio allows
us to offer Swisscom’s strengths
– quality, reliability and security
– globally. This ensures Swiss companies profit from a close relationship with a Swiss partner who, in
turn, has strong global partners of
its own, Verizon and Vodafone. By
offering a full package, we use our
years of experience to reduce complexity, increase cost efficiency and
support multinational companies.

i
Swisscom Global – ICT at 2,600
locations worldwide
Swisscom Global has been
providing support to corporate
businesses all over the globe for
many years now, inspiring them
to structure their future to exploit
the benefits offered by profitable, integrated ICT solutions.
300 multinational customers,
operating at more than 2,600
locations worldwide, consider
Swisscom a trustworthy partner
in a networked world. In doing
so, they particularly value the local presence it maintains at the
corresponding contact points,
the secure networks it operates
and the integrated ICT solutions
that it tailors to satisfy individual
customer requirements. The
digital revolution involves new
challenges for every company to
overcome. Swisscom is helping
its customers to remain on top
of this changing world, not only
providing them with support in
turning challenges into opportunities, but also to exploit them.
To learn more contact:
Daniela Cupic
daniela.cupic@swisscom.com
+41 79 539 3403
Céline Lögler
celine.loegler@swisscom.com
+41 79 585 9281
Frédérique Ernst
frederique.ernst@swisscom.com
+41 79 419 2756

Urs Lehner, Head of
Marketing & Sales
division at Swisscom
Enterprise Customers.

Urs Lehner
Urs Lehner heads the Marketing
& Sales division at Swisscom
Enterprise Customers, and is
therefore responsible for Global
Business at Swisscom. Before
assuming this position, he was
COO of a leading Swiss software corporation that operates
globally.
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The new-look Leukerbad
Clinic opens its doors
Since being taken over by the foreign private group Whirlwind in 2009 and after
several years of renovation work, the Leukerbad Clinic is proud to present to the
public its new medical infrastructure, which includes state-of-the-art equipment, the new
ALPNESS Thermal & Medical SPA, and completely redesigned rooms.
The clinic now once again has a
capacity of 80 beds divided up
among twin rooms, single rooms,
and junior suites. This allows them
to treat patients with basic Swiss
insurance cover, with semi-private
or private supplemental cover, and
clients from abroad.
The clinic has two restaurants
that are open seven days a week to
both clinic residents and non-residents for lunch and dinner. The restaurant La Table de Goethe serves
exquisite, healthy, balanced gourmet
food in an exclusive atmosphere.
With over 50 years of experience
in musculoskeletal rehabilitation
and sports medicine – the expertise
on which the clinic has built its international reputation – the Leukerbad
Clinic is also open to patients from
abroad, offering personalised programmes in the field of wellness and
preventive medicine for the treatment of physiological, endocrinal,
and metabolic disorders. The aim of
all their programmes is to help patients remain healthy for longer and
to avoid premature ageing. Each
programme is specially adapted to
suit both the patient’s state of health
on arrival and his or her personal goals. The numerous preventive

medical programmes on offer include check-up, detoxification, antiageing, therapeutic fasting, weight
management, stress management,
and burn-out prevention. This programme is also available in the form
of a corporate seminar.

Spectacular scenery
Situated in Leukerbad in the heart
of the Swiss Alps at an altitude of
1,400 metres above sea level, the
Leukerbad Clinic is set in a spectacular mountain scenery, which boasts
natural hot springs that produce
thermal water (50°C) with therapeutic qualities. Far away from the
pollution of urban life, it is the ideal
place to relax and regenerate.

