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That is what artists do. They look beyond 
the expected, often fi nding inspiration in 
surprising places. At UBS, we apply a similar 
kind of attitude to everything we do. It is 
through this search for deeper meaning that 
we are able to discover new and interesting 
perspectives. These, in turn, allow us to 
uncover new investment opportunities for 
our clients. 

It is in this spirit that we support the 
Guggenheim UBS MAP Global Art Initiative, 
a project that aims to identify and support 
a global network of art, artists and curators. 
It is just another way of showing that 
everywhere is, in fact, art.
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Gruezi mitenand! I am honored to serve as the 
United States Ambassador to Switzerland and 
Liechtenstein, countries with whom the United 
States has so much in common and with whom 
the bilateral relationships are so strong.
One of my highest priorities is to strengthen 
the already robust economic ties that unite our 
countries and I will be a strong advocate, both 
here in Switzerland and in Washington, D.C. 
for Swiss and American investors and expor-
ters. This economic relationship is already deep 
and diverse. No country has invested more in 
Switzerland than the United States, and Swit-
zerland – despite a population of less than eight 
million – is one of the ten largest foreign direct 
investors into the United States. We are also 
top trading partners, in both goods and servi-
ces, to the benefit of both of our economies. 
President Obama told the more than 1,300 
attendees at the inaugural SelectUSA Invest-
ment Summit in October 2013 that the United 
States is “open for business,” and we at the U.S. 
Embassy in Bern are here to help demonstrate 
this commitment to our business partners in 
Switzerland and Liechtenstein. The United 
States warmly welcomes investments from, 
and the jobs supported by, the many compa-
nies from Switzerland and Liechtenstein that 
have chosen to operate there. Swiss companies 
employ more than 460,000 people in the Uni-
ted States and Liechtenstein companies employ 
an additional 3,500. These companies benefit 
handsomely from the assets of the U.S. eco-
nomy, including a well-educated, productive, 
innovative, and mobile American workforce. 
They also enjoy access to a large domestic mar-
ket, excellent protection of intellectual pro-
perty, and low energy costs. These companies 
take advantage of the world’s best university 
system, and have spent billions on research and 
development there.
Of course, the relationship between our coun-
tries goes beyond business ties. Our democra-
cies share respect for the same core values:  the 
rule of law, human rights, and the importance 
of free enterprise. Our governments therefore 
work well together on a variety of political and 
economic issues of mutual interest, promoting 
bilateral trade, peace and security, and scien-

tific cooperation. Swiss President and Federal 
Councilor Burkhalter’s meetings with Vice Pre-
sident Biden in Washington and Secretary of 
State Kerry in Davos and Montreux were defi-
nite highlights of this relationship in 2014, and 
our officials continue to work together across 
the board to promote joint interests and explore 
new areas of cooperation.
The United States has attracted more foreign 
direct investment than any other economy in 
the world. Foreign companies employ five per-
cent of the U.S. workforce – and 13 percent of 
the workforce in the manufacturing sector. The 
United States has a lucrative and open consumer 
market of over 310 million Americans, as well 
as access via free trade agreements to some 415 
million more customers for goods and services 
produced in the United States. Many Swiss and 
Liechtenstein companies have profited hand-
somely from access to these immense markets 
by investing in America, and I encourage your 
company to consider the advantages, too.
To this end, I am pleased to announce that the 
second SelectUSA Investment Summit will 
take place in Washington on March 23-24, 
2015. We had a strong Swiss contingent at 
the inaugural event in 2013, and I hope to see 
even more Swiss and Liechtenstein participa-
tion at the second Investment Summit, which 
promises to be even bigger. Please contact us at  
business-bern@state.gov for additional infor-
mation on how to register.
I hope you enjoy this publication and find it 
useful. Please do not hesitate to contact us if 
we can be of assistance to you and your com-
pany. We are always looking for new ideas to 
promote our relationships with our Swiss and 
Liechtenstein partners, and I look forward to 
hearing from you.

All the best,
 

Suzan G. LeVine
Ambassador of the United States of 
America to Switzerland and Liechtenstein
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Interview with Manuel Sager, Ambassador of Switzerland in the United States.

DIPLOMACY 

How would you describe the economic & com-
mercial relationships between Switzerland and 
the United States today?
Our bilateral economic relationships are excel-
lent, the two economies are closely interlinked 
and trade and investment are thriving. Swit-
zerland is one of the most significant foreign 
investors in the U.S. - the sixth most important 
one last year. The two countries both share a 
common belief in entrepreneurship, innovation 
and a free-market economy. 
Last year Switzerland and the U.S. have agreed 
to a solution in the tax dispute. The solution 
enables Swiss banks not already involved in a 
criminal investigation in the U.S. to finally 
resolve past issues in a clearly defined frame-
work. The agreement respects the Swiss legal 

system, does not create any retroactive regula-
tions and does not involve emergency legisla-
tion. Those were core issues for the Swiss gov-
ernment. Banks which cooperate with the U.S. 
authorities have to deliver information about 
their business relationships concerning U.S. 
persons and details on people involved in the 
U.S. business of the respective banks. However, 
client data (name and account number) can only 
be provided to the U.S. authorities within the 
scope of administrative assistance procedures 
based on a valid double taxation agreement.
In the medium to long term, the ongoing nego-
tiations between the European Union and U.S. 
regarding a Transatlantic Trade and Investment 
Partnership could pose a challenge to the Swiss-
U.S. economic relationship. A transatlantic free 
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trade zone could lead to discrimination of Swiss 
companies on the U.S. market. We are there-
fore following the negotiations closely.

When looking at the bilateral trade statistics 
the first time what was your reaction?
What strikes me first is the sheer volume of 
trade between the two countries and the fact 
that both export the same category of products 
to each other. Despite geographic distance, the 
U.S. are the second most important destina-
tion for Swiss exports after Germany - more 
important than all other neighboring countries. 
Bilateral trade is balanced and characterized by 
intra-industry-trade: The U.S.’s main exports 
to Switzerland - pharmaceuticals, precision 
instruments and machinery - are also Switzer-
land’s main categories of exports to the U.S. 
This is a sign of a mature trading relationship 
among strong economies and reflects deeply 
rooted economic ties. Such a relationship can 
also foster competition and innovation to the 
benefit of both countries. The World Eco-
nomic Forum ranks both among the most com-
petitive countries, the U.S. ranking fifth, and 
Switzerland first.

What are the key priorities of your Embassy 
when it comes to the fostering of bilateral trade 
relations? Have these priorities evolved over 
the almost four years you have been in the cur-
rent position?
The Embassy of Switzerland’s main role is to 
closely follow the developments in U.S. trade 
and economic policy and keep the authorities 
in Bern informed about any issues which could 
have a positive or negative impact on the trade 
and investment relationship between our two 
countries. The Embassy is also often directly 
involved in negotiations or talks on bilateral 
trade and economic issues. Embassy and Swiss 
company representatives engage in occasional 
meetings to exchange their views on the cur-
rent state of the trade and economic relations. 
Furthermore, the Embassy helps to facilitate 
and enhance relations between Swiss companies 
and local authorities. All these activities aim at 
achieving the overarching goal of establishing 
favorable conditions for the bilateral trade and 
investment relationship that foster economic 
progress and development. 
Swiss companies have invested in the U.S. for 
a long time and continue to have a positive 

President Burkhalter 
and Vice-President 
Biden during 
a meeting on 
February 25, 2014

impact on the U.S. economy. Switzerland is 
among the leading direct investors in the U.S. 
The approximately 550 Swiss-owned affili-
ates directly support more than 460,000 jobs 
throughout the country, paying their employ-
ees an average annual salary of $100,000 U.S. 
affiliates of Swiss companies are also ranking at 
the top in terms of R&D performed by foreign 
companies in the U.S.

Were trade relations one of the topics raised 
in the bilateral meeting in February 2014 
between Swiss President Burkhalter and U.S. 
Vice-President Biden?

With respect to our economies, President Bur-
khalter and Vice-President Biden put a particu-
lar focus on the issue of Vocational and Pro-
fessional Education and Training (VET/PET). 
They are interchangeably known in the U.S. as 
Skills Development, Workforce Development, 
Continuing Education or Apprenticeship.
The importance of VET/PET in the U.S. is on 
the rise; President Obama has made manufac-
turing jobs – and the apprenticeship programs 
he wishes would accompany them – a high pri-
ority for his agenda, since youth unemployment 
is more than double the national rate.  Above all, 
the President has called for “high-paying” jobs 
in the manufacturing fields, and he believes that 
a consortium of business, educators and politi-
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cians will create a basis for advanced apprentice-
ships which are both broader and more devel-
oped – particularly like those offered to young 
people in Switzerland, Germany and Austria.

What are the most noticeable types of requests 
from Swiss companies to the embassy when 
they announce their intention to enter the U.S. 
market and how do you support them?
The agency mandated with export promotion is 
the Swiss Business Hub USA (SBH), headquar-
tered in New York. Swiss companies contact the 
SBH when they are in need of a U.S. business 
partner and they have questions regarding legal 
and regulatory environment. A major concern 
for most Swiss companies pertains to potential 
liability issues and how to avoid them. 
Both the Embassy and the Swiss Business Hub 
support Swiss companies in their plans to enter 
(or expand in) the U.S. market. First of all, we 
have to understand the needs of the company, 
then we can provide them with in-house sup-
port or connect them with our network of busi-
ness consultants and lawyers as well as estab-
lished Swiss companies for peer to peer advice.

How do you describe the different responsibili-
ties of the different Swiss entities (Embassy, 
Swiss Business Hub and swissnex) present in 
the U.S. when it comes to fostering trade?
They complement each other. swissnex is engaged 
at the very first steps of a new business, when an 
idea is transitioning in a business that is ready 
to seek investors and enter the marketplace. In 
other words swissnex scouts trade relationships, 
rather than amplifying existing ones. SBH and 
the Embassy step in later on, when the business 
is entering the market and when it is expanding. 
swissnex is a network with nodes in the world’s 
most innovative hubs, where the future is being 
shaped – such as Boston and San Francisco. 
They take an active role in strengthening Swit-
zerland’s leadership as a world-class location for 
science, education, and innovation. swissnex 
scouts trade relationships, rather than ampli-
fying existing ones. swissnex contributes at a 
very early stage of business development and is 
focusing on a broad community of stakeholders 
– of which a significant part is the Swiss uni-
versities. The majority of swissnexes’  budget 
originates from their own fundraising efforts. 
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The Swiss delegation 
meets the U.S. one 
during President’s 

Burkhalters trip to 
the U.S. in February 

2014 



UNITED STATES - SWITZERLAND - 9

©
 C

ou
rt

es
y 

of
 th

e 
E

m
ba

ss
y 

of
 S

w
itz

er
la

nd
 in

 th
e 

U
ni

te
d 

St
at

es

Embassy of 
Switzerland in the 
United States

What does “Swiss Made” stand for in general 
and for Americans in particular?  
“Swiss-Made” stands for quality, precision and 
trustworthiness. It contributes to Switzerland’s 
excellent overall image. Of course, Swiss choc-
olate, the Swiss army knife and fine watches 
come up frequently when Americans are asked 
this question. Fewer of them recognize phar-
maceutical giants, such as Novartis or Roche as 
originally Swiss companies. Being placed at the 
top of international rankings in recent years, 
“Swiss-Made” has advanced and fostered the 
recognition of our country as being innovative 
and having great entrepreneurial spirit.

Where do you see the challenges and opportu-
nities for Swiss entrepreneurs when consider-
ing increasing their footprint in the U.S.?
The promising U.S. GDP growth projected for 
2014/2015, combined with the U.S. market’s 
significant purchasing power, is likely to result in 
additional export (growth) opportunities across 
sectors. The U.S. marketplace has clearly rec-
ognized Switzerland as a source of high quality 
products and reliable services. Swiss exports to 
the U.S. increased by 4.4% in 2013 vs 2012, led 
by pharmaceuticals, chemicals, ICT, machinery, 
and precision instruments. Swiss entrepreneurs 

wishing to enter the U.S. market should care-
fully consider both the opportunity this pres-
ents and the challenges they will face.
The high perception of “Swiss-Made” prod-
ucts, aligned with the values of trust, quality, 
and innovation, presents a strong opportunity 
across the board. Now is a good time to capital-
ize on these attributes, while the U.S. is enjoy-
ing a renewed growth in its economy, as well as 
a related increase in the availability of investor 
funding. Recent trends in the U.S. manufac-
turing sector toward re-shoring, driven by low 
energy costs, present interesting opportunities 
for Switzerland’s most important industry sec-
tors.  
Expanding to the U.S., however, doesn’t come 
without challenges. For Swiss SME entrepre-
neurs, the most common of these is a lack of 
planning a go-to-market approach – a neces-
sity in light of the size of the U.S. market. This 
approach requires a certain understanding of 
the competitive landscape and barriers to entry, 
as well as cultural differences in business. Swiss 
entrepreneurs must also be willing to take a 
less conservative approach to risk, and not let 
themselves be held back by fear of product or 
regulatory liabilities. 
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Interview with Martin Naville, CEO of the Swiss-American Chamber of Commerce.

the Swiss-American Chamber of Commerce
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What are the key objectives of the Swiss-Amer-
ican Chamber of Commerce?
The Swiss-American Chamber of Commerce 
plays a vital and active role in strengthening the 
business relationship between Switzerland and 

the United States of America. The Chamber, 
among other things, provides essential infor-
mation about doing business in these markets; 
brings business leaders together to facilitate 
contacts and provide platforms for networking 

The bilateral relations 
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in both countries; represents the mutual inter-
ests of members and takes action to further 
their interests; facilitates the mobility of mem-
ber firms and their employees in both countries; 
promotes both countries as advantageous places 
to do business; and fosters good corporate citi-
zenship to benefit the communities in which 
members do business. As the largest associa-
tion of multinational companies in Switzerland 
(Swiss and foreign, large and small) the Cham-
ber will address all issues of concern to this very 
important sector of the Swiss economy.

How would you describe the two markets Swit-
zerland and the United States?
For good reasons, Switzerland and the U.S. 
rank on the top of all rankings in global com-
petitiveness and innovation strength. Both mar-
kets are highly developed, technologically lead-
ing edge and very open to foreign competition. 
Apart from the obvious difference in size (the 
U.S. economy is roughly 30x larger), the global 
outlook is different. While the U.S. economy 
is one of the most domestic economy in the 
world (measured by imports plus exports in % 
of GDP), the Swiss markets is heavily depen-
dent on exports and foreign direct investments. 
A good proxy is the number of Global Forunte 
500 companies per capita: According to that 
measure, the Swiss economy is five times more 
globalized than the U.S.

What are the differences between the two cul-
tures in doing business when comparing Swit-
zerland and the United States?
The Swiss management culture is much more 
consensus-oriented where teams come to a 
solution and then implement along the agreed-
upon lines of action. This can be a very lengthy 
processs. In the U.S., management culture is 
much more competitive, sometimes resulting 
in management battles to arrive at a good solu-
tion. It will then be implemented fast and ruth-
lessly. 

How do Swiss companies successfully increase 
their footprint in the U.S.?
Swiss companies are the fifth largest national 
group of foreign direct investors in the U.S. 
The Swiss Embassy in Washington D.C. and 
the Swiss-American Chamber of Commerce 
have released an interesting study on this mas-
sive Swiss investment in the U.S. Due to these 
current investments, many companies can 
increase their footprint based on existing invest-
ments. Many have learned the hard lessons in 
this very competitive market where strategic 
advantages and hard work count more than in 
other markets. Switzerland Global Enterprise 
(formerly osec) is a very valuable support for 
first-comers.

What are the current challenges for Swiss 
companies in the U.S. and U.S. companies in 
Switzerland?
For both types of companies, the biggest chal-
lenge is to understand the strong differences in 
strategy and market approach necessary. Eng-
lish is prevalent and structure are seemingly 
similar, but the differences are still much bigger 
than taken at first sight.  

Which topics will your association focus on 
during 2014 and early 2015?
The Chamber will focus on three main topics:
1. Ensure that the current difficulties between the 
U.S. government and some Swiss banks regard-
ing the legacy of tax compliance does not endan-
ger a very successful economic cooperation.
2. Fight for positive business conditions for 
multinational companies based in Switzerland 
(Swiss and U.S. companies) in view of massive 
political shifts regarding business friendliness 
(tax reform, immigration, bilateral relationship 
with European Union).
3. Enable the process for Switzerland to be 
included in a possible transatlantic free trade 
area (TTIP, Transatlantic Trade and Invest-
ment Partnership).
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Interview with member of the Lower House Christa Markwalder, President of the 
Parliamentary Association Switzerland-USA.

The Parliamentary Association Switzerland-USA
Switzerland

Members of the 
Swiss-USA 

Parliamentary 
Association on 

their annual visit 
to Washington 

D.C. (from left to 
right, MP Roland 

Fischer, MP Thomas 
Aeschi, Sen Pirmin 

Bischof, MP Thomas 
Hurter, MP Kathrin 

Bertschy, MP Christa 
Markwalder - Chair 

of the Swiss-USA 
Parliamentary 

Association, Sen 
Markus Stadler, MP 

Martin Naef)
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How would you describe the Parliamentary 
Association Switzerland-USA?
The Parliamentary Association Switzerland–
USA is our parliamentary friendship group 
between the Swiss parliament and the U.S. Con-
gress founded more than 12 years ago when we 
realized that there was no direct link between 
the two parliamentarian bodies. We intend to 
foster our bilateral relationship between the 
two parliaments and the two countries and also 
of course to learn from each other, to discuss 
common international and bilateral challenges 
and we are convinced that the established con-
tacts are very valuable for both countries. 

What are the association’s main activities?
Our main activities consist of direct contacts 
and mutual exchange. Obviously, the U.S. 
member of Congress do not travel to Swit-
zerland as often as we do to the United States. 
That is why we organize an annual trip to 
Washington D.C. to meet our colleagues. Once 
a year, we organize a cocktail in Davos during 
the World Economic Forum for all those par-
liamentarians coming to Switzerland. We also 
host staffers’ dinners because Presence Swit-
zerland organizes at least one trip per year for 
the Congressional staffers to visit Switzerland 
and one program item is to meet members of 
Swiss Parliament in order to discuss bilateral 
and international issues. We also have a close 
contact with the American Chamber of Com-
merce and with the Swiss American Founda-
tion. Thus, we try to bring together as well all 
the associations working for establishing good 
relations between Switzerland and the United 
States of America. 

The association reunites members from all dif-
ferent parties. How do you explain the com-
mon interest of your Swiss colleagues in mat-
ters related to the U.S.?
The United States of America are the most 
important global player. The members of our 
friendship group are all interested in hav-
ing good relations with the U.S. independent 
from our political background. Switzerland and 
the U.S. are called the Sisters Republics and 
share a lot of common values. We also have 
very intense business relations and collaborate 
within the international organizations. In for-

eign policy, our countries play different roles, 
but Switzerland i.e. represents the U.S. inter-
ests in Iran and Cuba.

In what areas were your Swiss colleagues 
mostly interested in when discussing about 
the U.S. and vice versa what seemed to be the 
main issue U.S. congress was interested in 
about Switzerland?
From a Swiss perspective, there are ongoing 
topics such as good political or trade relations. 
We still face a still unsolved banking/tax dis-
pute even though the Swiss Parliament has 
ratified FATCA and a revised double tax treaty, 
which is still not yet ratified by the U.S. Con-
gress. However, in topics such as human rights 
both our countries work closely together and 
are very active via international organizations. 
This is appreciated and often addressed by con-
gresspersons in our common conversations.  
We are currently very much interested in the 
Transatlantic Trade and Investment Partner-
ship (TTIP) because the European Union (EU)  
and the U.S. are our most important trade part-
ners. If both conclude a free trade agreement 
and we continue to have one only one with the 
EU we may face some backlashes and difficul-
ties concerning market access for Swiss busi-
nesses. Switzerland is an important investor 
the United States. Sometimes congresspersons 
take an interest in the question of direct invest-
ments as international Swiss companies oper-
ating in the U.S. create a lot of jobs in their 
constituencies, which brings their interest back 
to Switzerland.

What are your specific plans with the Associa-
tion for 2014?
We travelled to Washington D.C. in April 2014 
and met with our counterparts from the House 
of Representatives and the Senate. We had 
also meetings with representatives of the State 
Department and with Think Tanks. It is always 
an educational trip. In October, we will host a 
staffers’ dinner and we organize a lunch during 
the Young Leaders conference of the American 
Swiss foundation where the Young Leaders of 
both countries can meet with Swiss Members 
of Parliaments. And last but not least we pre-
pare the next Cocktail at the World Economic 
Forum.
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Discussion with Ambassador Nicolas Bideau, head of Presence Switzerland, 
Federal Department of Foreign Affairs.

PRESENCE SWITZERLAND

What are the key objectives of Presence Swit-
zerland?
Presence Switzerland promotes Switzerland’s 
interests abroad through the use of a range 
of public relations tools. The strategic thrusts 
of Switzerland’s communication abroad are 
regularly reviewed and decided by the Federal 
Council on the basis of the Federal Act on the 
promotion of Switzerland’s image abroad. On 
1 June 2012, the Federal Council adopted the 
Strategy 2012-2015 which, for the first time, is 
based on the premise of a thematic prioritization 
from which geographic priorities are derived. 
Furthermore, the current Strategy 2012-2015 
focuses on the following four objectives:  
1.	To provide specific information as required 
about Switzerland’s concerns and positions 
regarding sensitive issues (challenges).
2.	To use communication to shift Switzerland’s 
strengths into perspective.
3.	To further convey communication abroad 
with new communication tools.
4.	To reinforce the coherence of international 
communication efforts at federal level and to 
use the potential of private actors (both domes-
tic and abroad) more intensively for measures 

pertaining to Switzerland’s communication 
abroad.
Switzerland’s participation in large interna-
tional events – e.g. World Expos and Olym-
pic Games – contributes to its positive image 
abroad in great measure since a broad section 
of the public can be reached through such 
events.  During the period of the 2012-2015 
Strategy, Presence Switzerland has set up the 
House of Switzerland at the Summer Olympic 
Games in London in 2012, the Swiss Pavilion 
at the World Expo in Yeosu in 2012, the House 
of Switzerland at the Winter Olympic Games 
in Sochi in 2014, and it will present the Swiss 
Pavilion at Expo Milano 2015.

If you are comparing Switzerland’s image 
today to the one twenty years ago, what has 
changed?
For decades, Switzerland’s generally excellent 
image has not undergone any fundamental 
changes. However, twenty years ago, Switzer-
land had to deal with the problem of dormant 
bank accounts and the massive echo it triggered 
in the media in the U.S., the United Kingdom 
and Israel. Around that time, interest in image 
questions within the Swiss Confederation grew 
sharply and, in 2001, Presence Switzerland was 
created as a unit within the Federal Depart-
ment of Foreign Affairs (FDFA).
Currently, Switzerland’s image in the general 
public abroad is generally positive. This 
is confirmed in various image studies and 
reputation indices such as the Nation Brands 
Index (NBI) 2013, where Switzerland ranks 
eighth out of a total of 50 countries. Traditional 
aspects such as Swiss countryside and quality 
products have a positive and lasting impact 
on the perception of Switzerland among the 
general public abroad. Well-known stereotypes 
such as the Alps, watches and chocolate are 
positive factors too.
In contrast to Switzerland’s positive image in the 
general public, a more critical picture is to be 
found in the foreign media. Various events con-
cerning the Swiss financial center continue to be 
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perceived critically abroad. This media report-
ing, which restricts itself to financial crime and 
“banking secrecy”, is impacting Switzerland’s 
overall image. Positive developments in the 
area of finance and taxation, such as freezing 
and repatriating the illicit assets of politically 
exposed persons, the too-big-to-fail principle, 
international cooperation, white money strat-
egy, etc., are only mentioned peripherally.
Furthermore, Switzerland’s perception among 
EU officials in Brussels is insufficiently differen-
tiated and tends to be critical. Recently, the Swiss 
referendum on immigration provoked critical 
responses abroad. Communication abroad does 
not aim to justify the content of such referenda, 
but to explain areas of tension and help ensure 
that these referenda are understood against the 
backdrop of the Swiss direct democracy and its 
particular characteristics and strengths. 

How does a project like Solar Impulse serve as 
a “vehicle” for Switzerland’s image?
Switzerland is an industrious and creative 
nation where education, research, business, 
politics and society join forces to develop solu-
tions for the benefit of both current and future 
generations. 
It is no coincidence that Solar Impulse came 
into being in Switzerland. Our country’s most 
notable strengths are indeed related to inno-
vation, technological preparedness, and labor-
market efficiency, relying on an excellent edu-
cation system with a dual system of Vocational 
Education and Training (VET) at its core.
By financially supporting Solar Impulse, the 
Swiss Confederation wants to contribute to 
the success of the project and to reap its share 
of the benefits in terms of brand image and 
reputation. The Swiss Confederation is sup-
porting the project with the aim of better com-
municating its “Swissness” and highlighting 
the contribution of Swiss know-how to the 
project. Presence Switzerland sees the project 
as an opportunity to raise Switzerland’s profile 
abroad, especially in those countries that will be 
involved in the round-the-world flight.
While Solar Impulse’s international team reflects 
the project’s global endeavor, the plane flies the 
Swiss flag and incorporates a lot of Swiss know-
how and technology. Solar Impulse’s round-the-
world flight is expected to enhance Switzerland’s 
image (both domestic and abroad) as an inno-
vative, creative and technologically advanced 
country that supports the development and use 
of sustainable and clean energies.

How do you describe the partnership between 
the Swiss Confederation and Solar Impulse?
The Federal Council has been following the 
Solar Impulse project since its inception, and 
several administrative units have been in close 
contact with the project initiators for years. 
The Federal Council recognizes the global sig-
nificance of the project and, in its decision on 6 
February 2013, the Federal Council stated that 
exchanges between the different administrative 
units and the initiators of Solar Impulse should 
be coordinated centrally on a formal basis. 
To this end, it mandated the FDFA to con-
solidate cooperation with Solar Impulse SA 
by working closely together with participating 
departments and federal offices; the Federal 
Department of Defence, Civil Protection and 
Sport (DDPS), the Federal Office for Build-
ings and Logistics (FOBL), the Federal Office 
of Meteorology and Climatology (MeteoSwiss) 
and the Swiss Federal Office of Energy (SFOE). 
Presence Switzerland, an entity within the 
FDFA, is in charge of coordinating all activi-
ties of the participating departments and offices 
with the partner.
To regulate collaboration between the Swiss 
Confederation and Solar Impulse in the con-
text of the planned round-the-world flight, a 
framework agreement was signed by the Presi-
dent of the Swiss Confederation, Didier Bur-
khalter, setting out the rights and obligations 
of the contracting parties. To this end, the 
FDFA agreed to activate its political network 
with the aim of supporting the partner in the 
preparation and implementation of the project. 
The FOBL and the DDPS are providing Solar 
Impulse  with the use of hangars in Payerne and 
Dübendorf. Further services are to be provided 
by MeteoSwiss and the SFOE. Solar Impulse 
agreed to give Switzerland the title of “institu-
tional partner” of the project in its advertising 
and communication materials in order to pro-
mote Switzerland’s visibility abroad. The slo-
gan created for this purpose is “an idea born in 
Switzerland”.
The Swiss Confederation is proud to be a part-
ner of the project and is determined to see Solar 
Impulse succeed. The Confederation’s role is 
consistent with its belief that its obligations are 
not just towards itself but to the wellbeing of 
all. Switzerland intends to be a leading force in 
promoting sustainable development, building 
on a strong economy, while reducing its impact 
on the environment.   
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Solar Impulse – a revolutionary innovative project leveraging technological 
prowess and the spirit of adventure by means of an airplane – has completed 
the historic crossing of the United States, west to east, over a 2-month period 
in the summer of 2013. On the footsteps of aviation pioneers like the Wright 
brothers and Charles Lindbergh, Bertrand Piccard and André Borschberg under-
went the coast-to-coast challenge to spread a message. By flying from San Fran-
cisco to New York powered solely by the sun, the two pilots were on a mission 
to demonstrate what can be done with the spirit of innovation and with clean 
technologies.

TWO PILOTS ACROSS AMERICA

What are your aims and aspiration behind 
the project Solar Impulse?
Bertrand Piccard: The Solar Impulse program 
started off with the aim of building an air-
plane capable of flying night and day without 
fuel, propelled solely by solar energy.  The 
aim of Solar Impulse is to develop a symbol 
which will attractively promote a pioneering 
and innovative spirit, particularly in the field 
of energy saving and renewable energy.
Renewable energies are still too often associ-
ated in our society with a threat to mobil-
ity and comfort. However, we want to prove 
exactly the opposite. With renewable ener-
gies, we can accomplish things that were 
originally thought to be impossible, like fly-
ing day and night without a single drop of 
fuel.

Do what extent is the Solar Impulse proj-
ect different from your previous experi-
ences related to the tradition of exploration, 
adventure and scientific development?
Bertrand Piccard: They both write pages in 
the history books of exploration and adven-
ture, but the balloon flight around the world 
was a personal dream to achieve something 
that had never been done before. Solar 
Impulse is more useful in terms of demon-
strating how to achieve incredible goals with 
renewable energies and clean technologies. 

How do you attract the necessary technical 
expertise for a project like Solar Impulse 
and can you have an impact on the market 
for clean technologies? 
Bertrand Piccard: It’s interesting to see that 
the support comes from industries which are 
outside of the world of aviation. The special-

ists believed that flying an airplane so large 
and so light, day and night, without fuel, 
would be impossible. But the industries that 
produce clean technologies saw the oppor-
tunity to promote their products. Solar air-
plane will not fly soon with 200 passengers 
on board, but all the clean technologies that 
we use on board Solar Impulse can already 
today be used on the ground to reduce the 
energy consumption of our world, cre-
ate jobs, make profit and sustain growth. 

How will flying the Solar Impulse 2 be dif-
ferent from the aircrafts you have flown 
before?
André Borschberg: What is extraordinary 
about a solar-powered plane is that the 
more you fly it, the more you see its energy 
reserves increase!

