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Jean-François Paroz, ambas-
sador, Embassy of Switzer-
land in Japan: “In spite of a 

population of just 8.5 mi llion 
and a territory about the size 
of Kyushu, Switzerland may 
well be called an economic 
powerhouse. It ranks among 
the world’s top 20 economies 
in terms of gross domestic 
product, as well as of merchan-
dise and services trade, and 
is among the top 10 when it 
comes to foreign direct invest-
ment. Switzerland regularly 
occupies top spots in inter-
national rankings such as the 

Global Competitiveness Re-
port and the Global Innovation 
Index. All this makes Switzer-
land an attractive business lo-
cation and economic partner.”

Professor Rudolf Minsch, 
chief economist and deputy 
chairman of the Executive 
Board, Economiesuisse: “We 
have more interests with closer 
collaborations with the Japa-
nese, especially with regards to 
direct investments. The Swiss 
economy is doing a great job 
investing in other countries 
like Japan.” 

Bernd Hoch, managing di-

rector, MM Automobile 
Schweiz AG: “The Japanese 
and Swiss share a similar men-
tality in that we both appreci-
ate the ideals of trust, honesty, 
hard work and traditional 
values. We have a strong cul-
tural bond and a deep friend-
ship is shared between our two 
countries which both sides are 
keen to nurture. Our histori-
cal relationship is founded on 
an appreciation for one an-
other and this will continue 

as we strengthen our ties. The 
Switzerland-Japan Free Trade 
And Economic Partnership 
has bolstered trade and invest-
ment between Switzerland and 
Japan in the last 10 years. Im-
ports and exports between our 
two nations have been gradual-
ly increasing and we are look-
ing at more opportunities to 
strengthen our ties.” 
www.eda.admin.ch/tokyo 
www.economiesuisse.ch 
www.mitsubishi-motors.ch

Global logistics provider 
Kintetsu World Express 
(KWE) has over 500 busi-

ness sites in 35 countries to 
ensure customers around the 
world receive the best service.

As a non-European Union 
member country, Switzerland 
is a unique market for KWE. 
Founded in 1997, KWE Swit-
zerland has established strong 
business ties with the Swiss 
business community and is 
growing its client base while 
contributing to the country’s 
economy.

“By thinking global and act-
ing local, we can adapt to our 
customers’ needs,” said Rolf 
Moor, KWE Switzerland man-
aging director. “Our employees 
in Zurich and Geneva are pro-
active and having our finger on 
the pulse has enabled us to grow 
our business, especially within 
the medical instruments, high-

tech equipment, health care 
products and precision instru-
ments sectors.”

“We are always on the move,” 
added Anita Koulis, KWE Swit-
zerland commercial director. 
“In addition to offering air and 
sea freight, customs brokerage, 
trucking and warehouse and 
logistics solutions, today our 
cross-border e-commerce busi-
ness is growing rapidly.”

An Authorised Economic Op-
erator, KWE Switzerland is a 
member of the International Air 
Transport Association, Inter-
national Federation of Freight 
Forwarders Associations, Sped-
logswiss, Interest Group Air 
Cargo Switzerland and the 
Swiss-Japanese Chamber of 
Commerce.

“When KWE Switzerland 
was first established, Japan ac-
counted for 80 percent of our 
business,” said Moor. “Having 

reached out to the local Swiss 
business community, we have 
successfully diversified our 
business and today work with 
Japanese, international and do-
mestic customers.”

This year KWE Switzerland 
is increasing its workforce to 
strengthen its e-commerce 
business and aims to work more 
closely with industry leaders 
across Switzerland.

“While every day is a chal-
lenge, we love challenges,” con-
cluded Moor. 

“Both Swiss and Japanese 
companies are driven to deliver 
quality services and there are 
many similarities between our 
two countries. Most important-
ly, we respect one another and 
as a company, we will continue 
to contribute to the Swiss-Japa-
nese partnership.” 
www.kwe-switzerland.com 
www.kwe.co.jp

“Cross-border merg-
ers and acquisi-
tions often lead to 

unexpected organizational 
challenges,” said Peter Sorg, 
partner with EurAsia Compe-
tence AG.

“While companies take into 
account financial, legal, tech-
nology and intellectual prop-
erty due diligence require-
ments, the cultural dimension 
also needs to be addressed for 
organizations to succeed in a 
transformation process,” he 
said.

