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Dear Readers

We are looking back on a challenging year with many of
us being affected by the the global economic downturn and
particularly the export sector. Even though China was only
“slightly” or less affected by this heavy crisis, all of us had
to realize, how sensitive today’s economic systems react
to changes and instability of global financial systems and
institutions.

2010 is the “Year of the Tiger”. The tiger reflects power and

energy. That's what the economy needs and early
economic indicators show in to the right direction South China’s
Pearl River Delta (PRD) is one of the major industrial production
hubs in China. It looks back on more than 130 years of tradition
in international trade and commerce. Guangdong is today’s
leading place for China’s electronic product manufacturing.
Shenzhen is often called the Silicon Valley of China. Eighty
percent of the globally sold flat screen TVs are produced in the
PRD! The automotive business in Guangzhou includes three
of the biggest Japanese car makers. BYD Shenzhen shows
the possibilities in China and the PRD, by turning from a “no-
name” in the automotive field - in less than 10 years - into one
of the top 5 of the Chinese car sales charts! Hong Kong and
the PRD continuously maintain its “hand in hand” success
story. In the difficult year 2009, many companies were closed;
but on the other hand, even more new enterprises opened a
new investment in the continuously booming PRD. China is
the host of the 2010 World Expo. In summer the Asian Sports
Games, also known as the Asian Olympics, will take place in
Guangzhou. The tiger year shows its powerful teeth and will
make things happen, turning words into action and results!

I wish you Gong Xi Fai Cai, Kung Hei Fat Choy and a
Happy Chinese New Year!
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Cover Story: Innovation on the Rise

Favorable R&D Environment
Exclusive results of SwissCham survey on R&D and innovation
By Fabian Gull and Alain Kaiser

Andreas Tschirky: “Major Paradigm Shift Towards East”
Roche R&D China Head Andreas Tschirky on working with
China’s scientific elite

Boosting Research and Innovation

The Chinese innovation landscape seems to be undoubtedly
promising

By Lan Zou Gillet, Director Sino Swiss S&T Cooperation /Consul,
swissnex China

Business and Economy

Chinese Leader / CEO Interview

“One Country — Four Markets”

Interview with Susan Chen, CEO of Swatch Group
China and winner of 3rd SwissCham CEO Award 2010

Claudio Mazzucchelli: “Often Encounter Lack of Information”
We also view the dissuasion from establishing a presence in China
as a success, says Claudio Mazzucchelli of Osec

Sino Swiss Science Update

Precision Craftmanship

How Universities of Applied Sciences (UAS) Contributed to the
Swiss Society

By Dr. Maio Su Chen, SSSTC China Coordinator, ETH Zurich

elope - An Initiative for Innovation for Learning and Teaching
By Peter Bdlsterli, KFH China Delegate (Rector’s Conference of the
Swiss Universities of Applied Sciences)

Minor Story: Understanding China’s Wealthy

Understanding the Chinese consumer

China will soon be home to the world’s fourth-largest population
of wealthy households.

By Yuval Atsmon and Vinay Dixit of McKinsey
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600 Years Ahead of Time

The world’s first mechanical clock has was invented by the ancient
Chinese

By Garry McAlpine, Executive Producer Mercuria, “Legacy of China”
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Children’s needs are the core focus of the school, says architect
Daniel Heusser of Virtuarch
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Favorable R&D Environmen

Innovation «Made in China» on the rise, as SwissCham

survey results show

By Fabian Gull (text) and Alain Kaiser (survey)

When SwissCham Shanghai conducted its “Business
Sentiment Survey 2010", a big part of the questions was

dedicated to China as a potential future hub for innovation.

We were particularly interested to know more about the
Swiss business leaders’ views on having (or not having)
research and development (R&D) related activities in
China. How many are already doing R&D? Do the others
have intentions to set up R&D facilities anytime soon?
What are the expected benefits? Is saving money the
main motivation driver? Do the results live up to the
expectations? Is the Intellectual Property Rights (IPR)
protection sufficient, or are the risks to lose IP considered
too big? Here comes an exclusive overview on the most
interesting findings:

Have your products needed a lot of adjustments to
1 enter the Chinese market?

17% of the survey participants did not do any adjustments and
a full 80% out of the 24 participants adapted their products to
the Chinese market. However, 21% have only done moderate
changes and 46% just had minor adjustments.

Comment: These figures show that product adjustments are
clearly needed to succeed in China.

In the next 2-5 years, 69%
of the SwissCham survey
participants will do R&D in
China

ayooy

Have You Adjusted Your Products to Enter
the Chinese Market?

(N=24)

None
[l Minor adjustments
Moderate adjustments

Major adjustments

. We completely redesigned our
products

[ Don't know / prefer not toanswer

Regardless of where your R&D actually takes place,
how important is R&D for your company to sell your
products on the Chinese market?
For more than 75% of the survey participants, R&D is important
- or very important, where 19% say it is even of key importance
to sell their products in China.

Have you developed a “China line” of your products
which is cheaper, with localized parts and/or

/7 ‘ swisscham.org
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specifications, etc?

Yes, and we export it: 21%
Yes, but we don't export it: 25%
No: 50%

Have You Developed a “Chinaline” of

Your Products? (N=24)

60%
50%
40%
30%
20%
10%

| ]
0,

0% Yes, and Yes, but No Prefer

we export we don't not to
it export it answer

What are your current R&D activities in China?

32% of 28 participants are doing R&D in China; another
14% are currently in the process of establishing R&D activities
or an R&D center in China. 21% are not doing any but planning
to establish R&D activities in China in the next 2-5 years. 21%
are not doing any and are not planning to do R&D in China
within 2-5 years.

Comment: 69% will do R&D in the next 2-5 years

How important are the following reasons for having opened
5 or planning to open an R&D unit or center in China?
Benefit from lower cost: More than 50% of the participants
admit R&D costs are lower compared to other countries where
they have R&D sites. But interestingly, 58% of the participants
do not put that much weight on it. As a matter of fact, most

say it is of no - or only of somewhat - importance to them. For
a minority of 37%, the cost advantage is important or very
important.

Access to huge talent pool: This is of no - or little importance

- for alImost 50% which suggests that their innovation is (still)
mainly crafted by imported knowledge. For only around 5% is
access to the growing Chinese talent pool of key importance.
This varies from industry to industry and certainly does not
apply to the pharmaceutical industry; as Andreas Tschirky, Head
of Roche R&D, tells The Bridge. “The reason we are in China is
talent first, talent second and talent as a third priority”, he says.
(see interview on page 12)

Better company image towards government: Our survey
results show a mixed picture. Half of the respondents claim

the strengthening of the company image to the Chinese
government and the prospect of obtaining more support for the
group from the government is, indeed, an important - or very
important or crucial - factor why there are in China. The other
half claims the opposite.

Easier communication: No clear trend in this field. But slightly
more than 50% say that the resolution of communication
problems (between R&D in Europe and the Chinese production
units) is an important - or very important or crucial - motive.
However, almost as many say it is of no - or only some
importance - for their business.

/g ‘ swisscham.org

Comment: The prospect of lower costs is not a key factor for
Swiss businessmen for setting up R&D activities in China.
Neither are: access to talents, a better image or easier
communication.

So what are the most important or even crucial
motivation drivers for having opened or planning to
open an R&D unit or center in China?
Our survey clearly reveals the following three reasons: First
is being close to suppliers. This allows for a better ability to
develop or re-engineer products. Equally important is being
close to clients. This allows being able to better adapt products
to the Chinese market. For a full 37%, the closeness to clients
is even of key importance. Third reason is the speed to market
new products in order to be as fast as the local competition.

For what market or region are or will your R&D
7 activities be for?

More than 80% are exporting to other regions in Asia or to the
global markets. Only 16% produce for the Chinese market
exclusively.

What Are Your R&D Intentions or Activities in China?
(N=28)
[

Prefer not to answer

Not doing any but planning to establish R&D %
activities in the next 2-5 years %

Not doing any and not planning to do R&D
within 2-5 years

We are doing R&D in China

Currently in the process of establishing R&D

0% 5% 10% 15% 20% 25% 30% 35%

Comment: China is underway to becoming a more and more
important global R&D location.

What type of R&D are you currently doing or are you
8 planning to do in China?

Fundamental research and applied research are of inferior
importance. Almost 90% of those doing R&D in China focus on
product and technology development, as well as product and
technology improvement.

Why do you do R&D in China (or plan to open R&D unit)?
(N=19)

™ Being close to my clients and better adapt
products to Chinese market

80 Being close to suppliers and be better able
70l to develop or re-engineer products
™ To market new products faster and be as fast

60 as local competition
500 ™ Resolve communication problems (between R&D

in Europe and production in China)
40 Strengthening image of company to Chinese
30l government

Availability of large pool of knowledge workers
20¢ Reduce R&D costs (salaries, equipment,
10 materials, government incentives)

0 Other, please specify:
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How do your R&D activities meet your initial
9 expectations?

We made a mistake by setting-up R&D in China: 0%
Meeting 30% of expectations: 11%

Meeting 50% of expectations: 22%

Meeting 80% of expectations: 33%

Fully up to expectations: only 22%

How do Your R&D Activities Meet Your Initial Expectations?
(N=9)

don't know/ prefer not to answer

fully up to expectations

80% of expectations

50% of expctations

30% of expectations

made a mistake by setting-up R&D in China

0% 5% 10% 15% 20% 25% 30% 35%

Comment: There is a significant discrepancy between foreign
expectations and the survey outcome which indicates at what
(early) stage of becoming an innovation hub China still is in.

Schweizerische Eidgenossenschaft
Confédération suisse
Confederazione Svizzera
Confederaziun svizra

Embassy of Switzerland
Swiss Business Hub China

O

HAVING PROBLEMS FINDING YOUR WAY IN CHINA?

?
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1 O Miscellaneous findings:

R&D intensity: 60% of the survey participants spend
between 5-10% of their China turnover in R&D activities in
China.

R&D intensity: A very high 78% plan to expand their R&D
activities in the next 2-5 years. 22% plan to remain at the
current level. Nobody wants to lower or even stop the R&D
intensity in China.

Lack of government support: Only about a third of the
respondents feel well supported by the government. A high
55% do not feel such R&D related government support.

Below expectation: More than 50% say that the speed of their
suppliers and the speed of development are not up to their
expectations.

IP situation: The IP protection (at the Human Resources level)
is causing us a lot of trouble: Only 11% agree and 0% strongly
agrees.

Network: Institutional links are difficult to establish. Only 33%
say these links are easily established.

Network: Two thirds have built up links between their R&D
activities and governmental organization or other PRI (public
research institutes) but only 66% of those who have established
such links consider them as very useful.

THE SWISS BUSINESS HUB CHINA

is located on the grounds of the Swiss embassy and
consulates, is a network partner of OSEC Business Net-
work Switzerland as well as the official authority for
Swiss trade promotion in China. The goal of the Hub
is to help strengthen business relations of Swiss SMEs
with China through:

e Market and product analysis

e Local company background checks

e Search of distributors, representatives and import
partners

e Individual consulting and coaching of SMEs

e Reports on presentations and trade fairs in various
Chinese cities

e Organization of events and fact finding missions for
Swiss companies

e Finding the right local partner for company set-up
as well as legal and tax issues

ernationa 00 d Towe
8, Tianhe anhe D
0260 angzno

9 106 Phone: 0086 20 38 04
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&B: 50%

RINEBEPERLT RARKE =0 “E%”
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50%

40%

30%

20% N -
10%
. ) | |
0% 21 2 85 FEE%
#fiIAR T B
O O
R111 B i 5 P ERITH & iE B ?

28I Z i E P HIB2%RNIEEFEHITHAED, UNEEFER
IMEAMBSME DL, TH21%RTENERESEEMELTES, T



##1 @& E Cover Story

i RIRR2-5F BHNZTUE . 21%MZiiERTSEAMETERRBEME
EE, RR2-BEHBFITHEIAN.
Wig: 69%NMZIHERTIARSEBRENEFARMAED.

LITAZEI RIEZEEF RS I XIFRH R E ZX?

FasTFIEAKA: S0%RIZIFE RN E AR & KA LT R E
it XER, Fid, S8UMZIFEHFRNANAX—EARREE. B L,
AERZHERFNEEAFARMCINNEZETENEERR. RE37%H
ZIFERR, BRAKBEMETREE.
RIBAEHAT: AS0%NMFIFHAARXNMERIMEIMTREEREFE
MEROHFAKREE, XRMABMNYEFEELZBINEISIFEAS
HITHY. Z95%RIZ i E NN h EREHE KB A A Bt 89FF & T4+
NEE. ERX—SLEMTULERTR, LERHATL; ENT KSR
% GRA TR EFKAndreas TschirkyFrishd:  “IAIRE b E9FHL
BERBAT, HRXRAFL, BREERAL” . (REISTFH)
WU HE: EX—a ERINWASERIEESR. AXENZH
ERTMEELEPEERFAENTEER, URNBFRSESHIHER
HAVEMESINPENEE. REZEXZXEENERE. MB—F%FH
HEMNRIET ELERHME.
EF4iE: THEEX—B LISEMRMmINEE. BBEHNNZTHERT
R (BN EPOESREEFL HENOEREE. REEHEX
BEMHN. T2, F—EZFHEWAARXR—SHAETE,
Fig: BERAHFARELEVEREEARALEINEEZERR, [
B, REAL. EUHKURGEHRIEEERR.

RIVBAIEF BRI A BB ML ?
(N=28)

FEEE

BRURBMAESN, HRIRR-SFERHEN
BENRBMEER, RFK2-SFEHMFITHIAN
B EH#TH RS

EAERERIHET S L L

0% 5% 10% 15% 20% 25% 30% 35%

BEAER i R EPER IR PR EERREXEEH IR 47

BMNAERTAUT=EARE: BERFEMERE. XA
T EFHFEAREHRIT~R. EREREER, RIEFRENETE
WIAFEK. WFI7TRHZIFERG, BEEPHFRINTSEE. &
EAREZFURER G- RIER TS, YRS PESEN.

UTREZERNEEEEFRITXIFRMAMFZWEL K?

(N=19)
80 - W EEER, EEREFNERETS
70| SRR, TUEFNFENERRI R
60 | W RER ST R BT, MBS RIS AL
50 | W EF ERMNFR R SRR ) 8
40 | R RAFR
30 - EEAEIMAL
20 ¢ O EEREEE (TH. %&. HHZ)
10 |

Hfth

0 |

RITBI B2 75 2 E R Ay WL T 52 4 X R 55 69 U8 ?
80% Kl EMZiTE R TH AR MM E RS 2K IS,
FoRrEmARMG P ETS.
Fit: PEERNESHKEZMTLES.

OB16%

RITE B TP EH# TTHI R M A R BRI BT HEPEFR L%
B R iEEN?
90N ZIHERTETENFR TEBEREFRMEARFLURK
#E, EMMRSEAFARATCE.

RIIBGTH & & B GE IS LI SR AR FRRIG 2
FEHEG AP ORNEIR: 0%
I T FHiHAR30%: 11%
SR T EAA50%: 22%
SR T FEAA980%: 33%
TEXUTHE: 22%

IR BT & I8 B Re s ST IR AT T ARG ?
(N=9)

FEEE
EETH T I
SCHL T FHARB0%
I T FHRI50%
T FARE30% |

£ o ER LA A0 —RAMEIR

0% 5% 10% 15% 20% 25% 30% 35%

Wig: RUHTBSREEREMRE, XWIRAT PEZEL T
ORI ARREL -

1 BRI :
& D E: 60%RIZHEE5-10%M F EHALE T EPENFE
AEsh k.

HEHE: T8%HIZHETRIERR2-SFERY KTLER, 22%itxkl
FEFBRTEIKE, RAEZHETUROSIFEEDERTEEN.

REZHAISF: RBAUMZHERTHITBRE, Y55%8%
HE AR SMAEXBUT

RFFHT: 50%W Er)ZiHHE R MEBMENEREERF IR
1B FRER -

HR=RRE: REUHZIFEANAFTIRERNRF (AHEREA
B HATER TS R

ABRR%E: SHMEIKRRARE. LAEBNHZHENATUREZH
B SLIXFHER R

ABRRIEE: 213 IEBEML T LE S BATARSHE N HH R
HEMEE R, HEPREH66%IANXMEXRM M+ EHE.