What do you expect to experience during 
the planed around the world trip with Solar 
Impulse 2?
André Borschberg: Firstly, we will discover 
during the long duration flight how to make 
the pilot as sustainable as the aircraft. Sec-
ondly, we will be able to fly an airplane dur-
ing five days nonstop without the pressure of 
the fuel gauge going down to zero.
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Across America 
to promote clean technologies
The journey across America, that led Solar 
Impulse from San Francisco to New York City, 
has successfully come to an end concluding a 
new chapter in aviation history. The world’s first 
solar airplane able to fly day and night powered 
solely by the sun has flown San Francisco (CA)–
Phoenix (AZ)–Dallas (TX)–St. Louis (MO)–
Cincinnati (OH)–Washington D.C. (District 
of Columbia)–New York City over a period of 
two months.
Numerous events were organized along the 
way including visits of key political, business 
and opinion leaders, partner and educational 
events as well as public days allowing project 
Co-Founders Bertrand and André to promote 
the adoption of clean technologies and prove 
what can be done with renewable energies.  

The solar airplane arrived in New York in time 
for the pre-scheduled week of events despite 
numerous challenges faced along the way. Dif-
ficult weather conditions, particularly strong 
winds, made the landing in Dallas difficult 
while a violent storm destroyed the roof of the 
hanger in St. Louis, forcing the team to operate 
its inflatable mobile structure for the first time 
during a mission. Finally, during the flight to 
New York, an 8 ft./2.5 m tear on the fabric on 
the underside of the left wing, that could have 
jeopardized the final leg, forced the plane to 
land earlier than planned.
The challenges and obstacles along the way 
not only show the team’s resourcefulness and 
flexibility but was also the perfect school for 
what lies ahead for the circumnavigation of the 
globe, scheduled for 2015.
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Across America
Golden Gate flight 

ACROSS AMERICA 2013: MISSION OVERVIEW
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The mission at a glance

Fun Facts:

• World distance record in the solar aviation category of the FAI (936 miles/1,506 km),
   flight Phoenix to Dallas
• 3,511 miles/5,650 km  flown across the United States
• 105 h 41 min of flight time
• 75,000 people visiting the plane and/or meeting the pilots
• 50 promotional and educational events organized
• 5 million people following the flight live
• 50 million hits on the website
• 19 million page views on the website
• 8.1 billion media impressions

The route 
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3-4 May 2013: First leg San Francisco/Moffett 
Airfield–Phoenix/Sky Harbor
Pilot Bertrand Piccard flew the solar airplane, 
HB-SIA, safely from NASA’s Moffett Airfield 
at the Ames Research Center bringing it 19 
hours later, on Saturday May 4 at 00:30 MST 
(UTC-7), to Phoenix’s Sky Harbor International 
Airport.
Three public visits were organized during Solar 
Impulse’s stay in Phoenix. Out of the first two 
that were officially planned, the third was setup 
because of high demand. It was a wonderful 

sight and it gave the chance to more than 2,250 
people to view the plane.
Pilots and Solar Impulse Co-Founders, 
Bertrand Piccard and André Borschberg were 
invited to give inspirational speeches to Arizona 
State University’s graduation ceremony in front 
of a stadium full of students. They also had the 
opportunity to offer the Clean Generation 
flag to Governor Jan Brewer as a token of 
their appreciation for Arizona’s outstanding 
hospitality.
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22-23 May 2013: Second leg Phoenix/Sky 
Harbor–Dallas/Fort Worth
The flight from Phoenix to Dallas, piloted by 
André Borschberg, amounted to 936 miles 
(1,506 km), breaking the world distance re-
cord in the solar aviation category of the FAI. 
The solar airplane landed at Dallas Fort Worth 
International Airport on Thursday May 23 at 
01:08 AM CDT (UTC-5).
 

Solar Impulse’s Clean Generation initiative 
continued to grow during the third leg across 
America and with it the interest in the project, 
its message and the solar airplane. Four public 
visits were organized – and quickly sold out – 
and the Solar Impulse team was moved by the 
sincere welcome of the public and local author-
ities at Dallas Fort Worth.

Across America
First flight
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Across America
Event at the

Phoenix University
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3-4 June 2013: Third leg Dallas/Fort 
Worth–St. Louis/Lambert Airport
Solar Impulse landed at Lambert-St. Louis 
International on Thursday June 4 at 1:28 AM 
CDT (UTC-5). The completion of the third 

leg of the 2013 Across America mission also 
inaugurated the use of the inflatable mobile 
hangar, deployed for the first time during a 
mission.
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Across America
Flight from Dallas to 
St. Louis – Landing 
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Flight
This was Bertrand Piccard’s longest flight, last-
ing 21 h 22 min. It was the first time the solar 
aircraft flew below cirrus clouds, constituted of 
ice crystals. To everybody’s surprise, the batter-
ies continued to charge at 30%-50% despite 
the cloud formations.

Mobile hangar
St. Louis was struck a devastating storm on Fri-
day May 31, including flash floods and torna-
does that caused large-scale power outages and 
serious infrastructure damage. The ferocity of 
the storms seriously affected Lambert-St. Louis 
and the hangar that was supposed to house the 

solar airplane. Solar Impulse therefore decided 
to deploy its own inflatable hangar for the 
first time during a mission. It’s a revolutionary 
ultra-light, very versatile structure especially 
intended for the flight around the world, sched-
uled for 2015.
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Across America  
St. Louis mobile hangar 14-15 June 2013: Fourth leg St. Louis/Lam-

bert Airport–Washington D.C./Dulles via 
Cincinnati
André Borschberg and Bertrand Piccard alter-
nated roles during the flight to Washington 
D.C. (with a pit stop in Cincinnati) successfully 
bringing the solar airplane to Dulles Interna-
tional Airport (VA) on Sunday June 16 at 00:15 
AM EDT (UTC-4). André flew the first seg-
ment from St. Louis (MO) to Cincinnati (OH) 
while Bertrand continued the following day to 

Washington D.C. This was Bertrand’s last mis-
sion flight in HB-SIA’s cockpit as the final leg 
of the Across America journey was undertaken 
by André Borschberg, connecting Washington 
D.C. to New York City. The final leg was also 
the solar airplane’s last adventure – even though 
it will be kept flight-ready in Switzerland - as its 
role will be taken over by Solar Impulse’s sec-
ond generation aircraft, HB-SIB: the airplane 
that’s also meant to circumnavigate the globe 
in 2015.
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Pit Stop in Cincinnati
The flight from Lambert-St. Louis to Dulles 
was characterized by an unprecedented flight 
scheme. The fourth leg of the Across America 
flight was spilt into two segments to train the 
team for potential around-the-world flight tac-
tics and also to allow Solar Impulse to arrive 
in nation’s capital on time for the event week. 
André Borschberg completed the first segment 
from St. Louis to Cincinnati while Bertrand 
Piccard completed the second segment, land-
ing the solar airplane in Washington D.C.

Meeting political figures
Co-Founders Bertrand and André had the 
honor to promote the adoption of renewable 
energies through their “Clean Generation” 
initiative in the U.S. capital. U.S. Secretary 
of Energy Ernest Moniz gave an inspirational 
speech demonstrating how Solar Impulse aligns 
with four Department of Energy priorities, 
including solar, energy storage, energy effi-
ciency and advanced materials. Solar Impulse 
was also invited to the U.S. Congress, where 
André and Bertrand talked about the incred-
ible potential of clean technologies to create 
profit while protecting the environment in the 
presence of U.S. Representatives of Illinois, 
Randy Hultgren, of Arizona, David Schweik-
ert and of Missouri, Sam Graves. And finally, 
André and Bertrand had the chance to go to the 
White House upon invitation by John P. Hol-
dren, Assistant to the President for Science and 
Technology and Director of the Office of Sci-
ence and Technology Policy.

Across America 
Washington Capitol 
Hill – Meeting with 
Congressmen
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6 July 2013: Fifth and last leg Washington 
D.C./Dulles–New York/JFK
The solar airplane of Bertrand Piccard and 
André Borschberg successfully landed at New 
York John F. Kennedy International Airport at 
11:09 PM EDT (UTC-4), July 6 2013. This 
symbolic touchdown in the “City that Never 
Sleeps” marks the end of Solar Impulse’s adven-
ture across America and concludes a mythical 
milestone in aviation history. Solar Impulse 
is the first airplane, capable of flying day and 
night, which has crossed the United States 
without a drop of fuel.
Piloted by André Borschberg, this final leg from 
Washington D.C. to New York was almost 
jeopardized by a tear in the fabric on the under-

side of the left wing. As André Borschberg was 
already preparing himself for the worst, the 
Flight Director gave orders to continue the 
flight and the Solar Impulse team negotiated an 
early landing at New York’s JFK International 
Airport. Check out the flight graph here below 
to relive the flight.
The week of events in New York was action-
packed. Project Co-Founders Bertrand Pic-
card and André Borschberg were invited to 
NASDAQ’s opening bell ceremony on Times’ 
Square. They also presented the project and its 
message at the United Nations in the presence 
of Secretary General Ban Ki-moon not to men-
tion numerous partner events and public visits.Across America   

Final flight from 
Washington D.C. to 
New York – Take off 
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Swiss diplomat saves 
62,000 Hungarian Jews
Issuing tens of thousands of “protective let-
ters” Carl Lutz rescued Jews in Budapest from 
deportation to Nazi death camps during World 
War II. His story is now making the way to 
Hollywood.
As the fascist Arrow Cross militiamen fired 
on a group of Jewish people, a woman sur-
vived. The bullet did not kill her, but she felt, 
wounded, in the freezing Danube waters. The 
men advanced on the dock to observe her 
drown slowly. Instead, they saw a distinguished 
tall man jump into the river. With water up to 
the chest and covering his suit, he swam back 
to the bank with her and asked to speak to the 
Hungarian officer in charge of the firing squad. 
Quoting international covenants, he declared 
the wounded woman a foreign citizen protected 
by Switzerland, a neutral country. In front of 
stunned fascists, he brought her back to his car 
and left quietly. He seemed so important and 
spoke so eloquently that no one would dare to 
stop him.
Vice-Consul Carl Lutz arrived in Budapest in 
early 1942. As chief of the Swiss Legation’s 
Department of Foreign Interests, he was in 
charge of the interests of 14 nations at war, 
among them the United States and Great Brit-
ain. He launched the largest rescue operation of 
WWII, issuing Swiss safe-conduct documents 

that enabled almost 10,000 Hungarian Jewish 
children to emigrate.
When deportations to Auschwitz began, Carl 
Lutz placed the staff of the Jewish Council for 
Palestine under his diplomatic protection. He 
negotiated a special deal with the Hungarian 
government and the Nazis, gaining permission 
to issue protective letters to 8,000 Hungarian 
Jews for emigration. He deliberately used his 
permission as applying to families rather than 
individuals.
He also set up some 76 “safe houses” around 
Budapest, declaring them annexes of the Swiss 
Legation and thus off-limits to Hungarian 
forces or Nazi soldiers.
Carl Lutz was nominated three times for the 
Nobel Peace Prize and named Righteous among 
the Nations by Yad Vashem. In Switzerland, an 
exhibition at his native town of Walzenhausen 
(AR) as well as a social media page are launched 
to pay tribute to one of the most notorious civil 
servants in Swiss history. In Los Angeles, a tree 
will be dedicated to the Consul in the Garden 
of the Righteous.
His story will be told in the upcoming Holly-
wood movie “Walking with the Enemy”. The 
trailer is available at http://www.youtube.com/
watch?v=GEuveVPVkc4.

(This article is a courtesy of the Swiss Embassy in Washington  
http://www.swissemb.org/news/september2013.html) 

Carl Lutz: The story of a Swiss Diplomat
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www.kudelskisecurity.com
cyber security unit of Kudelski Group
follow us on 

CREATING INNOVATIVE CYBER SECURITY  
       SOLUTIONS FOR A SAFER TOMORROW
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Interview with Dr. Felix Moesner, CEO of swissnex Boston and the Consul of the 
Consulate of Switzerland.

swissnex Boston 
united states
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How would you describe swissnex Boston? And 
what is its mandate?
The mission of swissnex Boston is to promote 
Swiss excellence in science, education, art and 
innovation and support the international activi-
ties of Swiss institutions of higher learning, 
research institutes, as well as high-tech start-
ups and entrepreneurs in North America. 
Established as the world’s first “Science Con-
sulate” in 2000, swissnex Boston is part of a 
global swissnex network of six knowledge out-
posts: San Francisco (2003), Singapore (2004), 
China (2007), India (2009) and Brazil (2013). In 
2013, swissnex Boston launched the New York 
Outpost in Manhattan, creating an extension of 
its services in the Silicon Alley.
swissnex is an initiative of the Swiss Govern-
ment; each office runs off of a public-private 
business model to promote ventures with a 
diverse set of constituents. Additionally, the 
swissnex network works closely with science 
and technology counselors based in Swiss 
Embassies around the world, creating a seam-
less collaboration among Swiss entities.

What does swissnex Boston offer to Swiss  
startups?
swissnex Boston supports Swiss-based startups 
with their transition into the US market through 
customized services, targeted introductions and 
access to local infrastructure. Two programs are 
available for Swiss-based startups:
1. The venture leaders program  
For the past 13 years, the Swiss national startup 
team traveled to the Greater Boston Area to 
discover the innovative entrepreneurial eco-
system. For the first time, the 20 entrepreneurs 
will also be exploring the New York startup 
scene, extending the program’s exposure in a 
rising entrepreneurial hub. By interacting with 
peers and discussing their experience, the par-
ticipants benefit from a group-learning envi-
ronment. The startups learn how to pitch, raise 
funds and take extra risks – all very American 
attributes. The entrepreneurs share their chal-
lenges, develop ideas and motivate each other, 
returning to Switzerland with a strong drive to 
succeed. 
2. CTI Startup U.S. Market Entry CAMP
The CTI CAMP originated from swissnex San 
Francisco six years ago and is now executed in 
Boston, New York, Shanghai, India and London. 
An initiative by the Innovation Agency CTI, the 
CTI U.S. Market Entry Camp is an individual-
ized acceleration program for the most promis-
ing Swiss tech startups with global ambitions. 
The CAMP offers an intense 1-month stay for 
early stage startups to get market validation for 
their product and business models; and a 2-3 
month stay for more advanced startups looking 
to expand into the U.S. The program is open 
to all Swiss-based startups in the CTI Startup 
coaching program (pre- or post-label). In tan-
dem with the CAMP, swissnex Boston invites 
local experts in innovation and entrepreneur-
ship to share their knowhow in Boston and 
New York. The result is a series of webinars 
and short reports to help Swiss tech entrepre-
neurs decode the start-up ecosystem, discover 
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the latest local trends in their industry and get 
ready to navigate the U.S. market.

What are your main partners in Switzerland 
and abroad?
Whether with the business or with the public 
sector, we believe that collaboration is key. We 
strive to work together with targeted stakehold-
ers in innovation and entrepreneurship and to 
expand our network of partners. Next to the 
universities and academic institutions, swissnex 
Boston’s main entrepreneurial partners in Swit-
zerland are the funding Innovation Agency CTI 
and VentureLab, which support the Market 
Entry CAMPs and Venture Leaders program, 
respectively. On the Boston side, main partners 
include the Cambridge Innovation Center and 
entrepreneurial platforms such as MassChal-
lenge, GreentownLabs and LabCentral. For 
the office in New York, we work closely with 
the Consulate General of Switzerland and with 
the main economic development agencies such 
as the New York City Economic Development 
Corporation. Most activities wouldn’t be pos-
sible without the strong link to Swiss and U.S. 
academic and entrepreneurial institutions. 

Are there particular areas of research in Swiss 
Academia that are particularly strong com-
pared to its global competitors?
Life sciences and medical research are among 
the strongest sectors in Switzerland. Switzer-
land’s top-notch scientific research institutions 
make the country a top innovator. A strength 
is the high internalization of its academic 
workforce with 57% of its research population 
coming from abroad. With more than a third 
of Swiss researchers abroad, Switzerland can 
also be seen as a platform for the circulation of 
researchers. Swiss business schools with strong 
alumni networks in the U.S. are well ranked 
internationally, especially programs at IMD or 
the University of St. Gallen. Another strength 
is the highly developed vocational and profes-
sional education and training system of Switzer-
land, which prevented a dip during the financial 
crisis.

How would you describe the entrepreneurial 
spirit of a U.S. startup and a Swiss one? 
Innovation is the ability to see change as an 
opportunity - not  a threat, thus thinking out-
side the box takes great ideas further. These 
fundamental attitudes are common for the 

entrepreneurial spirit of Swiss and U.S. start-
ups, but there are culturally rooted differences 
such as risk taking and the ability to pitch an 
idea in one minute. I would mention these 
characteristics as the main differences.
In addition, various programs foster the entre-
preneurial spirit among young scientists at Swiss 
universities and institutions. Those supporting 
schemes allow students to test the commercial 
potential of their innovative ideas resulting in 
the creation of new technologies and knowhow 
transfer to the commercial world. The spirit is 
to create and push new business ideas, which 
are crucial to the economy in both countries.

What is the key to bringing innovation to the 
market in the U.S. and elsewhere?
The key to successfully bring innovation to the 
market is to recognize the potential at an early 
stage. Three different support mechanisms 
cushion the risk: 
1.	Recognize the potential early; The Inno-
vation Lab of Harvard University encour-
ages entrepreneurship and innovation across 
the whole university, bringing together many 
cross-curricular interests, especially students 
with brilliant business ideas. ETH Zurich does 
it similarly at their two ieLabs.
2.	Nurture the potential early; chosen from 
over 100 applicants, 20 Swiss top startups have 
the opportunity of following an intensive ten-
day business development course (the venture 
leaders program), and meet successful Ameri-
can startups and venture capitalists in Boston 
and New York.
3.	Fund the potential early; High-impact, early-
stage startups join MassChallenge, the world’s 
largest startup accelerator and competition. 
The nonprofit organization selects 128 startup 
companies annually to participate in its four-
month accelerator program, competing for 
over $1 million in prizes. 
Generally for startups, the access to finance has 
become increasingly challenging in early stages 
as VCs shift to later stages. This leads to waste of 
time in finding financing, thus prolonging time 
to market, loosing competitive edge and reduc-
ing attractiveness for financing. A vicious circle!

What do you tell Swiss startup companies 
when they ask you whether the U.S. should be 
of potential interest to them? 
The main reason, why Swiss startups are inter-
ested in the U.S. is the expansion of their mar-
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ket as well as the prospect to find additional 
venture funding. Swiss startups usually have an 
established home base in Switzerland. As the 
Swiss market might be limited, it is an under-
standable wish to extend the market as a next 
step. Again, the U.S. is seen as an interesting 
market with high-tech innovation hubs in Bos-
ton, New York and San Francisco. The explo-
ration phase is an essential one, which needs to 
be prepared carefully. There are different offers 
that range from boot camps, validation camps 
or accelerator programs. swissnex Boston offers 
advice based on needs with help from compe-
tent local partners or back in Switzerland.  

Does “Swissness” facilitate the entry into the 
U.S. market?
Yes, I strongly believe so. “Swissness” is a con-
temporary trendy brand and marketing tool 
that companies are using to sell products.  The 
attributes are concepts of naturalness, multi-
cultural, fairness, neutrality and reliability. 
Overall, Switzerland is well perceived for the 
values such as democracy, punctuality, effi-
ciency, first class service and precision.

How do you evaluate whether a young startup 
has the potential to excel in a particular loca-
tion?
There must be an advantageous and strong 
impact between the product or service of the 
startup and the chosen location. Often life sci-
ence companies choose Boston because of its 
worldwide reputation in this field, which can 
leverage the competitive edge of the startup. 
Financial services, media and fashion startups 
will certainly choose the ecosystem of New 
York City. The first thing we encourage our 
entrepreneurs to do is to collect feedback from 
key opinion leaders locally. Both Boston and 
New York offer Swiss entrepreneurs the pos-
sibility to test their products in another dimen-
sion, with a real critical mass of potential cus-
tomers, industry experts, investors or fellow 
entrepreneurs to validate their strategy.

What does a Swiss startup need to do in order 
to successfully apply for venture capital?       
U.S. venture capital and angel investments are 
most likely tied to a mandatory registration of 
the Swiss startup in the U.S., since investors 
will play a role in the governance of the com-
pany. Often a startup is headquartered in Swit-
zerland, but has set up a subsidiary in the U.S. 

that qualifies for U.S. venture funding. For that 
reason, it’s often a dilemma for Swiss startups to 
raise significant amount of money in the U.S.  
Incorporating in the U.S. and running opera-
tions is often critical for a startup with limited 
resources, that’s why it’s important to use all 
instruments available. The CTI and swissnex 
offices offer to Swiss CTI coached startups 
the U.S. Market Entry CAMP, which has been 
designed to support the startups in tackling 
these initial expansion challenges.  

What are the do’s and don’ts a Swiss startup 
needs to know about when intending to enter 
the U.S. market?
There are clear cultural differences that will be 
faced. A clear message in form of a pitch is a 
must, as people tend to listen only the first min-
ute. This goes hands in hands with the develop-
ment of sales skills, something that is encoded in 
Americans’ DNA. Each high-tech sector has its 
own do’s and don’ts, which make the valuation 
period so important. On the technology side, 
Swiss entrepreneurs are highly competitive; 
what they can improve is their global mindset. 
Investors in the U.S. think globally and want to 
see a potential for scalability, way beyond the 
initial traction on the Swiss market.

How many companies has swissnex helped to 
successfully start business activities in Boston?
Since 2000, 253 startups came to Boston with 
the venture leaders program. 5-10 startups 
per year are hosted through the CAMP or 
other programs. In 2013, a total of 45 startups 
were hosted in Boston and New York. This 
year alone, 20 Swiss startups have registered 
to MassChallenge accelerator program. At 
the end of the day, we are convinced that if a 
Swiss entrepreneur succeeds in the U.S., it will 
eventually create value to the Swiss economy  - 
today’s startups need to go global!

Dr. Felix Moesner is the CEO of swissnex Boston and the 
Consul of the Consulate of Switzerland. Established as 
the world’s first “Science Consulate” in 2000, swissnex 
Boston is part of a global network of five knowledge out-
posts including San Francisco (2003), Singapore (2004), 
China (2007), India (2009) and Brazil (2013). The mis-
sion of swissnex Boston is to promote knowledge exchanges 
between Switzerland and North America in higher edu-
cation, technology, innovation, science and the arts.
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Interview with Oliver Heckmann, VP Engineering Google/YouTube.

GOOGLE

How do you describe your company? 
Google’s mission is to organize the world’s 
information and make it universally accessible 
and useful. Since Google was founded in 1998, 
we’ve grown to serve millions of people around 
the world and grown to offer products beyond 
search - from Gmail to Chrome to Android 
to Youtube. And the spirit remains the same 
with all our technologies, our goal is to make 
it as easy as possible for our users to find the 
information they need in order to get things 
done. 

What is your presence in the U.S. and 
Switzerland? 
The headquarters in Mountain View in the 
Silicon Valley is our most important office, but 
very early in the history of our company, we 
were internationalizing. In 2004 we opened our 
first office in Zurich at Limmatquai, which grew 
into Google’s largest engineering center outside 
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the U.S. Now we have over 1,300 employees 
working in Zurich to develop Google products 
for users around the world. Our engineers 
work on Google Maps, Search, Ads, Gmail, 
Calendar and YouTube, as well as on core 
infrastructure. Google Zurich brings Googlers 
together from 75 countries to work on some 
of the most challenging engineering problems 
in information technology and developing 
innovative products that serve hundreds of 
millions of people around the globe.

What are the key developments one needs to be 
aware of to understand your company and its 
services?
The Internet, probably more than any other 
technology before, has brought the world closer 
together. We have moved from the industrial 
age into the information age, and the Internet 
is the new trading route of the 21st century. Let 
me explain this with a little example from my 
field of work: Over video platforms artists can 
connect, inspire and entertain all over the planet. 
Take the Swiss make-up artist Julia Graf. She is 
using YouTube to promote her make-up skills. 
And so far over 150 mio people have watched 
Julia’s videos, content creation for her YouTube 
channel now being the main occupation to 
make a living. A huge success for a single-person 
company which would be impossible without 
the possibilities of the Internet. This example 
shows what Google does: Harness the potential 
of technology to create great user experiences 
and to provide tools that help businesses of all 
kinds to succeed on and offline.

What are the driving factors which ensure 
innovation for a company like Google?
To understand our company and how we drive 
innovation, it is helpful to understand some of 
our core principles at Google, one of which 
being ‘speed matters’. We are working hard 
to make our services such as search, maps, 
etc. permanently faster. Also fast decision-
making and implementation is important. As an 
illustration, every week we launch one or more 
new versions of YouTube, that means a new 
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feature is implemented within days and used by 
hundred of millions of users. In order to allow 
swift decision-making and implementation, we 
rely on flat hierarchies and small teams with a 
great freedom of choice, which is a second core 
principle. Good ideas are not coming from top-
down, but from across the company and are 
thus not necessarily being created when sitting 
in front of the computer. We built our Zurich 
Office on Zurich Hürlimannareal accordingly, 
with a lot of spaces to relax, discuss and 
brainstorm. We want our work environment 
to support great ideas and favour the well-
being. In general I think, that if you give people 
freedom, they will amaze you! You can’t give 
someone an instruction manual to change the 
world, but you have them let build, lead, create, 
improve, ship, and even shoot for the moon. 

How would you describe the spirit of innovation 
when it comes to engineering in the U.S. and 
Switzerland?
Both Switzerland and the U.S. have a strong and 
long engineering tradition and know-how to 
develop and produce high quality products and 
services. And both produce great engineering 
talents, our Founders Larry and Sergey met 
at Stanford while doing their PhD, and here 
in Zurich we are having great talent thanks 
to leading universities such as ETHZ. One of 
our big advantages in Switzerland is the great 
diversity - engineers from 75 countries here 
work at our engineering center in Zurich. This 
is less a difference in the engineering culture 
compared to the U.S., but more of a strategic 
advantage in terms of diversity of cultures. 
As Google has its largest markets outside the 
U.S., we aim to provide our applications and 
products in as many languages and accessible 
formats as possible. As an illustration our 
search interface is available in more than 130 
languages. Switzerland as an international, 
diverse and multilingual country has some key 
advantages. Let’s hope that this stays the same 
in the future. 

What can a small innovative company in the 
field of Information technology (IT) expect 
when it expands to the U.S.? 
In general, the risk-taking in the U.S. is greater 
than elsewhere and the awareness that failure 
can be a part of a learning process towards a 
better solution is more present in the U.S. You 

have a series of entrepreneurs who failed several 
times and in the end built  amazing companies! 
It may also be easier to find investors, so that 
you can fully focus on customer needs and the 
development of new services. But having said 
that, we think that there are numerous centers 
of excellence for innovation, not only in the U.S. 
The startup scene in Switzerland is growing 
stronger and we are actively promoting such 
activities, as such an innovation and business-
friendly environment is where also Google 
wants to grow!

What innovation in the field of IT is you 
still looking forward to as it would enable to 
revolutionize the way people would use the 
Internet?
I believe the already amazing speed of 
innovation in IT will rather increase in the 
next years rather than decrease. The last years 
we have seen the mobile revolution move the 
Internet from the desktops and laptops into the 
hands and pockets of our users. The current 
trend towards wearables - be it smart watches, 
fitness trackers or devices like Google Glass - 
is a natural continuation of that trend. With 
those devices, users will increasingly see useful 
context-aware suggestions without having 
to state them in the form of a search query, 
giving them the benefit of Internet services 
while allowing them to focus more on their 
other (real-world) activities. That means the 
technology is increasingly getting out of their 
way and thus enables each and everyone to 
harness the astoundingly growing potential of 
the web in their very own way.

Oliver Heckmann is VP, Engineering of YouTube 
based in Zurich/Switzerland. He is leading a team of 
approximately 200 engineers in Zurich, San Bruno, 
Mountain View and Paris, and is responsible for all 
uploader and partner facing features of YouTube. Before 
working on YouTube, Oliver was a manager on the Gmail 
team. And, before joining Google in 2006, he was leading 
a research team at the Multimedia Communications Lab 
in Darmstadt/Germany. In 2004, he won an award for 
the best German Computer Science Dissertation.
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What does your company do?
My company, White Lighthouse Investment 
Management, provides investment manage-
ment and personal financial planning services 
to individuals and families in the United States 
and Switzerland. We specialize in working with 
international families, especially overseas Amer-
icans and Swiss nationals living in the U.S., 
who hold dual nationality and/or are married 
to American citizens. Our financial planning 
for families includes retirement, taxes, invest-
ments, estate planning and dealing with cross 
border (especially U.S. tax planning) issues. We 
address our clients’ challenges together and, as 
needed, search out other professionals with sin-
gular expertise. Over the last eight years, White 
Lighthouse has been blessed with average quar-
terly growth of about 15%.

Interview with Jonathan Lachowitz, Founder of White Lighthouse Investment 
Management Sarl.

White Lighthouse Investment Management
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d) To what extent is the U.S. market different 
from the Swiss market?
Switzerland has a small domestic market com-
pared to the U.S. which is the world’s largest. 
Due to size differential the U.S. market gener-
ally offers more competitive pricing and more 
choices for services and products; though many 
U.S. businesses are not as focused on the chal-
lenges and opportunities presented by cross 
border businesses. These differences present 
both challenges and opportunities to companies 
that are more accustomed to the Swiss market. 
Another big difference in the U.S., compared 
to Switzerland is the tax code for businesses 
and individuals are terribly complex in the 
United States and the penalties for even simple 
mistakes can be severe. Here, foreign compa-
nies coming to the U.S. and U.S. companies 
expanding overseas face a steep challenge; and 
in many instances multiple professional advi-
sors here would give greatly varying advice to a 
company entering the U.S. market. 

What are the do’s and don’ts a Swiss company 
needs to consider when increasing its footprint 
in the U.S.?
Despite the very strong historical ties between 
the U.S. and Switzerland, a company trying to 
grow needs to manage cultural differences. In 
the U.S., a strong command of English and an 
understanding of local and national issues are 
appreciated. Effective business and professional 
communication are vital for a Swiss company 
entering the U.S. market. A good understand-
ing of and compliance with the regulations for 
each industry (including taxes for the business 
and its employees) can make the difference 
between success and failure.
In Switzerland, with its relatively small popula-
tion, four national languages, more than 20% 
of residents coming from another country 
and many countries on the border, businesses 
are accustomed to cultural diversity. It would 
be a mistake, however, for a Swiss company to 
look at the U.S. as a homogenous market. In 
the U.S., there are distinct differences based on 
geography, proximity to major cities, cultural 

Jonathan Lachowitz, 
Founder of White 

Lighthouse Investment 
Management Sarl 
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background and political and religious beliefs. 
When locating your business, targeting and 
segmenting your customer base and choosing 
which business partners to work with are keys 
to success.
Many U.S. States (like Cantons in Switzerland) 
actively assist foreign companies which set-up 
in the U.S. Switzerland’s diplomatic network 
in the U.S. (especially swissnex in Boston and 
San Francisco) provides high concentrations of 
Swiss specific resources in the U.S. - Boston, 
New York, San Francisco and Washington are 
centers for Swiss businesses entering the U.S. 
markets.