As a leading consultancy 
boutique for management ser-
vices, EurAsia Competence 
provides unique and propri-
etary cultural due diligence. 
The firm helps European 
and Asian clients working in 
culturally different environ-
ments to master the manifold 
challenges in cross-border 
and cross-cultural business 
transactions. The aim is to 
create high-performance or-
ganizations after mergers and 
acquisitions. To do so, Eur-
Asia Competence works in 
partnership with government 
and nongovernment institu-
tions and private enterprises 
in both Europe and Asia. The 
firm’s services franchise con-
sists of hands-on strategic and 
operational support to the top 
management of internation-
ally expanding organizations.

The approach of EurAsia 

Competence is based on a 
comparative theory of culture. 
The theory provides the back-
ground to understand cultural 
differences beyond empirical 
and generic generalizations. 

Based on this pioneering 
work, EurAsia Competence 
built its proprietary “culture 
grid.” The tool forms the 
base for services in the field 
of cultural due diligence. The 
theoretical base of the tool 
allows a clear differentiation 
between strategic and orga-
nizational development in 
all corresponding fields of 
leadership and management. 
Tailor-made solutions will al-
low us to inform, train and, if 
demanded, coach boards and 
executive teams, as well as 

management and employees 
on lower company levels. 

EurAsia Competence has 
established an extensive 
partner network and has 
close connections with Swiss 
and Japanese institutions to 
source talent and competen-
cies during projects.

“Company culture, while 
based on a firm’s country of 
origin in the context of its 
global expansion plans, re-
quires constant alignment of 
cross-cultural elements and 
values throughout the organi-
zation to deliver on respective 
targets and objectives,” said 
Sorg.

“We help Japanese firms ex-
panding across Europe and 
provide our services to Eu-
ropean firms that are in the 
process of expanding their 
presence in Asia. Our unique 
approach to understanding 
the decision-making pro-
cesses across cultures enables 
our clients to communicate 
more effectively, optimize the 
company’s performance and 
ultimately raise their bottom 
lines.” 
For further information 
refer to:
www.eurasiacompetence.com

“The spirit of Honda is 
strong in Switzerland,” 
said Jean-Christophe 

Muller, president of Honda Suisse. 
“Our business is based on people 
with passion and our company is 
alive with associates who are driven 
to succeed.” Muller’s loyal team is 
responsible for car, motorcycle and 
power equipment sales in Switzer-
land; a unique market for Honda.

Switzerland has three official lan-
guages, distinct regional differences 
and geographical constraints. De-
spite these challenges, Switzerland 
is an important market for Honda 
and customer-expectations are 
high.

The Honda Jazz is the company’s 
top-selling vehicle, but the Honda 
CR-V follows it closely, because the 
4X4 SUV segment accounts for 50 
percent of the Swiss market. Swiss 
drivers appreciate high-powered, 
high-performance vehicles and 
despite the Swiss market being ap-
proximately one-tenth the size of 
the German market, Honda Suisse 
sells approximately the same num-
ber of Type R vehicles as Honda 
Germany.

Honda’s role as an innovator in 
the electrification of vehicles is 
well-suited to Switzerland’s green-
movement; the country was the first 
in Europe to introduce Honda’s cat-
alytic-convertor technology.

Two-thirds of Honda’s global ve-
hicle product-range is to be electri-
fied (hybrid, electric) by 2030. In Eu-
rope, that same target is expected to 
be reached by 2025. 

“Vehicle-electrification will be an 
important corner for us to navigate 
in the coming years,” said Muller. 
“We recognize we have a social re-
sponsibility while also growing our 
business through our partners, deal-
ers and customers.” 

From development, production 
and delivery, Honda is driven to 
provide products that are both ap-
preciated and enjoyed by customers.

“Honda’s product range is well-
suited to the Swiss market,” con-
cluded Muller. “This year will see 
the launch the CR-V Hybrid at the 
Geneva Motor Show and the intro-
duction of a fully electric vehicle. 
Our excellent dealers and service 
teams will continue to drive Honda 
Suisse forward.” 
www.honda.ch

Active in more than 80 
countries, Kendris Ltd. 
has become a trusted 

provider of family office, trust 
management and fiduciary 
services. 