/11 ‘ swisscham.org



Cover Story #@#&=

“Major Paradigm Shift

Towards East”

Roche R&D China Head Andreas Tschirky on working with

China’s scientific elite

Interview, Fabian Gull

Andreas Tschirky, when looking at Roche’s R&D sites
globally, it is striking that they are predominantly in
Europe, the US and Japan. Is the production hub of China
not ready yet to also play a role as an innovation hub?
Asia and China in particular are on the rise. In so many fields,
as we all know, and this trend includes R&D activities. This
trend is still relatively new. But it is without hesitation that | say
that what we currently witness in China is a big paradigm shift.
More and more companies in different kinds of innovation-based
industries are establishing research facilities in Asia, with China
being at the forefront. Over time, where production happens in
the pharmaceutical industry, R&D will happen too. That's why we
opened up a R&D Center in Shanghai back in 2003.

Why China? Why Shanghai?

China offers a very favorable environment for R&D investments.

We looked at some other countries such as India, too. India
also has top talented people, but a huge problem with IP rights.
Also, companies’ interests can easily get violated. China on
the other hand, has proven it can deliver. The stability of the
country, the prospect of the growing market with an increasing
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Intellectual Property:

"The IP situation in China is
clearly much better than its
reputation. And don't forget:
In any country you face IP
challenges - also in the US
and Europe", says Andreas
Tschirky.
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health awareness, and an increasing number of patients

who demand (and can afford) optimal treatment, all played a
decisive role. Once this decision was made, it seemed natural
to locate in Shanghai as this city is the head quarter for Roche
in China and the Asia Pacific region and is on its way to become
a science, research and innovation center particularly for the
pharmaceutical industry.

Will the R&D related importance of America and Europe
decrease over time?

| strongly believe that there is nothing bad if the Western
countries feel also the competition. This will help them to
become again more focused to drive their own R&D programs
forward.

We should understand the rise of China as a future major
innovator as big opportunity for partnerships and co-operation.
There are so many challenges and needs to further develop
society. No country can claim to be able to find all the solutions
by itself. China has a very long historic track record as a major
innovator and its own fascinating culture. Diversity in views and
thoughts is crucial for driving innovation forward.
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Why are you doing R&D in China? Is it cheaper? Is it an
image thing, or do you expect fewer bureaucratic hurdles
and faster market access due to your commitment in China?
Our motivational drivers are: Talent first, talent second and
talent as a third priority! That's the reason why we are here.
Going to the “source” of talent is a natural consequence of

the vast academic talent pool in China. The other factors you
mentioned come into play later. One needs to understand, R&D
is such a people based business. The crucial work is happening
in our top scientists’ minds and brains; so we have to provide a
top environment so they can deliver and make it a successful
research site.

Coming over to China in order to benefit from China’s low
cost advantage might be beneficial in other industries. But in
R&D, it is certainly not a promising and ample approach. In our
business, the quality of what you get is most important, not the
price. Hence, the price was never an argument for us. And don’t
forget: there are also factors which offset these cost advantages
such as the strict regulations of importation and exportation
of biological materials, just to give an example. Besides, R&D
costs have globally and significantly risen in the past. The cost
for developing a brand new medicine is around 1.5 billion USD.
The coverage of these costs requires a certain company size.

As a big investor, do you expect faster approval
procedures and market access for your products?

No. This does not reflect our thinking at all. It is the quality

of science and therefore first and best in class innovative
medicines with big health benefits for patients that allow Roche
to have a good market access.

Do you encounter a talent shortage in China?

Allow me to quickly go back into history. What is the Chinese
pharmaceutical industry and bio-medical research traditionally
based on? It's a generics market. This means, expertise

such as in chemistry (small molecule based drugs) and bio-
engineering (fermentation) are traditionally available in the
Chinese labor market. What was and still is less developed,
was cross-function knowledge between chemistry, biology,
pharmacology and other younger disciplines - and this is where
we encounter talent shortages as you can only acquire this
expertise at major pharmaceutical and biotech companies. But
talent shortages become fewer and fewer as the innovation

Teamwork:

"The crucial work is
happening in our top

| scientists’ minds”, says
Andreas Tschirky.

sy seaipuy

based bio-pharmaceutical industry in China is evolving. To
develop cutting-edge drugs, outstanding people with different
scientific backgrounds need to understand each other.
Innovation is teamwork.

What role do Chinese returnees play?
A very important one and they are highly in demand! More and
more Chinese are coming home, mainly from the United States,
where they often enjoyed a world class academic education
and pursued scientific careers, often in management positions
or as professors. They are mainly coming back because of the
better economic prospects in China. An emotional component,
a willingness to contribute to the gigantic transformation of their
motherland, certainly also plays an important part.

Back in China, returnees implement their knowledge by
either joining the industry, being a professor at university,
or founding a biotech company or a Contract Research
Organisations (CRO) which are innovative biotech companies
offering their R&D services to the pharmaceutical industry. As
a result, through the multiplier effect of knowledge, China is
catching up to Western research standards very quickly and to
the great benefit of the country.

In what fields do you still need to “import” talent from
abroad? Please name a few examples.

For certain research management positions as well as for
certain functions in disease biology, we are still hiring returnees.
We are confident that over the next few years, more and more
of those talents can be hired within China.

How happy are you with the intellectual property situation?
We enjoy a very good intellectual property protection. Generally
speaking, we found an environment in China that really

takes care of our company’s interests. The IP situation is
clearly much much better than its reputation. We can call the
local government if we face a problem and also the central
government and the patent offices are very supportive. And let
me be clear: in any country, pharmaceutical companies face IP
challenges, also in the US and Europe.

You have to be a fair player and not just be bottom-line
oriented and sell as much drugs as you can, but also help to
create an environment so innovation can grow. Work with the
authorities to support the establishment of a good regulatory
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Why we do R&D in China?

Talent first, talent second and
talent as a third priority!

and legal framework that is beneficial to the industry and
innovation development, and be a real partner.

What is the biggest challenge you encounter?
There are some regulatory hurdles in so called “first time into
man trials”. Currently, China requires foreign data before these
tests are allowed in an attempt to protect Chinese patients.
But we as a company don't want to conduct early clinical trials
outside China and then repeat them in China. In order to become
a major driver of innovation in China, we have to be able to do all
steps of the drug discovery and drug development here.

Another regulatory challenge, also to be seen in the
light of China’s past as a generics market, is the fact that
pharmaceutical companies have to prove they are able to
produce larger quantities of the active drug substance and
the drug product than actually is needed for testing a drug on
patients. This is a lengthy and costly process.

How is the outcome of the education system, relative to
your needs?

It depends. Chinese scientists are the world leaders if you go by
number of publications in traditional chemistry, chemical medicine
and drug delivery systems. This clearly shows you have an
unbelievable talent pool here. China’s academic institutions are
more focused on basic research and publications, but not much
of this IP is translated into products yet.

Has Roche developed any new drugs in China so far?
We only started in 2005, but filed over 40 international patent
applications for new chemical structures in China during this
time. In pharmaceutical conditions, we are still very young.
Please have in mind that it takes 8-15 years on average to
develop and market a new drug. And: out of 100 research
projects, only two products actually make it as a drug to the
market.

Is it easier to conduct clinical studies in China?
Definitively, yes. But let me explain, because “easier” is a
misleading expression. There are rising concerns abroad
regarding the way clinical tests are conducted in China. | can
assure you, we as a company have no interest in violating
patients’ interests. Nor do we have an interest in not complying
with any regulations - and the government protects patients’
interest as strongly as elsewhere.

But the big advantage of China is its big hospital network
which facilitates the recruitment of patients. For instance in
Switzerland it is a huge undertaking to reach the number
needed for a study when you only can enroll very few patients
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per hospital into your trials. In China you can access a large
number of patients much faster. In this respect, clinical studies
are much easier in China. Another factor is that doctors in
Chinese hospitals see on average about 100 patients per day. |
dare to say that their expertise is second to none and this adds
a lot of value to our interest to develop new medicines that
support patients’ lives and well-being.

The number of filed patents is an indicator of innovation.
What are the recent developments in this regard?

Well, the number of filed patents is first and foremost

a productivity indicator of an R&D site. But we have to
differentiate as not all patents reflect the same value for the
company.

You can observe a trend that major pharmaceutical
companies increasingly test new R&D models that do not
require big upfront infrastructure investments and thousands
of scientists to conduct more than 90% of the R&D work within
their companies. External innovation through co-operation
with academic institutions, Contract Research Organizations
and biotech companies is also of big importance. About 40-
45% of our innovation work is conducted at external partners
sites. The overhead costs are reduced, and there is much more
flexibility to conduct R&D work. Many overseas and domestic
R&D service organizations have been established in China. |
believe that this is the future way of the Pharmaceutical industry
innovation. In China and world-wide.

Andreas Tschirky

Andreas Tschirky is head of the Roche R&D Center in
Shanghai which has been established in 2004. Tschirky, born
near Basel (Switzerland), studied pharmacy at University of
Basel and holds a PhD from Paul Scherrer Institut where he
worked on an inter disciplinary project covering immunology,
biochemistry, pharmacology and nano technology. In
particular, he conducted research on nano particles as
potential carriers for drugs.

In 1998, he did post doctoral studies in Nanjing and
that's when his fascination for China started. After working
at hospitals and pharmacies, he joined Roche in 1999. After
only six months at the headquarters, he had been sent to
Shanghai as a research representative.

End of 2003, the Corporate Executive Committee
under the leadership of Dr. Franz Humer approved the
establishment of a R&D center in China. Today, the R&D
Center China mainly focuses on cancer and viral diseases,
particularly liver diseases.
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Boosting Research and

Innovation

The Chinese innovation landscape seems to be undoubtedly promising

By Lan Zuo Gillet, Director Sino Swiss S&T Cooperation /Consul, swissnex China

espite the global financial crisis, China

has been steadily increasing its global

expenditure for Research and Deve-

lopment. According to recent data
from the National Statistics Bureau, China’s
R&D expenditure in 2008 reached 461.6 billion
Yuan, representing a 24.4% year-to-year
increase and a respectable 1.52% of the GDP. With a very am-
bitious targeted ratio of 2% by 2010 and 2.5% by 2020, China
is determined to catch up to the level of developed countries
(Sweden 3.6%, Germany 2.5%, France 2%, and United States
2.7%, all 2007 figures).

As a result of such constant effort in boosting China’s
competitiveness in research and innovation, the number of
patent applications in China surged to 717°000 in 2008, 31 times
the number in 1986, while the number of patent authorization in
2008 amounted to 352’000, 518 times that of 1986. In terms of
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Stimuli at governmental
and institutional levels are
translated into effective
incentive schemes for
Chinese scientists.

aseqeleq eife

research output, the Science Citation Index (SCI) recorded
89’000 scientific papers in 2007, 18 times that of 1986, and
jumped from the world rank of No. 24 in 1986 to No.3 in 2007.

Behind such self-explanatory causality between Chinese
investment in R&D and its increasing innovation strength, it is
interesting to take a closer look at the various stimuli used in
China at governmental and institutional levels as well as to
understand how these measures are translated into effective
incentive schemes for Chinese scientists.

Top-down and bottom-up approaches
In China, research and innovation priorities are set by the

central government and under the guidelines of its five-year
strategic plan. As a governmental science and technology
(S&T) policy maker and funding agency, the Ministry of Science
and Technology (MOST) is in charge of formulating these pri-
orities by taking into consideration the nation’s S&T challenges
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and long-term development needs. It is responsible for
allocating substantial financial resources to enhance national
innovation competitiveness in these areas. The mechanism of
National S&T Major Projects typically reflects such a top-down
approach. For the year of 2010, 16 National S&T Major Projects
have been defined. Two typical examples are (1) the deve-
lopment of high-end CNC machine tools and basic man-
ufacturing equipment, and (2) the development of core
electronic devices, high-end general purpose chips and basic
software products.

Companies as well as research universities and research
institutes are invited to apply for dedicated funding from MOST
to participate in these very specific applied research projects.

On the other hand, in view of ensuring long-term develop-
ment of China’s innovation competitiveness, the National
Natural Science Foundation of China (NSFC) was founded to
financially support bottom-up research initiatives. Similar to the
Swiss National Science foundation, a large portion of NSFC
funding allows free applications, and the emphasis is set on
conducting basic research and basic applied research.

As a general rule, research grants from central govern-
mental agencies such as MOST, NSFC, MOE (Ministry of
Education) and CAS (Chinese Academy of Sciences) or from
provincial or municipal governments, are referred to as vertical
funding; while income from private or public companies for
specific R&D & innovation mandates, financial support from
other Chinese ministries, such as the Ministry of Health,
Ministry of Defence, etc. for problem solving, R&D topics, are
usually called horizontal funding.

National award system
Apart from allocating horizontal and vertical funding to

facilitate top-down and bottom-up R&D and innovation, the
Central Government has also gradually installed a compre-
hensive S&T award system. The Science and Technology
Progress Award was established by the central government
back in 1984 when China was striving 1) to introduce and
integrate foreign advanced technology, and 2) for the
development of its S&T system to keep pace with the rapid
development of its economy. To date, there are multitudes of
distinctions at the national level to encourage outstanding
research and innovation, such as the State Supreme S&T
Award, the State Natural Science Award, the State
Technological Invention Award, and The People’s Republic of
China International S&T Cooperation Award, etc. Many other
awards also exist at a ministerial and local government level, or
among universities and research institutions. In general, these
awards have limited financial impact on prize-winners, but could
drastically shorten their career paths to step up in higher
academic rank.

Stimuli for innovation in private companies
In the national plan of long term S&T development (2006-

2020), it is stipulated that a favourable fiscal policy will be
implemented to encourage public and private enterprises to
intensify research and innovation. According to the guidelines,
companies will be given fiscal incentives for their purchase of
advanced technology and equipment, as well as get financial
support from the government to set up an R&D centre abroad.

As a concrete measure of mastering proprietary innovation and
boosting technology transfer, the central government is
currently formulating a special law concerning new technology
acquisition. It intends to have the preferential right to acquire
specific home-developed technologies, or to provide subsidies
to the Chinese companies buying high-tech equipment
developed in China. Other governmental support to private
high-tech companies includes facilitation of financing,
investment in high-tech parks to offer preferential condition,
assistance in going abroad, or for being listed in stock markets.

It is interesting to note, that contrary to most developed
countries where governments do not subsidize privately owned
companies, a private company in China is entitled to apply for
R&D funding from MOST or other local government S&T
agencies to carry out R&D in some specific areas. Similar to the
Practice of CTI (Commission for Technology Innovation) in
Switzerland, it is also possible for a company to get a matching
fund from governmental agencies such as MOST for some
specific projects carried out with academic partners.

Local incentive schemes at universities
In addition to above measures and stimuli, creative incentive

schemes have been used across the universities or research
institutes to motivate scientists to actively engage in basic and
applied research and to strive for innovation. We can enumerate
several types of incentive schemes:

1) Part of project funding as personal income
The remuneration of faculty in universities is usually

composed of a base salary, a variable part, and an additional
income associated with the funding of his research projects
obtained from outside the university. The basic salary is usually
relatively low. The variable part exists if the number of teaching
hours exceeds the nominal teaching load. A very special
Chinese incentive for conducting more research and innovation
with universities, is that a portion of the research funding
obtained (outside of the universities) could be disposed by the
grant receiver as his personal income. From horizontal funding,
a higher percentage (sometimes up to 20%) can be taken as
his personal income, compared to the vertical funding from
central or local government, where a smaller portion can be
used (depending on whether or not there are specific rules).
Some universities allow 5% of vertical funding for personal use,
but flexibility and latitude exist in China when it comes to
defining the scope of personal or project spending.

Such a direct, performance-related incentive scheme would
pop the total revenues of some star faculty members in Chinese
universities up to millions of Yuan, substantially higher than
their colleagues. As a rough indication, the annual salary of a
Chinese professor (basic salary+ variable part) at top
universities is between 100°000 to 150’000 Yuan (approx.
15'000-23'700 CHF).