What are the key success factors for success in 
the U.S.? 
Some of the most important factors for business 
success in the U.S. revolve around marketing, 
communications and ultimately customer ser-
vices. In many industries, the U.S. market has a 
lot more competition: for a new business, getting 
potential customers to notice your value propo-
sition can take considerable time and effort.
Once a business starts establishing itself, the 
challenges turn to consumers. In my experience, 
U.S. consumers expect (demand) a higher level 
of customer service than Swiss consumers. Busi-
nesses in many U.S. industries are very good 
with customer service issues and work hard (and 
spend considerable resources) to retain custom-
ers. In Switzerland, established businesses seem 
to have more relative power than consumers, 
and this shows in the way they deal with con-
sumers. In recent years, however, I have noticed 
positive changes in the Swiss market: Nespresso, 
a superb brand, comes to mind. The consumer 
experience at Nespresso’s boutiques and cafes is 
world class.    

How does a young innovative company succeed 
in getting Venture capital?
For good ideas and a well-organized young com-
pany, the U.S. provides ample venture capital. 
A clear, realistic path to profitability, excellent 
communications, and a well-presented business 
plan are key success factors. However, in trying 
to secure venture capital, a young company can 
set itself apart from its competitors through the 
“attitude” it presents to its audiences. Attitude 
will be a combination of work ethic, presenta-
tion, modesty, the ability to take advice, criti-
cism and praise equally as well. 

Vital are long-term persistence towards busi-
ness success both operationally and in securing 
business partners. When I advise people start-
ing a business, I remind them that the word 
“Network” has “work” in it for a reason. No 
individual or company is successful on its own. 
Actively deepening your business network is 
often a critical and time-consuming element 
not only to securing venture capital but also in 
many elements of business success. Every new 
business will benefit from successful network-
ing; it may be the introduction to business part-
ners, financial assistance, business service pro-
viders or just someone to share experiences and 
learn from. It is not always evident from an on-
line profile or a first meeting who will be the 
most valuable people in your network; face to 
face meetings continue to be very important.

What are todays and the future challenges of 
Swiss SMEs when opening a branch in the U.S. 
and how can they address these challenges?
The U.S. market can overwhelm anyone start-
ing or expanding a business. It has been said that 
most overnight successes take at least a decade. 
The U.S. has a deep, dynamic economy with 
unlimited business opportunities. Some of the 
biggest challenges for a Swiss SME setting up 
in the U.S. are related not to the business itself 
but to administrative challenges. These include 
residence - or work permits for key overseas 
employees, tax and legal compliance issues at 
the state and federal level, industry specific reg-
ulatory hurdles and the challenge of importing 
products into the U.S. from overseas. Recently, 
companies with a strong on-line presence have 
faced the added concerns of malicious hacking 
and data privacy. 
For many of these challenges, awareness is half 
the battle. It can be useful to plan for delayed 
business operations and unexpected expenses. 
However, perhaps the best way to address these 
challenges is to network with other SMEs who 
have recently dealt with similar issues. Net-
working can save time and locate business advi-
sors with the appropriate international skills 
and all kinds of other resources. Many people 
working at SMEs are happy to share stories of 
how they overcame business challenges. Their 
advice can be invaluable.
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What does your company do? 
Flatev is revolutionizing the way people eat 
tortillas at home. We provide homemade flat-
bread, cooked in seconds, at the touch of a but-
ton. Our vision is to make it easy for anyone in 
the world to eat fresh, healthy bread.

Could you briefly elaborate on the history of 
your company?
When I left home Mexico, I missed my mom’s 
home-made tortillas. When I tried to make 
them by myself, all I made was a mess. I real-
ized then why people don’t make them by 
themselves anymore and buy tortillas of the 
supermarkets and restaurants, which are not 
fresh and tasty.
By using my Nespresso coffee maker I came 
then to the idea why not having a Nespresso 
but for tortillas?  High quality, a wide variety of 
doughs and very easy to use. 
After this moment I started researching on 

Interview with Carlos Ruiz, CEO & Founder of Flatev.

FLATEV

Management: Factors of success in the U.S. 
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Internet to find out if such a product already 
exists. Then I conducted an IP study and 
decided to focus on it. In 2011, I found my two 
Co-Founders Jonas Müller and Louis Frachon 
and we incorporated flatev in March 2012. At 
the same time Jonas constructed the first pro-
totype and we applied for a patent. Since then 
we have conducted market research in the U.S. 
and we have been improving the prototype. 
Until  today we have raised in total $1 million 
including 130 k of awards and we are reaching 
the industrialization of the machines and pods.
 
How does your tortilla maker work?
The user inserts a pod with fresh dough inside, 
touch a button and in 30 seconds you obtain a 
fresh home-made tortilla. The machine sepa-
rates the dough from the pod. It presses the 
dough and cooks it in seconds. Finally it delivers 
the fresh tortilla in a warm keeping container.

When did you think of expanding to other 
markets like the U.S.? 
From the beginning we knew Switzerland was 
not the main market for tortillas. I knew the 
U.S. after Mexico consumes a lot of tortillas. 
Then I found that there is a Tortilla Industry 
Association (TIA) and I got the first informa-
tion there. Then we decide that we have to start 
straight away in the U.S.

How did you get the relevant information you 
needed to take your business decisions?
From the TIA, bank reports and other sources 
online. The courses provided by the Ven-
tureLab helped us to from the beginig to 
develop Flatev.

Why did you consider the U.S. to be a target 
market and established a branch in Boston?
1.	The U.S. is the second biggest market for 
tortillas after Mexico. 
2.	The U.S. has the largest corn flour providers.
3.	The U.S. is very interesting for venture capital.
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Could you describe the different programs tar-
geted for the needs of Swiss startups you par-
ticipated in and what you learnt from them?
1.	VentureLab (Venture challenge, Venture 
plan and Venture training): I learned the most 
important things an entrepreneur must know: 
Strategy, bootstrapping, competition and cus-
tomer analysis, business model generation, 
financial plans and how to pitch to investors. 
2.	CTI U.S. Market Entry Camp and Venture 
Leaders 2013: Cultural differences between the 
U.S. and Switzerland for business, legal issues 
in the U.S., marketing, etc.

How did you learn about acquiring Business 
Angels capital?
On the one hand the course of VentureLab 
gave me the know-how how to approach Busi-
ness Angels. On the other hand we found some 
capital through networking. 

And how did you proceed to find the right part-
ners?
Through recommendations and evaluations. 

What were the most important do’s and don’ts 
you learnt during your career when it comes to 
expanding to other markets?
Do’s: 
1.	Get well informed through consulates, 
embassies, universities, startup programs and 
industry reports.  
2.	Visit the market and talk to people and experts 
from your industry as much as you can about 
the industry and your project. 
Don’ts: 
1.	Don’t wait that long to visit the target market.
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In February, Toray Industries, Inc., a Tokyo-
based manufacturer of fibers and textiles, plastic 
resins, films, and carbon fiber composite mate-
rials, selected Spartanburg County, South Car-
olina, for its next global facility. The $1 billion 
investment over the next decade is expected to 
create 500 new jobs and represents one of the 
largest initial capital investments in the state’s 
history.
Toray’s acquisition of approximately 400 acres 
in South Carolina is part of the company’s stra-
tegic business expansion in growth fields and 
growth regions, which include North America 
and Latin America, in addition to Asia. The 
company views the U.S. as a key expansion 
market due to the revival in manufacturing 
that is pushing demand for advanced materials, 
particularly those used in the Aerospace and 
energy-related industries. According to Toray 
Industries President Akihiro Nikkaku, “South 
Carolina offers Toray Industries an ideal loca-
tion for our next North American manufac-
turing facility. Here we will have proximity to 
major customers, both in the U.S. and in Latin 
American markets.”
Toray was planning to actively invest its 
resources to meet demand for its advanced 
material business base. The company had 
already been considering a plan to locate a new, 
high-performance carbon fiber production 
facility to serve as a major supplier to the aero-
space industry. Aerospace in South Carolina 
is a burgeoning industry, with more than 200 
aerospace companies employing around 20,000 
South Carolinians so it made sense for Toray to 
choose to locate there to access that market.

Key Requirements
What can we learn from this and similar loca-
tion strategy decisions by corporate inves-
tors who literally have the world to consider? 
According to Gene DePrez, Managing Partner 
at Global Innovation Partners, who has spent 
25+ years advising global companies on loca-
tion strategy and site selection, most often the 
decision is driven primarily by a single concept, 
albeit with many evaluation factors. That con-
cept is access.

According to DePrez, companies large and 
small are succeeding in the global markets by 
operating as globally integrated enterprises, 
meaning they are constantly looking for com-
petitive advantage by optimizing each of their 
operating functions, and often this means plac-
ing or moving each specialized activity in a 
location that will have the best combination or 
tradeoff of qualitative, cost, and risk factors.
To be clear, says DePrez, this goes beyond the 
decline of the so-called vertical business model 
over the last decade or two with its interna-
tional strategy emphasis on simply replicating 
most of its business operations on a smaller 
scale in other geographies. Even with supply 
chain variations involving global outsourcing 
(mitigated by recent tactical U-turns of near-
sourcing and in-sourcing), these traditional 
business models remained essentially hub-and-
spoke in character.
In contrast, today’s most successful globally 
integrated companies have a far more sophisti-
cated and dispersed networked business model 
and operate as truly globally based businesses, 
DePrez explains. They will carefully analyze 
where each operational unit would be most 
productive based on location, then efficiently 
networked with other units, each placed in the 
best geographies for optimal performance.
In some versions they may have multiple “head-
quarters” with production, business, financial, 
and other functions spread across the world and 
located where each unit can be most productive 
and provide the greatest benefit to the com-
pany’s investors and customers. For example, 
if the greatest share of production is going to 
be in Asia to meet fast growing demand there, 
procurement may ideally be focused in that 
region to better understand and manage sup-
ply chains and work with partners. At the same 
time, R&D or engineering units may be relo-
cated to leverage regions with strong related 
intellectual capital and innovation, while finan-
cial management may need to be close to major 
investment markets.
Whether a manufacturing function or a pro-
curement, research, financial operations, mar-
keting, or a myriad of other corporation oper-

Foreign Investment Decisions
Still Driven by Access and Scale
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ating units, DePrez says cost will always be a 
concern; but with today’s focus on innovation in 
business models, processes, products, customer 
relations management, and other predictors of 
success, critical factors such as talent and prox-
imity to markets and intellectual capital often 
overshadow short-term financial savings.
Competitive positioning requires constant re-
evaluation, typically every few years, to assure 
that each defined business unit is located or 
relocated to achieve its optimal performance - 
assessing the trade-offs between improved per-
formance compared to costs and risks. Investing 
organizations are not reluctant to make radical 
changes on a regular basis, if the ROI justifies 
the disruption and other risks involved.

Access in all its forms
The key qualitative factors that drive these 
decisions can be summarized as access. They 
are weighted differently depending on the spe-
cific operation and business strategy, but almost 
always evaluating:
1.	Access to markets - proximity and direct 
interaction with customers, clients, and pros-
pects in existing or untapped developed econo-
mies, as well as cultivating emerging and poten-
tial high-growth markets; marketing initiatives 
may include B2B, B2C, strategic alliances, and 
joint ventures. Even with the rapid rise of econ-
omies like China and India, the United States 
still remains the largest market with a diverse 
set of sub-markets and overall scale to support 
added ROI.
2.	Access to intellectual capital - innovation, 
industry sector knowledge, specialized cre-
ative/engineering/production talent, university 
and other research, networks of trade and pro-
fessional association thought leaders, and large-
scale innovation ecosystems.
3.	Access to suppliers - supply-chain partners, 
sophisticated and efficient logistics systems, 
strategic/joint venture partners, value-added 
logistics infrastructure, economies of scale.
4.	Access to a skilled cost-effective work force 
- geographically well positioned for advantage, 
specialized industry training, and sensitivity to 
industry needs, who themselves are consumers.
5.	Access to a refined work and cultural envi-
ronment - to improve productivity, leadership 
style, or change perspectives and values of man-
agement, work force, or community stakehold-
ers.

6.	Access and proximity to regulators - for 
example, in the life sciences, in aerospace and 
automotive, and in other regulated sectors, and 
to industry licensers, self-regulators, and stan-
dards-setters.
7.	Access to a favourable business and/or tax 
environment - alignment or sensitivity to ethi-
cal and cultural issues, business friendly gov-
ernment, incentive and community support.
8.	Access to financial markets and professional 
services - the news media and communications 
channels.
9.	Access to a new national or regional brand 
platform - to establish a new identity for attract-
ing/retaining investors, customers, work force.
Other points of access may apply to particular 
industry sectors or business functions.

Investing in the USA
So what makes the United States so attractive 
in this climate of access-driven location strat-
egy decision-makers? DePrez says that for 
many global investors considering growth or 
expansion, the United States cannot be ignored 
because objective analysis will typically spot-
light unrivaled access to many of the factors 
that together drive these decisions. And the 
United States provides a unique combination of 
access with scale that is unlikely to be matched 
anywhere else in the world. America - even 
with all of its size and diversity - operates as a 
single economy, still the largest in the world. 
Yet compared with other market regions, the 
United States offers minimal regulatory, trade, 
and monetary differences among its states and 
metro business centers.
This favourable intersection of size and access 
often reveals the United States as having unpar-
alleled opportunities for foreign direct invest-
ment, offering operating options and choice of 
locations within a single sophisticated and mas-
sive market.
If a company, large or small, wants access to the 
world’s largest and most sophisticated, and yet 
diverse market, then the United States is where 
to invest.

(Reprinted from LocationUSA 2014, published Area 
Development Magazine, www.locationusa.com)
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Innovating for better medicines
At Novartis, we want to discover, develop and provide high-quality 
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united states

By Keida Ackerman, International Investment Specialist, SelectUSA, U.S. Department of Commerce

Renewed Confidence & Commitment
in the World’s Largest Market 

SelectUSA

The United States remains the largest recipi-
ent of FDI in the world because firms recog-
nize that the U.S. is an innovative and stable 
market, and the world’s largest economy. There 
has been a renewed confidence in the United 
States for two key reasons: First, the compara-
tive costs of manufacturing have decreased, in 
part as a result of new energy technologies and 
sources. Second, there have been groundbreak-
ing steps toward increasing the U.S. advantage 
in advanced manufacturing processes. These 
factors and the high-profile commitment to 
attracting FDI through the SelectUSA pro-
gram confirm that the United States is open for 
business.
Investment introduces new capital, as well as 
new products and new ideas. It creates jobs and 
strengthens the economy by driving innovation 
through investments in research and develop-
ment and helping connect our economy with 
global markets. Direct investment supports 
trade; in fact, many companies choose to locate 
in the United States for improved access to a 
global marketplace, and U.S. subsidiaries of 
foreign companies accounted for one-fifth of 
total U.S. exports in 2012.i The United States 
has doubled its market access through strategic 
trade agreements that connect businesses with 

nearly 735 million consumers worldwide. With 
the ongoing Trans Pacific Partnership (TPP) 
and Transatlantic Trade and Investment Part-
nership (TTIP) negotiations, businesses can 
look forward to improved access to more mar-
kets and millions more consumers.
The United States is both the largest recipient 
of FDI and the world’s largest source of direct 
investment. In 2012, the stock of direct invest-
ment into the United States was valued at nearly 
$2.7 trillion, equivalent to nearly 15.4 percent of 
all foreign-owned assets in the United States. ii 

At the same time, U.S.-based firms were the 
source of approximately $4.5 trillion in direct 
investment in foreign countries. Foreign direct 
investment plays an important - and valued – 
rôle in the U.S. economy, employing nearly 
5.6 million U.S. workers. Business investments 
have led to the creation of jobs, an increase in 
wealth and living standards, and overall growth 
and innovation that drive U.S. economic com-
petitiveness. From the federal to the state and 
local level, there is clear recognition of the 
importance of FDI, and both President Barack 
Obama and Commerce Secretary Penny Pritz-
ker have made it a priority to encourage busi-
ness investment in the United States.
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Investment Inflows
U.S. subsidiaries of multinational companies 
are owned by firms headquartered around the 
world. According to the U.S. Bureau of Eco-
nomic Analysis (BEA), the latest estimates of 
FDI stock in the United States by ultimate 
beneficial owner (UBO) reveal that the United 
Kingdom, Japan, Germany, Canada, and France 
are the five largest country sources of FDI in 
the United States. Together, these five econo-
mies alone accounted for nearly 61.5 percent of 
total FDI stock in 2012.
In addition, markets across Asia, Latin America, 
and Europe have substantially increased their 
FDI position in the United States in recent 
years. Among the countries for which data is 
provided by the Bureau of Economic Analysis 
(BEA), FDI into the United States from China 
grew at an average annual rate of nearly 71 
percent between 2008 and 2012, making it the 
fastest-growing country source of FDI in the 
United States (followed by Hungary, Indone-
sia, Norway, and Malaysia). Uruguay emerged 
as the fastest-growing Latin American economy 
for FDI in the United States, with compound 
average growth of FDI at nearly 21 percent 
since 2008. While these markets cumulatively 
represent a small percentage of direct invest-
ment stock in the United States today, their 
growth is poised to continue.iii

Direct investment in the U.S. economy flour-

ishes across industry sectors, most notably 
in manufacturing, Professional and financial 
services,iv and other industries, such as non-
bank holding companies, agriculture, mining, 
and utilities. According to BEA estimates, more 
than one third of FDI into the United States is 
in the manufacturing sector; international com-
panies maintain operations in chemical, primary 
and fabricated metals, transportation compo-
nents ranging from Aerospace to motor vehicle 
manufacturing, textiles and more. Because of 
technological advances and the boom in the 
production of shale gas, the U.S. Energy Infor-
mation Administration (EIA) estimates that the 
United States could be close to self sufficient in 
energy by 2035.v This ultimately will result in 
lowering the U.S. trade deficit and enhancing 
our manufacturing competitiveness, particu-
larly for manufacturing companies in energy-
intensive sectors.
Manufacturing accounted for nearly 20 percent 
of U.S. gross domestic product (GDP) in 2011.vi 
According to Deloitte’s Manufacturing Com-
petitiveness Index, the United States ranked 
among the top-five most competitive countries 
in 2013. The United States is poised to main-
tain its competitiveness over the next five years, 
largely propelled by talent-driven innovation 
and a favorable legal and regulatory environ-
ment.vii

The United States is also increasing investments 

Other manufacturing 
32%

Chemicals 26%Transportation 
Equipment 12%

Machinery 10%

Computer and 
electronic products 

7%

Primary and 
fabricated metals 5%

Food 4%
Electrical equipment, appliances 
and components 4%

A favorable 
legal and regulatory
environment,
improved access
to global markets,
and talent-driven
innovation are
among the reasons
the U.S. continues
to attract the lion’s
share of foreign
direct investment.

FDI in the United States by Industry
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in its talented, innovative, and productive work 
force to stay competitive in manufacturing. In 
2012, President Obama created the National 
Additive Manufacturing Innovation Institute 
(NAMII) to bolster the U.S. competitive advan-
tage in 3D printing technologies. Branded as 
“America Makes,” this initiative brings together 
public and private sector partners to accelerate 
the development of advanced manufacturing 
technologies. By utilizing advanced materi-
als and digital production techniques in the 

United States, manufacturers can reduce the 
time needed to move a product from design to 
the U.S. market - a clear advantage in today’s 
fast-paced marketing cycle. All of these factors 
contribute to the recent reshoring trend seen 
with companies ranging from large firms like 
Ford and NCR, to smaller U.S. manufactures 
of durable goods such as kitchenware, plastic 
coolers, and headphones, moving production 
to the United States.viii

Business Confidence
Overall confidence in the U.S. business envi-
ronment is on the rise, reflected in indepen-
dent rankings. The World Economic Forum’s 
(WEF) Global Competitiveness Index rec-
ognizes the United States among the top-10 
economies based on its strengths in innovation, 
education, and its overall size, citing renewed 
macroeconomic stability and expected steady 
economic growth in 2014.ix Recently, The 

Economist reported that the conditions that 
underlie a general résurgence of optimism 
around the U.S. economy might have started 
in 2013, with booming exports and investment 
in business equipment.x The United States is 
likely to have achieved economic growth of 2.7 
percent in 2013, further boosting confidence.
According to the IBM Institute for Business 
Value, the United States is the top destination 
for direct investment as measured by the esti-

Rank 	 Market 	 % of Total Stock	 Million USD

1	 United Kingdom	 21,30%	 564 714
2	 Japan	 11,67%	 309 383
3	 Germany	 10,27%	 272 262
4	 Canada	 9,85%	 261 133
5	 France	 8,36%	 221 724
6	 Netherlands	 4,91%	 130 075
7	 Ireland	 4,82%	 127 674
8	 Switzerland	 4,75%	 126 007
9	 Spain	 1,96%	 51 894
10	 Australia	 1,93%	 51 051
11	 Belgium	 1,80%	 47 728
12	 Sweden 	 1,56%	 41 449
13	 Italy	 1,12%	 33 194
14	 Norway	 1,16%	 30 814
15	 Mexico	 1,10%	 29 175

FDI in the United States
LARGEST COUNTRY SOURCES OF FDI IN THE UNITED STATES BY 2012 STOCK POSITION

(Source: Department of Commerce, Bureau of Economic Analysis - FDI Position by Ultimate Beneficial Owner)
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mated number of jobs created by FDI in 2012. 
Further, the United States has begun to show 
signs of economic recovery, confirming corporate 
confidence in the country as a key market.xi In its 
June 2013 FDI Confidence Index, A.T. Kear-
ney awarded the United States the top spot.xii 
Business executives believe that U.S. workers 
are becoming more competitive, and investors 
are optimistic about solid fundamentals. As the 
United States maintains an open investment 
policy, investors recognize that the free move-
ment of capital across international borders, 
along with global trade, is essential to growth 
in the global economy.
This confidence is reflected as President 
Obama recently emphasized his commit-
ment to attracting FDI at the SelectUSA 2013 
Investment Summit in Washington, D.C. The 
summit welcomed approximately 1,300 partici-
pants, including a mix of global investors, U.S. 
companies, business associations, and repre-
sentatives from more than 200 U.S. economic 
development organizations (EDOs) from 48 
states, the District of Columbia, and four U.S. 
territories. More than 650 company representa-
tives came from 450 companies in 60 countries. 
Seventy federal employees from 14 govern-
ment agencies were on site to answer investor 
questions. The President made it clear that 
foreign investment attraction is a core priority, 
with responsive, global teams actively working 
together. Hand-in-hand with the U.S. Depart-
ment of State, the Department of Commerce 
through SelectUSA is providing the training, 
resources, and access necessary to ensure that 
investors and economic development organiza-
tions receive world-class services.
Cross-border investment is a fundamental 
component of U.S. economic competitive-
ness. As the single point of contact for inves-
tors looking to create jobs and establish pro-
duction in the United States, SelectUSA serves 
as an information source for the global invest-
ment community, an ombudsman for inves-
tors, and an advocate for U.S. cities, states, and 
regions. SelectUSA works in partnership with 
U.S. economic development organizations 
that are looking to attract business investment, 
and coordinates investment-related resources 
across U.S. federal agencies, foreign embassies, 
other economic development stakeholders, and 
industry trade associations.

(Reprinted from LocationUSA 2014, published Area 
Development Magazine, http://www.locationusa.com)

Keida Ackerman is an International Investment Specialist 
with SelectUSA. SelectUSA exercises geographic neutrality, 
and represents the entire United States. The program does 
not promote one U.S. location over another U.S. location. To 
learn more about SelectUSA services for investors and U.S. 
economic development organizations, visit www.SelectUSA.
gov. http://www.SelectUSA.gov 

i In 2011, the U.S. Department of Commerce reported that the U.S. 
trade in goods on a total census basis was $1.48 trillion, and that 
majority-owned U.S. affiliates of foreign firms contributed $303.7 
billion to U.S. exports of goods.

ii U.S. Bureau of Economic Analysis, “International Economic 
Accounts, International Investment Position,” http://www.bea.gov/
international/index.htm (accessed Dec. 31, 2013)

iii U.S. Bureau of Economic Analysis, “International Economic 
Accounts, International Investment Position,” http://www.bea.gov /
international/index.htm (accessed Dec. 31, 2013)

iv Includes depository institution (banking); finance (except depository 
institutions) and insurance; real estate and rental and leasing; profes-
sional, scientific, and technical services

v U.S. Energy Information Administration, “AEO2014 Early Release 
Overview,” http://www.eia.gov/forecasts/aeo/er/early_production.cfm 
(accessed Jan. 12,2014)

vi U.S Bureau of Economic Analysis, “Industry Data, Gross Output by 
Industry,” http://www.bea.gov/iTable/iTable.cfm?ReqID=5&step=1#re
qid=5&step=4&isuri=1&402=1&403=1 (accessed Jan. 12, 2014)

vii Deloitte Touche Tohmatsu Limited and the U.S. Council on Com-
petitiveness, “2013 Global Manufacturing Competitiveness Index,” 
http://www.deloitte.com/assets/Dcom-UnitedStates/Local%20Assets/
Documents/us_pip_GMCI_11292012.pdf (accessed Jan. 12, 2014)

viii Boston Consulting Group, “The U.S. as One of the Developed 
World’s Lowest-Cost Manufacturers,” https://www.bcgperspectives.
com/content/articles/lean_manufacturing_sourcing_procurement_
behind_american_export_surge/?chapter=2#chapter2 (accessed 
Jan. 12, 2014) 

ix Klaus, Schwab, The Global Competitiveness Report 2013–2014, 
Insight Report (Geneva: World Economic Forum, 2012), http://www3.
weforum.org/docs/WEF_GlobalCompetitivenessReport_2013-14.pdf

x The Economist. “Is this the year growth takes off?” http://www.
economist.com/news/united-states/21593423-janet-yellen-prepares-
take-over-fed-omens-aregood-year (accessed Jan. 12, 2014)

xi Dencik, Jacob and Spee, Roel, “Global Location Trends 2013 
Annual Report,” http://public.dhe.ibm.com/common/ssi/ecm/en/
gbe03582usen/GBE03582USEN.pdf (accessed Jan. 12, 2014) 

xii This annual index is based on a survey of more than 300 execu-
tives from 28 countries, which ranks countries on how political, 
economic, and regulatory changes will affect FDI
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THE SELECTUSA 2013 INVESTMENT SUMMIT
Washington, D.C. – October 31-November 1, 2013

The Summit sold out, with more than 1,300 
participants, including a diverse mix of global 
investors, U.S. economic development organi-
zations, government officials, U.S. companies, 
and business associations. 

Facts:
1.	654 international participants from 60 differ-
ent markets, representing 456 foreign or multi-
national firms.
2. More than 200 representatives of economic 
development organizations (EDOs) from 48 
states, Puerto Rico, the U.S. Virgin Islands, the 
Northern Mariana Islands, American Samoa 
and the District of Columbia.
3.	Many more joined virtually: 7,216 unique 
visitors from 109 countries watched online 
live.
4.	More than 70 U.S. government officials and 
staff from 16 different agencies were there to 
answer questions from investors and EDOs. 
5.	Hundreds of meetings were scheduled in 
advance through the Summit’s online match-
making platform, and hundreds more took 
place on the tradeshow floor.
The Summit featured high-level speakers from 
business and government:
6.	President Obama and five Cabinet Mem-
bers: Secretary of Commerce Penny Pritzker, 
Secretary of State John Kerry, Secretary of the 
Treasury Jack Lew, Secretary of Labor Thomas 
Perez and U.S. Trade Representative Michael 
Froman.
7.	Governors Bill Haslam of Tennessee and 
Jack Markell of Delaware, Senior Advisor to 

the President Valerie Jarrett, Director of the 
National Economic Council Gene Sperling.
8.	Corporate leaders such as Laurence Fink of 
BlackRock, Daniel Doctoroff of Bloomberg 
L.P., Douglas Oberhelman of Caterpillar, Inc., 
Andrew Liveris of Dow Chemical Company, 
Eric Spiegel of Siemens Corporation, and Wil-
liam (Bill) Simon of Walmart U.S, among oth-
ers.

Secretary Pritzker Declares America is 
Open for Business, October 31, 2013
U.S. Secretary of Commerce Penny Pritz-
ker today launched the inaugural SelectUSA 
2013 Investment Summit, telling the more 
than 1,200 attendees from nearly 60 countries, 
47 states, the District of Columbia and three 
U.S. territories that the United States is open 
for business. The first-ever event is connecting 
foreign and domestic investors with local, state 
and regional economic development organiza-
tions to promote investment and job creation in 
the United States.
“The SelectUSA Summit is all about busi-
ness. It’s all about connecting investors with 
communities,” Commerce Secretary Pritz-
ker told the audience. “We want to open that 
first door to making an investment here in the 
United States. Clearly, our investment climate 
is strong. America is open for business.”
For centuries, the U.S. has welcomed invest-
ment into the country and the domestic market 
has provided long-term stability and unmatched 
returns for investors. Today, the U.S. is the 
largest recipient of FDI in the world. Last year 
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alone, foreign direct investment was more than 
$160 billion dollars and the total foreign stock 
and assets are measured not in billions, but in 
the trillions of dollars.
Also at the Summit, the Department of Com-
merce and the President’s Council of Economic 
Advisers released a report outlining the reasons 
businesses consider the U.S. a top choice for 
investment, as well as the economic benefits 
of foreign direct investment. Significantly, the 
report points out that the United States is the 
largest recipient of FDI in the world, with stock 
of more than $2.6 trillion dollars – including 
$166 billion that flowed into the country in 
2012. The report recommends that the U.S. 
should continue to “nurture and build upon 
the underlying strengths of the U.S. economy 
that make firms want to invest here; including 
an open investment regime, a large economy, 
a skilled labor forced, community colleges, 
world-class research universities, predictable 
and stable regulatory regime, adequately capac-
itated infrastructure, and new energy sources.” 