Modern rehabilitation clinic
With its fully renovated rooms and
other infrastructure as well as the
high-quality hotel services it offers,
the Leukerbad Clinic is the most
modern rehabilitation clinic in Valais. The clinic guarantees optimum
patient admission, high-quality
therapeutic measures, health care,
and the safety and comfort of patients at attractive rates all year
round. The Leukerbad Clinic is the
third least expensive clinic for in-

patient musculoskeletal rehabilitation in Switzerland.
The Leukerbad Clinic is a multilingual clinic that welcomes patients from all over Switzerland.
Transportation from hospital in
Switzerland and return to the patient’s place of residence is free
of charge and is organised by the
clinic in vehicles that are specially
equipped for the transportation of
post-operative patients.
The Leukerbad Clinic has a
number of patients who come back
year after year and have contributed
to its excellent reputation and that
of the canton of Valais both within Switzerland and at international
level. At the Leukerbad Clinic, all
the medical staff’s administrative
tasks relating to the admission of
patients for musculoskeletal rehabilitation are assumed by the clinic’s
patient administration service.

Personalized programmes
for satisfied patients
According to independent studies
run on patient’s satisfaction (ANQ
2013-2015), Leukerbad Clinic is
one of the best clinic in Switzerland. Furthermore, it has Swiss
Best practices in several domains

i
The clinic’s ALPNESS Thermal & Medical SPA covers an
area measuring over 2,000 m2
and boasts indoor and outdoor
thermal baths, jacuzzis, saunas,
hammam, massage and therapy
rooms, and rest and relaxation
areas. It also has a medical therapy centre and a fitness centre.
The Leukerbad Clinic currently
employs 125 people, including
doctors, clinical psychologists,
sports therapists, physiotherapists,
ergotherapists, medical masseurs,
nursing staff, dieticians, nutritional advisors, cooks who specialise
in meeting special dietary needs,
hotel and restaurant staff, and
administrative staff. Close interdisciplinary co-operation ensures
that the personal expectations of
all patients are met.
Informations & reservations
info@leukerbadclinic.ch
+41 (0)27 472 51 11
www.leukerbadclinic.ch

such as medical and therapeutic
care (PZ-Benchmark 2012-2015).
With 5 to 6 therapies per day,
including therapy in thermal water, the patients recover promptly
after injuries or surgery. The fully
personnalised approach of all programmes, in preventive medicine as
well as musculoskeletal rehabilitation ensure that patient’s expectations and needs will always be met.
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Alpine Lifestyle and the Power of Nature

Kempinski Grand Hotel des Bains
Majestic Kempinski Grand Hotel des Bains is located in the sporting heart of
St Moritz, where the hotel was built directly on top of the Mauritius spring.
As the first luxury hotel in St Moritz, it became a magnet for discerning guests from around the
world who came to drink the healing water and to enjoy the pure
mountain air of the Engadin to find
relaxation and healing.
This ancient tradition of spa
culture and healing was built on a
2,800 sq m (30,138.9 sq ft) wellness centre that offers the best of the
mountains and the force of water.
“Alpine lifestyle” is also the spa’s
credo. Glacier water, mountain
herbs, oils, beeswax and meadow
hay (local natural products) create
the basis of treatments in the Kem-

pinski The Spa. The knowledge of
mountain farmers and physicians
are united in the concept of the spa.
The knowledge of the power of nature and the bygone methods and
techniques of modern times come
together using the original and
pure resources of the Alps.
In addition to the spacious indoor pool, a laconium, aroma grotto, bio sauna, rock sauna, Kneipp
zone and garden, solarium and various relaxation areas are available.
A separate ladies’ spa and fitness
centre with cardiovascular equipment and separate workout room
complete the offer.