2) Attractive spin-off options at some CAS institutes
At the Chinese Academy of Sciences, professional re-

searchers are usually not allowed to take a percentage of the
project fund as their personal income. Instead, they get a
performance bonus related to the volume of mandates or
amount of project funding they obtained. Such a performance
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bonus could also depend on the number of publications or
number of S&T distinctions a researcher has received.

At some CAS research institutes, highly qualified, promising
scientists from home or abroad are offered (as part of the hiring
condition) the option of becoming - after a certain period - the
majority shareholder of his future spin-off company. The newly
hired scientist brings in 1) his knowledge and experience, 2) his
previous and future research results, and 3) his successful
science to market process - in exchange for a major stake (for
example 65%), in the spin-off company. The CAS institute
would value the salary of the scientist, the capital equipment
and research team provided during the incubation period as its
investment, and take a minor stake in the start-up(for example
25%). Sometimes, additional financing would come from a
venture capital company in exchange for a percentage of
company shares (for example 10%). When the option of a spin-
off company is not exercised in due time, the researcher
continues to work for CAS institute as a normal employee.

3) Matching funding and award
In order to encourage its faculty members to be involved in

major national research programs and to reach out for domestic
and international cooperation, top Chinese universities often
match the research funding obtained by their scientists with an
additional grant from the university’s own S&T budget. As an
additional stimulus for research excellence, some universities
distribute matching awards to their scientists who have received
S&T and innovation distinctions at a national or provincial level/s.
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A Shanghai based university has, for instance, set up an
internal policy to attribute additional 2.5-3 times of the prize
amount to its faculty distinguished with the 1st S&T prize at a
national level, and 1.2-2.5 times of prize value to those
receiving the 2nd S&T Prize at a national level. As an indication,
a first S&T innovation Prize at a national level is between
100’000 to 200’000 Yuan (approx. 15’000 to 30’000 CHF).

Conclusion
With steady government investment, simultaneous top-

down and bottom-up approaches, accompanied by creative
local incentive schemes, the Chinese research and innovation
landscape seems to be undoubtedly promising and beyond
limit. However, heavy governmental intervention in research
and innovation tends to bring some unavoidable, less positive
side effects: in Chinese universities, professors are often seen
busy chasing research funding and industrial mandates for the
purpose of increasing his personal income, while leaving
teaching duties as a last priority. As national major S&T projects
sponsored by the central government are mostly short term and
applied research oriented, long term basic research attracts
less and less faculty members and students.

Sino-Swiss research cooperation has been increasing over
the past few years and will certainly be growing in the future as
well. How the Chinese research system, with its various
incentive schemes briefly described above, and the Swiss ones
can learn and profit from each other remains an interesting
guestion to be answered.
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“One Country — Four Markets”

Interview with Susan Chen, CEO of Swatch Group
China and winner of the 3 SwissCham CEO Award 2010

Interview, Fabian Gull

th CEO Interview
BEIBiRRE
Susan Chen

CEO of Swatch Group

The Bridge: Susan Chen, what watch
are you wearing today?

Susan Chen: I's a Jaget Droz. A classic
one | often wear, unless | am attending
an Omega or Rado event, of course. My
weekend watch for casual and sports is a
Swatch.

You have a nice portfolio of eighteen
brands to choose from...
...19! There is a new one. Tiffany (smiling).

Which is your preferred non Swatch
Group watch?

Oh, | can't tell. | am emotionally so
strongly attached to our brands so | don't
even think of it (laughing).

What a politically correct answer. In
the midst of the crisis, Swatch Group
presented resilience with only slightly
lower turnover and net profit. How is
the situation in China?

We don't publish numbers on a country
basis. However, | can tell you China
became the most important market

for our group in 2007 and has held

that position since. Growth rates in

the last eight years have been simply
tremendous. Speaking of market shares
and sales revenues, for example, Omega
today is not only the number one brand
of Swatch Group in China but also the
number one imported brand in the whole
watch industry in China.

VHS Weyossms
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Does this include Hong Kong?
No. Only mainland China.

Is China also outperforming the Group
in terms of growth?

Yes, we are (smiling). In major markets,
we had the fastest growth within the
group in 2009.

Did you lower the prices to appeal
more to customers?

Gosh, no! We are categorically objected
to discounts. Not an easy task in a
discount country like China.

Nick Hayek, CEO of Swatch Group,
is expecting 2010 to become the
best year ever in the history of the
company.

We also believe so for China. If you are
in a growth trend every year naturally
becomes a new record year. January
2010 was our best month ever.

Haven't you been affected at all by the
crisis?

We were, but just a little. September
2008 and afterwards was difficult. The
message sent out by the markets was:
Spend your money wisely as hard times
lie ahead of us. Of course, this mood
affects a luxury company.

From an investment point of view, a
lot of companies stop their investments
when they see a crisis looming. But we
always believed in China and continued
to cautiously invest and expand. We
did a lot of celebrity events of different
brands, shop openings throughout the
country, launches of new collections and
so on. We are working very hard! And

saved costs! We retracted management
costs and renegotiated all rental fees.
Generally, we still believe the future in
China is unlimited!

Which brand do you need to baby-sit
the most?

| do the coordination for all brands. But
Omega always requires a lot of attention.
And | am the ad interim brand manager
of Rado. So there.

What is the cheapest watch in your
portfolio?

Let’s call it most affordable watch
(smiling). It's a Swatch for RMB 398.
Then it goes all the way up to Breguet.
We also sold a Blancpain for RMB 7
million a while ago.

Let’s talk about counterfeits. Which is
your most copied brand?
I don’t know since we don't do any
statistics. But one has to differentiate:
There are of course counterfeits available
on the streets of let's say Omega or
Breguet. But - and that's important - they
are clearly advertised and sold as such!
The buyer knows what he gets when he
purchases a fake Omega for RMB 200!
Those kinds of counterfeits are not a real
problem for us.

But it is a completely different story
when fake watches are being sold at
the original rate and customers are
deliberately being deceived and cheated
in our name! Happily and this may come
as a surprise to you, in all the years, | did
not see a single one of these so called
“real counterfeits” of any one of our
brands in China! Not a single one! In this

Chinese Leader / CEO Interview / HEMS
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From left: Christian Guertler (SwissCham
Shanghai), Edgar Oehler (AFG), Susan
Chen (Swatch Group), William Keller
(Keller Pharma Consulting, William Frei
(Consul General).

respect, a carefully controlled distribution
is essential. We need to know where our
watches go to and all our retailers need
to sign an official retailer agreement as
part of our quality control. And we are
looking for retailers that are passionate
about our products.

So the cheap counterfeits don’t do
you any harm commercially.

Not at all. It would be nicer if they weren't
around but we are not overly concerned
about it.

Fake watches are also an indicator of
how well a brand is established. So do
they flatter you after all?

No, no! This is your statement. | cannot
agree to that (laughing).

What is different in China compared
to other markets?

China is very different. When you look
at the maturity of the market, China is
still at an introductory stage. But the
average amount of money a Chinese is
willing to pay for a watch is higher than
anywhere else in the world! Also, China
is one country but not one market. The
East is different from the West, the North
from the South so there are at least four
different thriving markets. The speed to
catch consumers’ interests is very high
as Chinese absorb outside influences so
quickly. If you are just observing and do
lifelong strategic evaluation, you lose.
You must attack quickly and this is what
we are good at!

Are there any differences taste wise?
Yes, indeed. Brands are even more
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important than in mature markets.
Chinese don't just buy a watch for

themselves but want to make a statement.

They want others to know what brand
they are wearing. In general, Chinese
prefer something subtle instead of
shiny, whereas gold and diamonds are
more popular elsewhere. The more
European trend of having big watches
has not arrived in China yet. And we see
a growing appreciation of mechanical
watches which is quite surprising.

Which was the first watch of Swatch
Group being sold in China?

Rado. In 1979. After the Cultural
Revolution.

How independent are you from your
headquarters?

We are very close to the headquarters
and yet operate very independently as
we enjoy a lot of trust. Mr Hayek knows
China well and visits us about four times
a year. At our headquarters, there is a lot
of China knowledge.

Describe your management style.
| am very performance and result driven.
Company interests are always first.
Chinese are so eager to learn. So | give
them opportunities and coach them so
they can demonstrate their talent and
improve on the job.

| am directive at the beginning, then
accompanying, and then | delegate.
This results in very loyal employees,
particularly in management positions.

You distribute to retailers but also
compete with your retailers by having
your own corporate stores...
Objection! The strategy behind corporate
stores is not to antagonize our retailers
but to build up a brand! Corporate stores
shall help boosting the whole market,
particularly to the benefit of retailers.
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In all the years, | did
not see a single "real

counterfeit" of any one

of our brands in China!

Profitability is not the only main purpose
of our corporate stores.

How difficult is it to get watch makers
in China?

Good question. It is very difficult. As high-
quality watchmakers are not available on
the Chinese labour market we have to
educate them by ourselves. So we built
up the “Nicolas G. Hayek Watchmaking
School” at Shanghai University in 2000.
We started off with only five students. It
is a two years educational program with
today a total of 40 seats, so every year
20 freshly graduated watchmakers join
Swatch Group.

Are they as good as Swiss watch
makers?

Hmmm, of course (smiling). That's
our mission to accomplish. They all
get additional training in Switzerland
and with time our watch makers get
very experienced and well rounded
specialists.

How did your margins develop?
Because we became more cost effective
we could slightly increase our operational
margins. In the end, our margins are
primarily affected by the exchange rate
between RMB and the Swiss Franc and
commodity prices. There is nothing we
can do.

As aresult of strong growth: Do you
suffer from production shortages?
Could you sell more watches if you
could produce more?

(Thinking). Probably we could sell

more, yes, depending on the brand and
model. | am thinking of limited editions
where demand is usually much higher
than supply. Speaking of hand made
mechanical watches, a natural production
limitation is given by the amount of highly
skilled watch makers which are quite rare

even in Switzerland. However, our focus
is on quality, not quantity.

Who is your main competitor?
| would say it is ourselves.

What are your main challenges?

So many. China is a global battlefield.
Everybody is here. One needs to
understand scope and scale of China
which are bigger than some continents.
This is energy consuming and also
requires a certain physical strength and
sturdiness.

How many emails you receive a day?
Oh my gosh! Sixty. Seventy.

Susan Chen

Susan Chen, winner of the SwissCham
AFG CEO/Entrepreneur of the Year
Award 2010, grew up in Taiwan and
majored in business administration
with a focus on marketing. Starting her
career at Johnson&Johnson in Taiwan,
she continued seeking positions at
market leading companies before
joining Swatch Group China in 2002.
The energetic business lady describes
herself as passionate, determined and
adventurous. Susan lives in Shanghai,
has to “handsome sons” both studying
at the university in Taiwan. She enjoys
diverse hobbies such as movies, art,
sports and rhythmic music.

What is currently keeping her
busy is Swatch Groups engagement
in the historical Shanghai Peace
Hotel. Swatch currently conducts
an elaborate renovation of the
entire building. Apart from Breguet,
Blancpain, Omega and Swatch
boutiques, the exclusive venue will
include exhibition and artist work-shop
facilities. The building is due to open
with the Expo and shall represent a
flagship store with global charisma.



L 255 H A

Business and Economy

Chinese Leader / CEO Interview / HEMS

IBHIFRR

‘HEPETHREAAHX
FRIURERHHR"

Bindix

HRHAITER #iFESusan Chen

Wik AeR

(#F) : Susan Chen, RS XEEIRIMLME
FHIFZ?

Susan Chen: HERIXRBREMAHESE
%, BRIERSMRAMKRFENELFD,
TERBBXEFER. BARKRINIENEFHE
REMR—RrRERENFR.

RETLIZEIE  BY18 BB EB IR
------ R19M MR HAVEMT — MRS F
xR (% .

BRTHIX EHBFERZH, HREEXHEM
BHEFGPLE?

RAEW. REFRETSETTFHRAENR
&, FrlEENERE BT EE, (5

BITEEXPLT. REZFHT2MENE
i, X FHRSEBEERTXHEN, HiF
SHEEIFIBFE T FEERIER/MIEEA. 3B
LA FEPERRI R I0TYE?

HNFAREIR2H 2 RAERDE RS
F, FEE-—SREEHBR, M2007EF A
TEMRAIREEASEZNTIE. F-ER
FEZEEMM. REPEETE/NFER
BREEXH, EWHBHMEETSFE, &K
KIMFERIREEFAEFEME — R, T

PECEOR010FPERIH R F=BERERE

CEO Interview
SEImIRR
Susan Chen
CEO of Swatch Group

19

MYHS WeyOSsIMG

RREENFRITUHEEO R,

BIEEAPREAG?
F8iE ARPEXMBX.

BrxX HHREHGHERESTRFENERDN
R IE?

2= (%) . EPEMEETIH, 2009FHA]
MEKEEBINERAERSH.

HTRSITE, RI1BRERBENERE?
LRKRE! RNBEMRITITIMAY, XEG T
EXHMERFNNERRRFIEZH.

/25 \ swisscham.org



Business and Economy

BLEFHE

Chinese Leader / CEO Interview / FEMS A/ BEHIFXRE

HUTHHIX FHBEBHITE Nick Hayekid
H2010fF KR BA T HELLZRRIFHI— 4.
T HRETHRMNEERRXANAN. MREE
HUERKHEE LR, BABARE—FBME—
ANHBER. thAN20105F 1A R KNVMA R IT
B—1 A%

HIT—m 48R E Z 2 2R EH AR D?
BNZTNT—&EmW, TIF2REE. M
20089 A FIAFHAIFIAN TR LIE, T
BEALMERR: HREERERPEERENR
BIHER . XMBELARSEMEESREL.
EREAE, FEEUEFIRIBRES
WETHREEN. MBNWELEEPEDIEH
THBHTIEEMRETT . BRINEITTIFS
MBERED, FELESHEFARE. #Y
HRE. RIOTTEHENIERRAE, NBHEBT
FERA, TBIRAKETERENERN
. BEYSKRIR, BNMABEIREERE.R
KARRAARER!

RBER/NO TGP B ?
BRARERMMETIE. FIBRREE
ZEXE, BIMEATIEREIEFGREE
&, RUSZE XX mEIRK.

HERNFTFRRET, NHERERNFRDE
Zft4?
IERMNAKRBSHBEETULFENFRILE
(%, MriERIRERYZITREN—398
THFR, MBREBRMEFI, PELE—
L EM AR MR . BT —EREE AT —
RINE7007 TTHIEIA.

HHERGE, HIEERZHEEEMAL?
HTFERMLAEMI XA EOGET, MURKE
WA REHEAKEFE. FERNELEXS
FE MR FATES LR LIE S LB R A
FRFINHEMR FTEREZEN —mEXLE
BREEHENE M RRE RANAERE
B! XHEERYIEIHEBRE EHR2007T M X Ay AR+
SIERMNEIMENER! IMHEEXTH
IRREFHAR—DKIER.
HI—MEENTEARE, TREBERNNE
HE, RN AERHEF A HE 101G X8
2hEmR, RERNHOREIITHRE! H©IF
R BRERIFT, FIRNBRRENRXLE
FLRERERINEZRE L AZMLURELER
KR! —MRRA! EXFE, XERER—
EFBRERNSHRE, ZEFROER, F
FEAREBEFN—MOERFEFHEITER
MEEMIL. I, BN TERERELN
PR E RS,

IR E G EE R 5B a3
HRGE,
—RHAE. MREERXLEFERNETES
i —&, BREMNFFNEMNMEFERET+
S1E1E.

/25 ‘ swisscham.org

TREBI _ELHRNT

FHFERFHEDERBEELKH
BEEEEP+IERE, XERFEFNE
RAEELBETSXE?

%E ! WFREEE, BRREER.

N O
I"oo

(%

FPEGGERCHGHELTWLETRZ 42
HETIAR TS SXNER . MREEPEDS
BB AIE, RIS LA ERLEES
ME. T3hEARRR—RFRIGHFHMN
WELSTHHREMER! kI, BRPER—
MER, MBERLE—ATE. FBRERRRE
THEBBEX, tEBEXXARTEHRBX, FHit
EFEELAONMESRRMARE TG BTH
E AR RS B SN REISIE, BATHRER
AR R E AR UEEWEHME T
A AR EE E AR, F it T 3R
i, XtEREAPTEKA!

