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As Global Leader in
Nutrition, Health and
Wellness, Nestle Will
Showcase "Creating Shared
Value” at Shanghai Expo
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[ The much anticipated 2010 World Expo in Shanghai will no doubt
be a great showcase of its proclaimed theme of “Better City, Better
Life" Being a global leader in Nutrition, Health and Wellness, Nestlé
shares these Expo aspirations completely. The purpose of our
Company is to build a successful business by creating value for both
our shareholders and the society in general.

For the same reason, Nestlé is very pleased to become a top
Platinum Sponsor of the Swiss Pavilion at the Shanghai Expo 2010.
It gives us an opportunity to showcase Nestlé's commitment to
Creating Shared Value.

Nestlé's CSV initiatives are closely linked with the Company’s
core competence in nutrition, water, and rural development. By
leveraging these unique expertises, we are able to create value
for all stakeholders whilst at the same time delivering innovative
business growth.

In China, we focus on the following areas:

v/ Nutrition

/ Water

\/ Rural Development

Visitors will have a chance to know more about these initiatives
and achievements in Nestlé at the Swiss Pavilion. In addition,
Nestlé will also have a series of sampling activities for NESPRESSO,

MOVENPICK, NESCAFE, Nestlé ice
cream and other popular Nestlé pro-
ductsfor the visitors.

Together with the Swiss
community, we at Nestlé look
forward to putting on an impressive
and memorable experience for
the visitors to the Swiss Pavilion at

Shanghai Expo 2010.
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May

Opening Parade Official Opening of
@EXPO City Pavilion
Opening ceremony featuring “Corps @City Pavilion
de musique Bulle”
Montreux Jazz% Basel Week Day of the Cities:
@ City Pavilion @ City Pavilion B asel Geneva and
Lucien Dubois performs and presents . ’
joint projects with Chinese artists zurlCh
@ City Pavilion

Honor day of the Swiss City Pavilion

June
Berne Month SwissCham Event
@ Swiss Pavilion @ Swiss Pavilion

June

Zurich Week Concert Andreas SwissCham Event
@ Cities Pavilion Vouenweider @ Swiss Pavilion

@ Shanghai Concert Hall
Exhibition of Swiss Montreux Jazz
Universities @ Swiss Pavilion

Fiona Daniels performs and

@ Swiss Pavilion
presents joint projects with

Various Swiss Universities will

present their expertise in the SRS, '
areas of science, technology and : JW’W

innovation.



Look

Much like wine, there is a fine art to tasting and
appreciating quality chocolate. It is the enjoyable process
of savouring chocolate with all five senses. A process —
which as hard as it sounds — requires you to resist putting
the chocolate into your mouth straight away.

— First, simply look at the premium chocolate. The
first signs of fine dark chocolate are an even surface, deep
colour and a rich matte sheen.

— Next, hold the chocolate between your thumb
and forefinger. It should feel silky and smooth, but begin
to melt on contact due to its high cocoa butter content.

— Now, break a piece close to your ear. The sharp
snap is a sure sign of fine dense chocolate.

—Your fourth sense is smell, so close your eyes and
inhale the aroma. You may be able to distinguish bitter-
sweet cocoa beans (and even the soil they were grown in),
honey and vanilla.

Touch 3

Listen

5

Taste

— Finally, the most gratifying stage. Place the chocolate
on your tongue, allowing it to melt over your palate to
experience its consistency and subtle flavours. Give yourself
time to distinguish as many different flavour notes as you
can, before biting down to discover textual elements like
caramel fragments, almond silvers or fruit pieces.

Lindt had garnered several prestigious awards for its
quality and unique recipes. Lindt Excellence 70% Cocoa
has been awarded the ‘Best Dark Chocolate Tablet' by
Salon du Chocolat in Paris in 2006. Lindt has recently
launched its highly acclaimed Excellence 99% Cocoa
Dark Chocolate in Beijing, Shanghai and Guangzhou.

The complete range of Excellence dark chocolates is
available in leading gourmet and department stores in
China. For enquiries, please call (86) 21 5058 8330.
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JULY

Criss Cross SwissCham Event SwissCham Event

@ Swiss Pavilion @ Swiss Pavilion @ Swiss Pavilion

An exhibition on Swiss design

AUGUST

Swiss National Day

@ Swiss Pavilion

Party held for the Swiss Community
to celebrate the founding of
Switzerland in 1291.

Basel-Shanghai Days Concertby Basel Symphony Orchestra

@ Cities Pavilion @ Shanghai Concert Hall
Celebrations of the Basel-Shanghai
partnership
Sept.
Nation Day Swiss Design & Innovation:
Switzerland Design Prize CH
@ Swiss Pavilion @ Swiss Pavilion
Official ceremony featuring Federal Exhibition of Design Prize CH and
Councilor Doris Leuthard. award for the most recent Swiss

industrial design
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EXPO 2010

Events

SEPTEMBER

SwissCham Event

@ Swiss Pavilion
Party for Swiss community and Swiss
Club Shanghai Members

Swissinfo Party

@ Swiss Pavilion

Geneva Week
@ City Pavilion

60th Anniversary
of Sino-Swiss
Diplomatic Relations

Celebrating 60 years of diplomatic
relations Switzerland-China
(1950-2010).

Program of the celebration to be confirmed.

Montreux JazM-'x
@ City Pavilion ' JWW

Performance of Rusconi Trio

Oct.

Octoberfest

@ German Pavilion
16-day Munich Beer Festival

OCTOBER

Montreux Jazz W
@ Swiss Pavilion ' JW’W

Dog Almond performs and presents
joint projects with Chinese Artists

SwissCham Event

@ Swiss Pavilion
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Consul General of
Switzerland in Shanghai
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William Frei

China is proud of being the first developing country to host the World Expo. As if not
achievement enough, it is furthermore the biggest Expo ever, in terms of participants and
expected visitors, making it probably the largest gathering in human history. The enthusiasm
for the event is high, and Shanghai and its citizens stand proud and eager to welcome the
world. This enthusiasm is also felt from the Swiss side, and I would like to thank the Bridge
Magazine for its initiative in providing a platform for Swiss organizations and Swiss people to

present their involvement and interest in the event.

The Expo provides a unique opportunity to showcase Swiss innovation and competitiveness,
echoing its theme “Better City, Better Life”. Switzerland is honoured to actively participate and
positively contribute to the success of the event. With itsattractive national pavilion promoting urban-
rural interaction, and its City pavilion of Basel-Geneva-Zurich presenting their experience on "Better
Water - Best Urban Life", Switzerland gets to promote itself, its forefront technology and reputable

know-how,complemented with many appealing cultural events, toa wide Chinese public.

The World Expo moreover falls on a landmark year in Sino-Swiss diplomatic relations,
as September 14, 2010 will mark the 60th anniversary of diplomatic relations between
the two countries. This long-established friendship has opened the door to multi-faceted
co-operation. In particular, the fruitful economic ties will be further deepened with the

perspective of a future Free Trade Agreement between the two countries.

This Expo gives us all the opportunity to show the eagerness to push forward, and the willingness
to join the collective efforts to face common challenges and build together a brighter future for a
better life. I wish youmuch pleasure in reading this special edition of The Bridge, and hope that you
all get much motivation and fun from the Expo.

William Frei
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Christian Guertler

Dear Reader,

The World Exposition 2010 in Shanghai is finally upon us. For over 150 years, this global
spectacle has endeavored to provide a platform for nations to introduce themselves to the
world. Although the Expo as we know it today was first introduced at the Brisbane Expo in
1988, where large scale nation branding through the means of pavilions commenced, the
arguably most significant “World Fair” occurred in 1939 in New York. It marked the first time
that the hosting city strayed from using an industry specific theme, but decided to focus
on how the world can be improved in the future instead-and thus “Building the world of

tomorrow” was chosen.

Now, 80 years later, examining the slogan of the Shanghai Expo, ‘Better city, better life’, the
similarities to New York become apparent. Once again, nations aim to augment the world of
tomorrow by illustrating the necessity of balance between urban and rural environments.
Aside from having a theme that transcends all cultures, Shanghai has raised the bar for World
Exhibitions by crafting the largest one of its kind to date. With over 70 Million expected visitors,

onemay assume that Shanghaiis destined to host the most significant World Expo in history.

Naturally, this monumental gathering will create immense opportunities for the Swiss
business community. We are able to showcase our expertise in creating successful
equilibriums between nature and technology. The ones that truly make a city, as well as life

itself, “better”in every way.

Christian Guertler
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Guy Morin, President of
the Executive Council of
the Canton of Basel-Stadt
(Switzerland)
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Guy Morin

Dear Reader,

The city of Basel, situated in the northwest of Switzerland, and the Chinese metropolis
Shanghai have cultivated a gainful city partnership for both cities since 2007. Although
with its population of approximately 200,000 Basel is substantially smaller than Shanghai,
and the Rhine which flows right through the middle of the city does not even carry one-
tenth of the water volume of the Yangtze which flows into the ocean just north of the city.
In spite of this difference in size, the two cities have a great deal in common, and this is why

Baselisanattractive partner for Shanghai.

Basel, just like Shanghai, is a cultural city of international significance but also a growing
economic location, which, thanks to international corporations such as Roche or Novartis,

counts among the worldwide leading life sciences locations. Moreover, Basel is an attractive



residential and working location with excellent labour conditions and

avery high quality of life, in particular also for Chinese employees.

This results in joint interests and synergies which should be used in
a targeted way and expanded continuously within the framework
of the city partnership between Basel and Shanghai. Since 2007,
the two partner cities have implemented various exchange
programmes in the fields of education, health, culture and economy.
The joint appearance with the Swiss cities of Geneva and Zurich at
the World Expo 2010 in Shanghai provides Basel with the unique
opportunity to further strengthen the relationship with its partner
city of Shanghai and to continue to expand its first-class network
of representatives from the two cities. A multifaceted programme
involving numerous partner organisations offers the perfect
framework for this. The symbolic climax is the festive renewal of the
memorandum of understanding by the two partner cities during the

Basel-Shanghai days (8 to 11 August).

The joint city pavilion of Basel, Geneva and Zurich at the World

Expo 2010 in Shanghai places its main emphasis on sustainable
water management under the motto "better water - best urban
life" - a topic which is of central importance both for Basel and
Shanghai. The cities’ location on rivers marks their history, present
and future. For Basel, the Rhine river is the main artery and an
important location factor. For this reason, Basel invested a lot in
sustainable water management in the last 30 years, which has
equally benefited the population, environment and economy. With
its appearance at the World Expo, Basel is presenting this know-

how to abroad and interested public in a creative way.

