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Conservative Image

as Entry Point
Manuel Salchli about Switzerland's nation branding in China

Interview, Fabian Gull

Mr. Salchli, as the Pavilion Director

and Deputy Commissioner General of

the Swiss Pavilion at the Expo 2010

in Shanghai, your role is focused

on Switzerland's nation branding

institution, Presence Switzerland.

What is Presence Switzerland's

strategy in China?

We want to increase the knowledge

about Switzerland among the Chinese

target groups. Thus, we are running a

campaign from 2007 to 2011 in China

and closely work together with our

institutional partners which are the Art

Council, the Export and Investment

agencies, Location Switzerland and

Switzerland Tourism. Together with

them, we run a program around the two

major upcoming events – the OIympic

Games in Beijing and the Expo 2010 in

Shanghai.

Your superior target is to get more

Chinese tourists to Switzerland.

Not only. Since our target is to increase

Switzerland's market value in China, we

are working with and for all sectors of

the Swiss economy – not just the tourism

industry. So we try to attract more

tourists as well as to support the sale of

Swiss products in China and to increase

the sympathy of the Chinese audience

towards Switzerland.

What's your budget for your China

projects?

We have a budget of about 24 million

S w i s s F r a n c s f o r t h e p r e s e n c e o f

Switzerland at the World Expo. This

budget covers the construction and

operation costs of the Pavilion as well

as the communications over five years.

As far as the content is concerned

the budget of our partners and future

partners can be added to ours, but I can't

give you a global gure.

What resources - in terms of man-

power - do you have to achieve your

targets?

Very little (laughing). There are two full

time employees working at the Swiss

Embassy in Beijing and another three

working ful l t ime on this project in

Switzerland.

How do you measure the results of

your campaigns?

We do this through various means.

For example, we analyze the number

and the quality of articles written about

Switzerland in China. So from 2007

onwards, we expect a signi cant increase

of newspaper articles and media reports.

Are you also doing surveys?

Yes. We have conducted a big image

survey in 2006 before we started our

campaign.

What did you nd out?

Firstly, I am happy to report that the

i m a g e o f S w i t z e r l a n d i n C h i n a i s

excellent!

Switzerland enjoys the best image of

all benchmark countries that we have
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selected. The country always ranks

on top - first or second to be precise.

This was the main finding. We have

conducted this survey also in the US,

U K , S p a i n , G e r m a n y, F r a n c e e t c .

Another interesting finding is also that

the results we got in China do not differ

so much from what we found in the other

countries. But there is also a lack of

information in China. Switzerland is still

considered as a country where milk and

honey ows. But we are not considered

as being very innovative which of course

doesn't re ect the reality at all.

We don't know yet if we are going to

verify the results of our campaign with

another survey, since this will be also a

question of budget. But we are de nitely

going to conduct surveys among the

visitors of the Swiss Pavilion.

Does this excellent image mean less

work for Presence Switzerland in

China?

Not really, no (laughing), because this

positive image is mainly based on our

beautiful landscape and a kind of fairy

tale and Heidi land perception of

Switzerland. In general the competition

is getting stiffer since a lot of countries

are investing more and more money in

nation branding and trying to improve

their images. We want Switzerland to

be perceived as what it is today and not

what it used to be one hundred years

ago. Our mission is to ll this information

gap. So as you can see, there is plenty

of work to do for us.

According to your own survey,

Swi tzer land is in China main ly

associated with beautiful landscapes.

Bu t i sn ' t t h i s exac t l y the way

Switzerland is going to be presented

at the Swiss Pavilion? Very traditional,

conservative, with a meadow on top,

chair lift and a movie showing the

beauty of the Swiss Alps. Aren't you

rather backing the existing image up

instead of changing it?

No, we don't think so. But you are

totally right, we will be talking about

our beautiful landscapes, our lakes,

rivers and mountains. But actually, our

intention is - and this has been proven

very successful at the last World Expo

in Japan - to get the Chinese there

where they already know us! And from

this entry point we will take them and

provide them with additional information.

The exposition at the Pavilion will be

about what Switzerland is undertaking to

protect the beautiful nature and how we

are coping with the increasing amount of

traf c and garbage. You can see, behind

the entry point with beautiful landscape

we are talking about innovative solutions

w h i c h c o n t r i b u t e t o a s u s t a i n a b l e

development of our cities and people.

You are focusing on "sustainability",

bu t a t t he same t ime you a r e

undertaking huge efforts to build

up a temporary instal lat ion like

the Pavilion. This does not seem

sustainable at all and sounds almost

ironic.

I agree with you that the concept of an

Expo as such cannot be sustainable by

definition. Countries are constructing

buildings which will be there for only six

months. But the hopes of the organizers

and participants are that the Pavilions

from all over the world can give inputs

for sustainable development of our

cities. We for instance put our efforts in

a sustainable dismantling with a facade

which is partially biodegradable. We

attempt to recycle most parts of the

Pavilion.

What is the Pavilion going to offer to

the Swiss business community?

I am not exaggerating by saying that

we offer the business community a

historically unique platform and the

opportunity to use this platform for

different functions. We will provide the

Swiss business community with VIP

facilities, presentation and conference

facil i t ies including a lounge, and a

restaurant/bar. There will also be a

special room for the exchange with the

Chinese and international audience. And,

very important, we will offer tailor-made

visits to other pavilions for our partners

so they will bene t from an easy access

to other pavilions without having to queue

up everywhere.

Are you still looking for sponsors?

Yes we are. We have found Nestlé and

Holcim as the main sponsors of our

campaign with the elements "House

of Switzerland , "Swiss Pavilion" at

the Expo, and all events related to the

program. Now our next focus will be on

nding speci c partners for the pavilion.

Therefore, we will start another round

of selling by the end of March this year

where we aim to identify and find more

partners who provide us with any kind

of support and materials. Companies

like Kaba, Securitas or Sika Sarnafil

already proposed to offer their services

and support us. We are also looking for

pavilions sponsors that will be given the

right to use our facilities.

What will be the highlights for the

visitors?

One of the highlights will de nitely be the

ride on the chair lift. But also the pavilion

as such with its very daring and bold

shape will be a highlight when you see

the installation with its very interesting

facade with what looks like a curtain from

afar. Not to mention the big format movie!

The Expo 2010 in Shanghai will be the

biggest of all world expositions ever and

promises to attract the most visitors.

What are the next steps?

We are currently intensively working on

making the content of the exposition

more concrete. The architects are

working on the final drawings. The

target is to submit an execution project

to the Expo by summer this year. Once

approved, we will make a tender offer for

a general contractor who will build the

pavilion. The construction should start by

fall this year, but our top priority here in

Berne is concentrated on the successful

operation of the House of Switzerland at

the Olympic Games in Beijing.
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Salchli 2010

Presence Switzerland

2 0 0 7 2 0 11

(Art

Council) (Export

and Investment agencies)

(Location Switzerland)

Switzerland Tourism)

2010

2,400

2 3

2007

2006

(Heidi land)

100

6

VIP

/

( H o l c i m ) ( H o u s e o f

Switzerland)

3

Kaba

Securitas Sika Sarnafil

Manuel Salchli

Fabian Gull
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