President Barack Obama delivers remarks 
at the SelectUSA Investment Summit in 
Washington, D.C., October 31, 2013
“There’s no substitute for those three proud 
words: ‘Made in America.’”
President Obama has been emphatic that the 
United States remains the best place in the 
world to do business. Today at the SelectUSA 
Investment Summit, he  reiterated that mes-
sage  to 1,000 business leaders from nearly 60 
countries.
“When you bet on America, that bet pays off,” 
the President said as he closed his keynote 
address.
Your country is your product when you’re 
attracting foreign direct investment. At the 
Summit today, we showed the world that the 
United States is the absolute best product on 
the market.
“America is open for business,” said Commerce 
Secretary Penny Pritzker. “Our market has 
provided long-term stability and unmatched 
returns for investors.”
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Attendees began making connections as soon 
as the doors opened.  Representatives from 47 
states, three territories, and Washington, D.C., 
showed off investment opportunities around 
the country.
Treasury Secretary Jack Lew highlighted many 
advantages a company has when it invests in 
America – including robust infrastructure and 
low barriers for entrepreneurs. CEOs from 
major national and international companies 
echoed those messages throughout the day.
“We have the most resilient capital markets in 
the world,” said Larry Fink, CEO of Black-
Rock.
Andrew Liveris said that when it comes to 
investment in research and development, “the 
U.S. is number one.”
We are showing the world that when you invest 
in the United States, you’re making a tactical 
decision to help your company grow. There 
are  numerous advantages  to bringing your 
business here:
1.	You’re gaining access to a reliable system of 
infrastructure for transporting goods.

2.	American workers remain among the most 
skilled and productive in the world.
3.	This is an enormous market of consumers.
4.	U.S. regulatory systems protect innovation 
and support business growth; and
5.	Local and state governments  want to work 
with you.
Walmart can’t provide low prices to consumers 
without getting quality products at a low cost. So 
the SelectUSA Summit was the perfect platform 
for Bill Simon, President and CEO of Walmart 
U.S., to announce the company’s initiative to buy 
more products from American manufacturers.
“Today’s announcement… highlights oppor-
tunities that exist for manufacturers to invest 
in the USA by re-shoring or expanding their 
manufacturing in America,” Simon said at the 
Summit.
Businesses, investors, and economic develop-
ment organizations also took to social media to 
discuss the Summit, and we’re glad that we’ve 
been able to share information from this event 
with people around the world who have an 
interest in FDI.
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SelectUSA Investment Summit Concludes 
with a Focus on Forging Stronger Global 
Business Alliances, November 1, 2013
Secretary of Commerce Penny Pritzker 
wrapped up the inaugural SelectUSA 2013 
Investment Summit this afternoon, following 
two high-impact days of meetings and discus-
sions among senior government officials, major 
business executives, global economic experts 
and U.S. economic development officials about 
strategies to increase foreign direct investment 
(FDI) in the United States.
Secretary Pritzker also opened the final day 
of the Summit, where she announced changes 
to the eligibility requirements for the Manu-
facturing Council that will allow representa-
tives from U.S. subsidiaries of foreign-owned 
or controlled firms to become members. The 
expanded eligibility rules will add new perspec-
tives to the Council, which advises the Com-
merce Secretary on policies and initiatives to 
increase FDI in the U.S. manufacturing sector, 
including SelectUSA.
U.S. Secretary of State John Kerry delivered 
remarks focused on deepening U.S. economic 
alliances around the world. Following his 
address, U.S. Trade Representative Michael 
Froman moderated a panel with Tennessee 
Governor Bill Haslam, BMW North America 

CEO Ludwig Willisch, and Caterpillar CEO 
Doug Oberhelman on how global companies 
can use their U.S. operations as an export plat-
form by taking advantage of free trade agree-
ments and bilateral investment treaties. 
Throughout the day, speakers from businesses, 
professional services firms, academia, and trade 
associations helped to demystify aspects of the 
U.S. economic and regulatory system. The dis-
cussions covered the implications of U.S. lead-
ership in the energy sector, advice on effective 
global talent development, understanding U.S. 
investment export controls and foreign invest-
ment security reviews, and accessing U.S.-based 
sources of investment and working capital.
The Summit is a key component of SelectUSA’s 
mission to promote FDI and to help achieve 
the Obama administration’s goals of creating 
jobs, spurring economic growth and promoting 
American business competitiveness. Approxi-
mately 1,200 business and government lead-
ers from nearly 60 countries and economic 
development organizations from 47 states, the 
District of Columbia and three territories met 
at the SelectUSA Investment Summit to learn 
about the advantages of doing business in the 
U.S. and to explore investment opportunities.

(Source: SelectUSA)

Event 2015
The second SelectUSA Investment Summit will take place March 23-24, 2015, at the Gaylord National Resort and 
Convention Center in National Harbor, Maryland near Washington, D.C. 
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Discussion with Aaron Brickman, Deputy Executive Director of SelectUSA. 

What is SelectUSA and what are its key 
goals?
SelectUSA is the U.S. Federal Government’s 
single point of contact for businesses seeking to 
invest in the United States. We can assist inves-
tors in several ways: Answer questions, share 
data, make connections with state and local eco-
nomic development organizations (EDOs), and 
bring the right people from any federal agency 
to the table when needed. SelectUSA works 
across the national government with more than 
20 agencies to address issues related to federal 
rules and regulations. 
We also organize events through which inves-
tors can learn about the diverse opportunities 
available in the United States and meet directly 
with the state and local EDOs. We’ve hosted a 
range of road shows, seminars and trade-show 
pavilions, and we’re also working to organize 
the second SelectUSA Investment Summit in 
Washington, D.C. to be held in 2015.

Will there be another SelectUSA Investment 
Summit coming up soon?
We are thrilled to announce that our next 
Investment Summit will take place in March 
2015. Investors can visit our website at www.
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SelectUSA.gov and subscribe for updates to 
be the first to be notified when registration 
begins.

How would you describe the SelectUSA Invest-
ment Summit that took place in 2013 to a 
company that has not attended? 
The SelectUSA 2013 Investment Summit was a 
tremendous success - in fact, we were quite sur-
prised to sell out much earlier than we antici-
pated. President Obama hosted the Summit, 
and was joined by five Members of his Cabinet, 
including Secretary of Commerce Penny Pritz-
ker, Secretary of State John Kerry, Secretary 
of the Treasury Jack Lew, Secretary of Labor 
Thomas Perez and U.S. Trade Representative 
Michael Froman. They sent a clear signal that 
the United States warmly welcomes foreign 
investors, and that we are open for business.
We had some great corporate speakers as well 
- CEOs of major companies like Walmart, Cat-
erpillar and Siemens. But we also know that 
investors don’t attend conferences just to hear 
speeches - networking is essential. Investors are 
looking to meet the right people to find real 
opportunities.
The Summit brought investors from 60 coun-
tries together with economic development 
organizations from nearly every U.S. state and 
territory. There were matchmaking meetings 
and a trade show where states and cities pre-
sented their best opportunities. People from 
every corner of the nation were available all in 
one building - an unparalleled convenience for 
investors. Simply put, it was the first time there 
has ever been such a comprehensive gathering 
in the United States to serve the investor com-
munity.

The 2013 Summit was marked by the par-
ticipation of President Obama, Secretary Lew, 
Secretary Pritzker and Secretary Kerry. What 
was their message to the attendees? 
The United States is open for business. The 
U.S. investment climate is increasingly strong, 
and the size and diversity of our market means 

INTERVIEW
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that there are opportunities for nearly any com-
pany. 
Why is the United States such a good place to 
do business? We have the world’s largest mar-
ket and the most productive workforce, inven-
tion and innovation thrive, and the econom-
ics of manufacturing are changing. Low-cost 
energy and the need to react quickly to changes 
in demand are changing the cost equation in 
favor of U.S.-based production. 
And the U.S. Department of Commerce is 
committed to providing services at the speed of 
business. The federal government is now better 
aligned to help investors get answers when they 
need them.

What kinds of companies ask for recommen-
dations from SelectUSA when it comes to their 
size or industry? 
We serve as wide a range of businesses as one 
can imagine. We can assist everyone from start-
ups to small and medium-sized companies to 
Fortune 500 multinationals. We’ve worked with 
service providers and a variety of manufacturers 
- some invest billions and create thousands of 
jobs, and some employ just a handful. Regard-
less of size and industry, we’re here to serve!

How would you counsel a company that wants 
to increase its footprint in the United States 
but has not yet an idea where to go? There are 
fifty states and several territories - how does an 
investor sort through that? 
It is important to note that we are geographi-
cally neutral - SelectUSA cannot recommend 
one state or city over another. But that also 
means we provide impartial advice and data, 
which investors can consider in the context of 
their business needs.  
We assist companies to find the data they need, 
make connections to people who can provide 
further assistance, and provide information on 
the process, as well as key regulations. Once the 
company narrows down potential locations, we 
can make introductions to the right people at 
the state and local level. 
There are 317 million people in the United 
States spread across nearly 10 million square 
kilometers. That can seem daunting, but it 
doesn’t have to be. The United States has con-
sistently been ranked among the easiest places 
to do business by the World Bank because we 
have a stable, predictable environment. For 

example, many companies have found that the 
United States is an excellent base for exporting 
because we require the least amount of time to 
comply with all related procedures among 185 
countries surveyed by the World Bank.
The size of the United States means that there 
are opportunities for everyone, and SelectUSA 
is here to help you find them!

Aaron Brickman is the senior civil servant and lead expert 
on foreign direct investment in the United States at the 
U.S. Department of Commerce. As a successful entrepre-
neur within government, Mr. Brickman designed, estab-
lished, and now helps lead SelectUSA. 



Interview with David Weill, CEO of Primequal, a Swiss participant of the Summit.

PRIMEQUAL
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Please could you describe your company?
Primequal is medical device company spe-
cialized in pre-filled syringes (PFS), injection 
devices and dispensers for pharmaceutical drug 
delivery. Based on an innovative, patented, 
sophisticated Swiss mechanical system, our 
syringes are allowing a painless, safer and faster 
injection to the patient. Primequal technology 
has received an outstanding number of awards 
that makes it one of the most awarded technol-
ogies available in the pharmaceutical domain. 
Primequal can combine a design that alleviates 
patient anxiety with SmoothJect™, a technol-
ogy that enables a truly painless injection. This 
combination received an award for painless 
injection to children which has been considered 
as a significant step in medical practice.
Primequal is currently focused on its new 
“game changer” named Talent BT: “Talent” 
because we wanted all our clients to be talented 
and “BT” for Botulinum Toxin (such as Botox 
form Allergan Inc). Talent BT was created in 
collaboration with practitioners, opinion lead-
ers, universities and government regulatory 

departments to significantly ameliorate the way 
we inject the drug. The goal was to avoid most 
mistakes surrounding the injection of Botuli-
num Toxin and the bad treatments that we see 
on a regular basis in the media. Talent BT is a 
real market success and we are now in the pro-
cess of creating a spin-off specialized in aesthet-
ics and anti-aging that will address the 360 dis-
tributors in 68 countries requesting the device. 
We are also looking into a U.S. manufacturing 
plant and distribution platform for Talent BT 
and other upcoming product such as Talent HA 
for Hyaluronic Acid (dermal filler). 

When did you think of expanding to the U.S. 
and why?
Expanding in the U.S. was mandatory to 
Primequal as it is the n°1 market in the world for 
aesthetics and anti-aging treatments, a billion 
dollar market size. But to be honest, it would 
have taken us a while, in years, if we were not 
pushed forward by the U.S. Embassy in Bern. 
They successfully created a situation where 
Primequal was surrounded by all the resources 
needed to bring Primequal to the U.S., create 
a brand new manufacturing plant, create an 
international sales platform and finally create 
hundreds of employments on U.S. soil. 

What was your experience with Venture capi-
tal  and what would you advise companies on 
how to approach potential investors?
Primequal has always kept aside from Venture 
capital for the very simple reason that their 
obligation of “financial optimization” would 
have always lead our manufacturing in low 
cost labor countries, killing from the start any 
chances of industrial employment in the U.S. 
At Primequal, in a very old fashion way, we 
always believed that it was possible to manu-
facture locally to supply a geographical region, 
to contribute to local employment to sup-
ply the locals and avoid pollution with useless 
transports across the world! It is harder work, 
it takes more time and it requires being a little 
less profitable. But this is something we can 
afford when we have an innovative product 
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with a strong value proposition such as Talent 
BT. At the end of the day we strongly believe 
it is our responsible and ethical position that 
is required for a long term, sustainable future. 
Approaching investors with such a model is a 
nightmare simply because you are truly out of 
the trend. But investors have a great quality, as 
soon as they see they can make a lot of money 
with you they come back to you whatever your 
business model looks like! It took us a while 
but we received some financing in ways such 
as accumulating debt with different kind of 
premiums to share the success of the product.  
There is no single path to get some finance.  
The most important is to share the team skills, 
how you are going to make money, how you 
address risks and what return on investment 
you will fight for!
 
What were your expectations when signing 
up for the SelectUSA Summit 2013 and what 
were your key questions you had in mind prior 
to the summit? How did the summit address 
your needs and what is the current status of 
your project in the U.S.?
At Primequal we have seriously considered that 
SelectUSA was our gate to jump into the U.S. 
With the help of the U.S. Embassy in Bern 
we contacted state government’s agencies tell-
ing them who we were and what we were able 
to do. The important thing for us was to look 
into what each party could bring to the table, 
increasing the size of the pie and make things 
possible for both. We rapidly came to the fact 
that “Primequal traditional industry model” 
was highly relevant for a State to bring long 
term industry and employment. Not that com-
mon in this period of crisis!
Focusing on the creation of value that could be 
generated by a local medical device manufac-
turing plant, we started to expand our contacts 
and meeting requests for the SelectUSA sum-
mit. We ended up having talked to 122 persons 
in 34 states plus 12 regional agencies. 
SelectUSA turned into an absolute success for 
Primequal: We had 28 fruitful meetings allow-
ing us to dig into the aspects of such a project in 
these 28 locations. But SelectUSA brought us 
much more. First of all, we could feel esteemed 
of being selected as one of the 1,200 “business 
leader of the world” which is quite huge in 
our industry. Second, it gave us the outstand-
ing opportunity to assist to President Barack 

Obama unplanned speech at a ten meter dis-
tance from the President. What an experience! 
Not only was it impressive and unique, but 
it also gave us the confirmation that what we 
were doing here was the right thing and that 
the President, in a way, is backing us up! Not 
everyone can say that! Not to mention it, but 
after the speech we all had, on both sides, like 
the mission to make it happen … because the 
President said so! We are currently in process 
with 24 states to enhance industry and employ-
ment on U.S. soil, looking for the right loca-
tion with the right financing partners.
There is no doubt that putting all stakehold-
ers into the same location and lock the doors 
for 48 hours is an efficient process. There is a 
lot you can do during a 30 minute meeting that 
was well prepared before. 

In your opinion, who should attend such a 
summit?
Any company that has a product with strong 
market potential in the U.S. but does not have 
the requested resources to do it on its own. 
Understand it as a fact and not as a weak-
ness, the idea is just to save six years of organic 
growth to do the same jump to the U.S. Time 
is money so if you can save time just do it, it is 
good and creates wealth for everyone! This is 
especially true if the product is registering solid 
progress (breakthrough) within its field, then it 
is important to allow people to use it as soon as 
possible… even if the motivation is nowadays 
driven by financial interests, it is also about 
ameliorating patient life, never forget this!

The Founders
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Interview with Mike Greer, head of the Visa section at U.S. Embassy Bern on 
investor’s visa.

The impact of visas on economic cooperation: 
A look back and a glimpse into the future

What mechanisms are in place to facilitate the 
access for the Swiss business community will-
ing to invest in the U.S.?
There are a variety of visas in place which help 
to promote trade between the U.S. and Swit-
zerland. These visas typically waive a number of 
requirements which are applied to other travel-
ers and facilitate access to the U.S. while reduc-
ing bureaucratic hurdles. Attracting investments 
and creating new jobs has become a priority of 
the U.S. government and the below mentioned 
visa categories are examples of this spirit. To be 
able to obtain these visas the applicant needs 
to fulfill a certain number of criteria which are 
outlined in: http://travel.state.gov.
1.	Treaty Trader Visa (E-1): Just like the Treaty 
Investor Visa (E2) this visa is based on a bilat-
eral treaty between the U.S. and Switzerland 
which was signed in 1855 and is still in force. 
A visa applicant must work for a Swiss entity, 
must be a Swiss citizen, and must intend to 
perform a substantial amount of trade between 
Switzerland and the United States, just to men-
tion a few conditions. 
2.	Treaty Investor Visas (E-2): This visa is tai-
lored for investors who would like to invest 
in companies in the U.S. There are several 
requirements for this visa. Among them are 
that the applicant intends to undertake a sub-
stantial investment with funds that are irrevo-
cably committed, the entity must be a real and 
operating enterprise, and the investment must 
be more than marginal, i.e. it must be capable of 
sustaining more than just the investor and his/
her family. The two E-visas  are non-immigrant 
visas, are valid for four years and are renewable. 
U.S. Embassy Bern has a specialist dedicated to 
evaluate these cases and in 2013 we issued 236 
such visas. 
3.	L-1 visa: The United States L-1 visa is a non-
immigrant visa which allows companies oper-
ating both in the U.S. and abroad to transfer 
certain classes of employees from foreign opera-
tions to the U.S. branches and subsidiaries for a 
period of up to seven years. The visa applicant’s 
objective is to develop a subsidiary or a branch in 
the U.S. of the company represented.

4.	Potential foreign investors in the United 
States also have the possibility to obtain a 
Green Card through the EB-5 visa program. 
The applicant would invest a sum of at least 
$500,000 in a qualifying investment project, 
often a shopping center or other real estate 
development, and for that investment would 
receive an immigrant visa for him/herself and 
immediate family members.
5.	A further aspect of travel to the United States 
that is worth noting is the visa waiver program, 
a program administered by our Customs and 
Border Protection service which allows travel 
to the United States for citizens of 38 countries. 
Almost 500,000 Swiss travelers enter the U.S. 
without a visa each year. The travellers only 
need to register through the Electronic Sys-
tem for Travel Authorization and as long as the 
requirements are met, they receive an approval, 
which allows them to save time and efforts oth-
erwise needed to get a visa.
 
What is the economic impact of a member of 
the Swiss business community willing to travel 
to the U.S.? 
Every Swiss travelling with an “E-2 visa” invests 
on average between $100,000 and $500,000 in 
the U.S. Hence, we can estimate that we facili-
tated between $23 million and $120 million of 
new investment into the U.S. every year! Not 
just new investments are created, but poten-
tially also new jobs for Americans. 

What other mechanisms facilitating doing busi-
ness in the U.S. can we expect in the future?
The Swiss authorities have signaled interest 
in the Global Entry Program. The Global 
Entry Program is a Trusted Traveler Program 
of U. S. Customs and Border Protection, and 
allows travelers to skip the lines for the passport 
control in certain locations such as Washington-
Dulles International Airport (IAD), John F. 
Kennedy International Airport in New York 
and many others. Hence, the traveler is able to 
get through the passport control more quickly, 
thus saving a considerable amount of time upon 
arrival in the United States. 
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Stansstaderstrasse 54 
P.O. Box 1251, CH-6371 Stans
Phone +41 41 618 76 54 
businessdevelopment@nw.ch 
www.businessdevelopment.nw.ch

LOCATION WITH PROSPECTS

Nidwalden’s exclusive locational advantages 

make it a highly attractive proposition as a place 

to live and work. The canton is also noted for 

its mild tax climate, its central location with 

international connections and the population’s 

high standard of education and training.
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Connect renewable power to the grid?

Naturally.

Electricity generated by water, sun and wind is most abundant in remote areas 
like mountains, deserts or far out at sea. ABB’s leading power and automation 
technologies help renewable power reach about 70 million people by integrating 
it into electrical grids, sometimes over vast distances. Our effort to harness 
renewable energy is making power networks smarter, and helping to protect 
the environment and fight climate change.  
www.abb.com/betterworld
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Interview with Daniel Küng, CEO of Switzerland Global Enterprise (SGE).

Switzerland Global Enterprise
Switzerland

What are the key objectives of Switzerland 
Global Enterprise?
Switzerland Global Enterprise has three key 
mandates. The first one is export promotion; 
we help small- and medium-sized companies 
to manage selling their products to foreign 
markets. We deliver them information on tar-
get markets, opportunities, the do’s and don’ts 
of the different markets, we offer consulting 
and give them the necessary contact informa-
tion in the targeted markets and provide them 
with access to our networks. In short, we pro-
vide information, from initial consulting to the 
establishment of contacts until they have found 
their way to enter the market. 
Our second major mandate is investment pro-
motion. That means that we promote Swit-
zerland as a business location abroad. We do 
this in addition to the cantonal efforts since the 
promotion as a business location lies within 
cantonal sovereignty. However, the cantons 
may only promote themselves; we promote 
the whole of Switzerland. In order to do so we 
have received an additional mandate from the 
State Secretariat for Economic Affairs. Within 
this additional mandate, we identify potential 
foreign companies which could be interested 
to open a branch in Switzerland and explain 

©
 C

ou
rt

es
y 

of
 S

w
itz

er
la

nd
 G

lo
ba

l E
nt

er
pr

is
e

to them the advantages and benefits of Swit-
zerland by passing them on to the cantonal 
authorities who encourage the actual opening 
of new investments. Furthermore we increase 
the awareness about the business location Swit-
zerland amongst potential investors.
The third mandate is within the context of 
development cooperation and thrives to sup-
port certain target countries in their efforts to 
build up an export industry. These are basically 
countries which are in an early stage of their 
economic development. We support them to 
build up certain economic sectors in a sustain-
able manner and to get access to the European 
markets. 

Why should a successful Swiss company con-
sider expanding its activities to foreign mar-
kets?
The first reason for a Swiss company to expand 
its activities to a foreign market is the limited 
size of the Swiss market. Companies that wish 
to benefit from economies of scale often find 
there is not enough demand from Swiss con-
sumers alone. Secondly, Swiss products benefit 
from the reputation of Switzerland as a qual-
ity location that allows easier access to foreign 
markets. Thirdly, many Swiss companies have 
realized that they can increase their productiv-
ity once they have faced the tough challenge of 
global competition. This increased productiv-
ity helps them to handle a more difficult eco-
nomic environment. Such companies are better 
diversified, have better access to talent and bet-
ter know-how than those companies active only 
in Switzerland. 

How do you describe the strengths of Switzer-
land’s exporting companies compared to the 
ones from other countries? Which are the fields 
they are particularly strong in?
Generally speaking, I believe that in many 
industries our firms use many strengths to their 
advantage. First of all, there is the high level of 
quality combined with a high level of innova-
tion since Switzerland is known to be the most 
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innovative country in Europe. There is no 
other country that spends as much money for 
research and development. We have top uni-
versities here. We have firms present that know 
to transfer the know-how from the universi-
ties into products. We have a well-functioning 
financial infrastructure that supports the com-
panies in selling their products to the custom-
ers. Thus, the entire gamut of innovation is a 
key factor for the strength of Swiss companies. 
A second strength is the country’s brand. One 
could call it “swissness” and everything that is 
linked to it. There is the image that we create 
and sell high quality products. Also important is 
that we do so in a sustainable manner that results 
in reliable products, too. The combination of 
all these characteristics leads to the fact that if a 
product is made in Switzerland it is even more 
attractive than products produced elsewhere. 
The third element is the high capacity of the 
Swiss economy to adapt. This is linked to the fact 
that we, as a small player, are rarely in the posi-
tion to determine the rules of the game. Most 
of the time we need to adapt. For instance, an 
American that travels to Switzerland does not 
speak Swiss German but English, but the Swiss 
travelling to the U.S. is expected to have a good 
command of English. We also have learned to 
adapt quickly. We are an economy marked by 
small- and medium-sized companies very often 
led by agile and mobile entrepreneurs. They 
can adapt quickly as witnessed by their reaction 
to the strength of the Swiss franc and the prob-
lems which arose with this new situation. This 
capacity to remain flexible helps the Swiss to be 
able to find a solution when it comes to dealing 
with any particular situation. 
Fourthly, the well-developed linkages between 
the Swiss economy and the global economy are 
noteworthy. On a per capita basis, Switzerland 
is among the top five export nations world-
wide, and even on an absolute basis Switzerland 
belongs to the top seven investors worldwide 
although it counts only 8 million inhabitants.

How would you describe the role of Free Trade 
Agreements for Switzerland?
They are very important for Switzerland 
because it is not part of any bloc of states and 
these bilateral agreements can ensure access to 
large economic areas. Free trade agreements 
with the EU were later extended to become 
bilateral agreements. We have also free trade 
agreements with Asian countries such as Japan 

and China; the latter enters into force on July 1, 
2014. The FTA with the Golf States also enters 
into force then.
We are in negotiations with India, and just 
started negotiations with Indonesia. Switzer-
land has Free Trade Agreements with almost 
40 countries. I understand that only Chile has 
more Free Trade Agreements than Switzerland. 
These agreements are important so that Swiss 
products can be exported to foreign markets. 

How has the Swiss economy dealt with the 
strength of the Swiss Franc?
I think that Switzerland has dealt well with the 
strong Swiss franc. The economy was actu-
ally the victim of a process during which the 
Swiss Franc became a safe haven currency 
when the euro crisis started. The economy 
then had to carry the burden as the exports 
became more expensive but the imports did 
not get any cheaper. Lower costs for imports 
due to exchange-rate shifts were not passed on 
to Swiss companies but were kept by the pro-
ducers in the foreign markets. In other words, 
profit margins declined for exported products 
destined - and exports comprise about half of 
the value of our GDP. These margins, in par-
ticular products exported to the EU, declined 
radically and forced the companies to do every-
thing possible to increase productivity. Hence, 
they needed to analyze all the possibilities to 
advance productivity wherever possible in order 
to survive. They did so exceptionally well, I 
believe. Some companies have disappeared; 
others have opened branches elsewhere. This 
is inevitable, but we saw much less of this than 
one would have believed originally. 

What markets are particularly attractive for 
Swiss companies? And which sectors benefit the 
most from expanding to other markets?
Generally speaking, when it comes to defin-
ing particular markets, one can really say that 
Swiss companies target all markets worldwide. 
We still export 55% of our products to the 
EU, hence, the EU remains the most impor-
tant trading partner followed by the U.S. which 
receives 10% of our exports. Asian markets have 
become more important, taking about 20% of 
our exports. The Middle East is also increas-
ing in importance. Countries like Saudi Arabia 
and Turkey have registered high growth rates. 
We also have to mention South America. So far 
only 3% to 4% of our exports go to these mar-
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kets. We know that in South America, notably 
in Colombia and Peru, the demand for invest-
ment in infrastructure is high. Thus, we try to 
sell our know-how in the field of road construc-
tion, tunneling and construction of bridges to 
these countries. We also know that there is a 
substantial need to replace medical equipment 
in Russia and Saudi Arabia and hence, new hos-
pitals are being built in these countries. Thus, 
we offer them our precision instruments, our 
know-how in the field of med-tech and medical 
installations. �������������������������������One needs to examine opportuni-
ties in these markets flexibly. 

What are the typical difficulties Swiss compa-
nies can encounter when trying to expand to 
other markets?
They underestimate the market and they 
believe that everything works similarly as in 
Switzerland. Then they do not emphasize 
enough the need to understand the differences 
of the new markets, also from the cultural 
aspect. They start planning too optimistically 
and expect to reach break-even rather sooner 
than later. The necessary capital may then be 
in short supply when things develop slower in 
particular in markets which are more difficult 
to access and lack transparency. For example, 
in countries like Indonesia, China or India one 
may not clearly see from the beginning what 
difficulties could arise. These challenges cer-
tainly arise quite often. 
One additional difficulty is the challenge of 
building up a local network. Often not enough 
resources are spent in doing so. Or perhaps the 
projects for achieving market entry are del-
egated too low down the company hierarchy. 
Hence, the CEO, COO or Chief Development 
Officer do not steer these projects, but rather 
a lower-level employee may be responsible for 
these kind of projects. In a nutshell, these are 
the kind of problems we see. 

Why is the U.S. market attractive for Swiss 
companies and what are the particular chal-
lenges Swiss companies face when starting to 
increase their footprints in the U.S.?
The U.S. remains the largest market in the 
world. It is also a market that has again gener-
ated more traction and a market that recognizes 
quality and is prepared to pay a certain price for 
it.  Not every market is like that. Such a market 
needs to have a certain standard in order to do 
so, and the U.S. attains this standard. 

It is also a very large market and we feel that 
we are related to the U.S. market. We have 
the necessary information on the U.S., how 
the country works, and we believe we under-
stand how the people think, which is not always 
the case in countries such as India, Pakistan or 
Nigeria. 
We sense that we are relatively close to this 
market. But it remains a difficult market as it 
is challenging to enter it due to the necessary 
investment in the early stage. Hence, hurdles 
remain high in entering this market. Those 
who have successfully entered the market uni-
formly argue that the price was worth it, and 
these companies rarely ever turn away from the 
U.S., but remain in the market and generally 
make a good living there.

If you could change one parameter for Swiss 
businesses to increase exporting activities which 
one would it be?
One thing that I believe could be improved is 
access to finance for the smallest companies, for 
instance, venture capital as we know it in the 
United States. In Switzerland the philosophi-
cal and sociological preconditions are different; 
the Swiss are rather risk averse and not as toler-
ant as in the U.S. We certainly need more seed 
financing. 
Secondly, I would like to strengthen the lib-
eral elements of the Swiss economy. Hence, I 
tend to do the opposite of what the Swiss voters 
decided on February 9, 2014 [opting for stop-
ping the free movements of persons]. I would 
rather try to open and integrate us more into 
the world economy instead of shielding Swit-
zerland off. These are, I believe, the most 
important aspects.

Is there anything else you would like to add for 
our readers?
I think it is important for our U.S. readers to 
know that Switzerland is a partner that remains 
more international than any other country 
within Europe as far as languages are con-
cerned, but also concerning the schools and 
communities present here. I also believe that 
Switzerland has a strong affinity with the U.S. 
and thus remains a much-loved destination for 
establishing regional headquarters of American 
firms. This will not really change with the vote 
on February 9. In other words, I believe there 
is no other country that remains so close to the 
United States in Europe.