While the company delivers 
Swiss and international tax 
and legal advice, accounting, 
outsourcing and art manage-
ment, for reasons of inde-
pendence, Kendris does not 
provide traditional asset man-
agement services.

Working with ultra-high net 
worth individuals and private 
and corporate clients, Kendris 
delivers tailored solutions to 
help clients achieve their ob-
jectives. 

As one of Kendris’ larg-
est markets, Japan plays an 
important role within the 
company. Having been trav-
eling to Japan for over 25 
years, Chief Executive Offi-
cer Christian Lyk and Chair-
man Adrian Escher recognize 
the importance of the market. 
The company’s Japan business 
is founded on quality-driven 
relationships and is support-
ed by the company’s team in 
Switzerland. 

Kendris’ primary objective 
is to ensure international cli-
ents’ ownership structures are 
in good standing and com-
pliant with local regulations 
worldwide. 

Developed by the Organ-
isation for Economic Coop-

eration and Development, the 
Common Reporting Standard 
is a reporting standard for the 
Automatic Exchange of Infor-
mation (AEOI) between tax 
authorities in over 100 juris-
dictions.

Japan and Switzerland ini-
tiated their AEOI exchange 
agreement in January 2017. 
Since then, Kendris has been 
continuously ensuring dis-
closures under the AEOI are 
performed in a controlled and 
precise manner and updates 
clients at each stage of the re-
porting process. 

In order to respect clients’ 
privacy, Kendris developed 
an in-house AEOI platform 
that is compliant with global 
regulations, including those in 
Japan. Customer relationship 

management, accounting, due 
diligence and reporting sys-
tems are incorporated in Ken-
dris’ AEOI platform to reduce 
clients’ compliance costs.

Kendris’ regulatory team 
analyzes the impact of AEOI 
for foreign individuals hold-
ing offshore or Swiss corpo-
rate structures and optimizes 
structures to ensure, where 
possible, that the reporting is 
meaningful to clients, tax ad-
visers and local tax authori-
ties. 

Kendris pre-notifies clients 
of upcoming submissions 
well in advance of reporting 
deadlines to ensure clients are 
able to discuss matters with 
their advisers and be better 
informed.
www.kendris.com

Yoshihiro Kaneda, chair-
man of Sunstar Group 
shares his insights and 

strategies with Synergy Media 
Specialists.

Sunstar believes that to be tru-
ly healthy in body and mind, 
we must take care of ourselves 
holistically. How is Sunstar 
positioned to take advantage 
of the global health movement 
that we are seeing today?

I believe Sunstar is well posi-
tioned to join this global health 
movement. In fact, we have 
been part of it for many years 
now, even when it wasn’t trendy 
to be healthy. For instance, our 
corporate motto encourages us 
to “Always strive to help peo-

ple everywhere achieve better 
health and enhance their qual-
ity of life,” and it dates back to 
1962. In our founding family, 
the Kaneda family, we soon un-
derstood the whole body was 
connected, and, as a result, we 
supported research to learn how 
oral health is related to the gen-
eral health, for instance. There-
fore, we do believe that taking 
care of ourselves holistically 
is the best way to achieve real 
overall well-being.

Consequently, we offer a wide 
range of products that serve our 
needs and help us to be healthier 
from all perspectives. Spanning 
from oral care to environmental 
safety, all our products have a 
strong body of evidence behind 

and are designed to improve 
our quality of life. In addition, 
one of the main reasons why I 
say Sunstar is a crucial player 
in this health movement we 
are witnessing is the value we 
give to education and research. 
During all these years we have 
not only developed high-quality 
products, but also contributed 
to improving oral health aware-
ness among the population as 
well as promoted research to 
help our society move forward 
to a healthier future.

How well suited are Switzer-
land and Japan in terms of 
the two countries efforts to 
strengthen their economic 
ties?

Both countries are ready to 
strengthen their economic ties. 
Traditionally, Switzerland has 
been one of the most attractive 
business hubs, and it provides 
a precious international atmo-
sphere; we have been based in 
Switzerland for fifteen years 
now, and the country has of-
fered everything we needed to 
continue with our internation-
alization process. Besides, we 
are located in the Vaud region, 
an area where innovation and 
cutting-edge technologies are 
part of the environment, which 
is the perfect scenario for a 
multinational company to grow 
and expand its businesses. On 
the other hand, if we pay atten-
tion to Japan, it is true that we 
have seen an impressive evolu-
tion in a very short time; the 
country has gradually opened 
to international business, and 

it is becoming one of the most 
attractive markets for external 
investors. On top of that, the 
Japanese sense of loyalty helps 
foreign companies that under-
stand the culture to establish 
more solidly.

