4.  MARKETING U.S. PRODUCTS AND SERVICES

The most effective method of importing into and distributing within Switzerland depends on the type of product and the location of manufacturing or distribution sites.  Capital goods manufacturers may find direct exporting most desirable when contracts with a limited number of customers represent an appreciable share of the market.  However, a company new to the Swiss market, or which products require training for use and after-sales service, is advised to engage the services of a technically qualified Swiss agent with good market knowledge.

Swiss buyers of raw materials often use specialized importers.  Large orders may be made directly from producers overseas, specialized trading firms, or transshippers.  As the metals industries tend to be less developed, with the exception of aluminum, imported materials usually consist of semi-processed or processed items.

A number of large international trading and transit companies operate in Switzerland.  Parent companies in Switzerland carry out the transactions, while foreign affiliates or representatives may handle such aspects as shipping, receipt, and verification of the goods.  In some cases, the imported goods never enter Swiss customs territory.  Most of these firms are members of the Swiss Association of International Trading Houses (Schweizerischer Verband der Internationalen Handelsfirmen).

Manufacturers and exporters of consumer goods may deal with a wholesaler (usually also the importer), engage the services of a representative, or sell directly to buying offices of large retail chains especially if dealing with mass-produced goods.  Most often a representative or agent, who usually specializes in one or more product groups, is responsible for distribution in the whole country.

Import and Wholesale Trade: Many Swiss wholesalers are also importers who generally expect exclusive regional or national rights for the imported product.  Wholesalers maintain stocks of a range of products, and provide quality control, transport, warehousing, and financing.  Associations of wholesalers in various sectors protect their common interests and facilitate more effective competition with other forms of distribution.  Most wholesalers and importers also belong, either through sector associations or individually, to the Federation of Swiss Importers and Wholesale Traders (Vereinigung des Schweizerischen Import- und Grosshandels). 

Retail Trade: The structure of retail trade in Switzerland is changing.  One trend is the decreasing number of independent retailers, giving way to an increasing number of self-service stores, discount stores, and supermarkets.  A tendency toward specialization in food distribution is particularly noticeable.  Faced with an increasing number of large, vertically integrated retail establishments with nationwide coverage, individual retailers set up organizations to provide wholesale purchasing, importing, and other services.  Functioning as cooperatives, most of these retailers' buying groups and associations are in the foodstuffs business, but they can also be found in textiles, leather goods, sports articles, pharmaceuticals, toys, and hardware.

Vertically integrated retail firms account for a large part of local trade.  Department stores, chain stores, consumer cooperatives, discount stores and supermarkets form the bulk of such retailers.  The tendency is not to specialize in a good or service but to deal in a wide range of products and services.  Their vertical structure and centralized buying give them a competitive advantage over independent retailers.

Retail traders continue to rationalize their operations to counteract the effects of the ongoing, stiff competition.  Scanner cash registers for bar-coded articles are in wide use in the country.  The use of electronic cards to ease payment transactions is similarly growing (cards issued by the Swiss Post, where numerous Swiss have accounts, are particularly popular).  In 1987, Swiss retail groups joined forces to form the Electronic Payment System Association (Verband Elektronischer Zahlungsverkehr).

-     Information on Typical Product Pricing Structures

There continue to be many small businesses in Switzerland -- operating on high margins with relatively low turnover. There are very few discounters in the country resulting in markups of 100% or higher on some products. 

-     Use of Agents/Distributors; Finding a Partner

Swiss law provides for two principal types of representatives: (1) Agents are independent, can work for several firms, and are compensated by commission.  A 1949 federal law on agency contracts governs their activities.  Swiss law does not permit a principal to inspect the books of his/her Swiss agent.  (2) Traveling salespeople (Handelsreisende) are employees of the company they represent.  Under a 1941 federal law, they are entitled to a fixed salary, with or without commission, and reimbursement of travel and entertainment expenses.

For a company interested in entering the Swiss market, finding and selecting the right person or firm for representation is important and sometimes difficult.  Favorable terms may be required to obtain good representation for a new product or an unknown firm. 