Interview with Fabian Stiefvater, Head of Swiss Business Hub USA.
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What is the Swiss Business Hub and what are 
its main objectives? 
The Swiss Business Hubs are the global net-
work of Switzerland Global Enterprise. They 
are positioned in major export markets on four 
continents at this point in time. As for the U.S. 
the Swiss Business Hub has its headquarter 
in New York with branch offices in Chicago, 
Atlanta, Houston, Boston and Los Angeles. 
Swiss Business Hubs are typically integrated 
into the offices of the Swiss Consulates or 
Embassies and enjoy an extensive network 
of contacts within their respective regions on 
account of their official status. Our primary 
role in export promotion is to provide Swiss 
SMEs with services that include market intel-
ligence and regulatory information, identifica-
tion and pre-qualification of prospective busi-
ness partners, as well as assistance in helping to 
resolve any issues or challenges they face upon 

entering (or expanding in) the U.S. market. In 
addition, we are also responsible for promot-
ing Switzerland as a business location and assist 
U.S. companies who are in the process of evalu-
ating a direct investment abroad by providing 
relevant information and connecting them with 
cantonal and regional economic development 
agencies (as part of our investment facilitation 
services). 

How do you describe the U.S. market to a 
Swiss company that requires more informa-
tion about it?
The U.S. market is the world’s biggest single 
national economy (still twice the size of Chi-
na’s GDP). It has abundant natural resources, 
a well-developed infrastructure and high pro-
ductivity.  It is one of the most sought after and 
homogeneous markets in the world.  Its econ-
omy is based on consumption, its official lan-
guage is English and it offers a relatively busi-
ness friendly legal framework, although highly 
legalistic when it comes to contracts, product 
liability and compliance with certain industry 
standards and norms. Not to be underesti-
mated is the fact that the U.S. has its own tra-
ditions and culture, both business and social, 
which differs from Switzerland and Europe. 
American consumers or business people do not 
always have the same interests or perceptions 
as consumers in Switzerland or other parts of 
the world do. This is a key factor to be taken 
into consideration when entering the U.S. 
market and evaluating a company’s chance of 
success. The U.S. market continues to be the 
second largest export market for Switzerland 
with a share of 11.6% (of total Swiss exports). 
High growth of Swiss exports to the U.S. in 
2013 (with plus CHF 981 million and growth 
rate of 4.4%) and promising U.S. GDP growth 
projection for 2014/2015 are likely to result in 
additional export opportunities across sectors 
(in particular with respect to pharmaceutical 
products, chemicals, hardware/software, elec-
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tronics, machinery and precision instruments). 
The U.S. is a major target of Swiss direct 
investments. While Switzerland was the larg-
est respectively second largest direct investor in 
the U.S. in 2010 and 2011, it still ranked among 
the top 6 investors in 2012 (as one of the larg-
est R&D spender) and supported over 400,000 
jobs across the U.S. Interestingly, Swiss com-
panies were the only ones among other major 
foreign investors which added jobs during the 
economic downturn. Also, U.S. direct invest-
ments to Switzerland play a significant role in 
the knowledge economy and the international 
cluster that make the Swiss economy so suc-
cessful.

How can a Swiss company get ready for export? 
How do you help Swiss companies to enter the 
U.S. market?
Switzerland Global Enterprise has an excel-
lent tool called “WarmUp2Export”. It tests a 
company’s export fitness, by guiding it through 
a series of topics; Preparation, Target Market, 
Market Knowledge, Sales, Law/Contract and 
financing which based on a company’s answers 
can determine their readiness level for exporting 
and how they and the Swiss Business Hubs can 
potentially assist them in the areas where they 
have little, no or limited knowledge or expe-
rience. The consultants at Switzerland Global 
Enterprise and the Trade Commissioners at the 
Swiss Business Hub meet with more than 200 
Swiss companies per year (both in Switzerland 
and the U.S.) to discuss with them their goals 
for the U.S. market. Based on the discussion, 
it is determined how we can best assist them in 
attaining their goals for their planned market 
entry. Some points of discussion include: Have 
they marketed their product in other countries. 
Do they have a concrete business plan, suffi-
cient financial and human resources, flexibility 
in adapting products in technical design and 
pricing, unique selling points (USPs) which will 
work in the U.S. market, website and promo-
tional materials in English, knowledge of U.S. 
market and costs, key customers, regulatory and 
custom’s issues, pricing structures, common 
business practices, requirements for a distri-
bution partner, information on product liabil-
ity issues, contractual compliance, protection 
of intellectual property, usual payment terms, 
etc. Their answers will provide the parameter 

for the next step such as providing an offer for 
market research, business partner identification 
and/or verification, regulatory and standards/
norms compliance services or legal or financial 
consultancy services via local experts.

What are your major partners when support-
ing Swiss companies?
We have a vast array of different local experts 
and contacts in various regions and cities across 
the U.S.  They have been forged over the years,  
from lawyers with different expertise, CPA’s, 
regulatory agencies which handle the evalua-
tion of U.S. product approvals or norms, order 
fulfillment companies, service providers of dif-
ferent sorts, industry experts to private consul-
tants and local chamber of commerce as well as 
industry association. These partners are often 
members of Switzerland Global Enterprise’s 
“Expert Directory” which consists of experts in 
different sectors from all over the world. 

What are the do’s and don’ts of a company that 
envisions to increase its footprint in the U.S.?
Do your homework. It is important to do exten-
sive market research and gather market intel-
ligence on the desired market to understand 
the playing field and get to know the major  
players , i.e. know the market, who are the com-
petitors - and how the distribution channel and 
marketing work for your particular product. Do 
a test market approach, start off having indus-
try experts or prospective end users/partners 
use and/or evaluate your product and provide 
feedback. Ensure that the product is in compli-
ance with all import requirements and product 
approvals/standards/norms where applicable. 
Evaluate pricing vs. the competitors’. Have 
all communication, brochures, documents 
and packaging in “American” English and first 
reviewed locally for correctness and compli-
ance.  Make a trip or several to the U.S. to meet 
personally with prospective partners and get a 
sense of the “playing field” before committing 
to anything.  Engage an “American” lawyer to 
draft any legal documents or contracts and a 
CPA to make sure that all financial and tax mat-
ters are handled properly. Respond quickly to 
correspondence or requests from business peo-
ple, as business moves a lot faster in the U.S. 
and a slow response can be perceived as a lack 
of serious interest.
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RUAG Aviation is one of five divisions of the Swiss technology group RUAG. It is a leading independent 
life cycle solution provider for selected civil and military aircraft, specializing in maximizing aircraft and 
fleet availability and reliability. The company’s portfolio includes maintenance, repair and overhaul (MRO), 
upgrades and modifications, manufacturing, the integration of subsystems and components, as well as 
supply chain management.

In the United States, RUAG Aviation is represented by its subsidiary, Mecanex USA, which is specialized 
in innovative spare part sourcing and management. Mecanex USA is partner to many of the world’s 
leading and largest US-based civil and military aviation OEMs. The company’s solutions reduce inventory 
and overhead costs through just-in-time (JIT) programs, kitting and on-site procurement of custom parts, 
hazardous regulated and non-regulated material as well as hard-to-find, obsolete and discontinued 
parts. Mecanex USA is registered with the US Department of State on behalf of RUAG Aviation, and 
provides ITAR and EAR handling services. It is licensed to handle all export compliance procedures, 
issue documentation such as LOI, DSP-83 and retransfers, and to arrange for permanent or temporary 
export licenses, general and specific licenses and various other licenses.

Mecanex USA`s parent organization, RUAG Aviation, possesses extensive experience supporting both 
civilian aircraft as well as air forces worldwide. RUAG Aviation’s competence centers have for decades 
been life cycle support partners of the Swiss and the German Air Forces, supporting their aircraft with 
tip-to-tail solutions, including for the current F-5 Tiger and F/A-18 Hornet jets as well as Bell and Airbus 
Helicopter rotorcraft fleets. RUAG Aviation and its subsidiaries are thus ideally positioned to support the 
fleets of its international clientele, particularly in cooperation with trusted industry partners in the US and 
elsewhere.

Headquartered in Emmen, Switzerland, RUAG Aviation benefits from Switzerland’s historically stable 
economic and political environment, as well as from a pool of top talent drawn from the leading universities 
and technical institutes in Europe. The company employs approximately 2,200 people at facilities across 
Switzerland, as well as in Germany, Australia, Malaysia, Brazil and the United States.

RUAG Aviation
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A challenge for Swiss entrepreneurs and com-
mon misunderstanding is to think that their 
“Swiss Made” product is of such high quality 
and uniqueness that it will sell automatically 
in the U.S. market on their terms. This might 
work in certain industry sectors depending on 
the products USP but is rather an exception. 
Cost/benefit considerations are always fore-
most in the mind of U.S. consumers. Another 
challenge Swiss companies often encounter is 
a lack of understanding for the size of the U.S. 
market, the required financial means and the 
most fruitful “go to market” approach for sus-
tainable success (e.g. such as the illusion that 
they can cover the whole U.S. market with one 
single distribution partner). Many Swiss com-
panies mistakenly feel that the U.S. is closer 
in terms of culture compatibility compared to 
other (European) export markets and under-
estimate compliance efforts deriving from the 
legalistic and regulatory U.S. landscape. 
 
What kind of Swiss companies are predes-
tined to export to the U.S. or to open a branch 
there? How do Swiss companies choose their 
geographical location in the U.S. when they 
physically open a presence there and where are 
their favorite spots to go to?
Swiss companies that export to the U.S. come 
from all different industry sectors, are primarily 
those that can provide certain (USPs) of their 
product/service or fall into a specialty niche 
market, have adequate financial and personal 
resources, have done their homework thor-
oughly, can communicate in English along 
with having their website and documentation 
in English, have already had experience sell-
ing and exporting their products/services in 
another country, have addressed all necessary 
legal, regulatory and financial requirements for 
entering the U.S. For companies wanting to 
open up a branch office in the U.S., have a criti-
cal mass and experience with already exporting 
their products to the U.S. over a number of 
years, necessity to be closer to customer base 
for time to market and/or for sales, marketing 
and servicing/repair reasons, take advantage of 
the strong “Swiss Franc” to source local com-
ponents.
Swiss companies choose their geographi-
cal location based on different factors; ease of 
logistics relative to their home market, avail-

ability of industry clusters and talent, proxim-
ity to customer or supplier base of their indus-
try in the U.S., state incentives, costs of doing 
business, corporate tax considerations, location 
of personally made contact who will run the 
U.S. branch office, proximity/access to other 
neighboring foreign markets, i.e. South/Latin 
America, proximity to research or educational 
institutions, or just because the principal of the 
company likes the location or was treated well 
when visiting there.  
Some favorite places for Swiss companies to 
locate in are - states in the Southern/South-
eastern U.S. where labor is cheaper, little or 
no unions and cost of doing business and cost 
of living is more economical. Of importance 
is also the proximity to hubs of certain indus-
tries, e.g. textiles in North and South Carolina, 
foreign car production and supply chain in the 
states of Georgia, Alabama, South Carolina 
and Tennessee. Florida is of interest due to its 
warm climate, beaches, lifestyle, low wages and 
no state income tax. The mid-Western states 
of Ohio, Indiana, Illinois and Michigan are 
key locations for machinery and machine tool 
manufacturers. The region around Boston on 
the East coast and San Francisco on the West 
are important locations for high tech and R&D 
companies such as the biotech industry.



70 - UNITED STATES - SWITZERLAND

The Canton of Bern: The home of quality
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So what are your strengths?
First off, we are centrally located and we have 
excellent transport links. Four airports are 
within quick and easy reach. Our multilingual 
workforce and our high quality of life are also 
very much appreciated. On top of that, we boast 
some outstanding universities. And, of course, 
Bern is the capital of Switzerland, which makes 
for a very international environment.

Have any U.S. companies come to Bern 
recently?
Yes. In April 2013 3M established 3M EMEA 
GmbH Switzerland in Burgdorf as its Supply 

The Canton of Bern offers all the benefits that make Switzerland stand out as a 
location for international companies. It also has unique qualities that make it 
especially attractive for manufacturing companies and headquarters in the services, 
medtech, precision, IT and telecoms industries. Interview with Denis Grisel, President 
Bern Economic Development Agency.

Chain Center of Expertise, employing more 
than 250 people from different countries. And 
in 2012 we welcomed Walgreens-Boots Alliance 
Development GmbH, a joint venture between 
Alliance Boots (UK) and Walgreens (USA). 
The new company is going from strength to 
strength and is already employing more than 
30 people.

What was it that made these companies choose 
the Canton of Bern?
From the feedback we have received we know 
that the key issues were the good transport 
links, the pleasant environment and the expert 
support they receive. One company represen-
tative recently told me: ‘Every day we get the 
impression that as a globally active company we 
are welcome here; we are supported and appre-
ciated.’

How do you support interested companies?
The Bern Economic Development Agency 
helps companies to find locations and premises 
and establish their new branches. We provide 
information on work and residence permits, 
financial support, tax breaks and company for-
mation. We also help them establish contacts 
and give them access to our extensive network.
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What is Swissmem?
Swissmem is an association encompassing about 
half of the Swiss industries, our half being the 
machine, electro and metal industry and the 
other half being the pharmaceutical industry, we 
call in brief “MEM industry” and the chemical 
industry each of them contribute to about 9 % 
or 10% of GDP. Swissmem has four main tasks: 
1. The most important one is to represent the 
interests of the MEM industry vis-à-vis Swiss 
politics and administration.
2. The second one is to offer specific services to 
our member companies.
3. The third one is being an umbrella for certain 
sub-groups let us say the textile-machine indus-
try or others that have specific interests they 
would like to have talked about together and 
represented vis-à-vis the government.
4. The last but not least, is to be actively involved 
in the professional dual education system in Swit-
zerland. We are responsible for eight of these 
types of educations that are truly important for 
companies, and the quality and the innovation 
and the efficiency of these companies.

How would you describe the importance of the 
engineering, electrical and metal industry to 
Switzerland’s compared to the overall industry 
and service sectors in Switzerland?
I think economically our contribution amounts 
a bit more than 9% of GDP, so that is impor-
tant. Our contribution is one third of the Swiss 
exports so that is also quite significant. Our 
member companies employ about 330,000 
people that is important, too. One of the hid-
den secrets is that these companies employ not 
only 330,000 within the borders of Switzerland 
but also more than 500,000 people outside of 
Switzerland. This is a kind of demonstration of 
the international footprint of Swiss companies. 
The MEM industry companies export about 
80% of their production manufactured in Swit-
zerland in different kinds of foreign markets. 

Interview with Hans Hess, President of Swissmem.

SWISSMEM 

Focus: Swiss mechanical engineering

The most important market is Germany which 
amounts about to 25% of the total exports, and 
the second most important one is the United 
States with 11% of our exports, followed by 
other countries like France 6% and China and 
Italy with each of them 5%. 

What does “Swiss Made” for your represented 
industries mean?
“Made in Switzerland” for most of our cus-
tomers is not really that important. However, 
“Swissness” has many other attributes of which 
I would say “Made in Switzerland” is the least 
important for our industry. More important are 
things like reliability, being a reliable business 
partner, having reliable products and reliable 
excellent services and good customer support. 
Those are important attributes. The Swiss 



quality of our products is something that has 
traditionally been well known in the world and 
I think that is still an image that we have. Cus-
tomers who buy products from Swiss industrial 
companies have a certain guarantee that they 
are buying high level products. These compa-
nies are really reliable companies. 

Where do you see your companies’ strengths 
when it comes to exporting to other markets or 
increase their physical footprint in other mar-
kets? How can you and your partners support 
them in doing so?
I think one should be aware that many compa-
nies of the MEM industry are really producers 
of special niche products. So they offer really 
innovative and relatively high tech solutions to 
their customers worldwide and many of them 
have very strong market positions on an inter-
national scale. Many Swissmem companies also 
have the ability to customize the products for 
specific needs this is also something that differ-
entiate our companies versus let us say Chinese 
companies that are mass producers. So we are 
able to customize and produce low quantity in 
an efficient manner. As a consequence of this 
I would say many of the companies have to be 
very innovative and are leaders and their tech-
nologies are recognized for that worldwide. 
So Swissmem needs to help these companies 
first of all to maintain their capacity to inno-
vate, to create framework conditions where 
they can be successful. Swissmem wants along 
with other organizations to access these global 
markets, on one hand as supplier to these mar-
kets but on the other hand from a procurement 
angle as well. Swissmem may also help with 
other framework conditions such as interna-
tional free trade agreements and other issues 
which are truly important. 

What does the U.S. mean for your industry?
I believe that the U.S. is a particularly inter-
esting market for Swissmem companies. The 
U.S. customers appreciate the productivity 
and the quality we can offer. I would dare to 
say that doing business with the U.S. is rela-
tively straight forward unlike other markets 
like China. So therefore we have encouraged 
member companies particularly in the course 
of 2013 with the organization of certain work-

shops to look very closely into the opportuni-
ties that the U.S. market has to offer. The risk 
of the set up but also the cost of the set up and 
also the risk of doing business are significantly 
lower than compared to other markets. I would 
say that the reindustrialization that the current 
administration is envisioning for the U.S. offers 
very interesting market opportunities for the 
next decade or even the next several decades. I 
have seen a lot of companies running after the 
BRICS and emerging markets for the last  five 
years or ten years and I think rightly so. But I 
think the U.S. may offers even more interesting 
opportunities for those who are not afraid to be 
exposed to a very competitive environment. 

What kind of Swiss companies should expand 
to other markets and open a physical presence 
in markets such as the U.S.?
I would say all companies in the MEM indus-
tries must explore the opportunities outside 
Switzerland since the Swiss market is sim-
ply too small. Many of these niche producers 
really need the global market. They invest a lot 
in innovation and automation and in order to 
generate the necessary returns on these invest-
ments they must access the global market. 
The export model is changing. Traditionally 
these companies have all been exporting. Many 
companies have understood that it is really man-
datory or at least a strong competitive advan-
tage to be closer to their customer base. So they 
need a physical presence in these international 
markets to be closer to their customers on the 
one hand, and on the other hand Switzerland 
has become too expensive for many producers. 
Therefore, many companies actually also need 
these international markets to ensure competi-
tive costs through a corresponding procure-
ment or international production. So most of 
the medium sized companies have a very inter-
national foot print and have their subsidiaries 
in the key areas in proximity of their custom-
ers but also in those areas with low production 
costs. 

What do you think of Free Trade Agree-
ments?
Free Trade Agreements are truly important 
for our export oriented industry and SMEs do 
not have a local presence like the multinational  
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companies as Roche, Novartis, ABB or Nestlé. 
The multinational companies do not need Free 
Trade Agreements, however, the SME indus-
trial companies do really depend on these Free 
Trade Agreements in order to be on an equal 
footing with their local competitors or at least 
at a reasonably equal footing and not to be bur-
dened with higher import costs. Free Trade 
Agreements are also always give-and-take so we 
have never been totally satisfied with the out-
come but we have been very grateful that we 
ultimately have been able to reach such agree-
ments. We have recently been able to sign such 
an agreement with China which will lower our 
import costs very radically. The treaty entered 
into force on July 1, 2014. We were not able 
to sign an agreement with India so far due to 
the intellectual property rights issue and other 
issues as well. Swissmem would be extremely 
eager to have a FTA with the U.S. We need 
find right way of participating or paralleling 
the discussions between the European Union 
(EU) and the United States. I think it is a major 
opportunity for us if we can participate and it 
would be a major disadvantage if we could not 
have a FTA in parallel. 

What are the future challenges for your indus-
try?
I think the Swiss Franc is an important element 
as we need to have a currency that fluctuates 
within the range of plus 10% or minus 10% and 
around purchasing parity power. Today, we are 
in these 10% and we are doing ok. The Swiss 
Franc is probably still too expensive but not to 
the degree of about three or four years ago. 
I think the Swissmem industries need to keep 
up their capacity to innovate and they need 
access to a workforce that is innovative and 
creative. To find these talents is a challenge 
because Switzerland is so small. As a conse-
quence, we could not find many of these talents 
that we need to be innovative; we were look-
ing for specialists from outside and particularly 
from the EU but also from other places like the 
United States. I think this is a key issue. Now 
Switzerland has decided to limit the migra-
tion and this will create enormous challenges 
because our companies cannot find the neces-
sary specialized qualified workforce here due 
to the restrictions of the immigration laws they 

may go elsewhere. This would likely enhance 
their global footprint of the company but I do 
not think it would be positive for Switzerland.  
So if we lose the bilateral agreements with the 
EU and as about half the MEM industry prod-
ucts go to Europe this would be a major chal-
lenge for many companies. Those are maybe 
the key areas one can highlight. 
Competition from Asia and other issues we 
have become used to find a solution and to 
fight successfully against and hence, I am not so 
concerned about them. Like everyone else we 
depend on the economically cycles and condi-
tions. Because we export so much it is almost 
irrelevant how the economy develops in Swit-
zerland but it is much more important how the 
economy develops in Europe or the United 
States. The picture is not as bright as we see 
all kinds of issues that could come up. Again, 
I believe the United States have probably the 
brightest economic outlook if they do things 
right with their lower cost of energy and with 
their regained competitiveness in certain areas 
I think they have the potential to really be a 
stable economic development going forward. 
These would be again great opportunities for 
Swissmem companies for accessing this market 
in many dimensions not only sales.  
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Interview with Hanspeter Ueltschi, fourth-generation owner of BERNINA 
and chairman of the BERNINA Textile Group.

BERNINA
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What does your company do?
BERNINA is a family-owned company that 
has been manufacturing sewing and embroi-
dery machines for ambitious home-users since 
1893. In addition, we produce accessories such 
as presser feet for different applications, sell 
our own software as well as fabric, notions and 
embroidery designs through specialized subsid-
iaries. Our goal is to fully satisfy the needs of 
people for whom textile design is a hobby and 
passion.

How do you distinguish your sewing machines 
from the ones from other manufacturers?
BERNINA is a manufacturer of high quality, 
extremely durable and robust products. We can 
proudly say that Swiss precision goes into every 
single BERNINA sewing machine. This results 
in products that allow us to focus on the abso-

Discussion with members of Swissmem
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lute premium segment in the international mar-
ket. The strengths of BERNINA also include 
innovative capacity. One example of this is our 
product DesignWorks, which teaches the sew-
ing machine cutting and drawing. 

What does the U.S. market mean to you and 
how are you present there?
The U.S. market is extremely important for 
the business success of BERNINA. We gen-
erate more than 60 percent of our group 
turnover in the U.S. Sales are made through 
our subsidiary BERNINA of America, head-
quartered in Aurora, Illinois, to a national 
network of 450 independent sewing machine 
specialty dealers. We continuously train 
these business partners. They are our com-
petent and enthusiastic ambassadors in the 
U.S. Thanks to them and thanks to our reli-
able products, we have managed to acquire 
an excellent reputation in the U.S. market. 
BERNINA is considered a cult brand among 
American quilters.

How did you experience first entering the U.S. 
market? How did you learn how to get started 
there and what where your experiences? 
After we had previously carried out our business 
in the U.S. via an importer, my mother took a 
major step in 1969 and founded a subsidiary. 
We were thus able to compete more directly in 
the marketplace. We placed greater focus on the 
sales organization and the training of the spe-
cialized dealers. The BERNINA dealers were 
not only to have technical expertise, but also to 
convey sewing ideas and inspiration to the cus-
tomers. They were to live our passion. I contin-
ued this initiative when I took the lead of our 
U.S. subsidiary in 1979. It is my belief that we 
cannot simply sell sewing machines, but rather 
we must generate enthusiasm for textile design. I 
see myself as a gardener in the sewing landscape.  
The set-up years in the U.S. were extremely 
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challenging, particularly in the area of logis-
tics. The hard work was very rewarding, how-
ever, both economically and personally. I very 
much appreciate the positive nature of Ameri-
cans, their open criticism of problems and their 
enthusiasm and drive when they are convinced 
of a solution.

How is your business approach different in the 
U.S. market compared to the one in the Swiss 
market?
Generally, BERNINA appears as a global brand 
and pursues one uniform business concept 
worldwide. I see two main differences compared 
to the Swiss market: On the one hand, in the 
Swiss home market we enjoy a dominant market 
position with a market share of about 90 percent 
in the relevant price segment. In Switzerland, 
“BERNINA” is almost synonymous with “sew-
ing machine”. The competition is tougher in 
the U.S. We operate in a multi-brand environ-
ment, sewing machine specialized dealers also 
carry products from our competitors. Tactical 
marketing therefore is more dynamic and per-
haps also harder in the U.S. than in Switzerland. 
The second difference: In the U.S., quilting is 
an important sub-segment, which we address 
with dedicated products and services. 

What are the future challenges for your indus-
try and company?
The main challenge for BERNINA in the U.S. 

market is the development of the U.S. dol-
lar compared to the Swiss Franc. We hope to 
see a strengthening of the U.S. economy and 
a stabilization of the exchange rate at a higher 
level. On a global scale, the main challenge lies 
in the increasing segmentation of the market. 
In addition to the premium segment in which 
BERNINA operates, there is a huge entry-level 
range. We need to advance in this segment if 
we want to take part in the do-it-yourself trend 
and appeal to a young generation of sewers. To 
this end, we have established the second brand 
“Bernette”. Under the label “Bernette” we sell 
reasonably priced, but still high quality sewing 
machines for entry-level sewers.
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Interview with Pascal Forrer, Marketing and Sales Manager, member of the DC Swiss 
Board.

DC SWISS

What does your company do?
DC Swiss stands for Quality tools made in 
Switzerland. We design, produce and market 
top of the range thread cutting tools intended 
for all companies and all materials. Considered 
“Leader” in Switzerland, we occupy a privi-
leged place in the world market. Over 70% of 
our turnover is achieved by export, primarily in 
the European Union.  

What are the particularities that need to be 
kept in mind when processing threads and how 
does your company meet the challenges with 
your threat cutting tools?
We have distinguished ourselves by remaining 
exclusively in the field of thread tapping and 

intend to abide by that philosophy. In this way, 
the customer obtains a reliable and competent 
partner, specialized in a well-defined sector. 
Often the thread is the last operation on the 
work piece and therefore a reliable tool solu-
tion is absolutely mandatory. 

What does the U.S. market mean to you and 
how are you present there?
DC Swiss has been active in the U.S. market 
for several years, principally in the Automo-
tive, Aerospace and Medtech sector. Our focus 
is clearly in these demanding industries, where 
automation and process security meets a specific 
technological request. We observe considerable 
investments in modern CNC and production 
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machines. A strong reindustrialization is taking 
place in the U.S. right now and we are proud to 
be part of it. 

How did you experience first entering the U.S. 
market? How did you learn how to get started 
there and what where your experiences? 
First sales started in the early ‘90s through local 
dealers. It was difficult since our brand name 
was completely unknown. We also immigrated 
thanks to major Swiss companies who manufac-
tured in the U.S. and wanted to use our tools. 
We are pleased of our past successes and 2014 
marks an important year for DC Swiss: We will 
launch a brand new, U.S. - exclusive DC Swiss 
main catalogue. All sizes and norms will be in 
the American Standards. Our new partner is 
based in Monroe Connecticut and is assuring 
the nationwide distribution of our products.

How is your business approach different in the 
U.S. market compared to the one in the Swiss 
market?
When selling HQ tool solutions, the After Sales 
Services becomes vital. We do not sell tools, 
but we offer solutions. Since we manufacture 
all our tools in Switzerland, we can guarantee 
these added values thanks to the proximity to 
our clients. In the U.S. market, we first had to 
train in-depth the sales technicians. Our partner 

is regularly in Switzerland and we are several 
times a year in the U.S. to update them about 
new products and new production standards. At 
the end it is all about customer benefits, inde-
pendently if in U.S. or Swiss market.

What are the future challenges for your indus-
try and company?
Threading applications show one clear tenden-
cy: Process security is becoming increasingly 
important and modern manufacturer need 
a stable 24/7 tool solution. Thanks to opti-
mized production cycles, industrial countries 
will be able to compete with low cost nations. 
Together with our new partner, DC Swiss will 
exhibit these exciting solutions at the 2014 
IMTS (International Manufacturing Technol-
ogy Show) in Chicago. We would be pleased to 
welcome you at our booth!
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Interview with Achim Klotz, CEO of Von Roll.

VON ROLL
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What does your company do?
As one of Switzerland’s longest established 
industrial companies, founded in 1803, Von 
Roll focuses today on products for power gen-
eration, transmission and distribution. Von 
Roll’s core business comprises two divisions: 
Von Roll Insulation develops and manufactures 
products and systems for the electrical insula-
tion of high- and low-voltage machines, such as 
generators, traction motors and transformers, 
among others. 
Von Roll Composites produces composite 
materials and parts for the same target markets, 
as well as for the electronics, automotive and 
aerospace industries.
Two additional business lines complete the 
business portfolio: Von Roll Transformers 
offers power and distribution transformers and 
Von Roll Water provides solutions for pro-
cess engineering tasks in the field of water and 
wastewater management.

What key elements does one need to be aware 
of to understand the market for insulating sys-
tems?
Our slogan is “We Enable Energy”. This 
means that our electrical insulation prod-
ucts allow electrical tools to work properly 
and thus prevent failure. Our products can be 

found throughout the spectrum of electrical 
machines, from big generators for hydropower 
plants to small household devices. Without the 
right insulation, energy is wasted. 

Do energy providers stimulate innovation in 
your company by requesting innovative prod-
ucts from you or vice versa? What changes do 
you predict in the energy supply over the next 
ten years?
Yes, demands from energy providers definitely 
stimulate innovation. There is a trend toward 
renewable energy. The wind power market, 
for example, is expected to grow at an average 
rate of 5% over the coming years (according to 
CAGR and other studies). For this market we 
have developed highly efficient electrical insu-
lation systems that effectively prevent electri-
cal breakdown, and newly developed, efficient 
conductor systems. 
With our electrical insulation system our cus-
tomers build power plants that are safe, cost 
saving, environmentally friendly and last for a 
long time.
Von Roll has started to enter the battery busi-
ness, an interesting and promising field with 
huge growth potential. Of course we do not 
mean batteries for the mass market, but rather 
a more selective market for the energy storage 
required for wind energy plants or electric cars 
developed and built by companies like Tesla 
and General Electrics.

What innovation in the insulation industry 
would really revolutionize energy production? 
The invention of thinner insulation systems 
would allow smaller and more efficient genera-
tors.
A revolutionary conductor material would be 
one that is cheaper than copper while conduct-
ing electricity just as efficiently. 