The appearance at the World Expo 2010 in Shanghai would hardly
have been possible without Geneva and Zurich. The cooperation not
only promises a heightened public awareness, but also shows potential

for further major appearances of the three Swiss cities abroad.

Guy Morin
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Corine Mauch

As mayor of Zurich, it is my great pleasure to give you a brief introduction to our city. Ztirich
is the biggest city in Switzerland and one of the country's most important economic and
cultural centres. It is situated at the heart of Europe and is one of the most attractive locations

throughout the continent.

The theme of the World Expo 2010 in Shanghai - Better City, Better Life - fits in perfectly with
Zurich. The quality of life in our city is unique and is regularly rated as the best in the world.
The city of Zurich was delighted therefore to accept the invitation to go to Shanghai and

represent urban Switzerland in China, along with our fellow Swiss cities of Basel and Geneva.

We will be focussing on our core competency at the World Expo, namely water. Ziirich is a
city of water, and sustainable water-management has been one of our main strengths for a
number of years now. Lake Zuirich and our rivers are of drinking-water quality and no other
place in the world has a higher proportion of river and lakeside bathing areas per head of
population. We have also been sharing our vast experience in the area of water management

with our partner city of Kunming in China for the past 28 years.

Zurich sets great store by sustainability and is intending to bring down the current energy
requirement from current levels of around 6,000 Watts per inhabitant to 2,000 Watts by
2050, with water management also playing a critical role in achieving this target. We would
be delighted to welcome you to our pavilion at the World Expo so that you can see for
yourselves the interaction between the quality of water and the quality of life,and the crucial

influence which water has on the sustainable prosperity of cities.

Corine Mauch
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ADVERTORIAL

Energy-Efficient
Solutions
for the Future

[HSauter is an acknowledged expert in the provision of innovative building solutions

which save energy and help to reduce CO2 emissions. The company's products, which

exemplify Swiss quality, ensure optimum energy efficiency and are renowned for their Sauter’s new building at head office
great precision, durability and environmental compatibility. This year, Sauter celebrates In Basle.

its centenary and has always been a byword for innovation and tradition. "Our tradition

of constant innovation enables us to anticipate the challenges of the future in good

time and to develop outstanding solutions’, explains Bertram Schmitz, the company's

chief executive.

In response to global warming, Sauter incorporates alternative energy sources into its
building management concepts. Cutting-edge technologies from Sauter display their real

strengthsin the fields of green buildings and low-energy housesin particular.

Last year, Sauter was presented with the “Building Efficiency Award” at the
GebaudeEffizienz exhibition in Frankfurt, Germany, for its innovative EY-modulo 5 . . .
Early time-switch, dating from 1910.
automation system. Sauter currently has over 2000 employees and operates worldwide.
In the past few months, the company has achieved strong growth in Asia, especially in the

Chinese and Indian markets.

Wide range of Swiss-quality HVAC products from SAUTER.



The Making of th

A visual narrative - Impressions by Swiss photographer Bartosz Kolonko



1. Lunch time during work on foundation.
2. Building the steel structure of cylinder A.

3. Steel skeleton of cylinder B.

4.View from Lupu Bridge.

5.Workers fixing a LED screen.

6.The net of the semi-transparent facade.

7. Mounting of the solar cells on facade. L, M

BartoszKolonkois afreelance
photographer currently based
inShanghai. Heis specialized
inarchitecture, corporate

and event photography and
regularly works for SwissCham.

www.bartoszkolonko.com

e Swiss Pavilion
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Hybrid of Nature and Technology

Switzerland's manifestation at the Expo 2010 sy pominic Marti
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1 TWILIGHT: Flashy semi-transparent Pavilion facade.
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< Highlights of the Swiss Pavilion:

- Chair-lift ride over meadow

- Interactive facade that depicts
environmental influences of energy

-IMAX Film “The Alps”

- Swiss success stories of rural-urban
interaction shown in 3D viewers

- Face to face with the Swiss

- Restaurant with Swiss specialties

B k-i5te:

1Rt —— AR E R RIES ML
2WHK ; 3 AKX,

4 BRI — A BRI

5 FEHHE R SH AT LR R &,
6 REWmLER; 7 FA=ERLA,




A-PDF Split DEMO : Purchase from www.A-PDF.com to remove the watermark

ittingly, Switzerland and China will commemorate 60 years
Fof diplomatic relations this year, which makes this World
Exhibition uniquely significant to the relationship of the two
nations. It is therefore no surprise that the Swiss Pavilion was the
first national pavilion to showcase its exhibits to the public. During
the roof-topping ceremony, where the key attraction of the Swiss
Pavilion, the chair lift, was revealed, the Commissioner General
of the Swiss Pavilion and former Swiss Ambassador to China, Mr
Uli Sigg, proclaimed that the Chinese name of the Swiss exhibition

area translated to “Nature’s Playground.”

Balance between Humanity and Nature
Being a fusion of nature and technology, the Swiss Pavilion directly

focuses on the sub-theme of the Expo 2010, that of ‘rural & urban
interaction”. For many years, Switzerland has realized that rural
and urban environments are both correlative and autonomous.
Consequently, it has been continuously striving to discover new
sustainable solutions that not only protect its natural habitat, but
also augment the quality of life in urban areas. The premise of the
Swiss pavilion works in a similar manner, as the two cylinders that
compose it, aim to elucidate the much needed balance between

humanity and nature.

Quality of Life in Urban Areas

The first cylinder embodies the urban area, which accommodates
the four themes of air quality, sustainable construction, water
quality and public transport. Here, Switzerland's various success
stories in bridging the gap between nature and technology are
displayed prominently through various 3D screens. At a later
stage, visitors have the opportunity to listen to 12 Swiss people that
discuss their personal visions and outlooks on the subject, thereby
indicating that a sustainable future also depends on a proactive

society that cares to shapeit.

Furthermore, Switzerland Tourism partnered with Holcim to create
the IMAX film entitled “The Alps’ that shows that the pervasiveness
of the infamous Swiss mountains also represents a cruel and
challenging environment for its inhabitants, further emphasizing on

the equilibrium needed between rural and urban factors.

After the conclusion of the exhibition, visitors have the opportunity
to enter the second cylinder, symbolizing the rural vicinity, and
experience a true ‘rural-urban interaction™ The chair-lift. The
4 minute ride that circles around the pavilion exemplifies how
nature & technology can coexist in a responsible manner, while the
visitors can enjoy the relaxing and beautiful landscape that brings

their journey, as well as the ideal of balance, full circle.

www.swisspavilion.ch
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Pavilion Designer:
Stauffenegger & Stutz

In 1990 Christian Stauffenegger
and Ruedi Stutz established
their design office in Basel.
Stauffenegger + Stutz

Visual Design HFG is an
interdisciplinary award winning
design company, which
specializes in the fields of
graphic design, exhibition design
and public design. One of their
most prestigious projects is the
Swiss national square in Bern,
which won the Honor Award for
Urban Design 2006, awarded
by the American Institute of
Architects AlA.

t the World Expo Shanghai 2010, the three major Swiss cities -
ABasel, Geneva and Zurich present a joint pavilion with the motto
“Better Water - Best Urban Life.” Together, the three cities show how
clean water and excellent quality of life are connected, by presenting
how polluted waters can be revitalised, what successful water
management means, and how the population can be made aware of
the issues surrounding water. Basel, Geneva and Zurich share their
experiences and best practices with the world focusing on the positive

impact of clean and beautiful waters on urban life quality.

THE PAVILION HIGHLIGHTS
O

The highlight of the Pavilion is the 360° movie arena hovering
over the water basin, within which the visitors will be situated
virtually in the midst of the three cities of Basel, Geneva and
Zurich. Fourteen high-end beamers project a unique cinematic
composition onto the 3.60m high circular screen. A specially
developed high tech camera and an artful post-production will
make it possible to catch waterside high living standards 24 hours
a day. Each city is presented in a two and a half minute movie.

The nearly four meters high 360° panorama screen, provides

the Pavilion's unique look and shape, displays in a loop an 8min

cinematic composition filmed in all three cities.

(D) Three Interactive City Magazines

The best water practices of Basel, Geneva and Zurich are displayed
in three individual city magazines, i.e. series of filmed mini-stories.
Choose the themes of your interest on the touch screens beside the
water basin. Watch the whole series of each city’s examples on the
large screens in the auditorium. The 45 second mini-stories within
the city magazines explain how the three cities have overcome
their challenges. They illustrate the different activities, processes,
investments and facilities, which contributed to the high water

standardsin the cities today.

(D) Water Basin: Enjoy Pure Water

There is a natural gravel bed in a round 240sgm water basin, the

surface of which reflects the entire pavilion and supports the
harmony of the construction with regards both to content and form.
As an additional attraction, the visitors might scoop and drink pure
water directly from two fountains. Water jets set in motion by visitors
animate the scene. A sitting bench around the basin invites visitors

torest, enjoying a composition of spirited sounds.

(D) The Walkway: Sophisticated Urban Water Scenes

A slightly ascending and descending walkway leads across the
water basin into the central movie arena. Along the way, the visitors
spot the triggers for the surprising water jets in the basin. After a few
meters’ walk, the
main cinematic
composition on the
panorama screen
becomes visible; the
full sight appears
on the walkway's

highest area.

<\D) Multifunctional 90sqm Auditorium

Next to the water basin and circular movie arena, the Basel-
Geneva-Ziurich Pavilion offers a multifunctional space, which can
be separated from the public area and transformed into a closed
auditorium. The multifunctional 90sgm auditorium offers special
events like talks, presentations and receptions. Some events are
open to the general public, some exclusively to invited guests.
Outside the event schedule, the auditorium appears as an inviting

lounge for everybody.

Official website: wwwbasel-geneva-zurich.org
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Spain The Spain Pavilion contains three exhibition halls which
will take visitors through the time and space of the development
of the cities in Spain with the theme of “From the City of Our
Parents to the City of Our Children”.

Germany The theme of the pavilion is “Balancity”. It will
demonstrate the importance of balance between modernization
and preservation, innovation and tradition, community and the
individual, work and leisure, and between globalization and
national identity.

Poland Poland will turnits Shanghai EXPO Pavilioninto agala
concert hall during the 2010 event to invite visitors to dance and
sing in memory of the great Polish musician Frederic Chopin.
Dragon dances of both Chinese and Polish style will be performed
at the pavilion’s entrance. Four Chinese dragons in red and another
four Polish dragons in yellow will meet each other every morning.
France Highly romantic, the design presents a simple building
with a big French-style garden inside. The pavilion theme sees to
embody a place where the 6 senses are exalted.