U.S. firms seeking representation in Switzerland should contact their nearest U.S. Department of Commerce Export Assistance Center to review the services available with the Commercial Service Switzerland.  Services include an International Partner Search (IPS), a customized search conducted by Commercial Service specialists which helps identify agents, distributors and foreign representatives for U.S. firms based on the foreign companies' examination of U.S. product literature (a fee of $500 is charged).  For companies willing to travel to Switzerland and meet with potential agents/distributors, or to assess the market by calling on consulting companies and associations, the Gold Key Matching Service is ideal (the fee is $650 for one day and $325 for each additional day of appointments). Other means of locating representation include visits to trade fairs, advertising in Swiss periodicals, contacting the Swiss-American Chamber of Commerce, and/or engaging the services of professional organizations in the United States or Switzerland.  The U.S. Commercial Service now offers an online tool for all U.S. companies looking to expand their business to the world.  With close to 20,000 qualified buyers listed, www.BuyUSA.com is a fast and sure access to foreign markets.  BuyUSA.com gives clients a direct link to our trade specialists around the world.  It also allows U.S. exporters to search the Commercial Service’s Market Research Library on-line.  A complete listing of online services can be found at www.buyusa.gov.

Once a potential partner has been identified, it is frequently a good idea to request a financial profile of the company.  These can be obtained at a relatively low cost from Dun & Bradstreet in the United States.

-     Franchising

More than 150 franchisers currently operate in the Swiss market, 20 of which have more than 10 outlets. Almost 25% of all franchises are of domestic origin, 25% are American, and a large number are of French origin. Franchising is increasing in the service and catering sectors. For instance, the Accor group, Compass group and Autogrill group run several restaurants (Eurest, Passaggio), catering systems, and hotels. Franchising has long been practiced in the automotive sector and is successfully applied in the distribution and retail business for clothing, baby and children’s products, beauty and personal care, giftware, and other consumer items. Industry franchises (Coca-Cola, Pepsi, Yoplait, etc.) are well integrated and active. Good opportunities exist in the restaurant business.  McDonald's, Burger King, Pizza Hut, Subway, Starbucks, and Aroma coffee shops, a new division of McDonald’s, are active in the Swiss market. The service sector of management and career development services (Manpower and Kelly's Employment Service) are also present. 

Franchise experts advise new-to-market franchisors to adapt the franchise package and business format to include cultural traits and customs of specific regions of Switzerland. Only rarely can a franchise concept be implemented directly from the United States. Success of a franchise almost always requires adaptation to the market. Switzerland is a small but multilingual country. Therefore, franchises can be tested in different cultural environments (French in Geneva or Lausanne; German in Zurich, Basel or Bern; Italian in Lugano). Lessons learned in Switzerland can be applied in larger, neighboring countries. The availability of capital and Switzerland's highly developed service, transportation and communications are available to U.S. franchisors locating to a Swiss-based office to oversee their franchise interests in Europe. Given the licensing fee of some franchises, it is unlikely that outlets in Switzerland alone can support the fee. Therefore, expanding often requires a more regional outlook. Prospective franchisees should be properly screened. It is advisable to undertake a feasibility study coupled with a sound business plan prior to signing new franchisees. 

Franchise penetration of the Swiss retail trade is far from the 40% of retail sales it represents in the U.S. This is due primarily to financing available to the Swiss to operate their own distribution or retail chains or stores in Switzerland. However, with the effects of globalization, those with disposable start-up capital have more capability in establishing their own businesses through franchising. Outplacement and executive counselors often advise clients to consider franchising. The Swiss Franchise Association is active in holding seminars and workshops.
-     Direct Marketing

Home shopping, meaning the direct sale of goods from a private location, is becoming increasingly popular in Switzerland. This method of direct marketing has recorded enormous growth - - the turnover for these direct sales companies has doubled within the last five years. The home shopping boom has reached a record high and products sold range from the well-known Tupperware and Mary Kay Cosmetics, to lingerie to new recipes and cleansing agents.  More than 5,700 sales people are members of the Swiss Association of Direct Marketing Companies (Schweizerischer Verband der Direktverkaufs-firmen VDF), mail order companies not included. They counted more than one million client-contacts during the business year 1997/98, thereby generating a turnover of SF 283 million ($195 million).