What does the U.S. market mean to you and 
what is your presence there?
The U.S. is one of our biggest and most impor-
tant markets. 20% of the overall sales was gen-
erated in the U.S. in 2013. 
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Mica tapes used for 
electrical insulation
in high-voltage
rotating machines
and for fire-resistant 
cables
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A selection 
of tape-covered 
winding wires 
produced by Von Roll
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We sell the entire product portfolio throughout 
the American continent, including mica, wire, 
resins and varnishes, and composite products. 
We also have production sites in Schenectady 
(NY), Monmouth Junction (NJ), Douglasville 
(GA), Cleveland (OH) and New Haven (CT). 
Last year these sites accounted for 18% of our 
global sales. 

What was it like when you first entered the 
U.S. market? How did you figure out how to 
get started there, and what was your experi-
ence? 
Von Roll’s initial entry into the U.S. market was 
through U.S. sales offices in the early ’50s. In 
the ’60s and thereafter, operations expanded 
with the purchase of electrical insulation manu-
facturing plants from big companies like IMI in 
1995. Before 1992, the plant belonged to Gen-
eral Electric. Such companies preferred to out-
source the production of insulation products, 
which required a special expertise and were not 
their prime focus.
We also strengthened our position through 
acquisitions. For example, in 2007 we acquired 
John C. Dolph, thereby expanding our market 
position for the resins and varnishes product 
line. 
Because we were purchasing existing business, 
getting started wasn’t the issue; it was more a 
question of adapting one business culture to the 
other. For over 50 years we have steadily and 
successfully been building our American busi-
ness.

How is your business approach in the U.S. 
market different from that in the Swiss mar-
ket?
The U.S. is geographically much larger, which 
requires distribution channels that aren’t com-
mon in the Swiss market.
However, a more useful comparison would be 
between the U.S. and European markets. The 
business approach in Europe is mainly direct - 
manufacturer to OEMs and repair shops. Busi-
ness in the U.S. is direct to OEMs, but we also 
sell through different local distributors that 
carry many competitive products while ser-
vicing the low-voltage market, such as repair 
shops.
Furthermore, the number of OEMs is smaller, 
which has a significant impact on direct busi-
ness between us and the users of our products.

What future opportunities and challenges do 
you see for your industry and company?
The world will always need electrical and 
mechanical equipment. Consequently, our 
materials will always be needed.  
One ever-present concern is the establishment 
of new Asian companies settling in the global 
markets with low-cost products. This trend 
forces us to develop new products with real 
added value and USPs on top of the constant 
pressure to optimize and streamline cost struc-
tures.
The trend is away from nuclear power and, 
over the long term, away from fossil fuel-based 
power to renewable power generation and, 
accordingly, new applications. Power trans-
mission and power storage systems need to 
be improved. These changes represent new 
opportunities and, of course, attractive future 
markets
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The Transatlantic Trade and Investment 
Partnership (TTIP)

On June 17, 2013 President Obama, together 
with European Council President Van Rom-
puy, European Commission President Barroso, 
and UK Prime Minister Cameron, announced 
that the United States and the European Union 
(EU) will launch negotiations on a Transatlan-
tic Trade and Investment Partnership (TTIP) 
agreement. Negotiating teams held the first 
round of TTIP talks one month later in Wash-
ington, D.C., and have held several additional 
rounds since. 
TTIP will be an ambitious, comprehensive, and 
high-standard trade and investment agreement 
that will promote U.S. international competi-
tiveness, job-creation, and growth. 
TTIP aims to boost economic growth in the 
United States and the EU and add to the more 
than 13 million American and EU jobs already 
supported by transatlantic trade and invest-
ment.
In particular, TTIP will aim to: 
1. Further open EU markets, increasing the 
$458 billion in goods and private services the 
United States exported in 2012 to the EU, its 
largest export market. 

2. Strengthen rules-based investment to grow 
the world’s largest investment relationship. 
The United States and the EU already main-
tain a total of nearly $3.7 trillion in investment 
in each other’s economies (as of 2011).
3. Eliminate all tariffs on trade.
4. Tackle costly “behind the border” non-tariff 
barriers that impede the flow of goods, includ-
ing agricultural goods.
5. Obtain improved market access on trade in 
services. 
6. Significantly reduce the cost of differences in 
regulations and standards by promoting greater 
compatibility, transparency, and cooperation, 
while maintaining our high levels of health, 
safety, and environmental protection. 
7. Develop rules, principles, and new modes of 
cooperation on issues of global concern, includ-
ing intellectual property and market-based dis-
ciplines addressing state-owned enterprises and 
discriminatory localization barriers to trade. 
8. Promote the global competitiveness of small- 
and medium-sized enterprises.

(Please refer to www.ustr.gov/ttip)
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U.S. Chief Negotiator Dan Mullaney and EU 
Chief Negotiator Ignacio Garcia Bercero shake 
hands at the start of the fifth round of TTIP 
negotiations
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What impact does the EU-U.S. Transatlantic Trade and 
Investment Partnership have on Switzerland?
By Ambassador Didier Chambovey, Head of World Trade, State Secretariat for Economic Affairs (SECO) 
and Daniel Freihofer, Deputy Head Free Trade Agreements/EFTA, SECO.

The European Union (EU) and the United 
States have launched negotiations on a com-
prehensive Transatlantic Trade and Investment 
Partnership (TTIP) in July 2013. The aim is 
to open up trade in industrial and agricultural 

products, to remove 
non-tariff trade 
barriers, to further 
liberalize trade in 
services and public 
procurement, and 
to foster mutual 
investment protec-
tion. The intention 
is to also improve 
the regulations in 
various areas, such 
as intellectual prop-
erty, competition, as 
well as access to the 
commodity mar-
kets and to ensure 
a transparent and 
predictable busi-
ness environment in 
the field of energy. 
The main ambition 

relates to greater coherence and convergence 
of regulatory standards, and thus of enhanced 
cooperation in rule-making.
The EU and the U.S. intend to conclude negoti-
ations by the end of 2015. The process however 
is challenging, due to different approaches and 
positions in a number of areas, and therefore 
calls for flexibility and willingness to compro-
mise on both sides. Nevertheless, the prospects 
for a conclusion of the negotiations remain pos-
itive. The ambitious project enjoys broad sup-
port on both sides of the Atlantic. The TTIP 
is expected to generate substantial growth and 
considerable trade creating effects, in particu-
lar in terms of job creation in the U.S. and the 
EU. Also, as a result of the reform in agricul-
ture which has been pursued on an autonomous 

basis over recent years, this formerly sensitive 
area no longer poses any insurmountable obsta-
cle for the EU to a potential free trade agree-
ment with the U.S. If the negotiations on the 
TTIP do come to a successful conclusion this 
would create the world’s largest free trade area 
with around 800 million people, accounting for 
nearly half of the global economic output and 
one-third of world trade.

Likely negative implications on the Swiss 
economy 
The EU and the U.S. are not only heavyweights 
in world trade but also Switzerland’s two larg-
est trading partners. More than two-thirds of 
all Swiss exports go to the EU (56%) and the 
U.S. (11%). This illustrates how much is at 
stake for the Swiss economy. One of the aims of 
the TTIP is a comprehensive abolition of cus-
toms tariffs. If the TTIP is concluded, the EU 
and the U.S. would grant each other’s respec-
tive market more favorable framework condi-
tions than those granted to Switzerland. This 
is expected to be disadvantageous to the Swiss 
economy as our exports would have less favor-
able conditions for access to the U.S. market 
than competitor products from the EU. Cer-
tain agricultural products would also be at a dis-
advantage on the EU market. Although average 
customs tariffs for Switzerland’s key industrial 
exports to the U.S. market are already at a rela-
tively low 3-4 percent, in view of the significant 
volume of exports worth nearly CHF 25 bil-
lion (2013) the consequences should not to be 
underestimated. For example, Swiss firms still 
export three times as much to the U.S. as to 
China. 
Depending on the outcome of the negotiations, 
the potential for discrimination in the regula-
tory area, the services sector or public procure-
ment could be more significant than in the area 
of tariffs. According to estimates 80 percent of 
the gains from the TTIP are expected to come 
from cost savings through the reduction in 
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Daniel Freihofer

bureaucratic and regulatory obstacles, as well 
as through liberalization in areas other than 
trade in goods. In the regulatory area, possible 
scenarios are either a harmonization of existing 
and future technical regulations, or a mutual 
recognition of different product requirements. 
If the U.S. and the EU were to harmonize 
technical regulations, the Swiss as well as the 
global economy are likely to benefit as this 
might prompt other countries to adapt their 
technical regulations to those of the two major 
economic blocs. The creation of such harmo-
nized technical regulations would significantly 
reduce companies’ transaction costs. However, 
if the U.S. and the EU were to mutually recog-
nize respective conformity assessments without 
harmonizing their technical regulations, Swiss 
companies may be discriminated against EU 
based companies in terms of access to the U.S. 
market. 
The TTIP may also have a general negative 
impact on the attraction of Switzerland as a 
business location. The U.S. is the third largest 
country of origin of direct foreign investment 
with capital totaling CHF 86 billion. American 
firms currently employ around 23,000 people 
in Switzerland. There is a risk that U.S. firms 
headquartered in Switzerland may migrate to 
the EU if they find more attractive framework 
conditions there thanks to the TTIP. 

Swiss Government closely follows TTIP 
negotiations
Against this background, Switzerland and the 
other EFTA States proposed to set up a “Trade 
Policy Dialogue” with the USTR. The first two 
meetings were held in Washington in Novem-
ber 2013 and June 2014. The purpose of this 
platform is to obtain information on the ongo-
ing negotiations between the EU and the U.S. 
as well as to safeguard the interests of the EFTA 
States in relation to the U.S. However, such a 
dialogue should not be prejudicial to any subse-
quent further steps. 
As an additional measure, an interdepartmen-
tal working group under the direction of the 
State Secretariat for Economic Affairs (SECO) 
is analyzing the potential implications of the 
TTIP on the Swiss economy. In this respect, 
SECO has mandated the World Trade Insti-
tute, University of Bern, in cooperation with 
the Center for Economic Policy Research, 
London, to undertake a separate study for a 

preliminary assessment. Given the early stage 
in the negotiations between the EU and the 
U.S., the study attempts to assess potential 
implications of the TTIP on Switzerland on 
the basis of econometric models and compara-
tive legal analysis. According to the first esti-
mates, the trade diversion impact of the TTIP, 
at a macroeconomic level, would negatively 
affect GDP and household consumption, and 
could lead to a restructuring of the pattern of 
Swiss industrial production. How strong these 
effects may be largely hinges on the scope and 
depth of the precise TTIP content, which is not 
known yet. The Swiss response also matters. In 
the absence of any 
policy response by 
Switzerland, mac-
roeconomic impacts 
are estimated to be 
broadly negative. 
However, if Swit-
zerland was to enter 
a parallel free trade 
agreement with the 
U.S., this would 
help offset some of 
the trade diversion 
effects. If Switzer-
land was to join the 
TTIP as a response 
to a formation of an 
EU-U.S. free trade 
area, this would turn 
losses into gains. 
The reason for this 
positive effect is 
that joining the TTIP would probably include 
reductions in trade costs with EU as well. 
It goes without saying that precise predications 
are impossible at this stage as the main param-
eters of the TTIP beyond broad coverage and 
particular emphasis on regulatory cooperation 
are not yet defined. Switzerland will continue 
to closely follow the negotiations between 
the EU and the U.S. and to explore concrete 
options in order to preserve the competitive-
ness of the Swiss economy and the attraction 
of Switzerland as a business location. In decid-
ing what course of action to follow, the Swiss 
government will take account of all interests 
involved.
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INTELLECTUAL PROPERTY RIGHTS: 

A KEY TO BOTH COUNTRIES’ 

ECONOMIC SUCCESS



The Institute of Intellectual Property
Felix Addor serves as the Deputy Director General, General Counsel and Director 
of the Legal & International Affairs Division at the Swiss Federal Institute of 
Intellectual Property. He has been responsible for legal and policy matters regarding 
all fields of intellectual property at the national and international level since 2000. 
He is also a Professor at the Faculty of Law, University of Bern, and a Senior Fellow 
at the Global Health Programme of the Graduate Institute of International and 
Development Studies, Geneva.

What are the main tasks of the Swiss Federal 
Institute of Intellectual Property?
The Swiss Federal Institute of Intellectual 
Property (IPI) is the lead federal agency for all 
intellectual property matters. It was created by 
Parliament as a one-stop shop within the fed-
eral administration for all questions relating to 
intellectual property (IP). The quintessence of 
its official mandate lies in providing domestic 
and foreign businesses with an appropriate, 
effective, dependable and easy-to-use national 
IP system. To this end, it’s tasked with reg-

istering intellectual property rights, as well 
as promoting and explaining the intellectual 
property system in Switzerland. It is further 
charged with defining IP policy, advising the 
Federal Council and Parliament, preparing 
relevant legislation, and representing Swit-
zerland in international fora and bilateral and 
international negotiations. Last but not least, 
the IPI offers services in the areas of trade-
mark research and patent information to make 
Switzerland’s IP system even more accessible 
to all users.
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How would you describe the value of intellec-
tual property to a country like Switzerland?  
Switzerland is in the fortunate position of being 
ranked first in most international innovation 
indices, such as the WIPO’s Global Innova-
tion Index and the World Economic Forum’s 
Global Competitiveness Report. A high inno-
vation efficiency ratio and a strong intellectual 
property protection system are two of the key 
assets that allow Switzerland to translate its 
robust innovation capabilities into high-level 
innovation output. For instance, pharmaceu-
tical companies, which make up a key Swiss 
industry, are heavy users of the domestic and 
international patent and trademark systems. In 
addition, the large number of innovative export-
led SMEs, be they in machinery, watchmaking, 
medical technology or biotechnology to name 
a few, rely on secure international patent rights. 
Given the substantial role that such companies 
play in the overall economy, it’s not surprising 
that Switzerland has the highest patenting rate 
per capita worldwide. 
While the country certainly has a reputation for 
being inventive, it would be misleading just to 
look at patents. This is because trademarks are 
at least as important contributors to Swiss eco-
nomic prosperity as patents are. We are home 
to some very valuable brands like ABB, Rolex, 
and Zurich Insurance to name just a few – not 
to mention that the value of “Swiss Made”, 
along with the distinctive Swiss cross, com-
mand a market premium equal to about one 
percent of our GDP, as a recent study revealed. 
This is why we vigorously defend the “Swiss” 
label, both at home and abroad.
As you can see, adequate and effective IP pro-
tection is a key component of the Swiss innova-
tion machine. However, in order for a country 
to realize its full innovation potential, an IP 
system has to be accompanied by other poli-
cies, like a stable economic environment, a pre-
dictable legal system, and excellent education, 
among others.

Where are Swiss companies particularly com-
petitive when it comes to intellectual property?  
Due to the fact that Switzerland has a small 
domestic market – every second franc we earn 
comes from abroad – Swiss companies have to 
compete internationally. Since the Swiss franc 
has gotten ever stronger since the ’80s, the  

economy has been forced to move up the value 
chain to where much of the added value comes 
directly from intellectual property.
Nestlé is a case in point for this thesis: It is 
the single biggest IP user in the country and 
has essentially turned a number of commodity 
businesses, like coffee and chocolate, into ones 
that create enormous value for consumers in 
terms of consistency and quality, and it earns 
a substantial return on equity for shareholders. 
Without an IP system protecting its intangible 
assets such as Toll House Chocolate Chips or 
Nespresso, the firm would have little chance of 
competing on price alone.
Through companies such as Novartis and 
Roche, Switzerland has become known as an 
important “pharma country”, but that image 
should be put in the context of an even stronger 
industrial base in fundamental chemistry. Clar-
iant, EMS-Chemie, and Syngenta may not be 
the biggest companies in terms of production 
volumes, but they all boast specialty products 
that command a premium. This cluster of inno-
vation is one reason why America’s DuPont, for 
example, has its European research headquar-
ters in Switzerland.
High performance chemistry isn’t our only 
innovative IP-based industry. The cliché about 
Switzerland being the land of watchmakers is 
true thanks to the IP system, too. Companies 
like Swatch, Omega, and Richemont derive 
much of their value-added from IP, be it in the 
form of designs, patents or trademarks. This 
fact is reflected in the statistics on design and 
trademark filings, whereby jewelry and watches 
typify the IP usage of Swiss entities - not for-
getting, of course, the “Swiss Made” indication, 
which is the key and most valuable attribute of 
a genuine Swiss watch. 
But businesses aren’t the only ones using the 
IP system to create added value. Swiss universi-
ties have stolen a page from America’s playbook 
by making more of an effort to both promote 
and commercialize technology using intellec-
tual property agreements. Both of the world-
class federal institutes of technology in Lau-
sanne and Zurich, for example, have specialized 
offices that negotiate royalties and licenses for 
their intellectual property. This approach has 
permitted a dense network of spin-offs and 
private-public partnerships to flourish in their 
vicinity. The IPI assists university research-
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ers with prior patent art in order to find either 
potential legal obstacles or simply to make use 
of the free knowledge embodied therein. 
Because the IPI has witnessed the value-creation 
potential of a good IP strategy first hand, it spe-
cifically reaches out to small and medium-sized 
enterprises through its various programs - like 
affordable assisted patent searches - and offers 
an array of courses on IP topics to make the 
system more accessible, which in turn enables 
SMEs to better compete internationally. 

Some critics argue that the welfare or economic 
development of developing countries is slowed 
down by the over-zealous protection of intel-
lectual property. What would you tell them?  
Finding the right balance between IP protec-
tion and access to the protected ideas is prob-
ably the key challenge facing any national or 
international IP system. The needs and inter-
ests of the different stakeholders – that is to 
say, not only of the IP rights holders but also 
of other users of the IP system, as well as of 
the public at large – must be taken into account 
appropriately. That’s why IP protection is not 
an end in itself. After all, the goals of IP pro-
tection should be the promotion of innovation 
and creation for the sake of economic growth 
and humanity’s progress. Patents, for example, 
aim to promote the search for and development 
of new solutions to technical problems; they do 
this by making the patented inventions known 
and providing new knowledge through patent 
databases so that scientists and engineers can 
build on the state of the art, thereby accelerat-
ing technological progress. 
The core principal in designing an IP system, 
whether it’s national or international, in my 
view is striking a balance between the social 
costs and private benefits of the IP system so 
that it results in a net positive value to society 
in the long run. Accordingly, the implementa-
tion and enforcement of an appropriate and 
well-balanced IP system can be seen as a valu-
able investment in the future of a country, its 
growth, economic development, and global 
competitiveness. But let me be clear: The 
equation is not a simple one. More protection 
does not necessarily result in more innovation 
or economic development. On the contrary: 
There comes a point where additional protec-
tion can actually stifle innovation and creation. 

That is why we’re now having a debate about 
standard essential patents, for example. Strik-
ing the right balance and adapting the IP sys-
tem to constantly changing external conditions 
is, in my view, the eternal – and elusive – chal-
lenge of every legislator! Not forgetting, of 
course, that the IP system doesn’t always reach 
its goals. There still isn’t a lot of R&D by pri-
vate companies into drugs against neglected or 
against tropical diseases, for example. Hence, to 
me, it’s the task of the international community 
to negotiate and offer alternatives or comple-
ments to private protective titles. 

What role is the IPI/Swiss government play-
ing in a case like the Indian government’s 
refusal to grant patent protection to Novartis’s 
Glivec medicine? What are the key principles 
Switzerland is looking to see upheld in a situ-
ation like this? 
The Glivec case in India was a ruling by the 
Indian Supreme Court that applied Indian pat-
ent law. It is not a countries place to question 
the ruling of another national court – let alone 
a supreme court - in the interpretation of that 
other countries own law. But it’s Switzerland’s 
expectation, both of itself and other countries, 
that national laws conform to relevant interna-
tional obligations, including the WTO/TRIPS 
Agreement, of course. 
Given the importance of IP for Switzerland, 
it is just normal that we closely follow inter-
national developments in intellectual property 
affairs, both at the national and international 
level. If we have a concern, our general diplo-
matic preference is to tackle the issue bilaterally 
through informal and formal bilateral contacts 
and consultations in order to better understand 
and communicate the interests at stake, so as to 
ultimately reach a mutually satisfying solution.  

Providing adequate protection for copyright 
in the Internet era is proving challenging for 
many countries, including Switzerland – what 
principles should guide policy makers in this 
area? 
Again, I come back to Switzerland’s balanced 
approach when it comes to intellectual property. 
Article 26 of our Constitution guarantees the 
right to property, and prevents expropriation 
both by the state and fellow citizens. Switzer-
land’s position is and will remain that copyright 
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is a type of property, and thus protected from 
piracy by law with the authority of the state. 
In order to achieve this protection, more focus 
must be put on international cooperation with 
regard to enforcement as well as licensing.
The Internet knows no borders and intellec-
tual property enforcement is extremely difficult 
on the web. It is full of infringing content and 
rights owners find themselves in a very frustrat-
ing position. What is needed is the possibility 
of reaching rogue sites and bringing them to 
justice. It is, in my view, counterproductive to 
extensively go after individual Internet users just 
because it’s more convenient than going after 
the original pirate or the operator of a rogue 
site. It is also difficult to make consumers turn 
away from illegal offers if no legal alternative is 
available. A Swiss Internet user looking for that 
exact same legal content offered in the United 
States is often met with: “Sorry, currently our 
video library can only be watched from within 
the United States.” This fragmentation has to 
do with copyright having been conceived in 
a territorial world that is becoming ever less 
meaningful due to societies integrating through 
trade, travel, and telecommunications.
Moreover, the law cannot fundamentally devi-
ate from the values and beliefs of society oth-
erwise it will not be accepted and prove to be 
unenforceable in the long run – just think of 
the prohibition era in the U.S. Policy makers 
must respect the different fundamental rights 
such as privacy and property enshrined in the 
Constitution. It is therefore important for 
policy makers to withstand excessive demands 
that vitiate privacy or abuse the police pow-
ers of the state. This is not a denial of the real 
and practical problem that threatens copyright 
holders’ livelihoods, but a balanced application 
of the constitutional principle of proportional-
ity in order to safeguard copyright’s existence 
in the long run. What we more than ever 
truly need is therefore equitable copyright. 

What are the main challenges to intellectual 
property rights these days for a small country 
like Switzerland?
In my view, the main challenges to intellectual 
property rights nowadays aren’t specific to big 
or small countries. The challenges are more 
systemic, residing in the overall legal architec-
ture of the IP system. 

Firstly, as history shows, international nego-
tiations have contributed to more holistic and 
transparent solutions than bilateral negotiations 
have. That’s why I am skeptical that the ongo-
ing negotiations on bilateral free trade agree-
ments will ultimately result in a sustainable or 
even an understandable and enforceable net-
work of rights and obligations. Thus, enhanc-
ing and facilitating international intellectual 
property protection through the World Intel-
lectual Property Organization and the World 
Trade Organization should be a priority for 
every member state. That is why notwithstand-
ing the impasses and stalemates at the interna-
tional level, Switzerland remains committed to 
restoring an atmosphere of trust and creating a 
common ground on the basis of creative solu-
tions that respond to the mutual interests and 
needs in a constantly evolving environment. 
It is, however, important, that other countries 
join us in these efforts!
Secondly, the law in general and intellectual 
property law, in particular, cannot and should 
not deviate from the values and beliefs of soci-
ety at large lest they lose legitimacy and thus 
prove inacceptable and unenforceable in the 
long run. That’s why we need to be careful 
about being over-zealous in enlarging the scope 
of and enforcing IPRs that could undermine 
their entire edifice of legitimacy in the eyes of 
society, and which in turn could end up throw-
ing the baby out with the bathwater.
Lastly, the challenge is to ensure that the pro-
tection of intellectual property rights remains 
relevant and effective, and continues to create 
incentives for research and development in the 
future too. One example of where yesterday’s 
legal framework might not be adequate for 
tomorrow’s technology is 3D printing. Copy-
right, trademark, design, and patent protection 
were all conceived with a centralized model of 
production in mind. Yet these protections may 
be ill suited to dealing with the decentralized 
3D printing of virtual objects in the future.
In order to accomplish these objectives, I am 
convinced that we need to carefully watch and 
make sure that the IP system strikes the right 
balance between providing an adequate sub-
stantive level of protection to incentivize inno-
vators and creators, while not neglecting the 
general economic, social or ethical interests of 
the public at large. 

90 - UNITED STATES - SWITZERLAND UNITED STATES - SWITZERLAND - 91



How would you describe the value of intellec-
tual property for a society?
The key to any nation’s prosperity in this global 
market is innovation and invention. You got 
to have a new better product to really make 
an impact in the market place and intellectual 
property is the world’s system that facilitates 
and underwrites the investment in intellectual 
property research and development and cre-
ation of new products and it also encourages 
the conversion of mere ideas into real useful 
technology. This is the kind of two purposes of 
IP and it has worked marvelously over decades 
to accomplish that. 
Now, some criticizes academics usually criti-
cizes the IP systems as engendering costs which 
impede innovation more than they encourage 
it. They will often cite samples like Samsung 
Apple litigation as an example of enormous cost 
of the system. And yet step back and look for a 
moment, the market for smartphones is a amaz-
ing. In stores anywhere in the world one can find 
fifty products in fifty different locations which 
have capabilities one could not even dream 
off even five years ago. Cameras, positioning 
systems, compasses, social networks, games I 

the United States Court of Appeals for the 
Federal Circuit
Interview with Randall R. Rader, Chief Judge of the United States Court of Appeals 
for the Federal Circuit.

do not have to tell you all the capabilities of 
these magnificent technological devices. All of 
that facilitated by an international system that 
allows everyone to cooperate, improving and 
designing product. And again the consumer is 
getting this at a constantly declining price. This 
is caused by the system of intellectual propor-
erty that promotes the innovation and encour-
ages worldwide cooperation converting that 
technology into useful applications.  

What is your personal experience with copy-
right on the Internet? 
As a professor of law and as a user of the Inter-
net, I am aware there is copyrighted material 
float-ing all over the Internet - some materi-
als legally available for free or for a cost (such 
as on iTunes, Pandora, and Spotify) and others 
made available through improper means (such 
as un-authorized video-hosting sites or person-
to-person file transfer sites or applications, 
such as bit-torrent). With the advent of the 
Internet, distributing copyrighted materials has 
never been eas-ier, and as technology continues 
to advance, enforcing copyrighted material is 
becoming increas-ingly difficult. We are truly 
in a digital age, where social media, video and 
music streaming, and file-sharing across mul-
tiple platforms, are prolific in society.

What is more important to you the enforce-
ment of copyrights or data privacy?
Well, there are both important values and they 
do not conflict at all. We would certainly want 
to encourage creativity, expression in music, 
movies, sculpture, art and whatever it is. And 
that we accomplish with copyright. Privacy, of 
course is an issue comes into play in the Internet 
environment where you want to ensure that as 
we facilitate the transfer of information you are 
also respecting individual privacy and collective 
privacy. But those things are not in conflict at 
all. Pursue a force of strong encouragement of 
creativity and that the same time protect pri-
vacy perfectly. 
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Were you personally involved with case law on 
this specific issue?
I do not recall personally be involved with any 
copyright on the Internet cases, but I have cer-
tainly dealt with copyright infringement cases in 
general. For example, Atari Games Corp. v. Nin-
tendo of America, Inc., 975 F.2d 832 (Fed. Cir. 
1992) (copyright infringement of video game 
software) and Bowers v. Baystate Techs., Inc., 
320 F.3d 1317 (Fed. Cir. 2003) (“shrinkwrap” 
agreements and copyright protection related 
to computer aided design software). Although 
these cases did not deal specifically with infringe-
ment on the Internet, the general premise is the 
same. Our copyright laws give copyright owners 
an intellectual property right - the right to ex-
clude others for a period of time (usually life plus 
an additional 70 years). The purpose of this is 
to foster creativity and innovation in the arts. It 
is important that we provide adequate remedies 
for copyright infringement such that our system 
can continue functioning properly. 

Are you in favor of enforcing copyright on the 
Internet?
Yes, I am strongly in favor of enforcing intel-
lectual property rights. In my view, the Inter-
net is just another medium a copyright owner 
can display her creation. I see no reason for 
creating special rules. Of course, the Internet 
presents unique challenges. For example, con-
trolling dis-semination, preventing unauthor-
ized copying, and determining liability when 
technology facili-tates copyright infringement. 
And enforcement can take a variety of forms, 
from digital rights management to litigation. 
Today copyright holders have various enforce-
ment mechanisms at their disposal. Many focus 
on securing the content itself. Others focus on 
monitoring and surveil-lance. Ultimately, as 
I mentioned earlier, providing adequate rem-
edies is necessary for our copy-right system 
to function.

What do you think of a “personal use excep-
tion” that allows to use of copyright protected 
works within a limited circle (family, close 
friends, etc) while only paying once for the 
work and not mul-tiple times?
As a practical matter this will always be an 
enforcement imperative, we are simply not 
going to enforce these laws by going after kids 
who share a song with their brother or sister. 

There will be defacto a personal use exception. 
The real focus of copyright infringement ought 
to be the corporate conglomerates who really 
try to profit on the creative activities of musi-
cians, movie makers or artists of any quality or 
capabilities. That will be defacto the way it is 
enforced and ought to be enforced. I am not 
sure I would advocate the creation of a writ-
ten exception in the law because the law has 
a purpose of educating all of us in the proper 
rules of property. And so you do not build to 
real property law an exception that oh by the 
way you can trespass on your neighbor’s land if 
you want to. Now we all know that if you mean 
to go into his yard to get a ball that you threw 
over the fence that is not going to be enforced 
as a crime. But I think while I favor the wise 
enforcement that does not seek out the individ-
ual user or the sharing amongst close friends. 
The wiser course is a matter of laws not to cre-
ate exceptions that invite abuse and teach peo-
ple principles contrary to property rights. 

How can one fight effectively Internet piracy?
It is important to understand that it is unreal-
istic to expect perfect protection online. That 
never was possible in the pre-Internet paper 
world, and certainly will not be possible in the 
post-internet digital world. One of the biggest 
hurdles in fighting Internet piracy is the fact 
that piracy often extends into different sover-
eigns. For example, the United States does not 
have jurisdiction to order a company in Sweden 
to take down its servers and stop distributing 
copyrighted mate-rial. In a case such as that, 
copyright owners would have to go after each 
individual downloader in the United States.  
Often times, the identities of these individuals 
are difficult to ascertain, and it might not be 
feasible or practical to sue such a large number 
of individuals.
That said, as indicated before, copyright hold-
ers today have many more tools for combating 
infringement than in the past. For example, 
with bandwidth increasing and the availability 
of robust platforms for streaming media, copy-
right holders need not make copies available to 
“download” as they did in the past. And even 
in cases where content is directly transferred 
over the Internet, Digital Rights Management  
(DRM) and other related safeguards against 
unauthorized copying offer copyright holders 
security against Internet and P2P piracy. Aside 
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from these measures, Internet Service Provid-
ers (ISPs), private enterprises, and even federal 
law enforcement agencies undertake anti-piracy 
initiatives, leveraging a range of monitoring 
and tracing technologies to detect unauthor-
ized user activity on managed networks. Such 
monitoring often falls under the umbrella of 
network security (e.g., for universities, public 
institutions). 