Wellness will not be effective if the
culinary experience is not healthy
and creative! The kitchen continues what was started in the spa. The
kitchen works mainly with regional
products – Executive Chef Matthias
Schmidberger knows each of his suppliers personally. The breakfast has
won awards as the best in Switzerland, which also should not be surprising. Guests can sample freshly
made green smoothies, homemade
wholewheat muffins, hand-whipped
sour cream butter from organic milk
from Bergell and organic yogurt produced in Val Müstair. Even a healthy
dinner will be provided. Every guest

has the opportunity to choose from
a special “Health Card” and compile
their own individual menu according
to their needs.
From authentic pan-Asian in Sra
Bua to trendy eats at Enoteca, the
Italian lifestyle restaurant, to the
international Grill & Dine restaurant Les Saisons and to Michelinstarred Cà d’Oro, there is variety
of culinary offers, but even in the
restaurants, the local roots are
clearly visible.
Guests can experience Kempinski Grand Hotel des Bains for the
best of the Swiss Alps and the highest quality of life.

i

Kempinski Grand Hotel des
Bains is located only a few
walking minutes from the famous lake. In 184 rooms &
suites and 27 residences a
great service is offered e.g. 24hour room & Concierge service,
babysitter service & special kids
menus. You will be spoiled in
four awarded restaurants, in the
Kempinski The Spa with indoor
pool & extensive sauna landscape, sport shop & ski school
as well as with a complimentary
ski pass for all bookings with a
minimum of three nights.
Kempinski Grand Hotel des
Bains
Via Mezdi 27
7500 St. Moritz
Switzerland
Phone: +41 81 838 38 38
info.stmoritz@kempinski.com
www.kempinski.com/stmoritz
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Beau-Rivage Palace, Lausanne
Located in 10 acres of private gardens on the banks of Lake
Geneva, at only 40 minutes from Geneva Airport, the elegant Belle
Epoque buildings of the Beau-Rivage Palace, a Leading Hotels of
The World, command breathtaking views across the lake and alps.
Rooms
The 168 rooms and suites are richly appointed and offer the utmost
in elegance and comfort. Seven luxury Executive suites and a Spa suite
were created to be different and
unique in style.

Gastronomy
Four restaurants provide guests
ample cuisine from which to
choose. In association with the famous French Chef, the two Michelin star restaurant “Anne-Sophie
Pic au Beau-Rivage Palace” is a
unique culinary experience. The
Café Beau-Rivage serves brasseriestyle fare in classical surroundings. The refined and stylish sushi
restaurant Miyako with its new
Teppan-Yaki cooking station offers you exquisite Japanese dishes
prepared on the spot. At the end of
the day, the BAR is awaiting you to
discover our cocktails created with
home-made products, by worldclass bartenders. All restaurants
have a large terrace facing the lake.

Spa Cinq Mondes
Time seems to stop altogether,
when you visit the Cinq Mondes
Spa. This 15.000 square foot spa is

a heaven for relaxation and pampering, offering a variety of massages and treatments. Here are
also available 8 treatment rooms,
1 private Spa suite, an indoor and
an outdoor swimming pool, sauna, Jacuzzi, a completely equipped
gym and two tennis courts.

Conferences & banquets
From exclusive board meetings
to high-tech conferences and impressive gala dinners, the hotel
offers a flexible range of 12 venues with state-of-the-art technical

equipment, high ceilings and hospitality areas for up to 600 people. All are air-conditioned and
have natural daylight. Meet in the
Belle-Epoque décor of the Salle
Sandoz with its stained-glass cupola and sumptuous frescos or in
a more contemporary atmosphere
in the high-tech Forum conference
room. In addition, the steamboat
Le Montreux is the perfect choice
for events combining a unique and
original setting with gastronomic
delights and dramatic views from
the Lake.

i

Beau-Rivage Palace
Place du port 17-19
1006 Lausanne
Switzerland
Phone : +41 21 613 3333
info@brp.ch
www.brp.ch
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Lausanne Palace & Spa
Lausanne is perhaps the most classic of all Swiss cities, residing elegantly in the shadows of the soaring
Alps. Named “Hotel of the Year
2015” by SonntagsZeitung and situated on the shores of placid Lake
Leman, Lausanne Palace & Spa is
Lausanne’s classiest address. Its status as home of the International Olympic Committee makes it one of
Lausanne’s historic features. The
hotel offers 138 uniquely designed
rooms and suites, with lavish, classically inspired decor featuring modern lines and fabrics; choose a Lake
and the Alps or Cathedral view.