Most of the products sold at ‘Home Shopping Parties’ are top grade and innovative and cannot be found at retail stores. Within the VDF association only the British company Body Shop offers the identical cosmetic and personal hygiene products that can be found in their shops - for the same price. The advantages of home shopping frequently mentioned by participants are the competent advice offered by the sales person, the relaxed and friendly atmosphere of the private location, the combined ‘shopping and meeting friends experience and the possibility of testing the products on the spot. Some of the most popular products sold through the direct marketing system in Switzerland include:  

Photos and Books: The Bertelsmann-Verlag is an example of a large multimedia firm, one of the best known companies in this sector, selling books, CDs, DVDs, videos and a range of products and services. 

Personal Hygiene: Beauty products are predestined to be sold via personal demonstrations at private locations. Personal hygiene products ranging from soap to night creams are ideal for direct sale as home shoppers can try out the various products and profit from the personalized consultation. Amway is one of the strongest representatives in this sector, offering cosmetics and a whole variety of personal hygiene products. Other companies in this field are Mary Kay Cosmetics, Deesse, Just, Jafra and the Body Shop.

Jewelry and Apparel: companies like Jenny Lane, Pierre Lang or Papillon successfully sell costume jewelry. None of these firms offers precious jewelry though. The direct sale of clothing items has by and large failed due to the modest margins and the huge variety of products. Lingerie sales for women, however, are gaining in popularity.

Cleansing Agents: The ‘Just’ products have been sold through home shopping for generations. Other companies that sell top quality, ecologically friendly cleansing products include Blidor and Amway; both of them also offer personal hygiene products.

Household Articles: Items range from Tupperware (every Swiss household has at least one of their famous items) to special cooking pots and pans that allow cooking without any or very little fat or water.  A huge variety of electrical appliances and various cleaning devices can also be found in this sector.  New-to-market products are especially popular with home shoppers. Products in this field are offered by AMC (Schweiz), Borna, Imco Waterless AG, Lux and Vorwerk.

Food/Nutrition: Offerings consist of fat-free bouillon, sauces and salt-free spice mixes, mostly prepared and tasted on the spot. Multivitamin products and food supplements in general have also proven to be very popular among participants at home shopping events.  Power-drinks that cover a whole day’s requirement for vitamins, proteins and minerals are successfully marketed through the direct sale system as well.  Nahrin AG, Edifors and NBC Nutrition & Bodycare Concept AG are the major competitors in the nutrition sector.

The advantages of the direct marketing system for manufacturers are threefold: As home shopping parties are usually held at private locations, no costs for shop rental and the like arise. The word of mouth advertising from satisfied customers makes huge advertising budgets superfluous and there is usually only a single sales person between the manufacturer and end-user, eliminating the cost-intensive intermediate trade all together. Additionally, the direct marketing companies can profit from the pressure to buy, which stems from the social nature of such events.

The members of the Swiss Association of Direct Marketing Companies (VDF) are obliged to follow a so-called code of honor, which also regulates the rescission of a contract within seven days that is required by Swiss law.  In addition to that, many of the VDF members are willing to accept returns even after this time period has elapsed. Furthermore, the association offers assistance should problems or misunderstandings arise that cannot be solved directly with the sales person or manufacturer.  New companies that apply for VDF membership need to undergo an extensive examination, conducted by the association.

-     Joint Ventures/Licensing

Joint ventures: Although law does not specifically govern joint ventures, they are usually classified under Swiss company law as an ordinary partnership (Einfache Gesellschaft).  Legally, a joint venture consists of two or more individuals or corporations for the realization of a particular project.  Law does not protect the JV name, nor can it be registered in the Swiss Commercial Register (Handelsregistrar).

Licensing:  The Swiss often rely on licensing arrangements to acquire know-how and excel in adding value to imported raw goods and services, earning revenue through exports.  Licensing can therefore be a successful and profitable market entry strategy for U.S. firms.   