Definitely, we have integrat-
ed many from the Swiss and 
Western culture that, mixed 
with our Japanese background, 
has helped Sunstar to create 
a unique way of being. As we 
have mastered in several dif-
ferent fields, we promote a 
cross-sectional approach to in-
novation in our company. This, 
for instance, allows us to ap-
ply the latest techniques from 
engineering to R&D (research 
and development), or the in-
dustrial vision to the develop-
ment of new consumer-focused 
products. We did it since the 
beginning of our history; for 

example, by turning our sealing 
products manufacturing site 
(tubes filled with glue) into a 
toothpaste manufacturing line 
by just switching the product 
filling the aluminium tube.

What is the next step for Sun-
star in terms of growth in 
2019?

Our main objectives for 2019 
are strengthening our pres-
ence in Europe and Japan and 
increasing our developing mar-
kets. Our business plans, of 
course, depend on the business 
sector, but in general they will 
incorporate our efforts toward 
solutions related to oral health 
and its connection with general 
health, health promotion con-
sidering the differences in our 
life stages and indoor air qual-
ity improvement. In our strat-
egy, we will leverage some of 

our recent achievements — our 
construction sealer has been 
selected by six facilities associ-
ated with the Tokyo Olympics 
and 17 facilities in the Ath-
letes’ Village on the basis of 
a high degree of trust, and we 
are succesfully launching the 
GUM brand in the Swiss mar-
ket. As a long-term vision, we 
see ourselves helping to extend 
people’s healthy life span and 
improving their quality of life 
by continuing to develop prod-
ucts and services that promote 
general health based on a holis-
tic health care approach. 
www.sunstar.com

Insights into a decade of the Japan-Switzerland 
Free Trade and Economic Partnership Agreement 

KWE Switzerland: Always on the move

Bridging Cultures: Turning cross-cultural 
complexity into high-performance vitality

Honda Suisse: Driving success 
through people and passion

Delivering smart disclosure solutions in 
line with Common Reporting Standard
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Anita Koulis, Commercial Director and Rolf Moor, Managing 
Director of KWE Switzerland

Peter Sorg, Partner with 
EurAsia Competence AG

Jean-Christophe Muller, President 
of Honda Suisse

Christian Lyk, Chief Executive 
Officer of Kendris Ltd.

Jean-François Paroz, Ambassador 
of Switzerland to Japan

Adrian Escher, Chairman of 
Kendris Ltd.

Yoshihiro Kaneda, Chairman of 
Sunstar Group

Sunstar: A global health movement leade r
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Read the full article online: 
www.synergymediaspecialists.com/jt-che2019-banner-story

To better serve high tech-
nology and innovation-
driven clients, Froriep 

Legal AG and Rentsch Partner 
AG, two of Switzerland’s lead-
ing legal services firms, have 
recently joined forces.

“We were named Swiss Law 
Firm of the Year at The Law-
yer European Awards in 2018 
and today, we feel invigorated 
by our cooperation with Rent-
sch Partner,” said Nicola Benz, 
Froriep’s managing partner. 
“We have developed a ‘dis-
ruptive technologies’ practice 
group as part of our full-ser-
vice approach and we have sig-
nificantly increased our ratio 
of female partners.”

Rentsch Partner is one of the 
leading intellectual property 
(IP) law firms in Switzerland 
with experts both in IP pros-
ecution and litigation; a rare 
quality in the field. Last year, 
the firm was named Switzer-
land Patent Contentious Firm 
of the Year by London-based 
journal Managing Intellectual 
Property.

“We are strong in deliver-
ing solutions to clients active 
in mechanical and electrical 
engineering and chemistry 
and also those in pharmaceu-
ticals, biotechnology, software 
and computer technology,” 
said Jacobus Sonderhoff, head 
of Rentsch Partner’s Japan 
Desk. “As most of our clients 
are export-oriented, interna-
tional patent applications are 
regularly filed, particularly for 
Japan. On the other hand, we 
assist Japanese firms not only 
with Swiss, but also European 
intellectual property rights.” 