Belgium/EU The EU will use multimedia to showcase European
cities. There will also be a chocolate factory in the pavilion, where
visitors can taste Belgian chocolate and see the manufacturing
process. The “brain cell” structure reflects the artistic richness of
Belgium and Europe, as well as the scientific achievements which
contribute to the development and enrichment of cultural and
intellectual inheritance.
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Spall‘l Future Cities
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Blaise Godet:

Swiss Ambassador

to the PRC.
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“Your Gateway to Europe”

Switzerland is an ideal cosmopolitan business location,
says Ambassador Blaise Godet
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[ A lot of multinational companies choose
Switzerland to set up the regional head
quarters. Why is Switzerland so attractive?
Blaise Godet: 60% of all US regional head-
quartersin Europe are already located

in Switzerland which shows that

there must be some good reasons
todoso.Some of thereasonsare the

political stability and legal security,

the protection of free competition

and property ownership as well

as the good infrastructure

in general. Switzerland,

located in the heart

of Europe, is an ideal
cosmopolitan and

multilingual business

location. It also offers

one of the most liberal

and business friendly

environments in the world.

With respect to productivity,

Switzerland is among the

leading economies in the

world. Its labor market

60% of all US regional
headquarters in Europe are located

in Switzerland ...

is characterized by a liberal labor law, low
regulatory density, and extraordinary social
stability which has been achieved through
a well-balanced relationship between the
social partners. Last but not least taxes in
Switzerland are modest and at a traditionally

low level.

[} Switzerland is well known for its watches,

chocolate and banks. For which companies

is Switzerland attractive to set up aregional
headquarter?

Blaise Godet: Switzerland offers much

more than the mentioned three pillars.

Mechanical and electrical engineering,

biotech, pharmacy and chemicals, clean

and environmental technology industries

are major branches of the Swiss economy.

Historically, the constraints of being a land-

locked and small country without natural

resources have encouraged Switzerland

to adopt an open policy towards the world

economy, specializing in high value-

added niche markets. That is why

nowadays, the precision industry

is one of our most important

economic sectors and at the

same time contributes to a

substantial part of our

exports.Switzer-

land has just

been nominated

as the country

in Europe with

the highest rate

of innovations

which shows that

the environment is

very inspiring.

However special

advantages canbe

identified for

companies of

Blaise Godet

a certain size and net worth volume. If a
company has already various subsidiaries
in Europe such as factories, sales offices
or research centers, it does make sense
for this company to set up a regional
headquarter in Europe. With a regional
headquarter, all the activities in Europe
can be steered from one place and revenue

can be taxed in Switzerland.

[ Isit difficult to set up a company or head-
quarter in Switzerland? Are there specific
difficulties tobe expected?

Blaise Godet: Just like other investors,
Chinese investors need to follow certain
procedures to set up their companies in
Switzerland. However within three weeks
- depending on the project - you may be
able to set up your company. Thanks to
Switzerland’s bilateral agreements with
the EU and its traditionally close economic
ties, Switzerland strengthens its position
as a business location and financial center
in Europe. In November 2008, Switzerland
became a Schengen member state. Since
then, Chinese nationals need only to apply
for a visa in one European Schengen state
in order to travel in all of them, including
Switzerland. Our Investment Promotion
team in Beijing is always there to give first
advice and assist Chinese companies to find
the right partners. Switzerland is looking
forward to see more future cooperation

between China and Switzerland.

Switzerland. Trade & Investment Promotion
Embassy of Switzerland,

Tel: + 86 10 85327537, + 86 10 65322736,
Email: Liv.Minder@eda.admin.ch
www.invest-in-switzerland.cn

WmTEFRHE, WL KEE
IER=EHFAEE 35, #i%: 100600
EFHR4 . LivMinder@eda.admin.ch
www.invest-in-switzerland.cn
www.eda.admin.ch/Beijing
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Worldwide leading supplier of equipment and services to packaging manufacturers
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The Man Behind theFacade

A portrait of Swiss Pavilion facade designer Valentin Spiess
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hree highlights of the Swiss National Pavilion, the intelligent
Tfacade. “face to face with the Swiss”, and a three-dimensional
display of a Swiss landscape all originate from the same source:
Swiss designer Valentin Spiess and his company iart. “Unlike visitors
of museums or exhibitions, people at the Expo will decide in 20
seconds about whether or not to enter a pavilion,” says Spiess. Due
to his is past experiences in devising media installations for world
exhibitions, he realized that the facade of the Swiss Pavilion would

have to draw the attention of visitorsin a spectacular manner.

Interaction with Visitors

The facade of the Swiss Pavilion is open half way and made of a
metal net, consisting of 10'000 red intelligent light elements that
form the shape of a Switzerland map. Each facade component can
independently absorb solar and heat energy and convert them into
light. The light then becomes visible in the form of flashes through
LEDlights andreflects the environment that surrounds the Pavilion.
All of Mr. Spiess’s projects focus on the interaction with visitors, and
the Swiss Pavilion is no exception. When pictures are taken and the
flashlights of cameras are unleashed, the facade elements reflect
and sparkle back. At the same time, the components will detect each
others flashes and create a "domino effect” that causes the whole

facadetoflareinredlight.

Fire Resistance
When discussing the intelligent flash facade elements, the core of
the facade, Spiess mentions that it took nine months and countless

adaptations to perfect the concept of the facade. In order to shield

the facade fromrain, iart designed a protective shell for it.

The flashing components were originally generated from
transparent resin, which is extracted from soybeans, and is
potentially flammable. According to Mr. Spiess, the fire scenario of
the CCTYV station augmented the country-wide caution regarding
the fire resistance quality of imported materials. Since the Shanghai
Expo features fireworks, iart decided to switch to polycarbonate

material in order to ensure the fire resistance of the pavilion.

The facade’s intelligence
is similar to that of aliving
being, because it responds to

its environment...
Valentin Spiess

“The recycling plans of the flashing elements demonstrate our
commitment and efforts towards sustainable development. The
cost of the components, including designing and manufacturing,
amounts to approximately 50-60 Swiss Francs (RMB 380). But after
the Expo, the elements will be sold to the Chinese visitors at a rate of
about 30 Swiss Francs (RMB 200) as a souvenir for their balconies.
The components are also eco-friendly since the solar module
and the double layer capacitors are currently the most advanced
technologies available, they will still be shining in 10 years’ time,”

Valentin Spiess states.

Background
From the 2005 Aichi Expo in Japan to the 2008 Zaragoza Expo
in Spain, to the 2010 Shanghai Expo, Valentin Spiess, Managing
Director of iart interactive, has cooperated with Presence
Switzerland on several occasions. “Instead of displaying ones ideas
with a drawing board, multi-media is the best way for exhibitions
because it can showcase things like energy and smell which are
hard to express,” says Spiess. He described the facade of the Swiss
Pavilion in five words: Beautiful, independent, individualized,
mysterious glamour, and special. Valentin Spiess, a
qualified electrical engineer, has been working
in the field of new media since 1993.
Today Valentin Spiess heads a team
of over 20 people specialised in
the conception, planning and
execution of media solutions
for exhibitions, museums,
architectural projects and
outdoor spaces.

Will be sold as souvenirs after the Expo: fancy facade elements.
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“Win Recognition

as High-Tech Country”

High tech tobe added to traditional Swiss
image in China, says Uli Sigg
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Interview Jasmin Helbling

[ What is your role as Commissioner General of the Swiss Pavilion?
Uli Sigg: My role is to liaise between the official sides on behalf of
Switzerland, and represent Switzerland amongst the commissioners

and in certain official events.

[l What brought you to accept this role and what personal growth
do you hope to get from it?

Uli Sigg: The Federal Council elected me to this job, after presiding
the jury to select the winner amongst the 108 competing projects,
I was then approached by Presence Switzerland. I gave it some
thought and accepted the assignment - to assist the effort to position
Switzerland in China as best as we can. No personal growth or gain

plan, just what I owe as a passionate Swiss...

[ What is the main message you want visitors of the Swiss pavilion
to walk away with?

UliSigg: Switzerland pioneeredideasin urbanand ruralinteraction
that the Chinese may want to adopt. We really want visitors to know

more about it.

[ What is your favourite in the pavilion and why?

Uli Sigg: [really like the chairlift - becauselambornlazy.

[ When and how did you develop your passion for China?
UliSigg: Theday Itouched Chinese soilin 1979, although later [had
afew chill outs along the way. It isreally the Chinese people -and the

factthatin Chinaanythingatleast can betried.

[ How did the image of Switzerland in China change over the years?
Uli Sigg: Our image in China has always been and is very good -
for all the known and traditional reasons we Swiss sometimes feel
tired of. But wrongly so; these are all Swiss strengths we should be
proud of and endeavour to confirm. In addition we should also win
recognition asa very up to date high-tech country. Here we have not

managed to change the Chinese perception yet.

Switzerland pioneered
ideas in urban and rural

interaction...
Uli Sigg

[ Where do you see Shanghai in ten years?
Uli Sigg: On top of the world - always provided the Shanghai
government will stress equal fairness for foreigners as for

Shanghainese, and for all Shanghainese alike.

[1 How would your perfect day in Shanghai look like?

Uli Sigg: Cheer with thousands of admiring Chinese visitors in
the Swiss Pavilion, make exciting acquaintances in our VIP hall,
spend the night in the city with my Shanghaiese artist friends, and
try to build a solid discipline against the simply insurmountable

temptation of Shanghai dishes - but perfect days hardly come true.
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“Spreading the Swiss Word in China”

Switzerland's image in China is based on stereotypes,

says Manuel Salchli
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Manuel Salchli

Expo 2010 Swiss Pavilion Director
Presence Switzerland

Mountains, watches and chocolate are what many Chinese know
and love about Switzerland, but the Swiss are working hard to take

thembeyond the stereotypes.

n the run-up to the 60th anniversary of diplomatic relations
Ibetween Beijing and Bern in 2010, Switzerland is keen to build
on its positive image in China, but wants to show the Chinese
something they are less familiar with: its achievements in education
and science. Presence Switzerland is the part of the Swiss foreign
ministry in charge of promoting Switzerland's image abroad. Manuel
Salchli, head of major national events at the organisation, outlines in
below interview their specific communications campaign for China
for 2007-2011.

Q: What are the goals of this campaign?

Manuel Salchli: Chinaisa priority country for Switzerland. The key
messages of the campaign are Swiss quality of life and Switzerland's
international reputation. They were developed on the basis of a
comprehensive image study carried out in 2006. The Swiss pavilion
at Expo Shanghai features the sub-theme rural-urban interaction,
which relates to these messages. The pavilion is thus an important

part of Switzerland's communication campaign in China.