In most sectors U.S. licensors will readily find prospective licensees with the manufacturing and marketing skills to handle successfully the product, not only in Switzerland but in other European countries.  Swiss expertise in exporting, flexibility in adapting to difficult markets and skill in precision engineering will benefit a U.S. licensor.

The pros and cons of adopting a licensing strategy must, however, be compared to other methods of market entry.  The key to success in licensing lies in screening the prospective licensee to assess capabilities, interest and motivation.  Swiss intellectual property legislation protects know-how and patent transfer arrangements; and some cantons allow tax write-offs on intellectual property and tax-free or preferential treatment of royalties earned through know how transfer and licensing.  Appropriate legal advice can be obtained from competent Swiss-based patent and licensing attorneys.  The Licensing Executives Society has an active chapter in Switzerland.

-     Steps to Establishing an Office

The actual mechanics of forming and registering an office in Switzerland can be accomplished in two to three weeks but the planning process can be more time-consuming and should take many factors into consideration.  Probably the most important factor to consider for establishing an office in Switzerland is its location.  Tax laws, availability of work permits, availability of labor force, and availability and cost of business facilities vary widely among cantons.  Some cantons may offer special incentives for foreign investors.

Once a location is selected, the company must be registered in the Commercial Register (provided annual turnover amounts to at least SF 100,000 (approx. $74,000 as of 7/01/03 exchange rate); if less, the company may register if all other conditions are met, but is not required to).  Registration documents contain the company name, amount of share capital, business purpose, names of directors and managers, and names of those who have signatory powers.  Documents must be notarized and legalized by an "apostille" (legalization of the notary's signature) and, if required by the particular canton, translated by a recognized translator into German, French or Italian.

The company's board of directors must consist of a majority of Swiss citizens, residing in Switzerland (but foreigners - except for banks or real estate- can hold the majority shares).  Foreign controlled companies usually meet this requirement by nominating Swiss directors who hold shares and perform functions on a fiduciary basis.  The manager need not be a Swiss citizen but at least one person authorized to sign with a sole signature or two persons authorized to sign by joint signature must be a Swiss resident.

Registration also includes special wording that the company, if a branch of a foreign corporation, is relatively independent from the corporation's head office from an economic and non-economic point of view.  This basically enables the branch to exist as if it were a separate legal entity in Switzerland.  The branch must have its own books of account, although such books may be kept by the company headquarters or by a third party.  A branch does not enjoy limited liability.  For that reason, American companies should normally set up a subsidiary.

Employment regulations and restrictions are often a concern to businesses once they have registered.  Foreign employees must have work permits that are granted at the cantonal level (there are quotas) and approved at the federal level.  Hiring domestic residents is more straightforward.  There is no minimum wage but the company is liable for a host of benefits and compensations, ranging from pension plan contributions to health and accident insurance.

A final factor that needs to be taken into consideration when setting up a business is tax liability.  As a rule, foreign companies have a tax liability on income attributable to a Swiss permanent establishment or income from immovable property located in Switzerland, including gains on the sale of such property.  Withholding tax is levied on dividends and certain kinds of interest. 

Switzerland and the U.S. have a Double Taxation Treaty and a new investment treaty has recently come into effect.  Income from industrial and commercial activities is not taxed in either country unless derived from a permanent establishment in the taxing country.  Switzerland taxes only those industrial and commercial profits of a U.S. permanent establishment in Switzerland attributable to in-country activities.  The same deductions are allowed in determining taxable income as for a Swiss corporation.    

Excellent and detailed information regarding setting up and staffing a business enterprise in Switzerland is available from the Swiss-American Chamber of Commerce and from "Doing Business Guides" published by such organizations as Ernst & Young and PricewaterhouseCoopers.