B Y% L7 RETRIVE?
WREFERRE. £FE, RBLEBRBRTHE
MEE. FEAZ-—RFRFMAEATAED
R, SHREREMALE. 2MEZ, FE
AEXREHAMERMIAFNENE R XBEH
FagemtAEE R EEPEERT.
B T RGM AR ATRI KR F RAGE B TR B HAN D
E, MERINTIFREFHEATBRES BAER
U F .

HEPEHEHFE—THIX FHHFRBEE
ft4z
FiE. XUKXEGFEREMLIITIFHAN P

H Ho

RITHERS F i ERR9 M i 1 F 2 XYE?
HINS5LHRBEETNRR, BEHHEEE
BINEEE L5, HayeksEE s ETE
ETHR, hESEHMPELRHTEDLR
el HALBEM P EMFRBTSEER,

ST LU — T Rey EERED?
HHRIEREHMERSE, FHELAHHE
EE. PEAMKMEIRRE, HL®HA
RIEMISHIISENERBCHAE, &#
TIELRBRA. EHRFFIEHHERSUES
AAE, BMRESEEAFBEAURRAERR. X
MRARERRE T DAL, LEREESE
B.

RITBIF= R A HETER, FEHRIIEEDL 2
SRR ST EHES -
FREHER! AABENEBAZATEEE
X, MEEIRM! AREETLEAR
s, XM TEEFLAEEN. RINFLH
BAENEZENTUERT.

HEPEREIFIRET ZHYE?

EEM. AFEPENFTANTIAELTINIH
MHEGHERE, RNAFAECSHEIN. Bk
12000 £ LB RFMILT “BITRMERF

R” . BRE—AMRENKINE, RFBRES
AFE, NEBLARIERIOEEE, BF
HSB20BFEEWMAEREER .

EIZE AR 75 EER T L BRI —HE R G ?
LR () . XRBRNETHMER. XL
RELSEWRTEZHINNZI, 23 —KRE
BRIEGRE, IR TERELBIFMAR
REEHER.

PRITEYFI Y & 6 R 20 Y8 ?
BFHNPEET A, EEERERERR
BRE. A9, BMNOFEZARD R
TEMMCRUR B RN BRIZEERKR, &
XAEEANBIENT .

B RERELHRIIFRDIERIR? WR
tRIIBG =B ey iE, HEEBREHM
m

(B%) . RIEFEGQBANZXOTE, HAERN
ALHEES, LHEBLEFRTS THEAER
PREM. MXFFINMTKR, BFXHEH
SRFRENEER T HETSH LN, Eit
FEAAMZRTIRG. £, RIEXKHE
RE, MIENE.

RITREBHI TR FHIL?
HINAZRINBS.

RITE NG = BB L ?

Birg k. PEE—1EHENEE, 81
AHAUS5ES, AETHRPEXNKTH
BSEEAMSER AT REBRRE. MRXREEFE
K, EXRENFMBEIN.

REXLINEIS L EHBIIE?
RE ! AR60LH, AR70%.

Susan Chen

2010 P EH T A SAFGEE R ECEO/{E
WrER3KFESusan ChentiEF&E, T
ANMITHERE, TWHIFHEH. Susan
ChenB LB FREMNATLNR, &
2002 MMNETRE P EERZ /T, sk
EFERFHM/LRAEAF . Susan Chen
RN FHMIRL &, HEE R
THIE MERHMXEEEREH. WA
WhiE EiBAEE, WHEAN oM SRAIL
F’ HEATHRZESE. iEHBEREE
i, MEBRY. TR, EHURBEHTENS
RE,

HAiSusan ChenIEft FHikHEH
A& AR BB IREREETE. K
THETIY. . BXMAERHEER
AN, XEM—F ZRIRIE IR AIBR T
ALEENRHE. IRENBETEETFiHE
SHER, HFEHESEREWRTR, &
RESBARG LS T HMEME.



MOVING YOUR BUSINESS
FORWARD. [€]K0]:7A1HA
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“Often Encounter Lack

of Information”

In order to achieve something in China, one needs time, says Claudio

Mazzucchelli of Osec

Interview, Fabian Gull

Claudio
Mazzucchelli:
“To increase
risk awareness
of Swiss SME
is our most
important role”
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What is OSEC’s mission in China?
The Swiss Business Hub is the arm of
OSEC in China. OSEC is a purely private
association with members who have
been mandated by the Swiss government
to coordinate trade promotion and later
on investment promotion worldwide.

As of today, there are 16 Business

Hubs worldwide, where half of them

are overseas and the other half are in
Europe. Despite the growing importance
of emerging economies in terms of

trade, don't forget that roughly 66% of
Switzerland’s trade still happens within
Europe.

So basically you are doing two things:
Helping Swiss companies entering
the Chinese market; and secondly,
helping Chinese companies entering
the Swiss market.

Exactly. We call it trade promotion and
investment promotion. In the field of
export promotion, we mainly deal with
small and medium enterprises (SMES)
that wish to export to China, or maybe
want to set up manufacturing facilities, or
are just looking for partners in China, (i.e.
distribution partners). Some have never
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been to China and want to explore their
chances, so we help them find the right
partners. Most big Swiss multinational
companies are already well established
in the Chinese market and therefore
need our services to a lesser extent.

Investment promotion works the
other way round. We are aiming at
rather big Chinese companies that are
interested to either establish a presence
in Switzerland, or reorganise their
structure in Europe and maybe relocate
to Switzerland. Some Chinese companies
are already in Europe with sales or
representative offices. We explain to
them what the advantages of setting up
a European headquarters in Switzerland
would be.

How many Chinese companies could
you already fetch over to Switzerland?
Formally, we just started our investment
promotion activities in January 2010.

So, none so far. Before, investment
promotion was carried out by a private
company in Switzerland and we took
over their mandate. But there are some
very interesting and promising signals, so
we are positive about upcoming success
stories.

How many Chinese companies are
already in Switzerland?

Leaving aside Chinese restaurants,

we estimate something between 30-40
Chinese companies. Unfortunately, there
are no official statistics.

What are the most common wrong
assumptions of Swiss companies you
encounter?

A sometimes dramatic lack of information
and insufficient risk awareness. Small
companies often have no idea - or have
very little knowledge about China. Maybe
they have been here as a tourist or have
read about the economic boom in China
and want to be part of it. China is a
fertile but also a difficult ground. Timing
is another issue: Some are not patient
enough and just have “quick money” in
mind. In order to get something done in
China, one needs time. A lot of time. And
money. From a product point of view,
much more Swiss SMEs would have the
potential to successfully do business

in China. But they lack resources,
particularly money and staff. This is a
problem.

OSEC is not a State
subsidized competitor

of privately funded
Swiss companies

What can you do?

Help getting their risk awareness right!
This is one of our most important roles.
Don't forget: Big companies can bare
losses, but for small companies, it
can easily become a question of life
and death. If we think a company is
not prepared well enough, or does not
have the right products, resources or
knowledge, we recommend them to
maybe try an easier market and leave
China aside for the time being.

Any success stories in the field of
export promotion?

Sure. There are several companies that
we introduced into the Chinese market

- for example - in the machinery, food
and chemical sector. But don’t make the
mistake of viewing only the establishment
of a company as a success! Let me

be clear on that: It is also a success if

we help a company to avoid making a
mistake and losing money! | give you

an example: if the market research we
conduct on behalf of a client comes to the
conclusion that there is no demand for
certain goods or services, we dissuade
them from coming over to China. As long
as we help, it is a success.

How many Chinese companies you
think will you be able to convince to
set up a presence in Switzerland in
the near future?

At this stage it is impossible for me

to give you a number. Potential and
dynamics are there. But the process of
setting up companies can take years.

There is big confusion in the Swiss
business community - not just in
China - due to the fact that there are
So many players operating in the
same field. Official and private ones.
There is Osec, Seco, the chambers

of commerce, economic sections of
embassies and consulates, SIPPO,
Economisuisse, the export risk
guarantee and plenty of private market
entry and consultancy companies.
Similar picture in investment
promotion. People simply do not
know who to address for what. Do you
understand this confusion?

| certainly do, as there are indeed many
players. But our role is clearly defined
and we maintain excellent relations with
other players. Different inquiries are
handled according to competencies. As
long as everything is coordinated in a
proper way, and every organisation has
its strengths and communicates well,

| certainly do not regard this variety of
players as a disadvantage.

Is OSEC a State subsidized competitor
of privately funded Swiss companies
in China?

Absolutely not. Whenever we get a
mandate from a Swiss company, let's
say to conduct market research, we
outsource it to external private partners
we have identified — to a so called “pool
of experts”. So we are not a competitor
but a supporter as we actually create
business for them. Basically, we are a
platform in between Swiss companies
and these experts and coordinate the
process according the clients needs.

Claudio Mazzucchelli

Claudio Mazzucchelli entered the
Department of Foreign Affairs’
consular section more than 25 years
ago. Originally from the beautiful
Canton of Ticino, his professional
career has taken him to places like
Casablanca, Seoul, Moscow, Houston,
Cairo, Berne, London and Beijing.
Mazzucchelli has been dealing with
export and investment promotion since
1993. His first posting in China dates
back to the period of 1993-98, when
he was in charge of trade promotion
at the Swiss embassy in Beijing. After
that, he performed as head of the
Swiss Business Hub UK based out of
London for six years. Since summer
of 2008, he is back again in China as
Head of Osec Swiss Business Hub
China. He is 51 years old, married
and has two children who are both
studying at university in London.

/29 \ swisscham.org



Business and Economy

A EFEHE

+ = 1
! ﬁsﬁ{E l%\ﬂ*
1% BHie #E(OSEC)Claudio Mazzucchellifgi: “ Hf 1t E BRI S WA
hE et FEIEEIRE"

Wik AR

23S0

A

OSECHEHERESZA4?
HrESREAEROROSECEFEMS X,
OSECER— MR ENN, HERIREE
THMAMEREHFREENNER S 5 KR
HiEE. FHESH, OSECELSHKEB164E
Sril, HP—RERGH, —REL Tt
X, XRRAAREHMERER S MBI
ETEHEMEE, B 1+66%8E 5 ENN
ERMETT.

BHEBREFNEEERTES.: HHHELEW
HAPEFY, LIRS EEWHNG LT
4.

=i, RNz RS SRFRE. AHOR
g, RMNEEAQENFEFSHOWLS
BN, SRERTERERIIEEM,
HEPEFHREERE (MEERE BWE
Ao —2ll AR 5 H E iz AR, 20X
REWISHTER T IFE D, BAMESHERHY
B SEMEERE. RS KREMEHL
BECWELETETIAE TRIFHAR, b
A HATRBIF R K.

EFEAE, BRINMOIEEFER. RINEE
T [5] B 2 2o B T 4 R BB = A RN T I E
EHBAREHEANRLTTIHN KRB FERL. F
ZHhERWAERMNTIHRMEHERAMSINKE
A, ANMESHEHENMA] T RIGEM S
R T RYIES 2Ak.

RITE LRI ERE T % 2L 5 E 12 H# A T
T iiguE?
HFHZNM2010F 1A B A EXNFIANERE

/30 ‘ swisscham.org

R E, FTLLESTRAMRIESG . it
B, RERAFNEERHHLIH—RBER
ArEfTHY, MERMEET RS, I
HNELFATIFE ABEMS ARENINS,
HITEET A LIRS SRS

BEiIFZLRPELWHNA T H5?
B ERTHREN, RINAMEITE30-40%
. BRETREEFTLKIT.

i AR o E G a= i B S R TR WP
FEMEERAMANREIRLES. 55/ 0E
el R BT A — TSz E D, {18
TEZHAEAREXBRED, SEEHRT
LFEAXTHEZFAELARMER, TRE
FEHNZATE. PETIHR—RHNBE
BHig, FNtE—PEEEENTS. EA
BIRTHLR B b —A B RE: —Lefll & F KA,
BRORBENEDTIZERER, Sl LHHA
RBHIEE T EHE. WM EEEE, N
FREAERE, XEHHLHIEIHESR
FIANRETHE N, BRMENNRZER,
RERZEMFHNN, XR—MRAHEIM,

PRITEEH i (152 CEYPLE BR BYUE ?
BEBMFEMANRRERFE! XERNEE
EHz— B—RBAEZEIRE: KB iR
ZMKMEENRR, T FOREWREGR, —
BRYAREMZHANMREL. FIWmRENIA
ARN W E B EEFARREZEEN~
M FRSEIR, BNMSEUNENKT
ET AR E A TS

FEH OR# G EHRE R R BIVE?
HRE. RINEERIHNBT —LRWHEN
HETS, M. fRFEFaEa S,
FAERMFRNIEEPEMRLLF ! KERE
VR Bl B IR SRR KT T HAIEK
BRI BRI MRHENRRE P
ITHTHHEMERE RN FREF DR
FREFK, BRNASYEELMHFEANPET
M. B, RERNBWEES THR, B
R

RIN A FE TR 69K KR 1T LA e Th B9 5 AR 2
KPELWHANFLHS?

BRIRILHRERELL H— T, BN
#HRK, FTHIRILAFRMERERRIKH.

FRIREFEH, HAFE—FHEAFEEREZRES
XFE, mTBLEE—HEE, BIFEHHH
FEREIE, WFENIFOSEC, IntTBIBLEFE
BI(SECO), B&. XEEFGEIENIZFLL.
It #OME#ITE (SIPPO), mtZFiTUhE
(Economiesuisse), HOMPRIERLRITFZM
BHGEASEANMRELWE, RFMTEN/E
EBXE/MNE, REHEREIER TR RX—E
&, X —iBAEEEELE?
ERGERATHBEFEERZESEE. ©
HHRMNWES T2, REES R EMB
HMRFERFHEKR. RESNAEIBR
[, feiltEalShERARE. LREHIFIR
W, SMEAFRBERYE, RATANAZES
wRAE.

OSECER— 1T HBF R B L HERTT
HIZEXFB?

TEFE. BHRINMAHE TR WREBESH,
WHITHIHBEFNES, RN EREEN
SMERFAERIKA, BMBIIR “ERE" BB
MNHITAF. ARBNFIRE—IREENZ—
ITRFENAE, RINAMARBLES. S8
i, BRIMNE— Il SEREZRHF
8, FREZTFHFEREITDEDE.

Claudio Mazzucchelli

Claudio MazzucchelliskBFiLEmR
BIRRIEM, ARLTIIRBAETIED
MIE25F, M ITERRERESKRE
FEAZR, &R, RHR, KEIH. F
5, . AR RERT. 1993%F,
MazzucchelliFFig NI H O 038 F{R# T
fE. 1993-98% g, fERKIPEEER,
HERITBHLERXFEEARASRES
%. BENAREE, XESBBEERL
BRI (Swiss Business Hub)#E
E&ik. 2008 E, BEXRIPEHH
HFOSECImtTBEREPLPIEARS K.
Mazzucchel iZ}&ES51%5, BIE, MIMEF
BRET RHAIKEE,



WWRFHE Business and Economy

Contact Information of AFG in Asia Pacific:

AFG Shanghai Management Co Ltd

7 ¥ianxia Road, Tower B, Rm 260% Far East International Plaza,
Shanghai 200051, P R, China
T +86-21-6235.0883 F +86-21-6235.0887

AFG Shanghai Management Co Ltd, Beijing Office
Rm 912, Eternalink Building

28 Bei San Huan Dong Lu, Chaoyang District

Beiing 100013, FR. China

T +B6-10-5165 6580 F +86-10-6440.5266

Arbonia Forster Group (AFG) Pte Ltd
2074 Thomson Road, 1/F Goldhill Centre, Singapore 307840
T +65 9760 5405

Email: asia pacific@®afy ch website: wenwafg.ch

/ Join SwissCham NOW!
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Because connections matter

SwissCham is the necessary partner to your business; we understand and represent our members’
interests within the business community and towards governmental authorities.

Sign up today and enjoy the membership benefits!