Q: What s the cost of the operation?

Manuel Salchli: While Presence Switzerland disposes of a yearly
budget of nearly CHF 10 million (RMB 68 million), there is a separate
budget for the Swiss pavilion in Shanghai. On March 29, 2006, the
government confirmed Switzerland's participation in Expo 2010
Shanghai and approved a total budget of CHF 20 million (RMB 136

million) - afifth of whichisraised from the private sector.

Q: To what extent are such operations effective?

ManuelSalchli: World exhibitions have today become an international
platform that address current issues and help solve economic, social
and environmental problems. They are a great opportunity to share
knowledge, set up and expand networks, and promote the image of

a country abroad. With an expected 70 million visitors, Expo 2010 is

set to be the biggest of its kind and is thus an opportunity to promote
Switzerland'simage abroad that cannotbe missed.

The goal of the Swiss pavilion is to be among the top five European
national pavilions that people intend to visit and to attract 2.5 million

electronically registered visitors during the six months of the Expo.

Q: What concrete benefits do you expect?

Manuel Salchli: There is a very important long-term dimension
to the project for the Swiss government, for Switzerland's economy
and for Switzerland's scientific community. The Swiss pavilion
provides an ideal platform for establishing contacts and nurturing

relationships between Swiss and Chinese opinion leaders.

Q: What image of Switzerland do you want to present?

Manuel Salchli: The work of Presence Switzerland is determined
by the government's overall strategy for communication abroad.
A comprehensive image study showed that Switzerland's
achievements in the fields of education and innovation are not so
widely known in China. As a consequence, it is our aim to increase
Chinese interest in Swiss know-how and promote knowledge of
Switzerland with regard to science and education. More generally,
our country's high quality of life and good international reputation

are tobe communicated.

Q: Did the debate about banking secrecy affect Switzerland's image
in China?

Manuel Salchli: Detailed analyses [of the debate about banking
secrecy] have shown that the issue has not influenced Switzerland's

image in China up to now.

Q: How would you assess the current image of Switzerland in China?
Manuel Salchli: Switzerland already has an excellent image in
China. The 2006 image study showed that it ranks highest compared
with benchmark countries and that both the general public and
opinion-leaders rate Switzerland very positively.

This positive image isbased on stereotypes. Associations such as
beautiful scenery, chocolate and watches are widespread and while
political stability, environmental protection and quality of life are rated
positively, Switzerland's innovative potential and its international
competitiveness are less known and evaluated more critically.

Such a positive ranking cannot be taken for granted and
Switzerland needs to be continuously promoted in China in order to

keep and further develop this positive image.

Background
Presence Switzerland is part of the general secretariat of the Swiss
foreign ministry. It is responsible for presenting and fostering a

positive image of Switzerland in the world. It carries out projects
abroad, organises visits to Switzerland for foreign decision makers
and opinion leaders and distributes information material. The next
World Expo will be held in Yeosu in South Korea in 2012.
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www.swissinfo.ch

swissinfo.ch:
News and Information on Switzerland in Nine Languages

swissinfo.ch is the multimedia internet news and information platform about
Switzerland, from Switzerland in nine languages - including English and Chinese. It
is aimed at Swiss people living abroad and anyone, anywhere in the world, with
aninterest in Switzerland. Politics, business, the arts, science and technology,
society, and sport are all presented in up-to-the-minute news, analyses,
background reports and features - in words and pictures, and audio and

video clips. What's more, multimedia dossiers and specials allow relevant
topics to be dealt with in greater detail. swissinfo.ch analyses major
international events and developments from the Swiss perspective. Witha
range of interactive online surveys, feedback and rating options, blogs and
upload functions, swissinfo.ch actively encourages communication between
its users and reaches out to them at the personal level.

www.swissinfo.ch
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“Route has Developed very Well”

Further expansion in Asiais very likely at a later stage,
says Harry Hohmeister.  mterview Fabiancun
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[ Harry Hohmeister, CEO of Swiss Air Lines, you introduced direct
flights from Zurich to Shanghai in May 2008. How would you
summarise your China experience since?

We'e satisfied with it now. It wasn't easy at the beginning, but the
route has developed very well. China has also recovered from the
financial crisis more swiftly than other markets. In view of the strong
demand, we haverestored our Shanghai service to a daily frequency

since the start of the summer schedules on 28 March.

[} How do you position yourselves in the Asian market? What
distinguishes Swiss from other airlines?

As Switzerland's national airline, Swiss embodies its home country’s
classic values of “Swiss hospitality”, ‘quality in every detail’and “personal

attention and care” Anyone flying Swiss should always feelat home.

[ Asia, particularly China, is becoming more and more important.
How is this reflected in your corporate strategy?

China is an engine of the global economy and a very important
market for us. On the one hand, business relations between
Switzerland and China are constantly expanding; and on the other,
the growing Chinese tourism market is very attractive for usbecause
Switzerland is among the most popular destinations for Chinese
travellers. One prime objective of ours here is to offer, together with
the other airlines of the Lufthansa Group, a seamless and convenient
product several times a day from Shanghai to Europe via our three

hubs of Zurich, Frankfurt and Munich.

[ What are the top three new destinations on your personal wish list?

We have no such thing as a destination wish list. We are always

We want to raise our profile
in China. At the same time,
our Expo presence intends to
acquaint the event’s audience

with Switzerland...
Harry Hohmeister

considering new market opportunities in the longer term, but
they are not our immediate objectives. Having said that, further

expansion in Asiais very likely at alater stage.

[ Are there any plans to bring back Swiss flights to Beijing?
Iam sure that connections with China will gain in significance for us,
so we cannot rule out further expanding our route network at some

point. We are certainly monitoring the market very carefully.

[} There are rumours that you are considering a revival of the
Swissair brand name. Is this true?

We have registered the Swissair brand for trademark protection
reasons: primarily, we want to prevent other airlines from using
the Swissair name. We don't intend to use the brand for our own

airline business.

[:1 How much of an opportunity is Expo 2010 in Shanghai for SWISS?
A good onel First, we want to raise SWISS's profile in the Chinese
market and position ourselves as a quality airline. At the same
time, our presence is intended to acquaint the event’'s audience

with Switzerland.

[ Not everybody is happy with the daytime nature of your
Shanghai flights. Are you trying to get better slots?

At first glance, the daytime flights may not be people’s first choice.
But they do provide excellent connections onto our European
network; and they also complement the services to Frankfurt and
Munich by our partner Lufthansa, which leave during the late

morningandatnight.

[} Swiss has introduced a new Business Class on certain flights to
destinations like New York. When will it be introduced for flights
to Shanghai?

We have started retrofitting our Airbus A340s with the new Business
Class product. And were optimistic that all our aircraft will have the
new cabin by the middle of 2011.
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Background:

Since its foundation in 1919 in
Grenchen (Switzerland) the
famous Swiss watch company
Titoni Ltd. has enjoyed an
international market presence.
For three generations now,

the company has been
specializing in the manufacture
of high-quality watches with
mechanical movements.

Its in-house manufacturing
facilities employ state-of-the-
art technology, enabling the
company's skilled watchmakers
to produce certified, "Swiss
Made" quality. Refined details
underline the character of
every Titoni watch line. Last
year, Titoni celebrated its 90th
anniversary. 2009 also marked
the fiftieth anniversary of its
entry into the Chinese market.

“Consumers Benefit from
Healthy Competition”

2010 marks the blst anniversary of Titoni's market entry into China

[:1 Mr. Schluep, Titoni is a relatively small
and independent, yet very successful
company in the international watch
market: What is your business secret?

About 98% of our overall production is
exported to international markets. Due to
our size and in contrast to the big groups, we
depend on strong partners in all our major
markets. Being loyal and long-term partners
isa very demanding and challenging task.
However, we are in the fortunate situation
that we have been maintaining strong
and reliable partnerships with most of
our distributors for decades. In addition, a
clear business strategy, flexibility and our
financial independence are other impor-

tant elementsas well.

[3]1 For almost three decades, you have been
performing as CEO of Titoni. How has the
business world changed in your view, and
what are the differences in the challenges?
The competition in almost all our markets

has substantially increased during the

last three decades. Healthy competition is
an important element of the free market
economy and it stimulates all participants
to better performance, cost efficiency and
greater innovation. All this is to the benefit
of the consumers. However, some of the
bigger groups have become very powerful
in recent years and are consequently
making extensive use of their strength. Just
like world politics with bigger and smaller
countries, the coexistence of larger and
smaller market players must be guaranteed.
Thisisto the benefit of all.

[IWhat is different about doing

business with China and the Chinese

compared to other parts of the world?

Business is not purely an exchange of goods
and money. Business is based on human
relationships. The closer such a business
relationship is and the longer it lasts, the
better is the basis of the success. In my
personal experience, long-term business
relations based on trust are much more
important in China and with the Chinese
thanin other parts of the world. It takes along
time to build them up but, once established,

such contacts willbecome real assets.

[:1 What is your marketing strategy in the
China watch market?

The competition among dozens of watch

brands will intensify in the future,

and it is therefore very important

that the well-established brands

have their own clear marketing

strategy and a characteristic

branding. Our world is full of trends,

but as a watch-brand, one should not be

guided or misguided by each and every



fashion trend. For us, classical, authentic
and honest values are the core of our
marketing strategy. They might sometimes
seem to be outdated in our fast-moving life,
but at the end of the day they count in each

and every person’s life and mind.

[31 In your opinion, what are the opportun-
ities and challenges in the China watch
market in 2010?

China is and will also be in the future an
important market for the national and
foreign watch industry. The domestic
demand for consumer goods will further
rise,and the consumers areready to pay the
price for it, as long as they are convinced
about the “value-for-money”. Doing
business in China is a big chance, but it also
come with a baggage of responsibilities for
international companies, not only towards
the clients, but towards the Chinese society

in general. Those who do not respect those

Technology

[ )
Product design &
Engineering

. .
Sourcing

‘rules of the game” will never establish
themselves in this market for a long time.
You might achieve some short-term success
due to the characteristics of the Chinese
growth-market, but you will never gain
respect and long-term confidence, not to

speak of winning the hearts of the Chinese.

[ What is your motivation to be one of the
main sponsors of the Swiss Cities Pavilion
and what are your expectations?

The EXPO 2010 will be the biggest world
exhibition ever held in history. Over 70
million visitors are expected to attend this
fair and over 90% will be Chinese. As a
Swiss watch manufacturer who has been
present in China for over 50 years, it is a
‘must” to be involved in this Exhibition
and we immediately took the initiative
to become a partner. High-quality urban
life cannot be separated from sustainable

and responsible management. I sincerely

Your Suceess

[
Mold Manufacturing
(Plastic & Metal Parts)

[
Products Inspections

hope our participation will be able to raise

thisawareness.