-     Selling Factors/Techniques  

New-to-market U.S. exporters are strongly urged to participate in reputable trade shows in Switzerland to give their products commercial exposure.  Swiss buyers, agents and distributors, to a greater extent than their U.S. counterparts, use the trade shows as a means of finding new products.  It is often more difficult to arrange personal meetings with prospective Swiss business partners if the U.S. company has not already expressed its commitment to the Swiss market by participating in trade fairs.  Personal participation is not absolutely mandatory since catalog and video displays at shows often garner an excellent response.  Nevertheless, there is no substitute for establishing a personal rapport with one's Swiss business partner.

An exporter's offer must be accurate and comprehensive if it is to be taken seriously by the Swiss.  The Swiss receive offers from all over the world and they are unlikely to devote time to requesting additional details if it is not already included.  These must be provided at the outset with objective and detailed information, including exact product description with technical specifications; price details (CIF or FOB) in U.S. dollars or Swiss francs; method of payment; quantities available; packaging; and transport and delivery terms.  An offer should also include information on the exporting firm; production equipment available and quality control factors; and financial references.  If minimum quantities for accepting orders are part of contract negotiations, the exporter should take into account the relatively small size of the Swiss market.

The first order given to a new supplier is often viewed as a test-run with attention paid to the quality of the goods and service provided, as well as the consumer's reaction to the product.  Commitments should be scrupulously observed, or the likelihood of success in the market may be seriously compromised, as word travels quickly in Switzerland.  Professionals in a given market sector are in fairly close contact with one another and an exporter's actions soon become common knowledge.

Payment terms, as in the United States, are usually stipulated in the sales contract, can be negotiated, and depend upon the amounts involved.  Most common terms are: payment 30-60 days net (from the date of the invoice), payment within 10-15 days with 2-3% discount, and payment after 30-60 days with an interest charge.  Good customers may expect credit of up to three months.  Except for single, one-time transactions, or first-time transactions where there is doubt about the recipient's credit-worthiness, the costly letter of credit (LC) procedure should be avoided; it is perceived as depriving the recipient of the means to make deductions for faulty products or wrong shipments.  

-    Print Advertising and Media

Print Media: Switzerland has one of the highest per capita densities of newspapers in the world.  This is due primarily to the variety of languages spoken and the cultural diversity of the country.  As a result, many papers are geared to particular regions or localities.  The number of dailies has changed only slightly in the past 50 years but circulation figures have more than doubled.  There are over 100 daily or weekly local papers distributed for free but supported by the advertising in the papers.  The Swiss also publish an extensive range of periodicals, trade, and special interest magazines including such topics as travel, gastronomy, medicine, environment, and hobbies.

Listed below are some of Switzerland’s major publishers.  Given the diversity of publications and the intrinsic characteristics of Switzerland, it is advisable to secure the services of a professional advertising firm when planning an advertising campaign.

	Major Swiss Newspapers and Periodicals

	Der Bund

P.O. Box

3001 Bern

Tel. (41-31) 385 11 11

Fax (41-31) 312 41 74

E-mail: derbund@derbund.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

German

68,463

Hanspeter Spoerri

	Berner Zeitung BZ

P.O. Box

3001 Bern

Tel. (41-31) 330 31 11

Fax (41-31) 331 60 87

E-mail: verlag@espacemedia.ch 
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

German

135,723

Dr. Andreas Z'Graggen

	Basler Zeitung

P.O. Box

4002 Basel

Tel. (41-61) 639 11 11

Fax (41-61) 631 19 59
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

German

115,409

Hans-Peter Platz

	Neue Zuercher Zeitung NZZ

P.O. Box

8021 Zurich

Tel. (41-1) 258 11 11

Fax (41-1) 258 13 23

E-mail: redaktion@nzz.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

German

170,000

Hugo Buetler

	Tages-Anzeiger

P.O. Box

8021 Zurich

Tel. (41-1) 248 44 11

Fax (41-1) 248 44 71

E-mail: redaktion@tages-anzeiger.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