What is the role of Internet Service Providers 
(ISPs) when it comes to enforcing copyright on 
the Internet?
Generally, ISPs are not liable for merely pro-
viding Internet service or hosting a website in 
which other actors engage in the alleged copy-
right infringement on the Internet. Liability 
will generally not arise unless the ISP actu-
ally knowingly engages in the infringement or 
is liable through, for example, “contributory 
infringement” or “vicarious liability.” How-
ever, ISPs often cooperate with content provid-
ers to aid in enforcement efforts. For example, 
an ISP is often best situated to determine the 
individual associated with an IP addressed tied 
to frequent unauthorized activity on the Inter-
net. While ISPs owe their customers a certain 
amount of privacy, that contractual relationship 
allows for cooperation in instances where suf-
ficient evidence exists of illegal or unauthor-
ized downloading, copying, or distribution. In 
many cases, ISPs are subpoenaed to produce 
customer information and are obliged to do so 
when ordered by a court with jurisdiction. In 
brief, the role of ISPs in enforcement remains 
complex. And whether or not copyright law 
obliges ISPs to independently police their net-
works remains unclear.

How can a U.S. copyright holder fight a copy-
right infringement?
A party claiming infringement must resort to 
the U.S. Federal Courts to enforce its copy-
right. A person in the U.S. actually receives 
copyright protection automatically upon cre-
ation of a work that is fixed in a tangible form 
of expression. To register the copyright with 
the U.S. Copyright Office, the person must, 
among other things, submit a sample of the 
copyrighted material with the Copyright Office 
and pay a fee. Having a federally registered 
copyright provides certain advantages, such as 
creating a public record of the work.

Does in your opinion free download of copy-
right protected material (illegally made avail-
able via the up-loaders) helps generate more 
revenue for the copyright holders as the con-
sumers will spend more on related goods/ser-
vices (i.e. attending concerts or shows) than if 
they had to pay for the downloaded material?
If this was the case, I suspect that a majority of 
copyright owners would not be actively pursu-
ing infringers. Moreover, whether or not mate-
rial “illegally made available… helps generate 
more revenue” the copyright has still been 
infringed. To the extent the activity is unlaw-
ful, such activity undermines the value of copy-
rights as a form of intellectual property. Only 
the copyright holder possesses the right to 
distribute works at not cost or dedicate them 
to the public, Any such unauthorized copying 
or dissemination is not justified or exonerated 
merely because the copyright holder derives 
incidental or downstream benefits.

What are your views on the Anti-Counterfeit-
ing Trade Agreement (ACTA)?
As a multinational treaty intended to establish 
international standards for intellectual property 
rights enforcement, ACTA certainly embodies 
a set of constructive goals. From what I under-
stand, the agreement seeks to establish an inter-
national legal framework for targeting a range 
of infringement activities in areas ranging from 
counterfeit goods to copyright infringement on 
the Internet. As mentioned, a serious challenge 
to copyright enforcement is the global scale of 
infringement. It would seem that cooperation 
between nations, whether judicially or extra-
judicially, to agree on legal norms for govern-
ing these intellectual property rights would be 
mutually beneficial to all nations who seek to 
reward creativity and protect industries con-
cerned with art and entertainment. 
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THE SERVICES SECTOR: 

THE US AND SWITZERLAND 

AT THE EDGE OF EXCELLENCE



How would you describe bilateral relations 
between Switzerland and the U.S.?
The ties between the U.S. and Switzerland go 
back a long way and have always been close, 
with fruitful cooperation in areas such as busi-
ness, academia, research and innovation. Swiss 
businesses continue to be heavily invested in the 
U.S. According to the Swiss-American Cham-
ber of Commerce, Switzerland was the largest 
direct investor in 2010, the second-largest in 
2011, and is currently in the top-ten. The U.S.  
is also an important trade partner for Switzer-
land. In 2013, the U.S. was Switzerland’s sec-
ond-largest export partner, with a total value of 
CHF 24.8 billion, and the fourth largest partner 
in terms of Swiss imports at CHF 11.3 billion.

How important is the U.S. market for UBS? 
The U.S. is an important market for us and this 
is reflected in our presence in 276 cities across 

©
 U

B
S

Interview with Sergio Ermotti, Group CEO.

UBS
Financial services 

48 states. We have 20,000 permanent employ-
ees in the U.S., roughly one third of the firm’s 
global workforce and about equal to our work-
force in Switzerland. When comparing the per-
centage of employees based in the U.S., UBS is 
in the top third among S&P 500 firms. 

What kind of services do you provide to U.S. 
clients?
Through our strategic integration of wealth 
management, investment banking and asset 
management solutions our individual and insti-
tutional clients in the U.S. benefit from our 
combined financial and intellectual capabilities 
with access to UBS’s global network spanning 
50 countries. We are a leading wealth manager 
in the Americas in terms of financial advisor 
productivity and invested assets. Our Invest-
ment Bank provides clients with expert M&A 
advice, innovative solutions, outstanding exe-
cution and comprehensive access to the world’s 
capital markets. We are also working to foster 
more enterprising communities in the U.S. 
Our “Elevating Entrepreneurs” program, for 
example, helps entrepreneurs build capacity and 
offers credit facilities through our community 
partners. Our commitment to the communities 
is strongly supported by our staff: In 2013, we 
had approximately 2,800 employees volunteer-
ing more than 25,000 hours across the U.S. We 
are also a strong supporter of U.S. businesses. 
In 2013, we concluded over $3 billion worth of 
business with U.S.-based vendors.

And what do you have on offer for Swiss cor-
porations?
We play an important role in facilitating inter-
national trade providing Swiss multinationals 
with a gateway into the U.S. This can take the 
form of financing solutions, trade and export 
financing as well as foreign exchange and cash 
handling. Our in-depth knowledge of Swiss 
corporates and our strong presence and exper-
tise in the U.S. allows us to deliver solutions 
tailored to our corporate clients’ needs. 
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Many banks complain about tighter regulation. 
How does the global trend towards increased 
banking regulation affect your business? 
The implementation of our strategy and the 
development of our business are closely related 
to developments in the regulatory environment. 
Many international regulatory changes, partic-
ularly relating to capital, liquidity, and recovery 
and resolution planning, have been necessary to 
re-establish trust in the financial system.
We generally support developments which 
contribute to the stability of the financial sys-
tem and we have been, and continue to be at 
the forefront in implementing such regulation. 
Today, we are one of the best capitalized banks 
among our peers. Our clients value our capital 
strength and our ability to provide them with 
global capabilities and insights. This gives us 
significant competitive advantages. Neverthe-
less, change can be a significant burden, espe-
cially for smaller banks.

Has new U.S. regulation made doing business 
in the U.S. more difficult?
To be effective, new regulations must be imple-
mented consistently and greater international 
coordination between regulators would increase 
stability. Looking at the U.S. specifically, we are 
concerned about recent regulatory changes that 
have extraterritorial implications. An interna-
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tional level playing field is important for doing 
business in a competitive environment.

How do you see future relations between Swit-
zerland and the U.S.?
The bilateral relations between the two nations 
are based on true friendship, which must be 
demonstrated also under difficult circum-
stances. It’s crucial that open issues are resolved 
quickly as long lasting tensions damage even 
strong relationships. Both sides need to make 
their respective efforts in the spirit of trusted 
partners.



Interview with René Buholzer, Head Public Policy & Sustainability Affairs, 
Credit Suisse AG.
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How would you describe your company?
Credit Suisse operates as an integrated bank, 
combining the strengths and expertise in two 
global divisions, Private Banking & Wealth 
Management and Investment Banking, to 
offer clients advisory services and customized 
products. The two divisions are supported by 
Shared Services functions, which provide cor-
porate services and business solutions while 
ensuring a strong compliance culture. We run 
a global organization comprising four regions 
- Switzerland; Europe, Middle East and Africa; 
Americas and Asia Pacific. With its local pres-
ence and global approach, Credit Suisse is 
well-positioned to respond to changing client 
needs and market trends, while coordinating 
activities on a cross-divisional basis. Founded 
in 1856, Credit Suisse has operations in over 50 
countries and employs 46,000 individuals from 
approximately 150 different nations. In 1870, 
Credit Suisse has opened its first representative 
office in New York.

How would you explain the market for bank-
ing services in Switzerland and the U.S.? 
What does the U.S. market mean to you and 
how are you present there?
We offer our clients in Switzerland and around 
the world a broad range of traditional and cus-
tomized banking services and products. We 
believe that our ability to serve clients globally 
with solutions tailored to their needs gives us a 
strong advantage in today’s rapidly changing and 
highly competitive marketplace. Switzerland 
is one of the world’s leading financial centers, 
a strong, adaptable financial center. Globally 
active Swiss banks provide customized solutions 
to meet their clients’ financing, investment and 
risk hedging needs, particularly for Swiss export 
oriented businesses and globally active compa-
nies as well as for ultra- and high-net worth indi-
viduals. Swiss banking has a long history of sta-
bility, innovation and client service - that brand 
has translated well to the U.S. market.
As a bank we see a strong opportunity in the 
U.S. market as evidenced by our footprint and 
breadth of business in the U.S. We have opera-
tions in the U.S., Canada, the Caribbean and 
Latin America with 11,100 employees working 
in 43 offices spanning 14 countries. In the U.S., 
our emphasis is on our core client-focused and 
high-returning businesses in Investment Bank-
ing, and on building on the market share gains 
we have achieved in a capital efficient manner. 
In Private Banking & Wealth Management, we 
see considerable potential to leverage our cross-
divisional capabilities as we further develop our 
onshore wealth management platform in the 
U.S., Brazil and Mexico. 

How have the evolving expectations of your 
customers influenced a global bank like yours?
We transformed our integrated bank in recent 
years to further improve our profitability and 
returns in the evolving operating environment, 
while continuing to place our clients’ needs first 
and maintaining positive market share momentum 
across targeted businesses. To retain the trust of 
our clients, shareholders and other stakehold-
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ers, we must consistently deliver on our targets 
- both financial and strategic. And we want to set 
an example in the marketplace when it comes to 
compliance and professional standards. 

Following the financial crisis how should the 
banking sector be reformed according to your 
view?
The banking sector has already undergone a 
significant transformation since the financial 
crisis began, the industry landscape is expected 
to continue to evolve. 2013 was a challeng-
ing year, with banks seeking to adapt to new 
regulatory requirements, global banks took 
significant steps to restructure businesses and 
decrease costs while also taking measures to 
increase capital and liquidity ratios. With our 
integrated Basel III compliant business model, 
we are confident that we can continue to adapt 
to these changes while acting as a strong and 
reliable partner to our clients, shareholders and 
employees. 

Certain fields are more of interest (energy, 
sustainability, etc.) to investors today than oth-
ers. How does a bank help successful investors 
to predict the right changes and what can we 
learn from the past?
Investors are increasingly interested in envi-
ronmentally and socially responsible invest-
ments, and therefore not only take key financial 
indicators but also sustainability criteria into 
account when making investment decisions. 
The analyses and ratings produced by special-
ized sustainability rating agencies and index 
providers - which assess companies according 
to environmental, social and governance crite-
ria - serve as a guide in this context. In order 
to accommodate the increasing demand for 
investment opportunities that meet our cli-
ents’ personal values and objectives, we further 
expanded our bank-wide range of products and 
services that focus on environmental and social 
themes in 2013. Our range of sustainable prod-
ucts and services includes responsible invest-
ment funds, individual discretionary mandates 
and index solutions. The corresponding instru-
ments cover virtually all asset classes and dif-
ferent risk/return profiles. Credit Suisse also 
partners with experts from research institutes, 
non-governmental organizations and leading 
think-tanks when developing products and ser-
vices in the field of sustainable investments.
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Is there a role for a bank like yours in support-
ing Swiss startups to expand their businesses to 
other markets? 
Credit Suisse has been serving corporate cli-
ents and financing entrepreneurs since it was 
founded in 1856 and it has longstanding expe-
rience in the wealth management and capital 
markets businesses. Thanks to our integrated 
bank model we are able to offer entrepreneurs 
solutions for a range of private and corporate 
wealth management needs. Our entrepreneur 
clients also benefit from the advice of Credit 
Suisse’s corporate finance advisors, access to a 
network of international investors and profes-
sional support in financial transactions. A spe-
cialized team, Solutions Partners, offers holistic 
and tailor-made business and private financial 
solutions to our ultra-high-net-worth individ-
ual (UHNWI) clients.
One of our responsibilities in society is to 
strengthening Switzerland’s employment base 
and creating and preserving jobs. Therefore we 
have founded in 2010, together with the Swiss 
Venture Club, the SVC Venture Capital for 
SMEs Ltd. which provides Swiss SMEs with up 
to CHF 100 million of Venture capital in the 
form of equity capital or loans with profit par-
ticipation. This venture provides financing that 
Credit Suisse cannot offer as part of its regular 
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banking services due to certain risk consider-
ations but that is, nonetheless, very important 
for this segment of companies. The company 
invests principally in the following three target 
groups: Existing, startup and small-scale busi-
nesses.

What are the objectives of Credit Suisse in 
the future for the U.S. and the Swiss market? 
What is your vision of Credit Suisse in ten 
years’ time?
Credit Suisse took early and proactive steps to 
adapt to the changing environment and today is 
a markedly different bank than it was in 2008. 
We remain convinced that there are attractive 
opportunities for targeted growth in the finan-
cial services industry. For example, according to 
the Credit Suisse Global Wealth Report 2013, 
global wealth is expected to increase by nearly 
40% over the next five years, reaching $334 
trillion by 2018, emerging markets are expected 
to account for around 29% of this growth. At 
Credit Suisse, we continue to see significant 
growth potential for our Private Banking & 
Wealth Management and Investment Banking 
businesses in Asia and Latin America, as well as 
in parts of the Middle East and Eastern Europe. 
We plan to continue to invest in our franchises 
in those regions, as well as in the UHNWI cli-
ent segment, while leveraging our strong mar-
ket share position in Switzerland and other 

mature markets. As a bank with a long and rich 
heritage, Credit Suisse is distinguished by our 
experience in managing capital and liquidity 
and our established and extensive network. One 
of the key challenges for our bank in the near 
future will be to implement technological solu-
tions that allow us to make the full capabilities 
of our network and resources readily available 
to our clients and ensure that the vast informa-
tion and expertise available within the bank is 
delivered to them promptly and efficiently. We 
have a number of initiatives under way to meet 
this challenge.

What are the future opportunities and chal-
lenges for your industry and company?
Developments in the financial services industry 
are expected to be materially shaped by techno-
logical advances. In addition, new participants 
in the form of non-bank financial institutions 
have entered the market, and we believe that 
they have the potential to capture market share 
from traditional banks and challenge estab-
lished institutions to redefine their value prop-
ositions - whether in lending or even in wealth 
management. We are currently developing our 
integrated digital private banking service, which 
is expected to deliver intuitive online banking 
functionality and improve access for our cli-
ents.
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Interview with Martin Senn, CEO of Zurich Insurance Group.

ZURICH INSURANCE GROUP

Insurance services

How would you describe your company? 
Zurich is a leading multi-line insurer that serves 
its customers in global and local markets. With 
over 55,000 employees, it provides a wide range 
of general insurance and life insurance products 
and services. It serves individuals, small busi-
nesses, and mid-sized and large companies, 
including multinational corporations, in more 
than 170 countries. 

How would you explain the market for insur-
ance services in Switzerland and the U.S.? 
What does the U.S. market mean to you and 
how are you present there?
Zurich Insurance Group is Switzerland’s big-
gest insurer. Zurich is very successful in private 
lines for both general insurance and life insur-
ance products, but also highly recognized as a 
leader in the corporate business. As many Swiss 
companies have a strong global footprint and 
highly international business, the nature of our 
business in our home market is quite unique 
and designed to reflect the needs of our cus-
tomers. They require complex and tailored 
insurance propositions, making our business 
both interesting and challenging. Our broad 
understanding of today’s interdependent global 
risk environment, and the trends that influence 
it, put us in a strong position to help corporate 
customers better understand and manage their 
risks.
Zurich has been in the United States for over 
a century and has grown to become a top five 
writer of surety, commercial property and casu-
alty, equipment breakdown, commercial gener-
al liability, commercial auto and workers com-
pensation insurance. Zurich is also the largest 
insurer of franchised auto dealers. Through 
our Farmers business we also manage the per-
sonal lines and small business insurance sold in 
the United States by the Farmers Exchanges, 
which we do not own. Counting all insurance 
sold through the Farmers Insurance Group - 
which includes not only insurance sold under 
the Farmers brand, but also Foremost, Bristol 
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West, and 21st Century - makes Zurich respon-
sible for managing the third-largest personal 
lines insurer in the U.S.

How has the perception of risk evolved in gen-
eral over time and how does it impact enter-
prise-wide risk management?
To say that the risks we face today are changing 
rapidly is an understatement. Even before the 
financial crisis, the pace and scope of globaliza-
tion and the growing opportunities presented 
by emerging markets were redefining the strat-
egies and aspirations of many multinational 
organizations and their perception of risk. The 
crisis itself undermined some of the certain-
ties around growth and the word “uncertainty” 
began to loom much larger in the minds of cor-
porate leaders around the globe.
Today, a measure of stability has returned, but 
significant volatility remains, complicating our 
ability to effectively manage global risk and sus-
taining an uncomfortable level of uncertainty. 
From sovereign debt to tsunamis, the universe 
of enterprise risk seems broader and more 
consequential than ever before, requiring new 
frameworks for strategic thinking. Those doing 
that thinking - ranging from C-suites, corpo-
rate boards, chief risk officers, and risk man-
agers - have identified the need to take much 
broader, enterprise-wide views of complex risk 
interrelationships in order to effectively man-
age them.
For many, the journey toward true enterprise 
risk management has only begun, but at Zurich 
we believe it is a journey well worth taking to 
help ensure sustainable growth and profitability 
in an increasingly uncertain world. 

What kind of risks does a company need to 
consider when introducing a new product with 
new technologies to the market?
There are several things to consider when intro-
ducing new products or services for that mat-
ter, especially if you are in uncharted territory. 
This is also where many of the good business 
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opportunities will typically be. It is important 
for both vendors and customers to have a good 
understanding of all risks involved, like those 
that are part of general liability or the product 
warranty, some of which will not only be inher-
ent in the new business practice but also how it 
will interact with the existing infrastructure of 
goods and services. Arriving at a holistic view 
of the risk profile is the main objective of a pro-
cess that can be quite complicated, depending 
on the matter of the business. 

What kind of insurance services should a start-
up  company evaluate when starting to increase 
its footprint in other markets?
As small businesses begin to expand overseas, 
with the increased prospect of growth and 
new customers come increased operational 
risks. Insurance to help manage those risks can 
include the protection of property, including 
damage or loss of cargo being transported over-
seas. The risk of liability also becomes more 
complex and insurers such as Zurich can pro-
vide cross-border solutions to potential issues 
such as public and products liability, employers’ 
liability and Directors’ and Officers’ insurance. 
Then there is the need to provide for increased 
travel as part of international expansion, includ-
ing medical insurance. 

What are the objectives of Zurich Insurance 
Group in the future for the U.S. and the Swiss 
market? What is your vision of Zurich Insur-
ance Group in ten years’ time?
Zurich’s vision is set out in this way: “At Zurich, 
we aspire to become the best global insurer as 
measured by our customers, our shareholders 
and our people.” To achieve this aim, Zurich’s 
strategy involves being effective in the key areas 
that add value to its stakeholders.
Adding value is the process of increasing the 
market value of a product. It is a key part of 
ensuring stakeholder satisfaction. Zurich’s key 
value-adding activities are meeting customers’ 
real needs - this is what the company means 
by customer centricity. That means providing 
products and services where and when custom-
ers want them and making sure that all of the 
processes involved in providing financial ser-
vices are done effectively.

What are the future opportunities and chal-
lenges for your industry and company?
The opportunity and the challenge for the 
industry is that risks are generally growing 
rather quicker than the global economy overall. 
Our clients are facing a more complex risk map 
with a higher severity of individual incidents 
and against the backdrop of an increasingly 
interconnected world and a more complex 
regulatory environment. It is therefore 
incumbent on insurers to anticipate those risks 
and continually refresh our suite of solutions to 
help clients manage against them.
A number of market wide themes are 
converging to create significant opportunity for 
Zurich. These include the continued transition 
of global growth to emerging markets, where 
Zurich has made significant investment and 
the overall trend towards globalization, which 
suits Zurich’s approach to offering globalized  
solutions to global corporates. Furthermore, 
as online distribution changes consumer 
expectations and the proliferation of data and 
analytics revolutionizes the ability to understand 
risk, Zurich has proven its ability to leverage 
such developments to build market-leading 
capabilities.

Corporate center 
in Zurich
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Interview with Michel Liès, CEO of Swiss Re Group.

SWISS RE

©
 C

ou
rt

es
y 

of
 S

w
is

s 
R

ei
ns

ur
an

ce
 C

om
pa

ny
 L

td

How would you explain what Swiss Re does?
Whether you’re living your life or running 
a business, you’re going to find yourself con-
fronted with risks. Most individuals and com-
panies look to insurers for protection against 
risks. But insurance companies need protection 
too, so they buy reinsurance. That’s where Swiss 
Re comes in. We don’t just insure the insurer - 
we also support corporations and public sector 
bodies around the globe with their risk man-
agement and financing needs.
All that might not sound especially glamorous 
but by taking over these risks Swiss Re creates 
stability. For example, we help insurers pro-
tect their balance sheet, we support growth by 
investing in the real economy, we help stabi-
lize local insurance markets following a major 
catastrophe and we also help communities to 
become more prepared for the risks they face. 

Importantly, we also provide incentives for 
risk-adequate behavior by putting a price tag 
on risk. 

How would you describe your market posi-
tion?
Globally, we are the second largest reinsurer. 
We celebrated our 150th anniversary last year: 
Since 1863 we have been gathering the knowl-
edge and expertise needed to manage diverse 
portfolios of risks all over the world. 
We face some challenges in today’s business 
environment. Continued low interest rates 
have driven the inflow of so-called alternative 
capital from pension funds, hedge funds and 
others into reinsurance markets. About 70% of 
alternative capital is concentrated on the U.S. 
natural catastrophe market, mostly wind and 
some earthquake. Another 25% is allocated 
to the European catastrophe market while the 
remainder is in other markets and perils. This 
intensifies competition for property re/insur-
ance and increases pressure on our industry’s 
profit margins. We have more to offer than 
‘just’ capacity, however. Our business model 
is agile and flexible, allowing us to continue to 
profit despite the challenges we face.

How does the macroeconomic environment 
impact your business?
Economic conditions are important for our 
business. While we still see the effects of the 
financial crisis in many countries in the form of 
low interest rates, volatile equity markets and 
regulatory changes, we also see opportunities 
for sustainable growth. 
Our business depends on change and changes in 
our environment should give us confidence. As 
we have often said, we enable the risk-taking on 
which economic progress depends. We expect 
the global middle class to more than double 
by 2040. Such a development will have a huge 
impact on the re/insurance industry: Higher 
income and wealth drives demand for motor, 
home and savings products. Industrialisation 
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and higher concentration on the other hand 
drive growth of commercial lines. The rise of 
consumer rights has implications for casualty/
liability lines. And of course there’s life and 
health insurance: Longevity and reduced inter-
generational support will create opportunities 
for old-age health and pension products. 
We aim to continue helping clients and soci-
ety to manage the changes they are facing on a 
daily basis with innovative and forward-looking 
solutions.

What is the major factor for success in your 
business?
Capital strength is a must but it is not the only 
factor. Innovation and expertise are just as 
important, as are close ties with our clients. We 
have just launched a new brand promise: “We 
are smarter together.” Our company’s success 
has always depended on our clients’ success. 
For us the new promise is a reminder of our 
commitment to helping our clients succeed. It 
highlights Swiss Re’s partnering spirit - with 
results that bring real value to society at large.

How has the perception of risk changed over 
the years for your clients and from a Swiss Re 
perspective?
Individuals and companies have always had to 
deal with risk, and we have been helping them 
to manage these risks for the last 150 years. 
What has changed though is just how intercon-
nected these risks have become. Interconnec-
tivity between risk, regions and industries has 
made us all far more vulnerable to risk. Let’s 
take the largest fresh water flood event in insur-
ance history as an example. The flood affected 
Thailand in 2011, devastating an area of 30,000 
km2 and causing insured losses of $15.3 bil-
lion. One significant lesson Swiss Re - and our 
industry as a whole - learned from this flood 
event was that we had dramatically underes-
timated its effects on global supply chains. In 
today’s global economy, industrial production 
chains are so highly interwoven that catastro-
phes anywhere can subsequently hurt the econ-
omy everywhere. 

What is the significance of the “mortality gap” 
for a society and a company like Swiss Re?
It is a huge topic. We are living longer and hav-
ing fewer children. There are growing financial 
challenges associated with the rising demand 

for retirement income and healthcare in old 
age, including long-term care. It’s only recently 
that the financial impact of living longer has 
really begun to be understood. Let me give you 
an example: Underestimating life expectancy by 
one year increase pension liabilities by 5%. In 
financial terms this means a pension plan with 
$1 billion of assets would require an extra extra 
$50 million in funding. Globally, more than 
$17 trillion worth of pension assets are exposed 
to longevity risk - mainly in the Americas and 
Europe. 

What can be done about that?
We have developed products that protect insur-
ers and pension funds against the financial 
risk of retirees living longer than previously 
expected. But the whole topic of longevity 
needs a joined-up approach with governments, 
businesses and financial service providers work-
ing in tandem to create a suitable plan. 

How do changes in the global regulatory envi-
ronment impact Swiss Re?
Regulation influences our business immensely 
and sets the ground for our business. The Euro-
pean Union (EU) regulatory project Solvency 
II for example aims to harmonise insurance 
supervision and capital adequacy regulations 
across EU member states. We welcome such a 
risk-based and economic approach to establish 
the capital needs of insurers. 

Where do you see Swiss Re in twenty years’ 
time and what are the main risks societies will 
be concerned about?
Urbanisation is one of the key topics I would 
like to mention here. More than half of the 
world’s population already lives in urban areas. 
The global urban population is expected to 
grow by about 1.4 billion between 2011 and 
2030 - with more than 90% of the increase 
coming from emerging markets, including 276 
million in China and 218 million in India. In 
2050, 75% of the world’s population will live 
in cities. Many large cities are located in areas 
exposed to multiple natural disasters, which will 
create higher demand for nat cat re/insurance. 
Increasing awareness of city risk management 
and the benefit of public-private partnerships 
will open up further opportunities for Swiss Re 
going forward.

106 - UNITED STATES - SWITZERLAND UNITED STATES - SWITZERLAND - 107



©
 D

om
in

iq
ue

 L
e 

D
oe

ui
l -

 C
ou

rt
es

y 
of

 C
ar

gi
ll 

In
te

rn
at

io
na

l S
A

Could you briefly describe Cargill? 
Cargill is an international producer and mar-
keter of food, agricultural, financial and indus-
trial products and services. Founded in 1865, 
the privately held company employs 142,000 
people in 65 countries. Cargill helps customers 
succeed through collaboration and innovation, 
and is committed to sharing its global knowl-
edge and experience to help meet economic, 
environmental and social challenges wherever 
it does business (http://www.cargill.com).

When and how did your company become 
active in Switzerland?
Cargill has been active in Switzerland since 
1956 and employs around 950 people in six 
locations in the country, including its head-
office in Geneva.

What does the Swiss market mean to your 
business?
For the last 56 years, Cargill has been able to 
develop its Swiss-based business in a quality 
environment combining stability, predictability 
and neutrality. Most of the operations man-
aged locally have a global reach and are not 
focused on the Swiss market but the Geneva 
region has been a great source of highly quali-
fied and diverse labor, which has enabled Car-

gill to grow its operations steadily. The Geneva 
region’s importance to world commodity mar-
kets had been identified in Cargill’s early days 
in the region but the region’s recent develop-
ment to its current position as the world’s lead-
ing commodity center has gone beyond most 
people’s expectations. We are delighted to have 
been part of this move.   

What does your Geneva office do?
Our Geneva office is home to Cargill Inter-
national SA and hosts significant part of our 
global commodity trading operations, includ-
ing agricultural, energy/industrial and trans-
portations activities, as well as some financial 
services activities. Our operations in Geneva 
are central to our global business, in the middle 
of the world’s trade flows.  

What piece of advice would you give a U.S. 
company that intends to open a branch in 
Switzerland?
Each business is very specific so we are not in a 
position to comment on how other companies 
should run their business but we can certainly 
confirm to would-be investors that they will 
find in Switzerland a favorable business climate 
rewarding competitiveness and strong compa-
ny values.

Interview with Dominique Le Doeuil, Vice President Finance Cargill 
International SA.

CARGILL 

Commodity trading
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CHIQUITA

Fruit

Interview with Edward F. Lonergan, President and Chief Executive Officer, Chiquita 
Brands International.

What would you describe your company?
Chiquita Brands (NYSE: CQB) is a leading 
international marketer and distributor of nutri-
tious, high-quality fresh and value-added food 
products - from energy-rich bananas, blends of 
convenient green salads, other fruits to heal-
thy snacking products. We market our healthy, 
fresh products under the Chiquita® and Fresh 
Express® premium brands and other related 
trademarks. Chiquita employs approximately 
20,000 people and has operations in approxi-
mately 70 countries worldwide. 