[:1 Beside your engagement for the Expo
2010 in Shanghai, what other major events
do you have in mind for this year in the
Chinese market?

Firstly, we intend to launch an artist’s
watch in a small limited series. Secondly,
we intend to slightly expand our network
of boutiques. At least one of our new shops
will be in a very prominent location. We
will have our first flagship store in China
in 2010.

Daniel M. Schluep:

Daniel M. Schluep took over the running of the
company in1981. Like his father and grandfather
before him, his name is synonymous with the high
quality and the traditional Swiss watchmaking
craft of Titoni. The current CEO of Titoni. graduated
in economics from the University of Bern,
subsequently going on to study at the Sorbonnein
Paris, the University of Michigan, USA and Sophia
University in Tokyo, Japan.
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Intense City Partnership

Basel and Shanghai are at the same eye level, says Sabine Horvath
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About Sabine Horvath:

Sabine Horvath (42), is Head of External
Affairs and Marketing of the Canton of Basel-
Stadt and responsible for the international
external relations of the Canton of Basel-Stadt,
in particular the city partnership between
Basel-Shanghai as well as the Sister State
Agreement between Basel and the US state of
Massachusetts.



h
peclal

PO 2010

he relationship between Basel and Shanghai is only just
Tunder three years young. The activities and projects,
however, point to an intense city partnership and a number of
projects in the fields of life sciences, economy, culture, sciences

and education have already been realised.

The Department of Presidential Affairs of the Canton of Basel-
Stadt is in charge of developing the partnership between Basel and
Shanghai as well as the presentation of Basel at the World Expo. More
precisely, the projects are the responsibility of the External Affairs

and Marketing Department, which is headed by Sabine Horvath.

[ Sabine Horvath, Basel and Shanghai have been partner cities
since November 2007. How would you describe the cooperation

between Basel and Shanghai up to now?

Sabine Horvath: The relationship is intensively fostered and
further developed by both cities. Despite striking differences in
size and population, Basel and Shanghai are at the same eye level.
We are focussing our cooperation on areas of interest for both

locations that allow for a mutual strengthening.

[ How can this municipal partnership be promoted from a

The city partnership is tangible
and canbe experienced by the
broad population.Its potential will
notbe exhausted for alongtime...

Sabine Horvath

distance? Aren’t the distance and time difference a hindrance

for collaboration?

Sabine Horvath: We have learned to organise ourselves.
Furthermore, we are pleased to be able to count on many persons
and institutions in Shanghai that support us with words and deeds
to further develop our city partnership. From a Swiss standpoint,
thisincludesin particular the Swiss Consulate General William Frei
and his co-workers at the Consulate General, as well as Swissnex,

SwissCham, the Swiss Club Shanghai and many others.

[ And which other contact persons do you have in your partner

city Shanghai?

Sabine Horvath: As I mentioned earlier, Basel and Shanghai are at the



same eye level. A good example of this its political representatives:
there have been regular meetings on the highest political level since
2006. Mayor Zheng HAN visited Basel a year ago; this May, the Basel
President of the Executive Council, Guy Morin, travelled to Shanghai
for another meeting. Moreover, there were many constructive talks
between the Basel health minister Carlo Conti and the Vice Mayor
Dengjie TANG and Xioming SHEN. With regard to my own level, [
have excellent contact persons at the Shanghai Municipal Foreign
Affairs Office. In addition, we have contacts with the Xuhui and
JingAn districts and to various universities. Thanks to these excellent

networks, the geographic distance and time change are no problem.

[ The World Expo presentation is a flagship project in terms of

city partnerships. What comes after the World Expo?

Sabine Horvath: The cooperation potential will not be exhausted
for a long time. Following our major exhibition in Shanghai, we will
also favour projects in the coming months that are perceptible in
Basel and Switzerland. Such projects should contribute to the fact
that the city partnership between Basel and Shanghai is tangible

and can be experienced by the broad population.

Further information: www.basel.ch
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ithin the framework of the Stimulus Package III of the

Swiss Confederation export promotion platforms

in the fields of Cleantech, Medical Technology,
Architecture/Engineering/De-sign are to be established. The main
activities of the Swiss Cleantech platform are to promote the Swiss
Cleantech industry by facilitating their market entry and business
development in key international economies - especially China. The
goalisto considerably increase international business opportunities
for Swiss Cleantech SMEs. The operational start of this platform is
envisaged for summer 2010. Before the summer launch exploration
activities include a Swiss Pavilion at IFAT Shanghai and workshops

with interested companies.

Osec, Switzerland's trade promotion organisation, is developing,
among others, an export platform for the Swiss Cleantech sector
with backing from the national government. The plans envisage
a lean organisation, branded Cleantech Switzerland. The Mission
Statement: Cleantech Switzerland will support Swiss Cleantech
businessesin securing a foothold and developing their market in key
strategic international locations. The focus will be on the targeted
establishment of relationships with project sponsors, investors,
government departments, local and international businesses with
the stated aim of generating orders for small and mid-sized Swiss

Cleantech companies.

Bring Together Stakeholders
Osec will bring together a range of stakeholders to maximise
opportunities, including: the Swiss Business Hubs in the Swiss

Embassies, Cleantech trade associations and business groupings,

Cleantech - A Definition

Cleantech encompasses technologies,
processes, goods and services designed to
reduce our impact on the environment and to
enable the sustainable use of natural resources
and systems. Cleantech can be applied to all
sectors of commerce and industry and through
the entire value chain.

Cleantech consists of the following strategies:
sustainable resource management,
preservation of resources and emissions
reduction, renewable energy and materials,
efficient energy systems and energy
applications, sustainable mobility.

Further infomation:
www.cleantech-switzerland.com

relevant government departments, multinational corporations,
SMEs, international consultants and bilateral Chambers of
Commerce. Osec and the national government will provide pump-
priming funding for the export platform Cleantech Switzerland, with

ownership transferring to the private sector in a few years.

In order to avoid the duplication of effort and competition with
existing trade bodies, the export platform is structured as a federation
of associations bringing together the various sectoral agencies.
The members of the federation are Cleantech trade bodies and
associations, whilst the respective companies which belong to those
trade bodies and associations will be the beneficiaries of the services
offered via the platform. Key components in developing the market
willbeaweb portal with a database of relevant organisations, business
scouts as opportunity-spotters and Swiss Senior Industry Advisors
who will identify potential openings, screen these very selectively

and then brief Swiss Cleantech businesses on their findings.

Cleantech Potential in Switzerland
Recognised as a leading international location for innovation

in highly specialised products and knowledge-based services,
Switzerland is an excellent platform for the development and
marketing of Cleantech products and services in the global
marketplace. However, Switzerland will never become a mere
conveyor belt of mass-produced Cleantech applications. By contrast,
Switzerland will retain the celebrated and characteristic diversity of
itsbusiness structure which embraces start-up and spin-off ventures

as well asmultinational corporations.

Switzerland benefits from its image as a country long committed
to environmental protection and which values its natural heritage.
Significantly, care for the environment has become part of everyday
life because the necessary processes and regulations have been

recognised and implemented rigorously. The demanding norms to
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be met by products in the domestic market in Switzerland ensure
that these have an excellent chance of securing entry into export
markets and of passing any local scrutiny. The exacting standards
encountered in the domestic marketplace in Switzerland are a key
driver in forcing Swiss businesses to achieve the highest levels of
technical performance. Currently, around 160,000 employees in
Switzerland - that's around 4.5% of the entire workforce - work in the
Cleantech-sector. Gross Value Added is estimated to be around US

$17-19 billion which equates to 3.5% of the Gross Domestic Product.

Cleantech Potential Globally
The global market for Cleantech applications in 2020 is predicted

to total US $ 3,250 billion. That equates to between 5.5% and 6% of

all global output. At present, the figure is 3.2%. Renewable energy

and materials efficiency are the segments with the greatest market
dynamics at present, whilst the largest market is energy efficiency,
with total sales of EUR 950 billion (US $ 1,330 billion). More than 20
economic stimulus packages were launched in the period to Spring
2009, representing investment of nearly US $ 3.2 trillion. Almost
US $ 490 billion, around 16% of the funds, were directed towards

stabilising or reducing greenhouse gas emissions.

The potential in specific markets
Study of market analyses hasled Osec to identify China, India, the Gulf

States, North America and a number of individual countries including

Great Britain, Poland as strategic markets with sizeable potential.

In the coming 3 years, the Chinese government has pledged around
US $140 billion of development support for the Cleantech sector.
Environmental protection is a key strategic element in the eleventh
5 Year Plan. Greenhouse gas emission per GDP unit shall be reduced
by 40-45 percent until 2020 compared to the level of 2005.

The Chinese market is very important for Swiss Cleantech
businesses due to its strong growth, not least because China faces
considerable challenges regarding the environment, society and
the economy. Furthermore, state investment programmes are
creating demand for Cleantech solutions. Cleantech, under the
motto better city - better life, will be at the core of the World Expo
Shanghai 2010.

Range of Activities of the Export Platform
“Cleantech Switzerland”

The export platform will pursue 5 strategic aims.

1. Provision of high-quality information on target markets.
The platform will give Swiss Cleantech businesses access to relevant
information on each of the platform’s target markets. As a result,
businesses will be able to easily recognise whether international
markets are worth investigation and in which locations, what they
need to do to secure a foothold and develop their market.

2. Positioning of Switzerland as a Cleantech Country via
appropriate advertising and PR. The purpose is to raise the
awareness of key target groups in priority markets about Switzerland
as a Cleantech country and holistic system. Innovative Swiss
Cleantech solutions will be highlighted; impactful Success Stories will
beakey feature here. Clearly defined target stakeholder groups willbe
systematically updated and informed so that they come to appreciate
Switzerland not just as a tourist destination or for its banks, but also as
anunrivalled Cleantech country and case study of good practice.
3.Services in Switzerland and abroad. Services available will
encompass trade fair visits and exhibitions, foreign language
support, and also extend to assistance with acquisitions and
business partnering. Swiss Cleantech businesses will be able to
tailor a package of support to their needs and adapt this as their
involvementin the target market increases.

4. Identification of investment opportunities. Business scouts
in the international markets will gather intelligence on planned
government investment and projects and will look for foreign
businesses. Swiss Senior Industry Advisors will then pass details
of the selected projects, via the internet platform, to relevant Swiss
companies. As aresult, Swiss Cleantech businesses will be able
to engage with projects and business partners which have been
through a thorough screening process.