German

250,000

Peter Hartmeier

	BLICK

P.O. Box

8021 Zurich

Tel. (41-1) 259 62 62

Fax (41-1) 259 66 65

E-mail: blick@ringier.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

German

309,309

Werner De Schepper

	24 heures

P.O. Box 585

1001 Lausanne

Tel. (41-21) 349 44 44

Fax (41-21) 349 44 19

E-mail: 24heures@edipresse.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

French

88,000

Jacques Poget

	Le Matin

P.O. Box 1095

1001 Lausanne

Tel. (41-21) 349 49 49

Fax (41-21) 349 49 29

E-mail: matin-redaction@edicom.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

French

66,393

Peter Rothenbuehler

	Le Temps

P.O. Box 2570

1211 Geneva 2

Tel. (41-22) 799 58 58

Fax (41-22) 799 58 59

E-mail: info@letemps.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

French

53,522

Jean-Jacques Roth

	Tribune de Geneve

P.O. Box 5115

1211 Geneva 11

Tel. (41-22) 322 40 00

Fax (41-22) 781 01 07

E-mail: redaction@tdg.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

French

76,708

Dominique von Burg

	La Liberte

Bd de Perolles 42

1700 Fribourg

Tel. (41-26) 426 44 11

Fax (41-26) 426 44 00

E-mail: redaction@laliberte.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

French

37,718

Roger de Diesbach

	Corriere del Ticino

P.O. Box 160

6903 Lugano

Tel. (41-91) 960 31 31

Fax (41-91) 968 29 77

E-mail: cdt@cdt.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

Italian

39,567

Giancarlo Dillena

	Giornale del Popolo

Via San Gottardo 50

6903 Lugano-Stazione

Tel. (41-91) 923 22 71

Fax (41-91) 923 28 05

E-Mail: redazione@gdp.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Daily Newspaper

Italian

27,348

Giuseppe Zois

	Die Weltwoche

P.O. Box

8021 Zurich

Tel. (41-1) 448 73 11

Fax (41-1) 448 71 27

E-mail: redaktion@weltwoche.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Weekly Newspaper

German

84,957

Roger Koeppel

	HandelsZeitung

Seestrasse 37

8027 Zurich

Tel. (41-1) 288 35 55

Fax (41-1) 288 35 75

E-mail: redaktion@handelszeitung.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Weekly Newspaper

German

36,596

Dr. Kurt Speck

	SonntagsZeitung

P.O. Box 

8021 Zurich

Tel. (41-1) 248 40 40

Fax (41-1) 242 47 83

E-mail: redaktion@sonntagszeitung.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Weekly Newspaper

German

221,100

Andreas Durisch

	SonntagsBlick

Dufourstrasse 23

8008 Zurich

Tel. (41-1) 259 64 64

Fax (41-1) 251 80 06
	Type:

Language:

Circulation:

Editor-in-Chief:
	Weekly Newspaper

German

336,000

Martin Hofer

	FACTS

P.O. Box

8021 Zurich

Tel. (41-1) 248 56 11

Fax (41-1) 248 56 10

E-mail: redaktion@facts.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Weekly Magazine

German

103,000

Hannes Britschgi

	Schweizer Illustrierte

C/o Ringier AG

Dufourstrasse 23

8008 Zurich

Tel. (41-1) 259 63 63

Fax. (41-1) 262 04 42
	Type:

Language:

Circulation:

Editor-in-Chief:
	Weekly Magazine

German

254,265

Marc Walder

	Cash

Badenerstrasse 170, P.O. Box 3810

8021 Zurich

Tel. (41-1) 298 28 11

Fax (41-1) 298 28 22

E-mail: cash@ringier.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Weekly Magazine

German

70311

Dirk Schuetz

	L'Hebdo

P.O. Box 3153

1005 Lausanne

Tel. (41-21) 331 76 00

Fax (41-21) 331 76 01

E-mail: hebdo@ringier.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Monthly Magazine

French

56,197

Alain Jeannet

	Bilanz

C/o WM Wirtschafts-Medien AG

P.O. Box

8021 Zurich

Tel. (41-1) 448 72 21

Fax (41-1) 448 79 16

E-mail: redaktion@bilanz.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Monthly Magazine