+ Establish key contacts and new relationships

+ Reach access to business opportunities in China and Switzerand

* Tackle specific issues in focused committees

= Gain access to government officials & representatives

+ Experience our business setup intelligence

* Enjoy free subscription to “The Bridge” magazine

+ Get discounts at events and on selected advertisements

+ Receive a free “Membership Directory” and more membership advantages on many occasions

Contact the Swiss Chinese Chamber of Commerce:

assChar




B EFEHE

Business and Economy

Sino Swiss Science Update, Supported by ETHZ

Precision Craftmanship

How Universities of Applied Sciences (UAS)

Contributed to the Swiss Society

By Dr. Maio Su Chen, SSSTC China Coordinator, ETH Zurich

The Swiss State Secretariat for Swiss State Secretariat for Education and Research, the owner of the Sino Swiss
Science and Technology Cooperation (SSSTC) program, recognizes the importance of UAS participation in the SSSTC
program and encourages the involvement of the UAS in the program. In 2008, two UAS projects have been awarded. After
an intensified effort in informing the UAS of the SSSTC, we have currently seven under evaluation. Through the SSSTC,
we look forward to familiarize both the Chinese universities and industry with the Swiss UAS.

wiss prosperity is not only built on its

beautiful landscape but as its political

and social stability, low unemployment

rate and highly skilled labor force. With
ETHZ, University of Zirich, EPFL, University
of Basel, and University of Geneva ranked
amongst the world’s top 100 universities, the
success and strength of Swiss universities is unquestionable.
They have contributed greatly to the intellectual vigor and
technological advancement of the Swiss society and are
translated ultimately into wealth and stability. But, is this the one
and the only Swiss formula of success?

According to data from SECO! and Eurostat?, the unem-
ployment rate (March, 2009) in the EU was 8.3% with a youth
unemployment rate of 18.3%. This is in contrast to the Swiss
overall unemployment rate of 3.4% and the youth unemployment
rate of 4.0% for the same period. Undoubtedly, a low unem-
ployment rate is an important stabilizing factor for the Swiss
society. How is this done?

Cost effective dual education system
In his book “Warum wir so reich sind“(Why are we so

rich), Swiss politician Rudolf Strahm contributed this Swiss
success story to the dual education system of Switzerland,
i.e. the system where young people are directed to either
a general education curriculum which leads to studies in a
classical university, or to a vocational training which could
ultimately lead to studies in the universities of applied sciences
(UAS) ending up with either a bachelor or a master degree.
One may or may not agree with Mr. Strahm’s argument, but
it is undeniable that the Swiss dual education system is cost
effective. It provides the country with highly competent workers
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and professionals. It is well-recognized among the Swiss that

one gets a “professional” education rather than a “second-rate”

university education from the UAS. A graduate with an UAS
bachelor degree receives a substantially higher starting salary
on average than his counterpart from a classical university

(Strahm, 2009). The success of this system also results in a

healthy attitude toward education: the fierce competition for

college entrance is unheard of in Switzerland. Children are able

to enjoy their childhood and learn a trade that affords them a

good living in the future.

The competence of the UAS in education as well as in
research can be best demonstrated by their connection to
the industry and consultancy engagements. Many of such
involvements are in the form of bilateral international cooperation.
The following are just a few examples of UAS’ China/international
engagements:

* FHNW business school provides a public management
program for the Gansu province. The program has been
running for 15 years. FHNW has similar cooperation with
Russian and Viethamese governments.

» Joint master degree program in Precision Manufacturing
between SUPSI University and the Guangdong Province.

» Bern University of Applied Sciences, Architecture, wood and
Civil Engineering School collaborates with Tongji University on
“The Kitchen” project for sustainable architecture.

We believe that the UAS has contributed greatly to the
Swiss society and wish to introduce their contributes in China.
We look forward to see more UAS engagement in China and in
the SSSTC program.

1 http://www.seco.admin.ch/
2 http://epp.eurostat.ec.europa.eu/portal/page/portal/eurostat/home/
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elope - An Initiative for Innovation
for Learning and Teaching

By Peter Bolsterli, KFH (Rector’s Conference of the Swiss
Universities of Applied Sciences) China Delegate

Business and Economy
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nnovation primarily happens by convergence of disciplines previously

considered disjunct. This is why universities nowadays are committed

to offer their students not only professional knowledge but also an

openness and skills for the dialogue with other disciplines; in short to
educate trans-disciplinary thinkers.

elope is a study platform to practice and experience trans-disciplinary
work at the Bern University of Applied Sciences. elope carries out complex
real-world projects under the meta-theme “architecture and health”. In this
year’s project “The Kitchen”, led by the Bern University of Applied Sciences
and the Tongji University, students from five countries with backgrounds
in architecture, landscape design, interior architecture, mechanical
engineering, sociology and interior design created novel concepts to
combine healthy living and eco-tourism in a village on Chongming Island,
China.

elope - BRFISHFCIH

1% . Peter Bolsterli, KFHER TR AR ZAFRKEFES ) PERXKR

HEEREFHRIANATRHERENSE. ZUEHTAYETFE XFEH
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9, BMEEEEFRAL.
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Understanding China’s Wealthy

China will soon be home to the world’s fourth-largest population
of wealthy households. Companies that hope to reach them must
understand how they differ from their counterparts elsewhere,
from other Chinese consumers, and from one another.

By Yuval Atsmon and Vinay Dixit of McKinsey

alking about wealthy consumers in China may seem odd
during the middle of a global economic crisis. Yet for many
companies around the world, wealthy Chinese represent a
rare opportunity in an otherwise dismal picture.

Despite the global downturn, the number of wealthy
households in China continues to grow. By 2015, the country
will hold the world’s fourth-largest concentration of wealthy
people. Companies that better understand the factors behind
their purchases could steal a march on the competition. Our
research shows that their behavior is very different from that
of their counterparts in other countries and of consumers
in other income classes inside China. Indeed, the pool of
luxury consumers has become large enough to form distinct
segments, each with its own behavior and needs.

Our work included face-to-face interviews in 16 cities with
1,750 wealthy Chinese consumers—people in households
earning more than $36,500 annually, which gives them the
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spending power of a US household making roughly $100,000
a year. These wealthy Chinese households, with an average
annual income of about $80,000, represented the top 1 percent
of earners in China’s cities. We supplemented the interviews
with home visits by our researchers, who also accompanied
many respondents on shopping trips. In addition, we talked with
brand managers and marketing specialists in China who serve
this sector, visited luxury brand stores, and conducted exit
interviews there.

To succeed, marketers selling luxury brands or the premium
end of mainstream brands must understand what makes these
consumers pick one over another. Indeed, they vary sharply
in their preferences: for example, some wealthy consumers in
China are still looking for status labels, while others try not to
display their wealth. Companies that fail to understand such
distinctions could end up wasting millions in marketing dollars
and missing big opportunities.
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Big—and getting bigger

Even in the downturn, China remains one of the world’s
few growth markets, with GDP expected to expand by 6 to 8
percent in 2009, according to official and private estimates. The
crisis has affected all of the country’s income levels, however,
and data on reactions to it remain inconclusive because the
situation is changing so rapidly. Anecdotal evidence, particularly
discussions with luxury marketers serving China, suggests
strongly that spending by wealthy Chinese is growing more
slowly but hasn’t dropped overall. Indeed, in early 2009 there
were tentative signs that growth rates might be edging up
again.

The number of China’s wealthy households, which hit 1.6
million in 2008, will climb to more than 4.4 million by 2015,
trailing only the United States, Japan, and the United Kingdom
in sheer size (with definitions of wealth adjusted for purchasing-
power parity). Even allowing for the current economic
slowdown, the number of wealthy households in China is likely
to expand at an annual rate of about 16 percent for the next five
to seven years.2 In developed markets, by contrast, this group
is expected to grow largely in line with GDP.

To illustrate how quickly marketers must move to keep pace
with China’s wealthy consumers, about half of the Chinese who
are wealthy today weren'’t four years ago, and more than half
of those who will be wealthy in five to six years aren’t today.
Spending habits can change quickly when a market grows
so explosively. Only a few years ago, for example, Chinese
consumers purchased most of their luxury goods outside the
country. Today, they make 60 percent of these purchases in
mainland China.

In such a fast-growing market, companies can do much to
shape the taste, spending habits, and loyalty of consumers in
a wide range of industries—automotive, real estate, banking
services, consumer electronics, and other luxury consumer
goods and services, for example. Over half of the wealthy
Chinese consumers who now buy luxury fashion goods started
doing so in the past four years, and only a minority can name
as many as three luxury brands in any category.

Concentration of wealth
As expected, a disproportionate number of China’s wealthy

households currently live in its biggest and most developed
cities, in the east and central south regions. China’s four richest
cities—Shanghai, Beijing, Guangzhou, and Shenzhen—account
for about 30 percent of all wealthy consumers; the top ten
cities are home to some 50 percent of them. (By comparison,
the top ten cities in the United States are home to only about
25 percent of its wealthy consumers.) But this concentration is
changing.

Our research indicates that over the next five to seven
years, three-quarters of the growth in the number of China’s
wealthy consumers will occur outside the largest metropolises
(Exhibit 1). Indeed, much of the growth will occur in the smaller
second-tier cities, bringing them on par with the larger second-
tier ones. The wealthy class will grow even in the next rung of
cities, the third tier. Because many of these new wealthy will be
entrepreneurs and other people with strong ties to the places
where they live, we expect little migration to the largest cities as
incomes rise.

Exhibit 1: Geographic evolution
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This shift must force a change in approach for those
marketers in China who still focus on Shanghai and Beijing,
where competition is fiercest. Companies hoping to seize the
full opportunity of the country’s growing number of wealthy
households can't overlook China’s smaller cities, as they often
do today. Some of the biggest names in luxury goods have
several retail outlets in Beijing, for instance, but are absent in
places like Chengdu or Wenzhou, even though Chengdu has
more wealthy consumers than Detroit, and Wenzhou has as
many as Atlanta, where luxury outlets abound.

China’'s wealthy are different
How best to target China’s wealthy consumers? If they

decide to buy a watch or a leather bag, will they want a genuine
high-end brand or be content with a look-alike? When the
time comes to buy a car, are they more impressed by the
endorsement of a young, glitzy celebrity or of an older, more
sophisticated one? Are they more likely to buy a mobile phone
deliberately positioned as a luxury brand?

Such questions weigh on the minds of marketers trying to
reap profits from China’s wealthy consumers. For companies
selling luxury brands in other markets, particularly developed
ones, the key issue is how the rich in China differ from their
counterparts elsewhere. Companies already catering to the
mainstream in China and hoping to stretch their brands to the
premium market must primarily understand how the country’s
wealthy differ from other domestic income groups.

Our research shows that these differences abound. They
will be critical for any brand targeted at wealthy Chinese.

Different from their global peers
One of the clearest factors distinguishing China’s wealthy

consumers from their foreign counterparts is their youth: some
80 percent are under 45 years of age, compared with 30
percent in the United States and 19 percent in Japan. Because
they are newer to the consumer market and to wealth, they are
less knowledgeable about luxury brands. In addition, China’s
wealthy value the functional benefits of any particular purchase
(the quality, material, design, or craftsmanship, for instance)
more than wealthy consumers elsewhere do. The emotional
benefits of a purchase—what it says about its owner’s taste, for
example—count, but for the moment they matter less than they
do for consumers in developed markets.

Such differences have clear marketing implications. To
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capture younger consumers, for example, Lancéme emphasizes
the importance of taking early action to prevent manifestations
of aging when the company promotes its range of anti-aging
skin care products in China. That approach significantly lifted
sales among younger consumers, helping to make Lancéme
the largest luxury cosmetics and skin care brand in the country.
The manufacturer of the luxury cognac Louis XIlII countered its
low brand awareness by replacing its traditional ads, featuring
luxury images such as pianos, horses, and yachts, with simpler
ads that often focus solely on the bottle and packaging. Other
brands acknowledge the Chinese consumer’s appreciation of
functional benefits by emphasizing product quality. When the
Italian fashion brand Ermenegildo Zegna, for example, opens
stores in China, it conducts demonstrations of how its ties are
made in order to emphasize the craftsmanship.

But there is also danger in radically changing a brand’s
global positioning for the Chinese market. When the Swiss
watchmaker Longines first came to China, in the 1980s, it
launched a special, brasher product line meant to appeal to the
country’s wealthy consumers. This line failed. The company’s
vice president of marketing for China, Li Li, later explained that
Chinese consumers felt suspicious when they discovered that
Longines products offered in other countries were drastically
different. In 1994, the company repositioned itself in China as
a classic, elegant brand, in line with its global positioning, and
today China is its largest market.

Different from other Chinese
Our research also shows that wealthy Chinese are very

different from the country’s other consumers. The gap in
attitudes and behavior is particularly stark when we compare
them with the mainstream: for example, 52 percent of wealthy
consumers said that they trusted foreign brands, compared with
only 11 percent of mainstream ones. The wealthy also are more
willing to try new technology, more amenable to borrowing, and
more likely to have difficulty maintaining a satisfactory work—life
balance.

Like Chinese consumers in general, the wealthy watch a
lot of television: 77 percent of them—the highest percentage
among all the activities cited. What’s more, they spend a
good deal more time surfing the Internet than do members
of other income groups. Such differences in leisure behavior
are important to help marketers design the right media mix for
reaching these consumers. Wealthy people also spend more
time than others do outside their homes, engaging in sports,
visiting health spas, and drinking and dining out. Indeed, the
wealthy spend 17 percent of their household income dining out
(compared with 7 percent for mainstream consumers) and 10
percent on leisure and entertainment (compared with 3 percent
for the mainstream).

Such behavior not only confirms that television remains
an important medium for reaching wealthy consumers but also
suggests that Internet ads, blogs, and other online channels
could have a greater impact on them than on other consumers.
Companies should also bear in mind the amount of time that the
wealthy spend outside their homes. Some premium whiskies,
for example, hold marketing events in bars and clubs frequented
by the wealthy, but more brands could take advantage of such
opportunities. A wider range of sports sponsorships, beyond a
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focus on activities traditionally embraced by the wealthy, such
as golf, could also help companies reach wealthy consumers.
The watch maker Omega, for example, has been the leading
sponsor of the Shanghai Golden Grand Prix.

Targeting the right wealthy
China’s wealthy consumers differ not only from their global

peers and from other Chinese consumers but also from one
another: as this attractive group has grown and continues to
grow, stark differences have appeared within it. Marketers must
understand them to take full advantage of the growth of these
segments.

Easily obtained demographic information—age, gender,
and income, for instance—offers little help in separating
China’s wealthy into segments with differing attitudes toward,
say, borrowing, fashion, or obvious displays of wealth.
Wealthy Chinese may generally be younger than their global
counterparts, for example, but their attitudes are shaped less by
age than by other differences. The one exception to the relative
unimportance of standard demographic data was location.
Rather surprisingly, wealthy consumers living in the four largest
cities have more conservative attitudes toward saving and are
more focused on family than their peers in smaller cities. Less
surprisingly, they are more trusting of foreign brands.

More meaningful differences emerged when we considered
what respondents said about their needs—the need to feel
unique, for example, or to feel financially secure. This needs-
based analysis uncovered seven distinct segments among
China’s wealthy consumers (Exhibit 2).

Exhibit 2: Seven segments
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Consumers in the Luxuriant segment, for example, are
among the country’s wealthiest people, passionate about luxury.
They never settle for less than the best and gravitate toward
high-end, high-fashion brands, such as Hermés and Chanel.
These consumers are a brand’s best friend, buying frequently
and talking with friends about their purchases. They avoid the
brash—opting instead for understated, sophisticated chic—and
are seen as trend setters. Although they work hard, they find
time to socialize, travel, and be with their families and to visit
gyms and health spas.

Compare this segment with the Demanding one: self-made
men and women who have more money than they need and are
satisfied with their success, although they still work hard. They
don’t have a taste for luxury goods, especially fashion; rarely
buy the very best; often content themselves with look-alikes;
and make an effort to compare prices before buying, even at
prices they can easily afford. When they do splurge, they like
something flashy that sets them apart. In general, though, they
settle for products that are more functional, less showy, such as
televisions and sound systems.