5.0ngoing support onmarket entry, with market development
and for specific projects. Where required, Swiss Cleantech
businesses will be able to call on support via the platform at all stages
of their involvement in an export market, including market entry,
market development, bidding for a specific project. If the export
platform is not able to help directly, it will refer users to appropriate
sources of expertise. Swiss Cleantech businesses will also be able
to call on the in-country scouts and Senior Industry Advisors to

complement their own acquisition teams, if necessary.

The export platform Cleantech Switzerland is currently under
development and will commence operations until the end of Q2 2010.
During the first half of the year, a number of individual rapid response
activities have taken place and more are scheduled. This includes a joint
stand for SMEs at Cleantech trade exhibitions in Vancouver and Shanghai,
a fact finding mission to India and awareness raising and information-

sharing events held with arange of trade bodies and interest groups.
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“Perfect Match with Chinese Cuisine”
A chat with Gabriela Manser, CEO of Mineralquelle

Mineralquelle Gontenbad may notbe a
familiar name yet. However, the history of the
water and its innovative creations have made
its products a popular household drink in
Switzerland. The mineral water of Gontenbad
famous for its natural and healthy effects and
served as a spa since the 16th century. The first
bottle of mineral water was filled in 1930. Since
then, this independent family company has
created various products based on its famous
mineral water. Its most popular alpine flower-
flavored drinks, flauder and himml, launched
in Chinajust recently.

www.mineralquelle.ch

Gontenbad

Gabriela Manser what is your recipe

for success?

Unfortunately, I do not have any ready-
made answers for you. I believe that
many different factors at play eventually
lead to success. It takes therightidea at
theright time as well as an up-to-date
implementation. Basically,Iam convinced
thatit takes a lot of work and readiness for
luck tobe able to find us! And itis my luck
that Ialways perceive the glass as half full.

What's your greatest business challenge?
Tomake our modest size work: We

are one of the smallest mineral water
producers in Switzerland, a typical
small-and-mediume-sized enterprise. We
have to be profitable. On the one hand,

our name stands for values such as fair
labor conditions, perfect quality and

the duty to create valuable jobs in our
region. On the other hand, we sell quality
consumer goods at a decent price.

What elicits your enthusiasm?

Asan entrepreneur, I appreciate the
possibility to create andrealize an idea
all the way down toits introduction into
the market. In the process, my creativity
and business sense would be integrated
into the team work. This gives my

work joy and meaning -and that's also
where my enthusiasm comes from!

Do you think that Chinese people
would also like Goba beverages?
That's whatIbelievel There are
already many Chinese who enjoy our
beverages! Flauder goes perfectly
well with Chinese cuisinel!
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Haibao - The Treasure of Shanghai

A mascot is somewhat similar to a spokesman, says Wu Yoken
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Interview Fabian Gull

[ Wu Yoken, you are the father of the official Expo mascot Haibao.
Isitasheorahe?

Haibaoisinfactahe.

[1 Why is itblue?

The color “blue” symbolizes the vastness of the seas, the rapidly
growing culture, as well as the technology within cities and the
economy. It integrates the capacity and imagination, which defines

theimage of Shanghai.

[:1 What does it represent?

An old saying: “The Ocean is so big because it holds the water from
a thousands of rivers.” The Chinese character ©° X " means big.
Calligraphically, it 1ooks like a person who opens his arms to welcome
friends from all over the world. So, Haibao was born with the aim of

portraying a Chinese cultural significance.

[ Where does the name Haibao come from? Does it have a specific
meaning?

Haibao means ‘the treasure of Shanghai and treasure of sea”, so it
represents Shanghai. It may also be interpreted as “the treasure of

the world”

[ Did you design other mascots before?
Yes I have, several of them in fact. Here is a list of some

previous designs:

- Tree Frog-Peace: Taipei Deaflympics mascot
-Blood Baby: Designed in the form of a blood drop to represent the

Shanghai Blood Donation Center

Background

Wu Yoken was born in
March 1966 in Changhua,
Taiwan. He is currently
working for the design
company Mediastar,
whichis based in
Shanghai. He is not

only the designer of the
Shanghai Expo 2010
Mascot “Haibao”, but has
also conceived numerous
other Mascots including
“Tree Frog-Peace” (Taipei
Deaflympics) and “Blood
Baby” (Shanghai Blood
Donation Center” among
others. “What | like to

do, is to do what | like” is
one of Mr. Wu’s various
mantras.

- Brontosaurus: The mascot of the English Taiwan N. Area
Special Olympics

- Healthy Tooth: Symbol for the Shanghai Odontopathy dispensary
inthe Jing An District

[:1 What s your preferred mascot other than Haibao?

Dambo, the mascot of the Taiwan Aurora Group.

[:1 Whatreactions did you get for Haibao?

Haibao is very popular among the people. Everyone seems to
like him a lot. Also,Ithink that a mascot is somewhat similar to a
spokesman. Since I am the designer of Haibao, one could say that I
am the invisible spokesman. This has generated a lot of popularity

for me as well, which is somethingIenjoy.

[1 Some of the funniest descriptions you
have heard?
The interpretations that Haibao resembles a

condomreally made melaugh.

[1 How many merchandising products do exist?
I heard that the number of merchandising products
iswell over a thousand, but I have not participated in creating

these,solcan't tell you precisely.

[1 How many mascots did Haibao outdo in the
evaluation process?

More than 26'000 other potential mascots!

[:] What happens to Haibao after the Expo?
He will continue to be a symbol of Shanghai and in the

future, he hopefully will endorse tourism.
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Zurich - a Unique Mixture

As a ‘metropolis of experiences” by the water, with a magnificent
view of the snow-capped Alps on the horizon, Zurich Downtown
Switzerland offers a unique mixture of attractions - over 50
museums and more than 100 art galleries, shopping paradise with
international brands, traditional businesses and urban Zurich
labels, and the most flamboyant and lively nightlife in Switzerland.
Recreational activities range from a visit to the riverside and lakeside
bathing areas in the very heart of the city, to a spectacular hike on

the Uetliberg mountain.

A Wealth of Art in More than 50 Museums and Over 100 Art Galleries
A typical feature of Zurich is its high concentration of over 100 art
galleries. In addition to renowned art galleries, the world-famous
auction houses, Christie's and Sotheby's, have branches in Zurich,
which is considered to be one of the world's major art trade centers.

The city alone is home to over 50 museums, some 14 of which are
devoted to art. The museum of fine arts, the Kunsthaus Zurich,
boasts a significant collection of paintings, sculptures, photographs
and videos. Another highlight is the Rietberg Museum, one of the
leading centers of non-European art in the world. The Swiss National
Museum-—housed in an over 100 year old building reminiscent
of a fairytale castle—contains the country's most comprehensive

collection of exhibits relating to Swiss cultural history.

Shopping - Unlimited Pleasure

Every quarter of the town has it own individuality in shopping
terms. The world famous Bahnhofstrasse in Zurich has made a
major contribution to Zurich's reputation as a shopping paradise. It is
the first port of call for lovers of luxury. In Zurich's Old Town on the

banks of the Limmat, trend and tradition meet. And for the fashion-

conscious, a visit is recommended to the Zurich-West & Aussersihl

former industrial quarters.

Creative Cuisine

On Zurich's dining scene, creative ideas are implemented swiftly
and effectively. The entire world of cuisine is at home here. Every
quarter has its own culinary highlights, be it the wine selection at the
Altstadtkeller, the traditional veal specialty "Zurcher Geschnetzeltes' in
one of the city'stime-honored guild houses, trendy cuisine tucked away
within former factory walls, experiential dining high above the rooftops

of Zurich, or gourmet menus surrounded by greenery.

Spectacular Stage Performances

Zurich offers a rich variety of cultural venues and events. The
Opera House, one of the leading such establishments in Europe,
enjoys international acclaim for both its opera and ballet
productions. The Tonhalle concert hall boasts some of the best
acoustics in the world. In a sophisticated blend of old and new, the
historical shipbuilding halls in the trendy Zurich-West district have

given way to a cultural center.

Nature on the Doorstep

In Zurich, you can get to the woods within just 10 minutes fromany point
in the city. Barbecue areas, educational trails and hiking paths delight
natureloversby guiding them past lakes and rivers, through woods and
meadows, up hill and down dale. Lake Zlrich, which extends right into
the city itself, invites visitors to enjoy boat trips lasting between one and
seven hours. Depending on the route, the boats cruise leisurely past

romantic villages as far as the charming harbor town of Rapperswil.

Further information: www.zuerich.com



Zurich - Capital of Quality

A global city with an unbeatable quality of life

Zurich is a city both exciting and open to different cultures, offering
locals and visitors alike a unique quality of life while providing
excellent conditions for companies and businesses. As the largest city
in Switzerland, Zurich is the economic engine behind Switzerland's

prosperity and an excellent gateway to the European market.

Zurich lies at the very heart of Europe, but the fact that you can get
to other Swiss and indeed global destinations quickly is not merely
thanks to Zurich's central location - the city also has one of the best
public transport networks in the world. Zlirich central station is one
of Europe's main railway intersections, with over 1,900 connections
every day. Intercity trains leave every half-hour to various hubs in
Switzerland and Europe, and the city is only a matter of hours by
train from Paris, Milan, Munich and Hamburg. Air journey times to
these destinations are around 11/2 hour. Zurich-Kloten international
airport is a mere 10 minutes away from the city centre. The home of
the “Swiss” airline company is an important hub, used by 20 million

passengersayear.

Zurich is an international city. It is a fact that more migrants live in
the City of Zurich than the European average, which is a decisive
factor in making it an open, tolerant and multicultural city. People
from all around the world make a real contribution to Zurich's urban

dynamic, economic success and toits everyday socio-cultural life.

Economic Powerhouse at the Heart of Europe
The city is able to attract business and employees from around the

world thanks to its high quality of life and its attractive educational

and employment opportunities. 330,000 people have found work

here, notably 90% of them in the service sector.

Zurich's most important economic branch is the financial sector.
Swiss banks manage about a third of the world's cross-border
invested assets, and over a third of Swiss banks have their registered
offices in Zurich's economic area. The city is also the third largest
insurance market in the world, and this enormous financial sector
strengthis of fundamental importance for Zuirich. Around 40% of the
city's economic potential comes from its financial sector, with the
banks being significant employers and generating work for service

companies.

Biotechnology and life sciences are currently enriching the medical
tech sector in the region of Zuirich. The combination of old and new
know-how is creating excellent results in the life sciences sector,
while niche markets such as the automotive supplier industry and
aerospace as well as the rapidly expanding creative economy are

enjoying similar success.