Dining In: Dining at Lausanne Palace & Spa is a true experience,
thanks to four restaurants. Le Côté
Jardin offers Mediterranean cuisine. The Michelin-starred and the

newly appointed 18 / 20 points
GaultMillau, La Table d’Edgard
serves Mediterranean-inspired gastronomic cuisine. At the Parisianstyle la Brasserie du Grand Chêne,
guests enjoy typical brasserie dishes. The Palace Sushi Zen, where
3 specialists from the Land of the

Rising Sun will prepare dishes in
front of you. ‘The 1915’s Bar’ at
the center of the lobby, ‘The LP’s
Bar’ and ‘The Habana Bar’ serve
cocktails, spirits, and cigars.

Recreation and Health: Don’t
miss the CBE Concept Spa, which
offers the most up-to-date body

i
Lausanne Palace & Spa
Grand-Chêne 7-9
1002 Lausanne
Switzerland
Phone : +41 21 331 31 31
Fax : +41 21 323 25 71
reservation@lausanne-palace.ch

treatments. Eighteen years after its
creation, the Center of Well-Being
(CBE) undergoes rejuvenation and
gives birth to a setting bathed in
light: the Window Club is a wave
of innovation headed by the Yogi
Booster organic bar. Among other
services you will find the private
Spa Suite. The Hair Spa by Aveda
is a unique hair salon for both Men
and Women.

Banquets and Conferences: 12
various adjustable rooms for 5 to
300 people including a new hightech conference with natural light,
air-conditioning, high ceilings and
state of the art technical equipment, create a perfect setting for
private events, conferences, gala
dinners, anniversaries – your imagination is the only limit.
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Arosa Kulm Hotel & Alpin Spa:
Charming. Since 1882 – Welcome home

Ski in Ski out
The charming Arosa Kulm Hotel &
Alpin Spa lies 1,850 metres above
sea level, surrounded by the impressive Swiss mountain landscape in
Arosa, Graubünden/Grisons. In its
prime location on a slight elevation
in the quiet inner part of the village directly next to the ski lifts and
slopes and with its stylish diversity,
the Five-Star Superior Hotel offers
a unique Alpine atmosphere and is
ideal for romantic weekends, family
holidays or exceptional corporate
events alike. 119 rooms and suites,

i

Arosa Kulm Hotel & Alpin Spa
CH-7050 Arosa
Tel: + 41-81-378 88 88
Fax: + 41-81 378 88 89
E-mail: info@arosakulm.ch
www.arosakulm.ch

six different restaurants, two bars
and six function rooms are inviting
places for cosy moments, interesting meetings and culinary pleasures.
There is plenty of sensuality and relaxation to be found in the alpinspa,
a holistic place that embodies a
unique and inspiring world of water
and Alpine wellness.

“Arrive and be yourself”
“Arrive and be yourself” is the
motto at the Kulm! That is what
guests feel as soon as they enter the
hotel lobby, which exudes the flair
of a living room. The architectural
signature of Jo Brinkmann, a hotel design specialist and the architect of the hotel, can be seen in the
use of warm shades of red, fine and
mostly chequered fabrics as well as
natural materials such as wood and
granite. He has managed to combine design and architecture with
the distinctive, impressive and cosy
mountain scenery of Graubünden/
Grisons.

Family friendly Alpine lifestyle
The continuous investment in the
renovation and conversion of the

119 rooms and suites as well as
the restaurants and the alpinspa
supports the hotel management
in its efforts to advance the development of the historic 130-yearold Kulm as a modern Alpine
lifestyle hotel. The charming
family hotel is a place for casual
encounters, where the conscious
fusion of history and tradition
with contemporary change continues to write the hotel’s prestigious history.