Willing to pay a premium

A company must also understand how the different
segments relate to one another and craft strategies appealing
to several of them to gain the greatest benefit from its efforts.
Companies in most industries would gain, for example, from
analyzing each segment according to the willingness of its
members to pay a premium for what they regard as the best
and their desire to flaunt their purchases, a characteristic we
call “showiness.” Such an analysis, which groups the seven
segments into four clusters (Exhibit 3), suggests, for example,
that Chinese consumers in the two wealthiest are willing to pay
a premium for what they regard as the best but that people in
one cluster are more interested in showing off their purchases
than people in the other.

Exhibit 3: Optimal impact
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Together, the two largest clusters account for about 70
percent of the total wealth held by China’s wealthy consumers.
This degree of economic importance means that these two
will probably be the primary targets for many brands. Digging
further, companies should also understand how the relative

weight of each cluster varies among regions and among cities
of different sizes and even within individual cities. For example,
the cluster composed solely of Demanding consumers is much
less important in the largest cities, where they account for about
10 percent of the wealth held by wealthy families, than in other
cities, where they account for about 17 percent of it.

The weight of the clusters will change over time. Com-
panies that want to build an early brand advantage will need to
consider investing in segments that are relatively small today
but will grow in importance. Over the next five to seven years,
the fastest-growing cluster, for example, will consist of Climbers
and Down-to-earth consumers, who live mostly in the fast-
growing cities outside the big four.

Glossy magazines, TV and internet
For many brands, a better understanding of these clusters

can lead to more effective marketing spending. Advertising, for
instance, can be targeted at a number of segments within a
cluster, because they share important attributes. Consumers in
the Enthusiast and Flashy segments both tend to be willing to
pay for the best and enjoy showing off what they buy. For them,
brands matter and should be noticed; logos and marketing
generally ought to be bold. Their intense brand knowledge
makes them challenging customers, however: they insist on the
latest products and styles and expect salespeople to reflect the
brand image in appearance and behavior.

BMW, for example, has a brand position that would appeal
to this cluster. The German carmaker offers its full line of
products (with design changes catering to wealthy Chinese)
and advertises them across a range of channels, such as
glossy magazines, television, and the Internet, to create wide
brand awareness. Annual BMW Experience Days rotating from
city to city offer groups of buyers a first look at the coming
year’'s models, giving these customers a luxurious experience,
along with an opportunity to test-drive the new cars.

Companies serving the cluster should offer a strong product
line and excellent service, but for these customers the product
must be less conspicuous and the marketing more subtle. VIP
programs and special marketing events, such as previews of
new seasonal lines for only a few customers at a time, rather
than large events, can be effective. Celebrities endorsing such
brands should reflect their sophistication, and overexposure
to them could be harmful. In China, the watchmaker Patek
Philippe’s strategy would appeal to these consumers: for
example, the company’s two flagship stores in mainland China
are at locations (one of them the historic former US embassy)
that exude a sense of heritage and tradition.
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Notes

1 The full report is available at the Insights China by McKinsey Web site at
insightschina.bymckinsey.com.

2 For more information about this forecast, see the McKinsey Global Institute’s
urbanization study Preparing for China’s Urban Billion.
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600 Years Ahead of Time

The world’s first mechanical clock wasn’t invented

by Swiss but by the ancient Chinese

By Garry McAlpine, Executive Producer Mercuria, “Legacy of China”
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n 2008, Switzerland set a new record in exports by selling

over US$14.7 billion dollars worth of watches. The largest

single destination for these timepieces was Hong Kong,

who purchased three billion dollars worth. However, most
notable, was a 46% increase in sales to China, who bought
over a billion dollars worth of watches. Names like Rolex, TAG
Heuer, Omega, Breitling and Jaeger Le Coultre are just some
of the hundreds of brands of Swiss watches that carry that very
special tag “Swiss made”, which symbolizes both quality and an
expensive price tag. Indeed, this year saw the debut of an ultra
luxurious Swiss Watch brand with prices starting at a recession-
breaking US $350,000 a piece. So what makes these watches
so special, and why is this industry so uniquely part of Swiss
culture?

The story goes back well over 400 years to the Swiss
city of Geneva, where the manufacturing of high quality and
exclusive Swiss watches has always been based. In 1574,
a French watchmaker, Charles Cusin moved from France to
Geneva; and it is from this man’s direct efforts that gave rise
to the multi billion dollar Swiss watch making industry of today.
Charles Cusin probably had no idea that his moving to Geneva
would have such a far reaching effect upon history, but today,
this industry employing thousands of people and making billions
of dollars worth of goods, can be directly traced back to his
move to Geneva.

Not long after he arrived, Charles Cusin worked towards

founding the now exclusive Watchmaker’s Guild of Geneva,
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which established a set of rules and standards for fine watch
making. These standards have persisted through the centuries
and even today, a watch has to meet 12 exacting criteria in
order to carry the “Geneva seal” that indicates it has been
crafted to meet these exclusive standards. One hundred years
after the founding of the guild, Geneva produced five thousand
watches a year, with one hundred masters of the guild and
three hundred apprentices. By 1800, Geneva had nearly
six thousand watchmakers and jewellers, and produced fifty
thousand timepieces a year.

The Japanese quartz invasion
Thus the Swiss watchmaking industry expanded and

prospered right up until the early 1980’s when Switzerland’s
history and splendid tradition of innovative watchmaking, came
under the crucial threat of being swept aside by new quartz
technology. Quartz watches rely on piezoelectric material
that vibrates at a particular frequency when captured within
an electric field. This technology was used extensively by
Japanese watch manufacturers to produce large numbers of
inexpensive and extremely reliable quartz watches.

This Japanese quartz invasion, delivered a blow of atomic
proportions to the Swiss watchmaking industry, and so many
solid and cherished Swiss brands disappeared overnight. In
one year alone, the sales of Swiss watches dropped by over 25
percent.

But to their credit, the Swiss watch industry rebounded by
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competing head on with the Japanese. In 1983, they created
the Swatch brand, which was a brilliant fusion of style and
technology that mirrored the fashion preferences of the day,
yet offered a quartz movement under an analogue dial. It is
interesting to note that the number of parts used to produce a
Swatch were reduced to around 60 percent of those employed
in standard models at the time; and great economies were
achieved by robotics and single assembly lines.

600 years before anyone else
Today, the Swiss still hold the crown for the manufacturing

of both the highest quality time-pieces and the en-mass
production of designer fashion watches like Swatch. And, it
appears these items are highly prized by the Chinese who are
rapidly becoming one of their largest customers. Now this is a
rather strange twist of fate, as history records that, indeed, it
was the ancient Chinese themselves who actually invented the
world’s first mechanical clock 600 years before anyone else. So
how and why did they achieve this?

Since the ancient Chinese believed that the perceived
movements of the stars were closely related to the destiny of
China and its emperors, for thousands of years they recorded
their movements with great attention. In fact, some 2’200
years ago, Chinese documents already had entries on what
later came to be known as Halley’'s Comet. The record of the
comet, which appeared in 613 BC, is recognized as the earliest
mention of Halley’s Comet in the world. Also, the earliest
record of a solar eclipse that can be verified, appears in a
bone inscription dating back to the Shang Dynasty. Studies
have proved that the solar eclipse recorded actually took place
on May 26, 1217 BC, thus proving that it was the first reliable
record of an eclipse that man ever made.

Water-powered cosmic engine of Su Sung
So in the 11th century (around the time of the battle of

Hastings in England), a Chinese official called Su Sung ended
up constructing the world’s first mechanical clock. Standing
at over 30 feet tall and running from 1092 to 1126AD, the
greatest of all Chinese medieval clocks was known as the water
powered cosmic engine of Su Sung. This clock had all kinds of
displays that not only told you what time it was, but where the
sun was as it rotated in an armillary sphere to keep in tune with
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the Heavens.

So why did the Chinese - more than other cultures -
need to know the precise hours of the day and positions of
the planets? The answer is not what you might imagine. The
Emperor of China was truly a cosmic figure, and his every
move was regulated in conjunction with the heavens. His heirs
were determined not by their order of birth but by the exact
determination of their conception and these moments were
by design, not by accident. A quote from a book at the time
records...‘His yang force had to be matched with a yin force of
equal measure so for most nights the Emperor slept with nine
women at a time’. And as the Son of Heaven, his every move
had to be measured with as much accuracy as was humanly
possible. Thus, Su Sung’s clock was the ideal instrument. After
the fall of the Song dynasty, Su Sung’s clock was dismantled
and moved to what is now Beijing. But it was not maintained
properly, and in 1195 it went out of action after being struck by
lightning, and the high art of Chinese clock-making completely
disappeared with it.

In Europe, the first mechanical clocks appeared around
1300, during the time of the Mongols - which suggests the
idea could have come from China, perhaps through the
Islamic world, where clocks did appear just after Su Song’s
clock went out of action. Nearly 300 years later, when the first
Jesuit missionaries arrived in Beijing in around 1600, they
wanted to impress the Chinese court with the whole of the new
European cultural package in an attempt to make their religion
more attractive. One of the things they brought with them,
were European mechanical clocks. These clocks completely
fascinated the Chinese, which begs the question: How did
the ancient Chinese lose their knowledge on the mechanical
measurement of time?

The answer can be found in the TV series “Legacy of
China”. This 2 x 60 minute HD docu-drama series, takes
viewers along a path of discovery to find out why Chinese
civilization has not only withstood the passage of time, but is
also perhaps the foremost influence... conclusion not finished?

Mercuria.MCG, (a division of Mercuria Energy Trading), produced “Legacy
of China” scheduled for international release in 2010.
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oncept From Child to Building”

Children’s needs are the core focus of the school, says architect
Daniel Heusser of Virtuarch

Interview, Fabian Gull

How did the idea of
building up a school
after the devastating
earthquake in Sichuan
in 2008 evolve?
Different companies,
organisations and many
individuals were looking for possible ways
to help. Many children had died in schools
which could not withstand the quake. My
company does a lot of school projects

in China and | wanted to contribute in a
field | was experienced in. Key driver in
this project was the Swiss agro-chemical
company Syngenta who maintains an
excellent relationship network in the
Province of Sichuan - which is of crucial
importance when building a public school.
So everything got together, Swisscham
Shanghai took the lead and got a lot of
support from Swisscham Beijing and the
Swiss Embassy.

How much had been donated?
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To date, we have collected funding of
over RMB 7 Million. Luckily, donors
responded fast and very positively.

How much is needed?
Just about this amount.

Can people still donate?

Yes. Up to today the main expenses,
being everything that's construction
related, is financially secured. But
additional donations for furniture, planting
of vegetation, toys and playground
equipment are still needed.

When is the official handover to the
local authorities scheduled?
Construction and decoration are foreseen
to be completed in May 2010. When

the children will actually move in, is not
exactly fixed yet, and will be decided by
the authorities. The civil construction is
almost finished and we currently work on
facades, corridors and landscaping.

Daniel Heusser:
“Additional donations are
still needed”

yorenuin

From the official handover onwards,
will SwissCham still be involved
somehow?

As we believe it is most sustainable if
the school is run by locals, we target
an entirely independent school both
operationally and financially. We do not
want to create any long-term dependence
on Swisscham. Part of the contingency
will be allocated in teaching materials
and in a maintenance fund. And one of
the donors has arranged for teacher’s
training at his colleges.

Which was the most critical project
phase?

As all land is state owned and therefore
under direct control of the authorities,
the earthquake triggered also new
allocation of plots. In some areas of
Sichuan Province, even entire villages
were decided to be rebuilt at different
locations. Our plot was originally not
foreseen to host a school and had to
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undergo the legal process of zoning in.
This was a challenging phase, as we had
little influence in matters of city planning
and permits.

The quake hit Sichuan in May 2008.
Why did it take a full two years till
completion?

It's all relative. Or do you know any
kindergarten in Switzerland that has
been planned and completed from
scratch in only two years? And don’t
forget, right after the earthquake, the top
priority was relief work in order to save
people and provide food and shelter. The
reconstruction phase followed later, with
the plot being finally allocated around
one year after the earthquake.

Tell us something about your design ideas.
As trivial it may sound - a school is a place
for children. But it is something that is not
always reflected in a schools’ architecture.
Some schools | went to, for example,
resembled more of barracks (smiling).
The core focus of the concept is based

on the children’s needs. We designed
each classroom as an individual one story

building in a different colour. The colour
concept aims to create classrooms having
a “homelike” atmosphere. There are low
windows and from every classroom there
is a direct access to the outdoors. Every
classroom features its own playing field
and a little garden. In this environment,
kids have a lot to discover which shall be
stimulating to their learning. Everything is
thought from “child to building”. And not
the other way round.

What about earthquake safety?

All buildings are designed according
to the newest and very strict Chinese
Earthquake Regulations. Our design
concept is focusing on single-storey
buildings, which have a much better
chance to withstand earthquakes.

The plot is very long and narrow...

... which is a very unusual and not
necessarily ideal shape for a school. The
land plot is 300m long and 50m wide.
We decided to create intimate spaces by
freely placed individual pavilions. Another
design element is a covered corridor

that functionally links all buildings. It is

undulating through the plot and from

a bird’s view, it looks like two dragons.
Overall, it is quite an experimental
design. In a best case scenario, the
project will be considered as role model
of how schools can be built. For once, |
would not mind getting copied (smiling).

There are solar panels on the rooftop.
Yes. They provide warm water supply to
the toilets of the classrooms.

Construction knowledge and money
are available in abundance in China.
Is foreign aid really needed to build a
kindergarten?

Generally you are right. The earthquake
showed that China is clearly a country that
is able to cope even with such devastating
natural disasters. To make use of an
analogy - in the end, it all comes down to
the question of what do you do when your
friend’s car is broken? Do you step in and
help, or let him handle the problem on his
own? It is totally up to you! China can build
cars and yet there are foreign cars in China.
That is not contradictory at all. Rest assured,
our contributions were very well received.

WORLD-CLASS OFFICES AT THE HEART OF HONG KONG

Harbour International Business Centre provides
the perfect “instant™ office. From the moment

AEARIRIN iy

you walk in, you're in business. You will have

highly trained staff and a comprehensive
range of services at your disposal, and you only
= pay for what you use.
m - “Virtual” office also :
provides immediate access to the full range of services
without the rental of office space. Whatever your

professional needs, Harbour International Business
Centre is the perfect solution for your gateway to China,

YOUR HASSLE-FREE BUSINESS SOLUTION

HARPOUR

INTERNATIONAL
BUSINESS CENTRE

A member of Omtis Group
Swiss Owned

2802 Admiralty Centre, Tower 1, 18 Harcourt Road, Hong Kong

lel: 3748 3748 Fax: 3748 3738
E-mail: hibc@omtiscom  Website: wwwhibe.com
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SwissCham Beijing
Swiss Ball 2009 - “The Arena is Yours”
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November 28, 2009 - “ Swiss Ball 2009 -
The Arenais Yours”
“The award for this year’s most creative
ball goes to the Swiss one. After all,
what could have been more spiritually
uplifting than a return to the sweet
childhood memories of holding cotton
candy in a sweaty little hand, and
waiting impatiently for the beginning of
acircus?”

The Global Times

And this was not just any circus, on 28
November 2009, SwissCham Beijing and
the Swiss Society Beijing brought the
atmosphere of the Swiss National Circus
Knie to the Crowne Plaza Sun Palace’s
Grand Ballroom and presented an
evening rich in colors and performances.
Clowns and magicians entertained the
guests during the cocktail before the
opening of the ballroom’s doors in a
background of festive circus music. The
guests could then admire the ballroom’s
decoration recreating the tent and a 10-
meter wide circus arena in the center.

Winfried GEYMEIER and LIU Jiehui (Swisstyle
Design) being entertained by a magician-clown
during the cocktail

The Ball room recreating a tent

/54 ‘ swisscham.org

The Ball room in a circus atmosphere

The first act of this memorable evening
featured distinguished guests such
as H.E. Ambassador of Switzerland,
Mr. Blaise GODET, together with the
President of SwissCham Beijing, Mr.
Peter TROESCH, and the President of
Swiss Society Beijing, Mr. Christoph
KOEPPEL, who officially opened the Ball
addressing a few welcoming words to the
audience.