German

57,548

Medard Meier

	Bilan

P.O. Box 585

1001 Lausanne

Tel. (41-21) 349 48 22

Fax (41-21) 349 48 30

E-mail: bilan@bilan.ch
	Type:

Language:

Circulation:

Editor-in-Chief:
	Monthly Magazine

French

19,169

Alain Jeannet


Radio and TV: The Swiss Broadcasting Company (SRG) is the only nationwide producer and broadcaster of radio and TV programs in Switzerland. SRG is incorporated as a public service company, financially self-supported and non-profit.  It is also financed through compulsory listener/viewer fees as well as some commercials.  Private programming in numerous cities is permitted on a local/regional basis, resulting in most major cities with local radio and TV stations. Additionally, an extensive cable system provides radio and TV programming from other countries.  CNN International and BBC Prime are available on most cable systems.  

Unlike the U.S., but similar to the rest of Europe, Swiss TV advertising is grouped in blocks of time rather than interspersed throughout and between programs.  Shows over 90 minutes may have one commercial break.  TV advertising is subject to certain restrictions.  For example, commercials for cigarettes, alcoholic beverages and pharmaceuticals are banned.  There is no national radio advertising in Switzerland, although advertisement may be placed through local radio stations.  The Corporation for Television Advertising (Publisuisse, Postfach 610, Giacomettistrasse 15, CH-3000 Bern 31, Switzerland; tel: (41-31) 358-3111; fax: (41-31) 358-3100) takes requests for television advertising.  TV advertising prices are based on 1,000 contacts (targeted viewing audience), and vary in price from SF 20-27 ($12-16) per unit of contact, according to the time of the day it is aired.  Discounts are offered according to the season and the size of the contract.

-     Pricing Product

In determining the selling price of a product, particularly for consumer goods, an exporter must take into account the considerable difference between the price an importer is prepared to pay and the prevailing retail selling price.  The cost of distribution and the intermediaries' and retailers' margins may increase the selling price substantially.  Markups in Switzerland generally range from 20% to 100%, and can be even higher.

Price controls, part of Swiss competition law since 1986, are primarily aimed at reducing abusive prices for goods and services resulting from a lack of competition, and apply only to members of a cartel or similar organizations subject to this law.  Parliament has established an office to look into prices that appear to be too high.  This office maintains considerable informal clout (a report from this office stating that a particular price is unfairly high would usually suffice) but the office cannot institute legal action. There are, however, some products whose prices are more directly influenced by government measures; these are primarily agricultural goods and some pharmaceutical products. 

-     Sales Service/Customer Support

Finding a reliable means of providing rapid and efficient quality service and after-sales customer support is absolutely essential in Switzerland.  Concluding a contract is usually dependent upon the ability to provide this follow-up service.  Means of accomplishing this aim include one or all of the following measures: opening one's own office in Switzerland; finding a competent agent/distributor to provide after-sales service; and/or keeping replacement stock in a Swiss or European warehouse. 

-     Selling to the Government

Swiss government agencies use competitive bids for procurement.  In general, the Swiss comply with international rules on procurement by government entities.  Procurement at the federal level is generally limited to projects in sectors in which it has primary responsibility -- utilities, transportation, communications, defense and construction (this will, of course, change once full privatization in transportation and telecommunications has taken place).  Total federal government procurement averages $6 billion annually.  The Defense Ministry has some restrictions on foreign purchases (small arms, clothing and boots, telecom equipment).  Many public projects are carried out by cantonal and 

Communal governments; their procurement is about two and one-half times the federal government amount.

The federal government exercises a great deal of discretion in inviting bids and selective, discretionary tenders are more common than public tenders are.  Contrary to cantonal and communal practice, federal authorities are not required to inform an unsuccessful bidder of the tender accepted or reasons for the choice.  In general, quality and technical criteria are more important than price.  Cantons and communes usually prefer local suppliers.  Foreign firms may be required to provide a Swiss bank guarantee if they have no local office or representation.

Notices of Swiss government tenders are published in the official trade journal Handelsamtsblatt. Tender documents can be obtained free from the Swiss government agency.  While there is no requirement to have a local agent to bid, it is advantageous when equipment needs training, service or parts.