Today, Switzerland is rec-

ognized as having one of the 
highest numbers of patents 
and other IP rights per capita.

“Together with Swiss SMEs 
(small- and medium-sized en-
terprises) and ETH (Swiss Fed-
eral Institute of Technology 
in Zurich) affiliated institutes, 
we already operate in a very 
innovation-driven economy 
and receive regular inquiries 
regarding IP applications, re-
cently also relating to block-
chain technologies,” said Son-
derhoff. “With the upcoming 
Patent Box regime, taxes on 
IP-generated revenue would 
be reduced by up to 90 percent, 
and this will be bolstered fur-
ther by the R&D (research and 
development) super tax deduc-
tion.”

“There is increased aware-
ness of distributed ledger 
technology,” said Benz. “In-
novative technologies are 
becoming commonplace in 
the banking and financial ser-
vices, property and real estate, 
supply chain management and 

logistics industries. We are 
seeing Japanese clients come 
to Switzerland to establish a 
European presence for their 
blockchain business projects.”

From technology and in-
novation to quality, precision 
and service, Benz and Sonder-
hoff both agree that the Swiss 
and the Japanese share many 
common characteristics. 

“In terms of our legal prac-
tices, our shared goal is to stay 
ahead of the curve regarding 
new technologies,” said Benz. 

“We will continue to take a 
leading position regarding 
the advice we provide clients 
relating to the legal implica-
tions of the new technologies 
we see entering the global 
economy.” 
www.froriep.com  
www.rentschpartner.ch/en/ 

Froriep Legal and Rentsch Partner: 
An innovative legal alliance

Nicola Benz, Managing Partner of Froriep and Jacobus 
Sonderhoff, Head of Rentsch Partner’s Japan Desk
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Young Swiss entrepreneurs enjoy the smell of success in Japan

Sharp Electronics Schweiz AG: 
Driven by ambition for excellence

Sharp, a Japanese multi-
national with numerous 
subsidiaries in Europe, ac-

quired print solutions company 
Fritz Schumacher AG in 2017 to 
further expand the company’s 
expertise in the field of docu-
ment solutions. The acquisi-
tion was but one step within 
Sharp’s overall growth strategy 
in the Swiss market and Europe 
as a whole. Sharp Switzerland’s 
Chief Operating Officer Peter 
Suter has continued to build the 
company into a Swiss industry 
leader.

“Our aim is to strengthen our 
market share in modern office 
business systems such as docu-
ment and visual solutions. In 
this segment, we offer intel-
ligent MFP (multifunctional 
printers) and information man-
agement systems, as well as 
modern display technologies 
and interactive meeting solu-
tions to enhance enterprise 
teamwork and simplify admin-
istrative processes,” he said. 
“All applications, perfectly 
aligned and connected, provide 
an elaborate, integrated office 
solution that helps to promote 
modern ways of collaboration. 
All technologies are scalable 

and can be upgraded according 
to a company’s changing needs. 
Thus, they make for ideal digital 
companions for companies on 
their way into an increasingly 
digitized world.”

Besides that, Sharp Switzer-
land offers displays and digital 
signage applications, as well as 
point of sale and EPOS (elec-
tronic point of sale) solutions 
that are widely used in the retail 
sector.

“For many years, we have been 

working on driving synergies, 
strengthening our business and 
further growing our expertise in 
order to offer innovative solu-
tions to our clients,” Suter said. 
“Today we are in a good position 
for further growth in the Swiss 
market. Our team is highly mo-
tivated, aiming to deliver ever 
more advanced solutions and 
services to our clients across the 
country. This year, we will focus 
on improving our sales perfor-
mance and streamline our pro-
cesses in order to better serve 
our local clients in Switzerland.” 

Suter leads 150 employees in 
Switzerland and brings more 
than 30 years of industry experi-
ence in distribution, marketing, 
logistics, printing and informa-
tion technology to the company. 
During his career, he has led 
various companies on their way 
to success, with a strong focus 
on growth and new market de-
velopment.