From left to right: Christoph KOEPPEL, Swiss
Ambassador to China, H.E. Mr and Mrs GODET
enjoying the shows

Peter TROESCH, President of SwissCham
Beijing with his wife

Christoph KOEPPEL, President of the Swiss
Society Beijing

Felix SUTTER and Urs LAEUPPI, Directors of
SwissCham Beijing, moderators of the evening

The guests had then the chance to taste
Crowne Plaza Sun Palace Chef’s delicate
cuisine and selected wines all served
by a crowd of waiters dressed in clowns
with Swiss flags on their cheeks. As it
has now become a tradition, the dinner
was followed by the Swiss chocolate
buffet full of creative pastries made by
a chocolate master specially appointed
for this occasion. Guest could also enjoy
an exquisite coffee in front of a 10-meter
elephant poster.

A waitress holding candy floss
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Entrance of the ‘Circus’ with a 10-meters
elephant poster

Three circus shows were presented
during the Swiss Ball. The first one was a
diabolo juggling clown performance. The
second one was the Icarian Umbrella
acrobatic show where a couple of
two acrobats swung and swirled the
umbrellas on the tips of their feet whilst
taking dangerous acrobatic poses. The
last act and highlight of the evening
was a show performed by the Inner-
Mongolian Acrobatic Troupe where four
agile young acrobats were heaved on
high pitched unicycles and given metallic
bowls that they threw with their foot to
make them land on the top of their head.

2
Holcimy,

The Icarian Umbrella Acrobatic Show

The Inner-Mongolian Acrobatic Troupe

The over 300 attendees were treated to
a night filled with enchantment, music,
dance and gifts. Funds were also raised
to support the Swiss Community Project
— School Reconstruction in Sichuan,
up to RMB 22,000 were raised from the
sales of lucky draw tickets with great
prizes including a business-class flight
ticket to Switzerland with Swiss and
Lufthansa. The guests then took over the
Arena and enjoyed the rest of the night
dancing on music from the 1980s, stirring
up nice nostalgic memories.

Krystyna MARTY and Christoph LANG (Embassy
of Switzerland)

Special thanks go to the sponsors and
partners of what a lot of people call “the
best Swiss Ball ever”, without whom this
ball would not have been such a success.
These were in particular our Platinum
Sponsor Swiss Re, our Gold Sponsors
Holcim, Nestle and Crowne Plaza Sun
Palace, our Silver Sponsors Novartis,
SGS, UBS, Zurich Insurance and MQ
Wines, and our Bronze Sponsor LEM.
Other companies have contributed to
the success of the evening, such as our
chocolate sponsor Lindt & Springli, the
exclusive coffee sponsor Nespresso, our
ice cream provider Moevenpick and Ricola.
A special thanks to the organizers of the
Swiss Ball 2009: Yvan SPRUNGLIN,
Batiste PILET, Martine DROUX and
Felicitas SOHM REUBI.
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Events Review & Z1Z= (8

September 24, 2009 - “Employer

Branding and Power of Corporate Culture
in China”
SwissCham Beijing and EUCCC orga-
nized an afternoon seminar on "Employer
Branding and Power of Corporate Culture
in China: Examples of Global Best Practice
and Process" at the China World Hotel.
The two guest speakers, Mark BALDWIN,
Managing Director of Oxus China and
Jeremy PERKS, Head of Mindset Matters
Group China, shared their views on the
terms of employer branding and corporate
culture, gave us examples of global best
practice and process, and mapped out the
strategy for HR management.

October 14, 2009 — “Managing Risks
related to the A/HIN1 Pandemic”

SwissCham Beijing and the Embassy
of Switzerland organized an evening
seminar on "Managing Risks related to
the A/HIN1 Pandemic: A Governmental
and Business Perspective" at the Crowne
Plaza Sun Palace. The event was the
occasion for several officials from the
Chinese and Swiss Government as well
as from Swiss companies active in China
to inform about their risk management
strategies from a governmental, eco-
nomic and business perspective. The
event included the participation of three
speakers: H.E. Blaise GODET, Ambassador
of Switzerland; Markus REUBI, Science
Counselor, Embassy of Switzerland; and
LIAO Qiaohong, Centre for Disease Control
CDC. Two panellists also shared their
views: Chloe WANG (on behalf of Robert
WIEST), Vice President, Client Markets,
Swiss Re, and Veronique DUCASSY, Ma-
naging Director, Kuoni Travel.The event
was moderated by Felix SUTTER, Vice
President, SwissCham Beijing.

October 15, 2009 - “Sino-Swiss Forum
3 on Legislation on Climate Change”

This Members only event was hosted by
the Beijing Raffles in a form of a roundtable.
The aim was to select three companies
who would participate in the Sino-Swiss
Forum on Legislation on Climate Change
with the Chinese government a week later.
Walter MEYER, Counsellor/Development,
Embassy of Switzerland, talked about
the aim of this meeting with the Chinese
counterparts, which was to have a first
talk on the Legislation on Climate Change

issues. The companies attending this
roundtable were Mercuria, Pdyry, South
Pole Carbon, Wenfei and Swiss Re. Urs
LAEUPPI, Director of SwissCham Beijing,
moderated the talks.

A special thanks to our sponsors China
Europe International Business School
(CEIBS) and Crowne Plaza Sun Palace
for their support.

From left to right: Jeyanthy GEYMEIER
(Committee Manager at SwissCham Beijing),
Urs LAEUPPI (Director of SwissCham Beijing),
Walter MEYER (Embassy of Switzerland),
Pierre-Alain AVOYER (Mercuria), Caspar
CHIQUET (South Pole Carbon), Christoph
KOEPPEL (Wenfei Law Firm), Chris CUI
(Swiss Re) and Joanna ZHANG (P6yry).

October 22, 2009 - “Francophone Inter-

Chamber Networking”
SwissCham Beijing, the Benelux Cham-
ber of Commerce in China, the French
Chamber of Commerce in China, the
Canada China Business Council and
the Jeune Chambre Economique des
Francais de Pékin were pleased to or-
ganize a Francophone Networking Coc-
ktail at the Face Bar. This event gave
the opportunity to get to know new
business affairs, activities and services
of the chambers while using the French
language.

October 29, 2009 - “Young Pro-

fessionals' Forum: Where Tomorrow's
Leaders Meet"
This fourth young professional forum,
and last one of the year had for topic
“Insurance Industry Development and its
Opportunities for Young Professionals".
It was organized at the Crowne Plaza
Sun Palace and gathered around 60
participants. The two speakers, Robert
WIEST, Managing Director, Swiss Re
China and Member of the Asia Ma-
nagement Team together with Ken
ZHAO, General Manager, Zurich In-
surance, were given the opportunity to
present the market development of the
insurance industry and explain how the
young professionals should prepare
themselves in the frame of their career.

Nicole WANG (Swiss Business HUB)

From left to right: Yvan SPRUNGLIN, Jeyanthy
GEYMEIER and Batiste PILET (SwissCham
Beijing), Ken ZHAO (Zurich Insurance), Robert
WIEST (Swiss Re), lvy YANG (CEIBS) and
Urs LAEUPPI (Director at SwissCham Beijing
and moderator of the forum)

November 10, 2009 - “Ambassador’s

Briefing”
SwissCham Beijing organized an event
with H.E. Blaise GODET, Ambassador
of Switzerland to China, during which
he spoke of the main issues and current
developments in Sino-Swiss relations.
Ambassador GODET gave an overview of
the recent and upcoming developments of
the bilateral relations of Switzerland and
China and discussed current economic
and political issues. The event took place
at the Kempinski Hotel Beijing Lufthansa
Center, and attracted over 50 participants.
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H.E. Blaise GODET, Ambassador of Switzerland
from Lovells

December 3, 2009 - “IP Infringement and

Enforcement in China”
SwissCham organized a roundtable with
the LTC Committee on IP Infringement
and Enforcement in China. SwissCham
member Mercuria offered its conference
room as the venue of this event. Horace
LAM, Partner and Head of Intellectual
Property (IP) Practice from Lovells, gave
an overview on IP right protection and on
recent developments in Chinese IP law.
Yannick ROULIN, Head of the Economic
and Commercial Section at the Swiss
Embassy in Beijing, reported on the recent
Sino-Swiss IPR dialogue, including the
meetings between the Chinese Ministry
of Commerce (MOFCOM) and officials
from the Swiss Intellectual Property Office
(IPO).

-

Horace LAM Partner and Head of Intellectual
Property (IP) Practice

Yannick ROULIN, Head of the Economic and
Commercial Section at the Swiss Embassy
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December 15, 2009 - “Christmas

Networking”
SwissCham Beijing and EUCCC organized
a cozy and high end Christmas Networking
at Raffles Beijing's Jaan Bar. This last
event in the year 2009 gathered over 100
people and was a good opportunity to get
together before halting for Christmas.

January 13, 2010 — “New Year's

Networking”
SwissCham Beijing, EUCCC, the China-
Italy Chamber of Commerce and the
German Chamber of Commerce in China
set up a New Year Networking at Hilton
Beijing's Zeta Bar. This was the first event
in the New Year 2010 and a good occasion
to start business with new resolutions. The
Bar was filled with more than 200 people,
which showed a good dynamism for
business in 2010.

Jean-Marc IMHOF (Fert) and Yannick ROULIN
(Embassy of Switzerland)

New Members #i< &

Corporate Members
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CHEMICAL PLANTS

Mr. James HUANG

Company: Bertrams Chemical Plants
Ltd. Beijing Representative Office
Address: Room 1707, Jingtai Tower,
Jianguomenwai Street 24, Beijing

2 Mt TREFRATIRARL
Mt A FREAAXEREI VIR E24SRTRKE
2481707

Postcode/f}4: 100022

Tel/H8i%: +86 10 6515 6631

Fax/f&E: +86 10 6515 6630
Website/1ik: www.bertrams.ch

Mr. Mirco DUTLI

Company: ELAG Electronic AG
Address: Room 1702, Building 2,
Pearl Harbor, 26 JiuXianQiao Zhonglu,
Chaoyang District, Beijing

=k

Z: BLELAGEFHRATILRKTRL
ok JE TR T RARA KB LA 8826 5 25441702 F
Postcode/#4%: 100016

Tel/EiE: +86 10 5128 5271

Fax/f¥E: +86 10 5128 5271
Website/Mit: www.elag.com

@35k

et Mt nan Bygrad

Ms. Joanna WU

Company: Zhangjiakou Saibei
Duolemeidi Ski&Tourism Co.,Ltd
Address: Room 2308, Lead International
Tower B, Wangjing Zhonghuan Nanlu A2,
Chaoyang District, Beijing

R RROFLSTEHEEERERAT
Mot LR RAPA X R IR B R 2B R4
BEE2308

Postcode/#4s: 100102

Tel/E1FE: +86 10 84535186

Fax/fEE: +86 10 84535499
Website/Mik: www.dolomitiski.com

Young Professional Members

Ms. Anneliis LEHTMETS
anneliisl@gmail.com
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SwissCham Shanghal

SwissCham AFG Chinese New Year Gala 2010A
&
SwissCham AFG CEO/Entrepreneur of the Year Award
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January 29th 2010 — SwissCham AFG

Chinese New Year Gala and CEO/Entre-
preneur of the Year Award
On Friday, January 29th SwissCham
held its biggest annual event to cele-
brate Chinese New Year with the
Swiss Chinese business community of
Shanghai. Following the theme of the
tiger, the Hyatt on the Bund had been
elaborately decorated and welcomed it's
over 270 guests in a South Chinese jungle
landscape. After the opening speeches
from SwissCham China President
Christian Guertler and the Consulate
General of Switzerland Mr. William Frei a
colorful entertainment program showed
a fire performance, an energetic African
Dance troop and a futuristic fluorescent
dance. A tricky smelling quiz had tables
guessing exotic jungle smells and the
lucky draw once again held an array of
great prizes such as two Omega Collectors
Watches from Swatch Group (China) or
two Business Class tickets sponsored by
Swiss International Airlines.
One of the evening’s highlights was
the announcement of the prestigious
SwissCham AFG CEO/Entrepreneur
of the Year Award. With Susan Chen,
President of Swatch Group (China)
the jury honored her achievement in
multiplying the company’s revenue se-
veral times and and a strong build up in
staff. Withstanding the global slowdown
the Swiss watch manufacturer increased
its Chinese sales and secured China
as its number one market. Susan Chen
successfully adapted global strategies
to the local consumer reality, quickly
localized management staff and through
public engagements like the main
sponsorship of the Olympic Games 2008
and the establishment of an Art Centre
at the Shanghai Peace Hotel, managed
to grow strong roots in the Chinese
market. Mr. Christian Guertler (President
of SwissCham China and Shanghai), Mr.
William Keller (Jury President & honorable
Citizen of Shanghai) and Dr. Edgar Oehler
(one of Switzerlands most outstanding
entrepreneurial personalities and former
member of parliament) presented the
award to the happy winner.
After the ballroom lights went out and
the official program had ended, the party
continued in the legendary Vue Bar, high
above the roofs of Shanghai.
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November 18, 2009 — Outsourcing vs.
Intellectual Property in China

The well visited event once again sh-
owed that IP is always a topic that
draws attention, especially in China and
especially in connection with out-sourcing.
Mr. Alan Fung (Partner, Ad-visory of KPMG
China) illustrated the rise of China as one
of the world’s key outsourcing destinations
and emerging from a low-cost and low-
technology workshop to a source for
service and R&D. Some of the key drivers
for this development are government
investments in technology, education
and infrastructure in combination with
China’s strong entrepreneurial culture
and strongly growing domestic markets.
As multinationals increasingly outsource
processes and functions to dedicated
service providers, the importance of
identifying, controlling and monitoring
associated risk such as intellectual
property, can take on greater importance
and meaning. Clement Ngai (Special
Counsel, Baker & McKenzie LLP, Shang-
hai) gave a vivid insight on property rights
protection precautions. The lively Q&A
showed, that most of the participants had
experienced IP challenges and had a lot
to share with other guests.

Alan Fung (KPMG) & Nicolas Musy (SwissCham
Shanghai)

October 22, 2009 - 16™ Young
Professional Gathering — Logistics In

China - Level Playing Field

Mr. Markus Rodatz (Head of Operations
Greater China of Panalpina World
Transport (PRC) Ltd.) gave an interesting
comparison on the differences and
characteristics between Western and
Chinese logistic markets. Different from
other large global players, Panalpina
does not have its own logistical infra-
structure, but works closely with different
local partners. Especially in the Chinese
market, which is highly fragmented
and its supplier landscape constantly
changing, Panalpina has acquired great
expertise on how to be successful over
the years of its activities in China. As
always, finger food and drinks were at
hand and added to the events famous
young fun factor.

Aurelie Diller, Michael Pothier (Bobst)

Markus Rodatz (Panalpina), Michael Lehmann
(SwissCham Shanghai)

November 19, 2009 - 17™ Young
Professional Gathering — Media In China

Who but long time Chinese media veteran
Tim Murray (CEO Ringier China) could
give a more in depth and entertaining
insight on the media landscape in China.
He gave an overview of how infor-
mation and media is controlled and
influenced by Chinese authorities, but
still developing in breadth and quality at
a fast pace. Especially Online media,
which in comparison to the West still have
a comparably small market share, are
predicted a bright future in growth and
revenue. On the editorial side, lifestyle
content is still one of the booming sectors.
A vivid Q&A was followed by a leisure
evening of cheers and beers.

From left: Jasmin Helbling & Sarah Edmond (both
Swiss Consulate General)

December 17, 2009 - Vacheron
Constantin Mansion Christmas Tale
Santaclaus came early for our members
in 2009. SwissCham, sim and Vacheron
Constantin offered an extraordinary
glimpse into the amazing world of Swiss
watch making art and culture. In the
marvelously historical setting of the Twin
Villa, Alexandre Kerguen (Swiss Master
Watchmaker, Vacheron Constantin)
op"™ened some high complication time-
pieces and shared he’s experience and
passion with the enchanted guests. A
truly memorable Christmas evening in
an extraordinary environment. The party

continued in the private Key Club.
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Alexandre Kerguen (Vacheron Constantin)

Jenny Hui & Alendre Kerguen (Vacheron
Constantin)

January 11, 2010 - Prospect and Sen-
timent on the Chinese Economy for

2010/11

After such an eventful year, what could
have been better than an evening of
hearing the insights of Dr. Jianwei Wu
(Vice-Dean, School of Economics and
Management of Tongji University), who
talked about China’s expected eco-
nomic developments, challenges and
opportunities. Nicolas Musy (SwissCham
Member of the Board) presented results
from the extensive SwissCham Business
Sentiment Survey 2010. Swiss and
European companies in China were
participating in this survey which has been
conducted by SwissCham in cooperation
with CEIBS (China Europe International
Business School). The survey focuses
on business sentiment and intentions of
Swiss companies in China in terms of
expansion plans, salary increases, IP
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issues and development of their R&D.