-     Protecting Your Product from IPR Infringement

Switzerland has one of the best regimes in the world for the protection of intellectual property, and protection is afforded equally to foreign and domestic rights holders.  This topic is discussed more thoroughly under Investment Climate section on "Protection of Property Rights."

-     Need for a Local Attorney

Where American citizens are involved in disputes (with private individuals or business enterprises) and the controversy cannot be settled amicably, the normal recourse is to seek remedy provided by the law of the appropriate cantonal jurisdiction.  American diplomatic or consular officers may not act as attorney, agent, or representative in a fiduciary capacity in such matters.  If legal action is to be undertaken in Switzerland, a local lawyer should be involved (either directly or via an American attorney).  There are differences in the legal systems in Switzerland and America and ignorance of those differences could jeopardize a case almost before it begins.  As one example, in the United States a lawyer can serve papers on another person directly.  Not in Switzerland.  An American lawyer actually commits a criminal offense if he serves a party here directly.  The lawyer must file a complaint with the court and the court then decides whether to serve or not.  The Martindale-Hubbell Law Directory contains an extensive list of lawyers licensed to practice in Switzerland.  The Embassy's Consular Section also maintains a list of local English-speaking lawyers.  The fax number is (41-31) 357-7398.  Please specify the canton for which the list is required when calling.  

The only methods for a non-Swiss court or lawyer to obtain testimony or to serve process in civil matters in Switzerland are through the Hague Convention on taking of Evidence Abroad in Civil or Commercial Matters, the Hague Convention on the Service Abroad of Judicial and Extrajudicial Documents in Civil and Commercial Matter and through a letter interrogatory.  For information on this rather cumbersome legal process, contact either the Embassy Bern Consular Section or the Office of Citizens Consular Services in the Department of State (202) 647-5226.

-     Performing Due Diligence/Checking Bonafides

Sources for checking the background of Swiss companies:

Swiss Trade Register:

Whenever a Swiss company reaches annual sales of SF 100,000 it must be listed in the Swiss Trade Register.  The purpose of the Swiss Trade Register is to provide a list of all business enterprises in Switzerland.  It provides the following information about a company:

- name of firm

- its legal form

- head office (legal domicile)

- list of branch offices, purpose

- owners, partners, managing directors

- persons having power of attorney

- number of shareholders

- year of inscription 

Any firm listed in the Swiss Trade Register is considered to be a legitimate company and is required to keep accounts and to maintain a balance sheet. However, the register does not say anything about the financial status and the business practices of the company listed.  The following publisher publishes the Swiss Trade Register annually:

Orell Füssli Wirtschaftsinformationen AG

Hagenholzstrasse 81

CH-8050 Zurich, Switzerland

Tel: (41-1) 307 81 11

Fax: (41-1) 307 81 51

Kompass:

Register of Industry and Commerce of Switzerland.  The Kompass Register is roughly equivalent to the American Thomas Register.  It lists most of the Swiss companies, but not all. The information presented in the Kompass has been provided by the companies listed. It gives complete contact address, bank reference, name of president, members of the Board and managing director, short description of company’s activity, trademarks, share capital, number of employees, year of establishment. The Kompass is published by: 

Kompass Schweiz Verlag AG

Zurich-Gockhausen

In Grosswiesen 14

P.O. Box

CH-8044 Zurich, Switzerland

Tel: (41-1) 802 25 55

Fax: (41-1) 802 25 66

If more detailed information is needed, such as financial data and reputation of a company, it is probably best to contact a credit reporting agency. A reliable source for credit reports in Switzerland is: 

D&B Novinform AG

In der Luberzen 1

CH-8902 Urdorf, Switzerland

Tel: (41-1) 735 61 11

Fax: (41-1) 735 65 84

There are several Swiss companies who offer credit reports but D&B Novinform is the largest (D&B merged with the Swiss credit reporting firm Novinform a few years ago).  It should also be noted that extensive information on Swiss companies can be accessed from Dun & Bradstreet in the United States directly  (on-line information).