The creative sector today is an important economic factor, with
a turnover of around nine billion Swiss francs per year, and it has
made Zurich into a city of trends. The sector employs some 25,000
persons, with roughly two thirds of them working in the software
and games industry and in the architecture, design and press
segments. A creative belt stretches from the lake along the river

Limmat to Ztirich West, where the city pulses with vibrant life.

A Garden with a Pool
A quarter of the city area is wooded and a tenth is agricultural land, so

it should not be a surprise if you happen to come across a cow in the
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suburbs, as there are no fewer than 700 of them within the municipal
area. However, those wholive in Zurich donot just rate the green tracts
highly, they use them as well - in good weather, many locals can be

found enjoying the sun, playing and bathing in the many lake facilities.

Zurich is a city surrounded by water. 1,200 fountains, all filled with
drinking water, have given the city one of the highest densities
of drinking-water fountains, while Zurich also has the highest
concentration of bathing facilities of all the cities in the world. A
total of 42 public swimming baths are available for cooling off and
swimming in clean water. Where else in the world can you jump
into ariver right in front of the government buildings or behind your
office? In summer, many bank employees, students and families
enjoy a swim in the lake or in the River Limmat at lunchtime, and
incidentally, the public swimming baths are often used for concerts,
cinema or readings, while film screenings at the lake are a part of the

city'sregular summer program.

Hub of Knowledge and Research

Newsweek magazine consolidated the most important ratings for
further education institutions around the world into one single
rankingslist,and the Swiss Federal Technical Institute (ETH) of Zuirich,
where no fewer than 21 Nobel Prize winners have already taught,
gained a higher classification than all the other colleges in Continental

Europe. The University of Zurich isalso very high on thelist.

This superlative rating for Zurich as a knowledge and research
centre is by no means a chance occurrence. Switzerland has hardly
any natural resources - a mass-production industry could not be
sustained here - so the Swiss had to come up with something to
compete on the world market. They opted for niche products with
intensive added value, which quickly created a research-friendly
environment. Switzerland is today one of the countries with the
highest gross domestic product (GDP) percentage in research and

development and has the most patents per head of population.

Top research is not carried out solely at the ETH, the university and
the technical colleges - the entire economic area is like a gradually
developed, densely networked science park. In addition to public
institutions, private research centres such as the IBM Ruischlikon
Research Laboratory which has won several Nobel Prizes, the
Google European Research Centre and the Microsoft Development
Centre have also established themselves in Zurich. The transfer of
technology is well established - the economy and research work
closely together, while innumerable high-tech organizations provide

additional impetus for the innovation process.

Further information: www.stadt-zuerich.ch/economy

Top Tourist Attractions
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Zirich’s swimming culture Zirich’s river and lake swimming
facilities have developed into recreational oases, where people
do more than just splash around and a number of these facilities
turn into bars, stages and cinemas after dusk.

Uetliberg At 871 meters above sea level, Uetliberg towers over
the roofs of Zirich and affords an impressive panoramic view of
the city, the lake and the Alps.

Grossmiuinster The characteristic double towers of the
Grossmunster represent Zirich’s focal landmark.

Bahnhofstrasse The famous Bahnhofstrasse - one of the most
beautiful shopping areas in Europe - is a must: elegant fashion
stores, department stores, boutiques with top quality products
(shoes, furs, accessories, porcelain, jewelry and watches), banks
and pastry shops.

Zurich Opera House The Ziirich Opera House is considered
one of the best venues in the world for opera: in more than 270
performances per season, international stars such as Anna
Netrebko, Cecilia Bartoli or Jonas Kaufmann and many others
can be experienced live.

Writer by Ddei, Photo by DEE
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Basel’s Blue Lifeline

A Basel water management case study

M T 1A 2010 F BB E S MU ARRTRK
7@%%%@%%¢ﬁﬁ,ﬁﬁﬁﬁﬂ%
ERR—RETH ERENRTRESR
el EBERNRBADWEEFRTIEER
B & —RBEDY, BB L THKFRNA
MERSEMEET A UE KETEMA
EERTHERRS., HTEHFBFLEKS
AR, EERRATHERETEE. k.
ARERURXNENE—RIIBRESE
RH—GUTR, FRTFANREHEE
ERRE. KR, Bz, TIEMEERNIS,

ST MR R BT A9 K)IR AL
RELNER, &KL ELBIIERMNEFE
BERE, XETAMXEFICHNZEE, £
22000 ZFEREERKNEERE, &
EHEESERSRETIENERE L1
ZHHRTTRIERERETKARE, X

AMRRIETBERMIVAAK, EETFEH
EURED. EYYMESERARSL,

BRI EES K

BE, EXETRHEAFABE TR
ST EENEEES, 20 tHLhH, £
SEEK. WREEDF T EK AR
REBIRT EBRTMKR, A7 BRX—a
A, HLEBETEBKERRPES, FF
1957 FIER K. HHH, FIAREMNSK
EHRRIHSE ERNTRALIE #IT0E,
ZF TS S, EEHTKNREFE TR
RERE, YHHAREETIW>L. B
Akt B 7 Tk KA IB R e g 9 4%
BWEETORPEL TEENTR, o,
CNEXAT LS5 R4E~EE, FnA
TERRNTBEERRSMX L.

mS, EHETEEEMR2000 ZHER
RAKMEERR, AEEBAERE, B
ERERUEBIANAKAREERSGR
HHOFTEMKE BFKRTPEEZE,
BRITMNEERAKELENK, R,
RXETERERRENDT, 2ANKREK
XHFMEBEHNGE, XERKZEE, #E
BB MBENEYE.,

FES B

A, TN THTOFRHEERKR,
KFEFREEERI D —FEE RO, K
BRI EEEAERR. ABBYRAR
BT RAZER B EREES ERBRR
—[E, EXFERT, BiF] FXHLE.
Wt ZE. EEMETEAEAE T ERA
QFLZTTEERDIL. AXEEERIKE



REERGHEAS .

BEGSE RPXHEITERZERS
(ICPR) #ER—RMINASEH. ZEREMEH
EMRIRER XS, RIEXBE AR I 5000
FER® 40% BERIKAKEZE, AFICPR
BItE, REDTHAE NS LMY KR
B, 92% HBEKEHR A R ET AR,
HA R EEER T BiRZE RS 500 2K T.

IhFagk bR

EZRT A ERE/RAKATTIEER
WEM—TZH., EXM 80 BEXEMNAERD
ERERLBTORSE, ATEERTIEED
RUBKNENREER ZRGSENR
MESRFK, R AEREDS RS LHS
M, Mo, RKEDTKES D RENT R MR
HR, BETEOEWRULE, XEKSK
HMABTHRE KL, E#—FREERIS
BENIRAK,

MRFAERFINENEA, BEERE
FEMAANBER, EAOZETHHERHT
ShRIEFHZRIE, MR RERERET
WEERBRAE (BREHRNED) B3,
HFMRRATERERAME N EATE
A iXR—M+ DI RAZBTR.

AHrERSE

KZ3RIE, KET T AEY MY
EMFErETER ANEERNERGEM
EZXWTEAEER, ERXREN
AT, IEAMERTEREZNKRZA.
HEFZRABEEROFEERTHT .
AMMEXESS. SHT-EEX. 1BH.
BHE., 5 AEXRETFKER—MRIFH
HRES, HIREXRNESE, BXET
kKRR RFHNER. RENXESE
WBZEETHEXR, IEETKIUER T,
TR R KA RE,

Top Tourist Attractions

BEZE/R—h K= 2o
Basel-The Art of Culture

BRI EMIE

EREREZAMNKRE, Mt
AEZHNNEESSEY
18 (Fondation Beyeler) Z|
5 1& F & R 18 (Tinguely
Museum), MBEZERER
18 (Kunstmuseum Basel) .
ZRARHEHIE (Schaulager)
2 ¥ IE (Dolls
House Museum) , R & g

HEACERMEL.

KEE, ERE

B RIE 5 & P9 7 52
FHATHEZEL, e,
ARERGNERMRIE, =
HERZCERRETNERY
iE. MARBEEEMTRE
A LA LR A
HHRSRERE, REBZ
BHREGPEHN=EARH
A FALSRFHROES.

BREHR
MEMREZANRER, B4
EBEREZROEBEERL,
TEX BB HREIERMEZE
TS HF R - K (Mario
Botta), X =X 3% - & ¥
(Frank Gehry). 14 - &
T #% (Renzo Piano) F9 1,
IX % BB 2R AN B B B /R
1% - 8 - BH (Herzog&
deMeuron) HIES.

TR IR
EEERNALEHRER
28 AR IRMER ., 2009 £F 4
A28, —EHEHRRE
BRERXRABATF LT
BRX LM gE A
B, X EERR 2 B IR E
SBIKPEET LRI,

EE/RIEH

EERAH RN RFR
TE. NRRFENLHRZ
—. ERMEHILFRER
BERXHERFTIFH IS
e RS AREFNE
BYLEATY, BA—iEX
AT AN BT =L

Basel Museums It is almost incredible how much art you can enjoy in
Basel. From the world-famous Fondation Beyeler to the Tinguely Museum,
the Kunstmuseum Basel and the Schaulager to the Doll’'s House Museum,
there is something to interest each and every visitor.

The Cathedral and Pfalz The history of Basel as an urban settlement began
on Cathedral Hill. With its red sandstone, coloured tiles and narrow twin
towers, the Miinster is a key landmark of the city. And the terrace high
above the Rhine behind the Cathedral provides a stunning view across the
Old Town, far into the tri-border area and as far as the Vosges Mountains

and the Black Forest.

Modern Architecture If you are interested in modern architecture, then
Basel is the right place for you. You will find many buildings by world-
famous architects such as Mario Botta, Frank Gehry and Renzo Piano, as
well as projects by the renowned Basel architects, Herzog & de Meuron.

Basilisk Fountains There are 28 basilisk fountains in public places
throughout Basel which are very typical for the city. On April 22,2009,
an original basilisk fountain was installed in the refurbished Butterfly Bay
Park in Shanghai's Jing'An District. The fountain was a present from Basel

to the partner-city Shanghai.

Basel’s Old Town The Old Town of Basel is one of the best-preserved and
most beautiful of its kind in Europe. In hardly any other city do buildings
from the 15th century and those by modern, internationally renowned
architects complement each other to form an urban landscape that is both

intriguing and harmonious.
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o show visitors of the World Expo 2010 Shanghai different
Taspects of water management, each city displays exemplary
best practice casesin the Pavilion, focusing on particular core themes.
Basel's case study focuses on the Rhine River - Basel's lifeline and

showcase for sustainable management of multiple water utilization.