What is the major factor for success in your 
business? 
Our consumers expect that each time they find 
a Chiquita label on a product that it well be 
healthy, fresh, product that is high-quality and 
sustainably grown. Our customers recognize 
our iconic brand and know they are receiving 
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the best level of service. It is the combination 
of our quality and service that allows us to lead 
our industry. Today, we continue this commit-
ment through our Corporate Social Responsi-
bility programs. Companies that incorporate 
sustainability into the business model or into 
their corporate strategy actually enjoy a com-
petitive advantage: They are better at differen-
tiating themselves, innovating, creating value 
and transforming their reputation. Having an 
environmental focus is not just a nice strategy 
tool, or a feel good distraction, it is actually 
good for the business itself; it provides a way 
to contend with real problems of pollution, 
waste and resource management. At Chiquita, 
we have embedded this philosophy into our 
purpose: Improve Lives, Love our Planet, Lead 
the Industry.

What is the deciding factor of getting the fruit 
at the right time to the stores? How is shipping 
fruit different from shipping other goods? 
Due to their highly perishable nature, bananas 
must be brought to market and sold generally 
within 30 to 40 days from harvest to achieve 
the best quality. This requires efficient logistics 
processes for loading, unloading, transporting 
and delivering fruit from the farm to the out-
bound port, from the source country to the 
market country, and from the inbound port to 
the customer. To transport and distribute our 
bananas internationally, we charter refrigerated 
cargo ships that are highly specialized, in both 
size and technology, for international trade 
in bananas. Bananas are harvested while still 
green and are subsequently ripened. We have 
a proprietary Low-Temperature Ripening pro-
cess, a technique that enables bananas to begin 
the ripening process in shipping containers 
during transit, and thereby reduce the amount 
of inland ripening capacity required. We also 
operate pressurized ripening rooms in Europe 
and North America to complete the ripening 
process and may assist our customers who ope-
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rate their own pressurized ripening rooms. We 
believe our service provides value to customers 
through improved fruit quality, longer shelf-
life, lower inventory levels and lower required 
investment.

How have the expectations of your customers 
changed over time?
Consumers today expect that the products they 
consume are produced in an ethical and sustai-
nable way. We proudly meet those expectations 
by being transparent in the way we manage our 
operations in accordance with our Core Values 
and Code of Conduct. We are committed to 
achieving high standards of environmental, 
social and food safety; and fairly balance the 
interests of our employees, unions, consumers, 
governments, customers, business partners, 
communities in which we operate and of course 
the environment. And don’t take our word 
for it. We have opened our operations to the 
inspection and auditing process of the Rainfo-
rest Alliance, SA8000 and GlobalGAP to meet 
rigorous environmental, social and labour stan-
dards and have received certification on 100% 
of our owned farm operations.
We have continued to build on our experi-
ence of working to meet independent, third-
party standards and independent assessments 
in our work with other organizations, such as 
the World Wildlife Fund and the Massachu-
setts Institute of Technology (MIT). In recent 
years we have seen our collaborations expand 
to include customers in Europe such as the 
retailers MIGROS and REWE, the German 
government’s Gesellschaft Für Internationale 
Zusammenarbeit (GIZ) and the governments 
of the countries in which we produce bananas.

What are Chiquita’s biggest achievements in 
the past and challenges ahead?
Chiquita has more than a 100 year tradition as 
a globally recognized and iconic food brand. 
In many ways, the company has innovated the 
banana industry through the first adoption of 
refrigerated shipping, wireless technology or 
the building of schools, ports, hospitals and 
communities. Today, we are proud to offer our 
customers value in the quality, service inno-
vation and corporate responsibility. We have 
made a sustained journey towards building 
communities and operating sustainably. By 
2020, our goal is to reduce our water usage by 
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15% and reduce carbon emissions by 30% and 
we are well on our way to achieving that.
Looking ahead, we recently announced a miles-
tone transaction in which Chiquita Brands 
International and Fyffes plc of Ireland have 
agreed to merge as ChiqutiaFyffes plc. Sub-
ject to regulatory approvals, we believe this 
transaction will create significant value for our 
stockholders and offer immediate benefits for 
customers and consumers worldwide. We are 
excited about our future and look forward to 
another 100 years of providing Chiquita quality 
and service to all of our customers and consu-
mers around the world. 

Banana Farm 

Banana Cluster 
Beauty
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Interview with Serguei Gugkaev, CEO of Sea Launch. 

SEA LAUNCH

How would you describe the activities of Sea 
Launch?
Sea Launch SA heads a unique rocket-space 
program that provides heavy-lift launch solu-
tions to the industry’s satellite operator com-
munity based on the Zenit-3SL launch system. 
These services include the provision of all-
inclusive launch services incorporating sched-
ule assurance, financing, risk management; 
insurance and creative contracting solutions to 
meet the changing demands of the commercial 
launch market.
The Sea Launch Zenit-3SL system was devel-
oped more than 18 years ago to address the 
commercial satellite market need for reliable 
and affordable launch services. Our unique 
multinational system draws on the consider-
able engineering experience of the aerospace 
industry leaders from the Russian Federation, 
the Ukraine, the United States, as well as the 
extensive maritime expertise from Norway. 
The system has the capability to launch up to 
six times in one year.

Launching services
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The Sea Launch  Zenit-3SL launch system is 
made up  of three elements: The Rocket Seg-
ment, the Marine Segment, and the Home 
Port Segment.  Each of these three elements is 
required at different points in the launch cam-
paign in order to launch our customer’s space-
craft.
Launching from a mobile launch vessel called 
the Odyssey, Sea Launch inserts communi-
cation, direct-to-home and video broadcast 
satellites into an optimized geosynchronous 
transfer orbit (GTO) directly from Equator in 
the middle of Pacific Ocean. Launching from 
this site provides our customers with the most 
direct route to GTO, with shorter mission 
durations and the ability to provide greater on-
orbit maneuvering lifetimes for their space-
craft.

How do you describe your market position in 
the U.S. and Switzerland?
Sea Launch has historically held a 25% world 
market share of the commercial GTO launch 
market. Following our 2009-2010 restructur-
ing effort, this has declined somewhat. In the 
U.S. we have a solid customer base within satel-
lite service providers, which represents around 
35% of the world market. We are happy to see 
that some of global satellite operators establish 
their presence in Switzerland; we look forward 
to collaborate with them as well as governmen-
tal or scientific institutions. Our launch system 
is flexible in terms of payloads, target orbits or 
launch inclinations.

How does the macroeconomic environment 
impact your business?
Sea Launch operates within the global telecom-
munications sector, which is cyclical in nature, 
Growth in the satellite sector is forecasted to 
demonstrate modest single-digit annual growth 
during the next ten-year period.
Favorable trends in our industry include the 
worldwide growth and de-regulation of direct-
to-home pay television services, increases in the 
use of HDTV programming and new services 
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offerings such as satellite-based broadband 
Internet, radio and mobile services.
Availability of financing for existing and new 
satellite is an important consideration with 
Export Credit Agency financing around the 
world continuing to play a strong role in con-
tributing to satellite business sector growth. 

What are the particular needs of your partner-
ing companies when entering in a partnership 
with you?
Sea Launch partners with world-class suppli-
ers of launch vehicle hardware and engineering 
services with first-tier aerospace firms located 
within Russia, Ukraine and the United States.  
Within the constraints of our launch system, 
Sea Launch occasionally looks for value-added 
alternates to our existing supply base.
What we look for in companies wishing to part-
ner with Sea Launch is the ability to bring com-
prehensive solutions to our business, preferably 
with the ability to offer sustainable advantages 
for our customers going forward. Whether it 
is financial services, insurance products, ground 
station services, maritime solutions or any of a 
range of professional services, the ability to ser-
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Vessels at the Home 
Port in Long Beach

vice multiple locations around the world, pro-
vide needed flexibility and compete in a highly 
competitive industry are all elements we look 
for in a partner.

What is the major factor for success in your 
business?
Today’s operators of commercial satellite fleets 
are typically looking at a number of factors 
when they select a launch provider for a given 
spacecraft launch. Given the risks inherent in 
this business, the historical reliability of the 
launch vehicle is always a key feature, consid-
ered in combination with other key commercial 
terms including performance, schedule assur-
ance provisions, financing, insurance consider-
ations and of course, overall price and payment 
terms.
  
How has the launching market evolved com-
pared to twenty years ago?  
The Sea Launch Company was originally 
formed in 1995. At that time, the commercial 
market for launch services for satellite opera-
tors was still a relatively new industry, with the 
European Space Agency’s Arianespace vehicle 
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dominating the market following the crash of 
the U.S. Space Shuttle Challenger in 1986.
While the number of commercial launches 
being conducted over the years has remained 
in the range of approximately 20 per annum, 
the capabilities of the spacecraft launches has 
increased greatly, with larger, heavier, more 
powerful and more reliable, lasting in excess of 
fifteen years on-orbit lifetimes becoming the 
standard.
Since that time, existing launch entrants as well 
as new have introduced a variety of new vehi-
cles, services and capabilities, increasing the lift 
capabilities of their respective vehicles, lower 
the cost per kilogram to orbit, and in general 
offering a wide variety of innovative approaches 
to financing, insurability, schedule assurance and 
availability to the industry’s satellite operators.

What are the main challenges and opportuni-
ties to a company like Sea Launch?
The main challenge facing a purely commercial 
company like Sea Launch is to how compete 

effectively in an industry whereby our competi-
tion enjoys the benefits of being subsidized - both 
directly and indirectly by their respective gov-
ernments. The challenges of securing enough 
backlog to launch the system efficiently and reli-
ability, maintaining a level of launch tempo and 
training level that keeps the launch team sharp 
and focused are vital to our success.  Another 
is to respond to the increasing rate of technical 
changes current taking place in the market with 
increases performance levels, dual-launching of 
smaller satellite and reusability of rocket stages 
all changing at intensifying rates.  
In terms of opportunities, Sea Launch is always 
looking for ways to increase the addressable 
market for our launch services. Our ability to 
diversify our customer base and market seg-
ments served to include civil and military gov-
ernment launches, to launch constellations of 
smaller satellites to non-GSO orbits and gain a 
greater share of GTO commercial missions will 
determine our success in the long run.  
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A commercial satellite 
launched from Sea 

Launch Platform from 
the Pacific Ocean
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Useful contacts 

IN SWITZERLAND

United States Embassy 
Sulgeneckstrasse 19
3007 Bern
Phone: +41 31 357 70 11
http://bern.usembassy.gov
bern-business@state.gov 

Swiss-American Chamber of Commerce
Talacker 41 
8001 Zurich
Phone: +41 43 443 72 00
Fax: +41 43 497 22 70
www.amcham.ch
info@amcham.ch 

Switzerland Global Enterprise
Stampfenbachstrasse 85
CH-8021 Zürich 
Phone: +41 44 365 51 51
Fax: +41 44 365 52 21
www.switzerland-ge.com
info@switzerland-ge.com

In the UNITED STATES

Embassy of Switzerland
2900 Cathedral Ave. NW
Washington, D.C. 20008
Phone: +1 202 745-7900
Fax: +1 202 387-2564
http://www.swissemb.org

Swiss Consulates 

Consulate General of Switzerland
633 Third Avenue, 30th floor
New York, NY 10017-6706 
Phone: +1 212 599 5700

Consulate General of Switzerland
1349 West Peachtree Street NW
Two Midtown Plaza, Suite 1000
Atlanta, GA 30309
Phone: +1 404 870 2000

Consulate General of Switzerland
737 North Michigan Avenue
(Entrance on Chicago Avenue)
Suite 2301
Chicago, IL 60611
Phone: +1 312 915 4500

Consulate General of Switzerland
11766 Wilshire Boulevard
Suite 1400
Los Angeles, CA 90025
Phone: +1 310 575 1145

Consulate General of Switzerland
456 Montgomery Street
Suite 1500
San Francisco, CA 94104-1233
Phone: +1 415 788 2272

swissnex

swissnex Boston
Consulate of Switzerland
420 Broadway
Cambridge, MA 02138
Phone: +1 617 876-3076
 
swissnex San Francisco
730 Montgomery Street
San Francisco, CA 94111
Phone: +1 415 912 5901

Swiss Business Hub USA

http://www.swissbusinesshub.com 
Regional offices in the U.S.
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Headquarters
Olympia Centre, Suite 2301
737 North Michigan Avenue
Chicago IL 60611-0561 

Atlanta
Olympia Centre, Suite 2301
737 North Michigan Avenue
Chicago IL 60611-0561

Houston
Two Allen Center
1200 Smith Street, Suite 1040
Houston TX 77024-1332

Los Angeles
11766 Wilshire Boulevard
Suite 1400 
Los Angeles CA  90025 
United States

Switzerland 
Trade and Investment Promotion
633 Third Avenue
30th Floor 
New York NY  10017-6706

Regional chapter sites of the 
Swiss-American Chamber of Commerce

Boston Chapter
420 Broadway
Cambridge, MA 02138
Boston@amcham.ch

Los Angeles Chapter 
9461 Charleville Boulevard, #537
Beverly Hills, CA 90212
losangeles@amcham.ch 

New York Chapter 
500 Fifth Avenue, Room 1800
New York, NY 10110
Newyork@amcham.ch

San Francisco Chapter
P.O. Box 26007
San Francisco, CA 94126-6007
sanfrancisco@amcham.ch

Southeast USA Chapter
c/o Alcon Laboratories, Inc.
11460 Johns Creek Parkway
Johns Creek, GA 30097
southeastusa@amcham.ch 

Various Agencies of the U.S. government 

U.S. Department of Commerce
1401 Constitution Ave., NW
Washington, D.C. 20230
Phone: +1 202 482-2000
http://www.commerce.gov 

Identify a local trade specialist in the U.S.
http://export.gov/eac/index.asp

Learn more about SelectUSA
Phone: +1 202 482-6800
http://selectusa.commerce.gov/ 

Learn more about the National Export 
Initiative 
http://trade.gov/nei/
 
Office of the United States Trade 
Representatives 
600 17th Street NW 
Washington, D.C. 20508
http://www.ustr.gov
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ALABAMA	 Linda Swann	 Alabama Development Office	 401 Adams Avenue	 Montgomery, AL  36130
	 Tel. 1-334-353-0221	 Fax 1-334-242-5669	 linda.swann@ado.alabama.gov	 http://www.ado.alabama.gov

ALASKA	 Cindy Sims	 Anchorage Office of the Governor	 550 West 7th Avenue, Suite 1700	 Anchorage, AK  99501
	 Tel. 1-907-269-7450	 Fax 1-907-269-7461	 cindy.sims@alaska.gov	 htpp://www.alaska.gov

ARIZONA	 Sandra Watson	 Arizona Department of Commerce	 333 North Central Avenue, Suite 1900	 Phoenix, AZ 85004
	 Tel. 1-602-228-7593	 Fax 1-602-771-1200	 sandraw@azcommerce.com	 http://www.azcommerce.com

ARKANSAS	 Becky Thompson	 Arkansas Economic Development Commission	 900 West Capitol	 Little Rock, AR  72201   
	 Tel. 1-501-682-2052	 Fax 1-501-682-7394	 bthompson@arkansasedc.com	 http://www.arkansasedc.com

CALIFORNIA	 David Bolognesi	 State of California’s Office of the Governor	 1400 N Street, Second Floor	 Sacramento, CA  95814
	 Tel. 1-916-322-0596	 Fax 1-916-322-0693	 david.bolognesi@gov.ca.gov	 http://www.business.ca.gov

COLORADO	 Sandi Moilanen	 International Investment & Initiatives	 1625 Broadway, Suite 2700	 Denver, CO  80202
	 Tel. 1-303-892-3857	 Fax 1-303-892-3848	 sandi.moilanen@state.co.us	 http://www.advancecolorado.com

CONNECTICUT	 Beatriz Gutierrez	 CT Dept of Econ and Community Development	 505 Hudson Street	 Hartford, CT  06106
	 Tel. 1-860-270-8013	 Fax 1-860-270-8008	 beatriz.gutierrez@ct.gov	 http://www.ct.gov/ecd/

DELAWARE	 Andrea Tinianow	 Department of State	 820 N. French Street, 4th Floor	 Wilmington, DE 19801
	 Tel. 1-302-577-8285	 Fax 1-302-577-2694	 andrea.tinianow@state.de.us	 http://itc.sos.delaware.gov

DISTRICT OF	 Victor Hoskins	 Mayor’s Office	 1350 Pennsylvania Ave, NW Suite 317	 Washington, DC  20004
COLUMBIA	 Tel. 1-202-727-3971	 Fax 1-202-727-6703	 victor.hoskins@dc.gov	 http://dcbiz.dc.gov

FLORIDA	 Manny Mencia	 Enterprise Florida	 201 Alhambra Circle, Suite 610	 Coral Gables, FL 33134
	 Tel. 1-305-808-3660	 Fax 1-305-808-3586	 mmencia@eflorida.com	 http://www.eflorida.com

GEORGIA	 Kathe Falls	 Georgia Department of Economic Development	 75 Fifth Street N.W., Suite 1200	 Atlanta, GA 30308
	 Tel. 1-404-962-4120	 Fax 1-404-962-4121	 kfalls@georgia.org	 http://www.georgia.org

HAWAII	 Richard Lim	 Dept. of Business, Economic Dev and Tourism	 P.O. Box 2359	 Honolulu, HI  96813
	 Tel. 1-808-586-2355	 Fax 1-808-586-2377	 director@dbedt.hawaii.gov	 http://www.hawaii.gov/dbedt

IDAHO	 Jennifer Verdon	 Economic Development Division	 700 West State Street	 Boise, ID 83720
	 Tel. 1-208-334-2650 x2117	 Fax 1-208-334-2631	 jennifer.verdon@commerce.idaho.gov	 http://www.idahoworks.com

ILLINOIS	 Rob Ginsburg	 Illinois Office of Trade and Investment - DCEO	 100 W. Randolph, Suite 3-400	 Chicago, IL  60601
	 Tel. 1-312-814-9663	 Fax 1-312-814-6581	 rob.ginsburg@illinois.gov	 http://www.illinoisbiz.biz

INDIANA 	 Kent Anderson 	 Indiana Economic Development Corporation	 One North Capitol Ave., 7th Floor	 Indianapolis, IN 46204
	 Tel. 1-812-390-4816	 Fax 1-317-232-4146	 KeAnderson@iedc.in.gov	 http://www.iedc.in.gov

IOWA	 Beth Balzer	 Iowa Economic Development Authority	 200 East Grand Avenue	 Des Moines, IA  50309
	 Tel. 1-515-725-3111	 Fax 1-515-725-3010	 beth.balzer@iowa.gov	 www.iowaeconomicdevelopment.com

KANSAS	 Randi Tveitaraas Jack	 Kansas Department of Commerce	 1000 S.W. Jackson St., Suite 100	 Topeka, KS 66612
	 Tel. 1-785-296-7868	 Fax 1-785-296-3490	 rjack@kansascommerce.com	 http://www.kansascommerce.com

KENTUCKY	 Mandy Lambert	 Kentucky Cabinet for Economic Development	 300 West Broadway	 Frankfort, KY 40601
	 Tel. 1-502-564-7140	 Fax 1-502-564-3256	 econdev@ky.gov	 http://www.thinkkentucky.com

LOUISIANA	 Steven Grissom	 Department of Economic Development	 1051 North Third Street	 Baton Rouge, LA 70802
	 Tel. 1-225-342-6524	 Fax 1-225-342-5349	 sgrissom@la.gov	 http://www.opportunitylouisiana.com

MAINE	 Janine Bisaillon-Cary	 Maine International Trade Center	 511 Congress Street, Suite 100	 Portland, ME  04101
	 Tel. 1-207-541-7400	 Fax 1-207-541-7420	 investinmaine@mitc.com	 http://www.mitc.com

MARYLAND	 Robert Walker	 MD Dept. of Business and Economic Development	 400 East Pratt Street, 15
th Floor	 Baltimore, MD 21202

	 Tel. 1-410-767-0680	 Fax 1-410-333-4302	 rwalker@choosemaryland.org	 http://www.choosemaryland.org

MASSACHUSETTS	 C. Richard Elam	 MA Office of International Trade & Investment	 212 Northern Avenue, E. Bldg 1, #300	 Boston, MA 02210
	 Tel. 1-617-830-5401	 Fax 1-617-457-7851	 richard.elam@state.ma.us	 http://www.mass.gov/moiti

MICHIGAN	 Mark Kinsler	 MI Economic Development Corporation	 300 N. Washington Square	 Lansing, MI 48913
	 Tel. 517-335-4026	 Fax 1-517-241-3683	 kinslerm@michigan.org	 http://www.michigan.org

MINNESOTA	 Kevin McKinnon	 Dept. of Employment and Economic Development 	 332 Minnesota Street, Suite E200	 St. Paul, MN 55101
	 Tel. 1-651-259-7440	 Fax 1-651-296-3555	 kevin.mckinnon@state.mn.us	 http://www.positivelyminnesota.com

MISSISSIPPI	 John Henry Jackson	 Mississippi Development Authority	 P.O. Box 849	 Jackson, MS 39205
	 Tel. 1-601-359-3155	 Fax 1-601-359-4339	 jjackson@mississippi.org	 http://www.mississippi.org

MISSOURI	 Dennis Pruitt	 Missouri Partnership	 120 S. Central Avenue, Suite 1535	 St. Louis, MO 63105
	 Tel. 1-314-725-0949	 Fax 1-314-725-0743	 dennis@missouripartnership.com	 http://www.missouripartnership.com

MONTANA	 John Rogers	 Governor’s Office of Economic Development	 State Capitol, P.O. Box 200801	 Helena, MT  59620
	 Tel. 1-406-444-5634	 Fax 1-406-444-3674	 johnrogers@mt.gov	 http://commerce.mt.gov

SELECTUSA CONTACT LIST – STATE DESIGNATED INVESTMENT OFFICIALS
SelectUSA * U.S. Department of Commerce * 1-202-482-6800 * info@selectusa.gov
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NEBRASKA	 Catherine Lang	 Department of Economic Development	 301 Centennial Mall South, 4
th Floor	 Lincoln, NE 68509

	 Tel. 1-402-471-3747	 Fax 1-402-471-3778	 catherine.lang@nebraska.gov	 http://www.neded.org

NEVADA	 Kristopher Sanchez	 Nevada Governor’s Office of Economic Dev.	 808 W. Nye Lane	 Carson City, NV  89703
	 Tel. 1-702-306-3832	 Fax 1-702-486-2505	 ksanchez@diversifynevada.com	 www.difersifynevada.com

NEW HAMPSHIRE	 Roy Duddy	 Dept. of Resources and Economic Development	 P.O. Box 1856	 Concord, NH  03301
	 Tel. 1-603-271-2341	 Fax 1-603-271-6784	 rduddy@dred.state.nh.us	 http://www.nheconomy.com

NEW JERSEY	 Lauren H. Moore, Jr.	 New Jersey Business Action Center	 225 West State Street, 3
rd Floor	 Trenton, NJ  08625

	 Tel. 1-609-292-3863	 Fax 1-609-292-5509	 lauren.moore@sos.state.nj.us	 http://nj.gov/state/bac/

NEW MEXICO	 Edward Herrara	 New Mexico Economic Development Department	 1100 St. Francis Drive	 Santa Fe, NM 87505
	 Tel. 1-505-827-0315	 Fax 1-505-827-0328	 Edward.Herrara@state.nm.us	 http://www.tradenm.com

NEW YORK	 Edward Kowalewski	 NYS Department of Economic Development	 95 Perry Street, Suite 500	 Buffalo, NY 14203-3030
	 Tel. 1-716-846-8237	 Fax 1-212-803-2399	 ekowalewski@esd.ny.gov	 http://www.esd.ny.gov

NORTH	 Martyn Johnson	 North Carolina Department of Commerce	 4310 Mail Service Center	 Raleigh, NC  27699
CAROLINA	 Tel. 1-919-733-8572	 Fax 1-919-733-4563	 mjohnson@nccommerce.com	 http://www.thrivenc.com

NORTH DAKOTA	 Paul Lucy	 North Dakota Department of Commerce	 1600 East Century Avenue, Suite 2	 Bismarck, ND 58502
	 Tel. 1-701-328-5300	 Fax 1-701-328-5320	 plucy@nd.gov	 http://www.ndbusiness.com

OHIO	 Mindy McLaughlin	 Jobs Ohio	 41 S High Street, Suite 1500	 Columbus, OH  43215
	 Tel. 1-614-300-1355	 Fax n/a 	 mclaughlin@jobs-ohio.com	 http://www.jobs-ohio.com

OKLAHOMA	 Jessika Leatherbury	 Oklahoma Department of Commerce	 900 N. Stiles Avenue	 Oklahoma City, OK  73104
	 Tel. 1-405-815-5136	 Fax 1-405-605-2987	 jessika_leatherbury@okcommerce.gov	 http://www.okcommerce.gov

OREGON	 Tim McCabe	 Business Oregon	 775 Summer Street, NE Suite 200	 Salem, OR  97301
	 Tel. 1-503-986-0106	 Fax 1-503-581-5115	 tim.mccabe@state.or.us	 http://www.oregon4biz.com

PENNSYLVANIA	 Wilfred Muskens	 Dept. of Community & Economic Development	 400 North Street, 4th Floor	 Harrisburg, PA 17120
	 Tel. 1-717-214-5324	 Fax 1-717-772-5106	 wmuskens@state.pa.us	 http://www.newpa.com

RHODE ISLAND	 Katherine Therieau	 RI Economic Development Corporation	 315 Iron Horse Way, Suite 101	 Providence, RI  02908
	 Tel. 1-401-278-9100 x139	 Fax 1-401-273-8270	 ktherieau@riedc.com	 http://www.riedc.com

SOUTH 	 W. Ford Graham	 South Carolina Department of Commerce	 Brienner Strasse 14	 80333 Munich, Germany
CAROLINA	 Tel. 011-49-8929-19170	 Fax 011-49-2919-19170	 fgraham@sccommerce.com	 http://www.sccommerce.com

SOUTH DAKOTA	 Steve Watson	 Governor’s Office of Economic Development	 711 E. Wells Ave.	 Pierre, SD 57501
	 Tel. 1-605-367-4518		  steve.watson@state.sd.us	 http://www.sdreadytowork.com

TENNESSEE	 Kingsley Brock	 TN Dept. of Econ. and Community Development	 312 Eighth Avenue N., 11th Floor	 Nashville, TN  37243
	 Tel. 1-615-532-9821	 Fax 1-615-741-5829	 kingsley.brock@state.tn.us	 http://state.tn.us/ecd/

TEXAS	 Jose Romano	 Office of the Governor	 P.O. Box 12428	 Austin, TX  78711
	 Tel. 1-512-427-9057	 Fax 1-512-936-0080	 Jose.Romano@governor.state.tx.us	 http://www.governor.state.tx.us/ecodev

UTAH	 Aaron Neuenschwander	 Governor’s Office of Economic Development	 324 South State Street, Suite 500	 Salt Lake City, UT  84111
	 Tel. 1-801-538-8737	 Fax 1-801-538-8889	 aneuenschander@utah.gov	 http://www.edcutah.org

VERMONT	 Brent Raymond	 Department of Economic Development	 One National Life Drive, 6th Floor	 Montpelier, VT  05620
	 Tel. 1-802-828-1680	 Fax 1-802-828-5204	 brent.raymond@state.vt.us	 http://www.thinkvermont.com

VIRGINIA	 Pandy Brazeau	 Virginia Economic Development Partnership	 P.O. Box 798	 Richmond, VA  23218
	 Tel. 1-804-545-5760	 Fax 1-804-545-5751	 pbrazeau@yesvirginia.org	 http://www.yesvirginia.org

WASHINGTON	 Allison Clark	 Washington State Department of Commerce	 2001 6
th Avenue, Suite 2600	 Seattle, WA 98121

	 Tel. 1-206-256-6124	 Fax 1-206-256-6158	 allison.clark@commerce.wa.gov	 http://www.choosewashington.com

WEST VIRGINIA	 Stephen Spence	 West Virginia Development Office	 State Capitol	 Charleston, WV 25305
	 Tel. 1-304-957-2067	 Fax 1-304-558-0449	 stephen.e.spence@wv.gov	 http://www.business4WV.com

WISCONSIN	 Scott Mosley	 Wisconsin Economic Development Corporation	 201 W. Washington Avenue, 6
th Floor	 Madison, WI  53703

	 Tel. 1-608-264-7821	 Fax 1-608-266-5551	 scott.mosley@wedc.org	 http://wedc.org

WYOMING	 Ben Avery	 Wyoming Business Council	 124 West 15
th Street	 Cheyenne, WY  82002

	 Tel. 1-307-777-2863	 Fax 1-307-777-5411	 ben.avery@wyo.gov	 http://wyomingbusiness.gov

AMERICAN	 Alex Zodiacal	 American Samoa Department of Commerce	 2nd Floor EOB	 Utulei, AS 96799
SAMOA	 Tel. 1-684-633-5155	 Fax 1-684-633-4195	 alex.zodiacal@doc.as	 http://americansamoa.gov

GUAM	 Carl Quinata	 Guam Econ. Development Authority	 590 S. Marine Corps Dr., Suite 511	 Tamuning, GU  96913
	 Tel. 1-671-647-4332 x 113	 Fax 1-671-649-4146	 cquinata@investguam.com	 http://www.investguam.com

NORTHERN	 Sixto K. Igisomar	 Department of Commerce	 Capitol Hill	 Saipan, MP  96950
MARIANA ISLANDS	Tel. 1-670-664-3077	 Fax 1-670-664-3067	 sec.igisomar@commerce.gov.mp	 http://www.commerce.gov.mp

PUERTO RICO	 Alberto Bacó-Bagué	 Dept. of Economic Development and Commerce	 355 F.D. Roosevelt Ave., Suite 401	 Hato Rey, PR 00918
	 Tel. 1-787-765-2900	 Fax 1-787-753-4094	 alberto.baco@ddecpr.com	 http://www.ddecpr.com

VIRGIN ISLANDS	 Percival E. Clouden	 Economic Development Authority	 5055 Norre Gade #5, P.O. Box 305038	 St. Thomas, VI  00802
	 Tel. 1-340-714-1700	 Fax 1-340-774-0990	 pclouden@usvieda.org	 http://www.usvieda.org



Everywhere is Art
Just look beyond the surface
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That is what artists do. They look beyond 
the expected, often fi nding inspiration in 
surprising places. At UBS, we apply a similar 
kind of attitude to everything we do. It is 
through this search for deeper meaning that 
we are able to discover new and interesting 
perspectives. These, in turn, allow us to 
uncover new investment opportunities for 
our clients. 

It is in this spirit that we support the 
Guggenheim UBS MAP Global Art Initiative, 
a project that aims to identify and support 
a global network of art, artists and curators. 
It is just another way of showing that 
everywhere is, in fact, art.

ubs.com/art
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