Dr. Jianwei Wu (Tongji University), Ernst
Roth (SwissCham Shanghai), Nicolas Musy
(SwissCham Shanghai)

Dr.Jianwei Wu (Tongji University)

January 21, 2010 - Shanghai as a New
World Financial Center?

From left to right: Patrick Van Overloop (KBC),
Piter de Jong(ING), Prof. Horst Loechel (German
Centre of Banking and Finance), Patrick
Bressers (Rabobank), Henry Ma (Deloitte),
Robert Chen (King & Wood Law Firm)

On the 21st of January, an interchamber
event was organized at the Sofitel

Shanghai. The topic of this event was
Shanghai as the new world financial
center. Seven financial experts gave their
view on the financial industry in Shanghai.
After the presentations, a panel discussion
took place in which the around 100 par-
ticipants could share their ideas and que-
stions with the panel. The event was
concluded with a lunch and networking
possibilities.

New Members #i< &

Corporate Members

OTECAN.

Sunny Xu

Company: Tecan (Shanghai) Trading
Co. Ltd.

Room 621, Tower 1, German Center, 88
Keyuan Lu, 201203 Shanghai

& FELEBESHERATE
FIEER88IFEE P L 1514621

Tel: 0086-21-289 86 333

Fax: 0086-21-289 86 844
www.tecan.com

LOSBERGER

Frank Gaenzle

Company: Losberger Shanghai Co.,
Ltd.

Blk 5, Xunhao Industrial Park

258 Jinglian Rd, Minhang District

AR SHERERHIE( LB RRAT
ok W RITRRKEK258SRET
A E (X551

Tel: +86 21 6161 1005

Fax: +86 21 6434 3318
tent.china@losbergerchina.com
www.losbergerchina.com

') NOVARTIS

Petra Wittlin

Company: China Novartis Institutes for
BioMedical Research Co., Ltd.
Address: 6F,No.2 Boyun Road, Zhang-
jiang Hi-tech Park, Pudong, 201203
Shanghai

AR EEPE)EYEFHRERRAT
it ERHERKISRKEXERRK2
S61%

Tel: +86 21-6160 6000

Fax: +86 21 6160 6155
www.hovartis.com
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New Swisscham GZ Website

Since January 2010 the Guangzhou Cha-
pter has its own website. Please visit us
under www.swisscham-gz.org and find
information's and downloads for all our
activities.

Newsletter
From February 2010 onwards our mem-
bers will receive a bi-monthly newsletter.
This flyer will be distributed to our mem-
bers by e-mail and is also on our website
available.

Events Review & Z1Z= (g

January 18th 2010.China View's

Our first event in 2010 starts with great
guests:The Ambassador of Switzerland in
China, Blaise Godet, the Consul General
of Switzerland in Hong Kong Dr.Hans
J.Roth, the Consul General of Switzerland
in Guangzhou Mr.Werner E.Nievergelt
and the director of Swissnex Shanghai
Dr.Flavia Schlegel. All of them made with
their presentations this event a great
success.

Ambassador of Switzerland in China,
Mr.Blaise Godet

From left: Martin Bannwart, Swisscham GZ
board member and Claudio Mazzuchelli

Director of Swiss Business Hub in China.

Ambassador of Switzerland in China Mr.
Blaise Godet (leff) & Urs Calonder, President
of Swisscham Guangzhou.

Consul General in Guangzhou, Werner E.
Nievergelt & Dr.Flavia Schlegel (Swissnex)

Consul General of Switzerland in Hong Kong,
Dr.Hans J.Roth (left) and Ambassador of
Switzerland in China Blaise Godet.

The Intercontinental Hotel Shenzhen was
offering an outstanding hospitality ! Beside our
friends living in the pearl river delta, we where
pleased to welcome several colleagues from
the Swisscham Hong Kong at this event.

Upcoming Events j&z1f S

e March 26th 2010

West meets China or China meets
West. Presentation by Urs Calonder,
Swisscham GZ President.

e April 16th 2010
Company visit in the PRD.

e May 14th 2010

The Swiss Business Hub in China.
Presentation by Claudio Mazzuchelli
Director of Swiss Business Hub.

New Members Hi& R

Corporate Members

Company: SwissAV Ltd., Shenzhen
Represented by Urs Boesinger

Company: IVP Electronics Ltd.
Address: Long Hua Industrial Park, Fu-
yong, Baoan, Shenzhen. Represented
by Armando Moll

——
f‘ GECOMLTD.

Company: GECON Ltd.

Address: Fenghua Dasha, Boluo County
Huizhou City, Guangdong Represented
by Alex Baumgartner

Company:

CALTECH engineers & consultants Itd.
Address: GPO Box1866, Witty Comm.
Bld.1107, TungChoi Street, Mongkok, HK
Represented by URS Calonder

Individual Members

Mr. Franz Birrer, Shenzhen
Mr. lvan Bitterli, Shenzhen

Associate Members

) INTERCONTINENTAL

LW ARESAT

The INTERCONTINENTAL SHENZHEN
9009 Shenan Road, Shenzhen
Represented by Paul Hugentobler
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Events Review ;&&= 5]

October 7, 2009/November 5, 2009/

December 3, 2009/January 7, 2010 -
Monthly Young Professional Cocktail
Swiss Young Professionals and friends
usually meet for a casual after-work
cocktail in DROP, King Ludwig and
Anchor’s Point. These events attract
over 50 young executives to mingle and
network in an informal ambiance.

Members and their friends of various indu tries
enjoy the networking evenings.

October 6, 2009 - Joint Chamber Human

Resources Breakfast Seminar
This breakfast seminar was presented
by Tzeitel Fernandes of Hewitt and and
Catherine Loui of ING Asia Pacific Ltd.
Participants gained an insight into their
specific view on rewards in the current
economic environment and an overview of
the salary trends in Hong Kong, Greater
China and the Asia region.

October 12, 2009 — Monthly Lunch with
the Swiss Association of Hong Kong
Held once every four years, the East
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Asian Games is a major event in the
international sports arena. After Shanghai,
Pusan, Osaka and Macau, Hong Kong
won the host for the hosting right of the
5th Games. During the lunch, Mr. Wan
Wai-Lun, Head of Publicity & Marketing of
2009 East Asian Games (Hong Kong) Ltd
gave us an insight on the organization of
such a monumental event, the challenges
to overcome and all the highlights.

(Left to Right) Wan Wai-Lun (Speaker) and Stefan
Basler, President of the Swiss Association

Participants enjoy the networking and Lunch
at the Hong Kong Club

November 2, 2009 - Joint Business
Lunch with Donald Tsang, Chief
Executive of HKSAR

(= Nu“u-.hn.- Dl 7y “' "“I

Chebrf Fanvuling of e HLVAE

Serge G. Fafalen, President of Swiss
Chamber Hong Kong

Members were invited to the joint
business community lunch with Mr
Donald Tsang, the HKSAR Chief
Executive, on November 2 at Hong Kong
Convention and Exhibition Centre. Mr

Tsang gave further elaboration on his
policy speech and participants learned
more about the initiatives put forth by
the HKSAR Government and the year
ahead.

Over 1000 participants from various sectors of
the business community attended the event

Donald Tsang, Chief Executive of HKSAR
made the presentation

November 2, 2009 — Monthly Lunch with

the Swiss Association of Hong Kong
Hong Kong maritime history is a vast
topic. Starting from the early days
with the recurring pirate problem.
Hong Kong’s modern shipping industry
began in the 1840s. Later came steam
ships and finally the triumph of the
motor ship. The result, 1945-2000, was
a period of enormous expansion and
a great transformation of Hong Kong's
shipping industry. Throughout, however,
the soul of Hong Kong shipping was the
junk trade. Dr Stephen Davies, Director
of Hong Kong Maritime Museum, made
a presentation on “junks and ships,
gunboats and pirates — Hong Kong’s
Maritime story”.

November 11, 2009 - 41st International

Chamber Young Professional Cocktail
Swiss Chamber Hong Kong is one of the
main organizers for the 41st International
Chamber Young Professional Cocktail
which was held on November 11 at The
Mira. This event created a networking
opportunity for members of the 27
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International Chambers to connect in an
informal cocktail setting, while supporting
a worthwhile cause. Net proceeds went
to the Youth Outreach, a local charity
established as a crisis intervention centre
for youths in Hong Kong. Participants
enjoyed the networking evening as well
as winning some attractive lucky draw
prizes.

(Left to Right) Winnie Kan and Michael Schweizer
of the Consulate General of Switzerland in
Hong Kong

Benjamin Mueller-Rappard, Director and
Young Professional Representative of the
Swiss Chamber Hong Kong, is the Master of
Ceremony for the evening

November 12, 2009 — Breakfast Coaching

Seminar
Coaching as a development tool is now
gaining recognition for its effectiveness
and is being widely used in international
companies. During the seminar, Benny
Wong, Siru Heino and Harriet Brooke,
Executive Coaches and Consultants at
True Colours HR Solutions Ltd shared
their expertise and experience to explore
how coaching can foster organizational
culture and success of a company in the
modern world. Participants learned the
coaching process and how it help align
employees to the culture for ongoing
success.

November 12, 2009 - Joint Chamber
Personal Development Network
Cocktail

This joint chamber cocktail was organized
by The alphaeight Institute. Members
have a great opportunity to understand
oneself and others better, communicate
more effectively, enhance teamwork and
develop management and leadership
abilities. Presented by Greg Barnes and
David Koutsoukis from Australia, this
was a lively, informative, musical and
memorable cocktail which included fun,
entertainment, networking and personal
development.

From Left: Anne Thiesen of The alphaeight
Institute and Walter Marthaler of Union Mark
Holdings Limited

From Left: Helen Cheng of EC21 Language
and Communication Solutions Limited,
Irene Leung of Azona and Irene Lo of Swiss
Chamber Hong Kong

November 19, 2009 - Visit to the Hong
Kong Science Park

Participants at the Hong Kong Science Park
Campus

From Left: Ken M.K. Fung and Anthony Tan
of the Hong Kong Science Park are ready to
make presentation to the participants

Hong Kong Science Park was hosting
this event for members to get an insight
into how the Park supports local and
overseas companies to grow and
become successful. Members also had
a chance to visit 3S Industries Ltd, the
first Swiss company at the Hong Kong
Science Park. Complimentary coach pick
up was arranged for members and their
friends for this visit.

1 O November 27, 2009 - Joint Cocktail
with Swedish Chamber

Joint cocktail with Swedish Chamber

was held on November 27 at FINDS.

Members of both chambers enjoyed the

opportunity to mingle with each other.

From Left: Dagmar Winkler and Susanne
Sabhli of Swiss Chamber Hong Kong

1 1December 7, 2009 — Christmas Lunch
with Swiss Association

Ms. Su-Mei Thompson and Dr. Mike Yao
of the Women’s Foundation presented
“The status of women and girls in Hong
Kong — Academics and achievements”
during the Christmas lunch on December
27 at the Hong Kong Club. Members
enjoyed the presentation as well as raffle
draws with proceeds to the Women’s
Foundation.
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From Left: Mr Eric Kotz and Mrs Katherine
Kotz, together with another couple, Mrs Cecile
Hora and Mr Francois Hora

From Left: Stefan Basler of the Swiss Asso-
ciation and Speakers: Su-Mei Thompson and
Mike Yao

2 January 11, 2010 - Monthly Lunch with
1 the Swiss Association of Hong Kong

From Left: Peter Bussinger, Peter Krismer and
Andreas Vogelsanger of RBS Coutts Bank
Limited

Speaker: Yonghao Pu

Asia has been leading the global eco-
nomic recovery in 2009, helped by its
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own solid economic fundamentals and
stimulus policies. While the region is in
a much better shape, it is facing critical
challenges in 2010. With a depressed
labor market in the West and the policy
tightening firstly in this region, questions
remain whether Asia will be able to
nurture its fresh roots of growth amidst
sluggish global demand and rising energy
prices, and whether Asian stock markets
will mount a sustainable recovery. Mr.
Yonghao Pu, Head of Wealth Manage-
ment Research Asia-Pacific and Chief
Investment Strategist, UBS, presented his
view on a new economic journey amidst
the unwinding of global imbalances, the
deleveraging of Western consumers, and
the implications of these developments on
regional investment.

Upcoming Events jE &1 i &

e Joint Monthly Luncheons with the Swiss
Association of Hong Kong are usually held
on the first Monday of each month, For
details of events, please contact Ms. Irene
Lo

Tel/Hi&E: no. (852) 2524 0590

Fax/f£E: no. (852) 2522 6956
Email/EE#R: admin@swisschamhk.org or
www.swisschamhk.org

e Young Professional after-work cocktail
Welcome to our monthly Young Pro-
fessional after-work cocktail with good old
friends and nice new faces! The Swiss
Young Professionals and their friends
meet for a casual after-work cocktail every
first Thursday of the month. If interested
kindly contact Benjamin Mueller-Rappard
Email/EB#B: bmr@themirahotel.com

New Members i< 5

Corporate Members

0.

the E|p|11'1“"'h‘lnnxl-l-.|;

Bruce Stinson / Anne Thiesen
Company: The alphaeight Institute
Address: 1906, 19/F, Miramar Tower, 132
Nathan Road, Tsim Sha Tsui, Kwoloon,
Hong Kong

Tel/FiE: +852 2302 0283

Fax/f£E: +852 2302 0006

Email/EL#f: info@alphaeight.com
Website/M1ik: www.alphaeight.com

BNP PARIBAS
WEALTH MANAGEMENT

Thierry Dana

Company: BNP PARIBAS Wealth
Management

Address: 63/F, Two International Finance
Centre, 8 Finance Street, Central, Hong
Kong

Telw: +852 2909 8309

Fax/f5 E: +852 2877 3402

Email/ F2 Hi:
thierry.dana@asia.bnpparibas.com
Website/R it :
www.bangueprivee.bnpparibas.com

Michael Raber

Company: 3S Industries Limited
Address: Unit 609, 6/F, Lakeside 1, 8
Science Park West Avenue, Hong Kong
Science Park, Shatin, New Territories,
Hong Kong

Tel/F21E: +852 3695 0309

Fax/f¥&: +852 3695 0310

Email/BEHE: michael.raber@3-s.com

Individual Members

Robert Lagorio
robert.lagorio@victorinoxswissarmy.com

Wenny Wu
Young Professional Members

Nicole Froelich
nicolefroe@hotmail.com

Hannes Weibel
hannes.weibel@ubs.com

Manuel Cuquemel
mcuquemel@hotmail.fr

Marcus Schreiber
marcus.schreiber@hsbcpb.com

Felix Ka-Ho Ng
felix.ng@haldanes.com

Francois Hora
fhora@signetmanagement.com

Cecile Hurrell
cecile_hurrell@hotmail.com



A STAR ALLIANCE MEMBER v *~

Shortening the distance
between your home and Europe.

Travelling to a country with a different language and culture can be exhilarating. But on your way, you want to simply
feel at ease. So on all our SWISS flights from China and back, you will find Chinese entertainment programmes, meals
and beverages. And if you need anything, vou can ask our Chinese crew and they will happily try to make you feel as
comfortable as home. SWISS is the only airline with daily direct fiights to Zurich, the gateway to Europe. And the only
one you'll ever need

For bookings and more information, contact your travel agent, call (Shanghai) 400 882 0880, (Hong Kong) 852 3003 1330,
or visit SWISS.COM

YOUR COMFORT, SWISS MADE. SWISS.COM
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