Today the Rhine is central to the city of Basel's identity. The city is
making great efforts to develop the area of the Rhine by adopting
an integrated approach that takes into account a wide range of uses,
from shipping to swimming in the river through to restaurants and
cultural activities on its banks. The Rhine is both a transport route

and a place for entertainment, recreation, sport, work and living.

As the Rhine flows from the alpine glaciers into the North Sea, it
passes through five different countries and covers a distance greater
than that between Shanghai and Beijing. The river, a busy shipping
route, is also the main source of drinking water for more than 20
million people. Close cross-border cooperation has meant that
the countries bordering the Rhine have been able to considerably
improve the quality of the water since the middle of the last century.
This not only ensures that people and industry are provided with
clean water, but has also enabled numerous species of flora and

fauna to decolonize their original habitat.

The Rhine Then and Now

Swimming in the Rhine has not always been a safe and clean
pastime. In the middle of the twentieth century, levels of pollution
in the river from domestic waste water, highly toxic waste and
industrial effluents sadly reached an all-time high. This led to the
passing of the first Water Protection Act in Switzerland, which came
into force in 1957. Step-by-step, all households were connected
to a waste water treatment plant, which meant water quality has
improved considerably over the years. The region'slargest employer,
the pharmaceutical and chemical industry, has also contributed to
this success by investing heavily in industrial waste water treatment
to protect the Rhine from contamination. The industry has also put
an end to some of the more polluting processes and intensified work

intheareas of research, development and administration.

The Rhine River is now the main source of drinking water for more
than 20 million people in Basel. Even in the event of a disaster, the
population of Basel can count on an adequate supply of water with a
seamless emergency system for water management. The citizens of
Basel know they can rely on the quality of their drinking water - it is
so clean that they can drink it straight from the tap. Furthermore, the
River is also a favoured residential area, a place for entertainment,

culture and sports, transportation route and a biosphere for flora



and fauna, benefits the population, the natural environment and the
economy of the whole region equalling to the investments in the

sustainable water management during the past 30 years.

Cross-border Challenges

Meanwhile, for the Swiss border city of Basel, water management is
a cross-border challenge. Such river pollution does not stop at the
border and can only be solved through international cooperation
between all the countries involved. In this case, international
institutions and agreements were set up with Austria, Liechtenstein,
Switzerland, France, Germany and the Netherlands to establish joint

efforts for Basel's water management system.

As far back as 1963 the International Commission for the Protection of
the Rhine (ICPR) was founded for this purpose and became a success
story. Its aim is to coordinate environmental protection efforts and
so secure the drinking water supply of forty percent of the 50 million
people living in the region surrounding the Rhine. Thanks to the ICPR,
toxic and polluting freight has declined dramatically. Ninety-two per
cent of all waste water undergoes treatment before flowing back into the

river. This success story costs the public purse 50 billion euros.

Unique Water Treatment Process

The city of Basel is unique in Europe for the method it uses to
provide drinking water for its citizens. It uses a filtering system with
an 80-centimetre-thick layer of quartz sand filters that suspends
sediments. To allow the natural filter to fulfil its function for as long
as possible, the system is regularly back-flushed with air and water,
washing away any trapped impurities in the fine quartz sand.
Also, water from the Rhine is diverted to a riverside forest where it
is purified biologically in the soil before being pumped to the city

reservoirs for high quality drinking water.

Basel just wouldn't be Basel without the four Rhine ferries, an attraction
both for the local population and for tourists. The ferries move by means
of a pulley block which runs along a steel rope tied across the Rhine
(pulley-operated ferry). Since the ferries are propelled forward by the

river current alone, they are an extremely ecological form of transport.

A Worthwhile Investment

Not only have the populations of flora and fauna increased in the rivers,
but the people of Basel also benefit from the river meadows close to the
city. On sunny days, the banks the Rhine river are a popular destination
not only for the city dwellers, but also for visitors from nearby countries.
Peoplestroll, play with their children, or enjoy a picnic. Also,swimmingin
the Rhineisa great social event. On hot summer days the Rhineisa great
place to cool down. Hundreds of swimmers love to drift along with the
river’s current each year. Many of them put their clothes in a waterproof

swimbag. Thebordersin Basel flow both literally and metaphorically.

Top Tourist Attractions
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The United Nations Office at Geneva The United Nations Office at Geneva (UNOG)
is the representative office of the United Nations in Geneva. With more than 1,600
staff, it is the biggest United Nations duty station outside of the headquarters in
New York and provides critical support to the Organization’s efforts.

Halles de I'ile - Geneva City Center The Halles de I'ile is located in the very
heart of Geneva. It is a symbol of Geneva’s rich cultural and business life. As
such itis a smallisland surrounded by the lake, at the very beginning of the
Rhone River. On the island and in its immediate surroundings you will find
art galleries, theaters, trendy restaurants and bars, a number of prestigious
banks, luxury watchmaking houses and more.

Geneva Countryside The city of Geneva is surrounded by a great landscape:
lake, mountains and... beautiful wine yards. The picturesque towns, forests,
streams, vineyards, hills and fields are an invitation to enjoy peaceful hours in
lush and romantic greenery.

The Bains des Paquis The “Bains des Paquis” is a beautiful public beach clubin
the very center of Geneva. Created in 1872, it became a public beach club in 1890.
Completely rebuiltin 1930, it is today a living monument to the architectural
style of the 30’s. From this unique place, visitors can may admire the Jet d'eau
and the surrounding lake, swim or have a drink and a meal at any time of the day.

The Jet d’eau - Geneva Water Fountain A landmark of Geneva which became a
major tourist attraction. In 1951 it was provided with an autonomous pumping
station, propelling 500 liters of water per second to a height of 140 meters at
a speed of 200 km per hour (124 miles/h). Eight 9,000-watt projectors light
the fountain’s majestic column in the evening as it soars skywards.
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DRAGON EXPRESS

CONSOLIDATED AIRFREIGHT
FROM GREATER CHINA TO SWITZERLAND

More information: Hermann Gamper, Tradelane Manager Asia-Pacific, Tel. +41 61 315 91 35, hermann.gamper@dhl.com

As a leading logistics company with subsidiaries in all the
important industrial centers in Asia, we handle your airfreight
shipments to Switzerland on time and at extremely attractive rates.

DIRECT TO SWITZERLAND
From major airports in China, Hong Kong and Taiwan.

SWISS PAVILION
wews EXPO 2010 SHANGHAI

Moving your business forward. Globally.

You place the order — we'll do the rest

e Contact and coordination with your overseas suppliers

¢ Monitoring and bundling/consolidation of your orders

e Preparation of shipping documents, dispatch and consultation

e Storage, commissioning and distribution within Switzerland
and/or EU

WELCOME "ABOARD"!
DHL DRAGON EXPRESS — YOUR BENEFIT
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ADVERTORIAL

Adcom Merchandising Solutions
for Three Expo Pavilions

dcom opened its China branch office in 2005. The Swiss company
Awith its headquarters in Zug has its finger directly on the pulse
of its suppliers in the Far East. This presence in Shanghai ensures that
customers obtain top value at best prices. It allows Adcom's experts
to effect on-the-spot quality checks and to monitor ethical, ecological
and social responsibility principles - a strong point that helped Adcom

secure contractsfor several pavilionsat the Expo 2010 in Shanghai.

Adcom is supplying the Swiss Pavilion at the Expo 2010 in Shanghai
with custom-made merchandising, and is independently operating
the merchandising shop at the Swiss Cities UBPA Pavilion Basel
Geneva Zurich. Venezuela has also assigned the merchandising

contract for its pavilion to Adcom.

[ Marc Sidler, General Manager of Adcom, you have been chosen as
merchandising supplier of three Expo Pavilions. Excited?

Indeed. We are working really hard, especially since the Expo is
not the only project we have at hand. It is a fantastic opportunity
and also a challenge to present ourselves and our products at three
Expo 2010 pavilions. To be asked to play an active role at this
mega-event is a huge success for a Swiss promotion

and marketing agency.
[ What other projects is your company involved in?

In addition to numerous major customers in

Switzerland - such as Nestlé, FIFA, Dosenbach-Ochsner,

Creative Promotions

Omega, Swiss TV, Swiss Air Lines, Amgen, Swisscom, etc. - we are also
selling merchandising products here in China, for example to Schindler
(Beijing Olympics), Mingsheng Bank, English First and Schenker. We are
well aware of the responsibility we hold for our customers brand values.
Our Shanghai office is in exactly the right place to offer a full range of

responsibility-based services.

[ You benefit from China being a low cost country. How do you ensure
the high standards you mentioned?

All production activities in the Far East are based on the IQM (Integrated
Quality Management) manual, developed by Adcom to regulate our
collaboration with partners, suppliers and producers. The manual
covers quality benchmarks as well as social, ethical and ecological
requirements. Every manufacturer wishing to work with Adcom has to
signthisdocument.

We have also teamed up with a number of leading testing and
inspection organisations, such as Intertek, SGS, Ttiv Stid and others.
As independent authorities these firms ascertain that the contracted
companies meet the relevant standards and guidelines - as a rule those
of the ILO (International Labour Organization), the UN Human Rights

Declaration and Global Compact, and the OECD Guidelines for

Multinationals - and the applicable quality criteria. Thanks to our
branch in China, and by working closely with external partners,
we do everything possible to secure optimum adherence to

today's ethical standards.

~dcom
% % 4L

Our Shanghai office offers you quality products at the best prices in line with our high social and ethical procurement and management standards.

e Trendscouting ® Sourcing

e Graphic Design e Corporate Social Responsibility

Exclusive Merchandise Shop

BASEL GENEVA ZURICH
BEER HAR H¥itt O

¢ Quality Control e Logistics and Distribution

o Manufacturing e International Trading

Official Merchandise Supplier

SWISS PAVILION
s EXPO 2010 SHANGHAI
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ax 2010 F Ligtids

Adcom (Shanghai) Co,, Ltd., Office 5A, 668 Huai An Road, 200041 Shanghai, P.R. China, Phone +86 21 60831188, Fax +86 21 60831189, www.adcom.ch/shanghai



City Weekend %>
ﬁ“l! metrest,

SiX months, six different themes
From MAY to OCTOBER 2010

Each month, treat yourself and your loved ones with Shanghai's best
restaurants...and enjoy our amazing Gourmet Fest Set Menu prices!

Check out

www.cityweekend.com.cn/gourmetfest

for restaurants and menu details

City Weekend