Switzerland has
a new dream duo
With Arosa and Lenzerheide having a new dual aerial cable car
from the Hörnli to Urdenfürggli, Switzerland has a new dream
duo: two snow sports areas have
become one winter paradise with
225km of snow-covered ski runs;
twice as many rustic, charming mountain huts plus (possibly) record-breaking sunny days.
Arosa Lenzerheide is now the
largest continuous ski area in
Graubünden and one of the top
10 ski resorts in Switzerland.
What an auspicious union!
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Le Mirador Resort & Spa

High up on the green slopes of Mont-Pèlerin, among Switzerland’s UNESCO heritage
vineyards and only 50 minutes from Geneva Airport by car, the luxurious Le Mirador
Resort & Spa, member of “The Leading Hotels of the World”, combines inspiring views
of the alpine landscape with a sleek, contemporary design and world-class services.
Rooms
From the 71 comfortable and luxurious rooms & suites, choose between
the classical yet refined rooms of the
historical building, and the elegant
contemporary design of the rooms of
the new part of the hotel. The breathtaking view of the surrounding area
can be admired from the private balcony each of them are featured with.

Culinary Delights Taken
to a New Height
In the restaurant “Le Patio”, with
its 14 points in the culinary guide

i

Le Mirador Resort & Spa
5, Chemin de l’Hôtel du
Mirador
1801 Le Mont Pèlerin
Switzerland
Phone: +41 21 925 11 11
info@mirador.ch
www.mirador.ch

“Gault & Millau”, fresh and local
products are served in a tasteful variation of international dishes that will
fulfil the appetite of the gourmets.
French Chef Frédéric Boucault’s
tasteful cuisine goes along with the
magnificent panoramic view from
the restaurant, and in summer, with
what is recognised as one of Europe’s most beautiful terrace. Every
Sunday, a delicious brunch is served
from 12h to 15h. In the sifted and elegant ambiance of the Piano bar, an
enviable selection of vintage whiskies can be discovered at the soothing sound of the piano.

Centre Médical Mirador

Relaxation Made in Heaven

Whether it is for an exclusive
meeting or for a fairy-tale wedding, the hotel’s unique setting
makes it the perfect location for
any type of event. The eleven
meeting and banqueting rooms,
with a capacity of up to 130 people, can be set with the help of Le
Mirador Resort & Spa dedicated team to meet precise requirements. All of them are set in a
superb and unique setting with
natural daylight and air conditioning. Floating above the lake,
the unique and soundproof room
“Plein Ciel” allows you to enjoy
your venue until late in the night.

The Givenchy Spa (one of only four
worldwide) features 1,750 sqm of
contemporary décor in muted earth
and cream tones, creating a calming effect and a sense of peace and
relaxation. The spa offers 12 treatment rooms, a relaxation room, an
80-sqm Day Spa Suite with a private Hammam and Jacuzzi, a heated indoor swimming pool and a sun
deck; it is a true sanctuary of health
and beauty. It offers treatments that
feature gestures and essential techniques to relax body and mind,
harmonise the silhouette, revive the
skin and preserve youth.

Given its position as the Swiss centre for prevention, holistic medicine
and rejuvenation, the Centre Médical Mirador offers a wide range of
care, multi-disciplinary treatments
and cures to rediscover inner balance and make it visible on the outside. The dermatological center is
led by Professor Dr. Michael Ockenfels who has over 20 years’ experience working in dermatology,
allergology and medical laser treatment. The hotel also possesses a
world-class Dentistry Center.

Meetings & Events
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Succeed abroad
Create the best conditions for your company
with UBS Trade & Export Finance
As an internationally active company, you need a strong partner by
your side when it comes to trade and export finance. We have the right
solution for all your financing needs, from short-term liquidity to longerterm financing and hedging against performance and payment risks.
Often, a mix of various financial instruments leads to the best result:
documentary credits and collections, bank guarantees or export
finance. ubs.com/tef
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