“Sharp is part of a dynamic in-
dustry that is experiencing ma-
jor changes due to digitization,” 
said Suter. “In this environment, 
Sharp offers pioneering tech-
nologies that help transforming 
the way people work together 
and share information. I am glad 

to be in a position with Sharp to 
actively shape this process.” 
For further information, please visit 
www.sharp.ch. 

About Sharp Information 
Systems Europe 

Sharp Information Systems 
Europe (SISE) is a division 
of Sharp Electronics Europe, 
which offers a unique portfolio 
of award-winning document 
management and display so-
lutions to help organizations 
transform the way they engage 
with information. Sharp’s in-
dustry-leading MFPs and large 
production systems sit at the 
heart of integrated applications 
for digital transformation, while 
the company’s display solutions 
include innovative video walls, 
digital signage displays and in-
teractive flat panel displays for 
collaborative presentations. 
Sharp’s mission is to develop 
new products that support indi-
vidual expression, creating life-
enhancing experiences that let 
consumers be original. Please 
visit www.sharp.ch for further in-
formation.

In August 2018, Tokai Uni-
versity professor Noriaki Hi-
rayama published an article 

on aromatherapy, citing the 
efficiency, efficacy and conve-
nience of a new product called 
AromaStick.

 AromaSticks are natural in-
halers that boost one’s mood 
and help in managing everyday 
stress. Unlike inhalers recom-
mended for colds, the patented 
AromaStick inhaler delivers a 
blend of 100 percent organic, 
essential oils directly to the 
brain’s limbic system, which in-
fluences motivation, mood, hor-
monal balance and memory. Be-
cause of the direct link between 
the nose and the brain, the ef-
fects are almost immediate.

The patented AromaStick in-
halers come in blends such as 
Calm, Focus, Energy, Balance, 
Relax and Refresh and are prod-
ucts of years of research and ex-
periments.

“There is a lot of unreliable in-
formation and false claims sur-
rounding aromatherapy, so we 
invested heavily into research 
conducted by independent ex-
perts in Europe following strict 
protocols,” shared AromaStick 
co-founder Nick Singer.

Thirteen studies involving 
over 700 individuals have been 
made thus far, eight of which 
have been peer reviewed and 
published in trusted academic 
publications around the world.

“The findings from our prod-
ucts exceeded all our expecta-
tions and show that the effects 
are not only psychological but 
also physiologically measur-

able,” explained Nick’s brother 
and co-founder Tim Singer.

Depending on the blend, 
stress-related biomarkers such 
as blood pressure, heart rate 
and cortisol are drastically re-
duced, or blood-oxygen levels 
are increased, enhancing well-
being after a few inhalations.

AromaStick is manufac-
tured entirely in Switzerland 

and proudly bears the Swiss 
mark of quality. The products 
were launched in September 
2017 and are now sold in over 
15 countries, including Japan, 
through trusted distribution 
partners.

“Japan is one of our most ex-
citing markets at the moment,” 
said Nick. “We have built a very 
good relation with our distribu-
tion partner in Japan, MK En-
terprise Inc., which has not only 
made our products available in 
several department stores, phar-
macies and convenience stores, 
but also opened doors to poten-
tial collaborations extending to 
research and development, as 
well as product development.”

“There is a huge potential for 
the company to continue grow-
ing and we appreciate sharing 
the same values — such as dili-
gence and an unrelenting ad-
herence to quality — with our 
partners in Japan.”

AromaStick is distributed in 
stores and pharmacies such as 
Tokyu Hands, Aroma Bloom, 
Aeon Body, Beauty Library, 
Keio Department Store and Ta-
nabe Pharmacy. 
www.aromastick.net
www.aromastick.jp

Sharp Switzerland, a subsidiary of Sharp Corp., is taking on challenges and opportunities in the Swiss market

Peter Suter, Chief Operating 
Officer of Sharp Switzerland

Nick and Tim Singer, Founders of AromaStick
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Business and the Canton of Bern: An innovative partnership

Switzerland’s largest indus-
trial region, the Canton of 
Bern, has become a high 

technology hub driven by inno-
vation.

While highly specialized small- 
and medium-sized enterprises 
are the backbone of the econ-
omy, many multinationals and 
Japanese companies have suc-
cessfully established a presence 
in Bern. 

With a tradition of mechanical, 
electrical and precision engi-
neering, many Bern-based com-
panies have contributed to Swit-
zerland’s world-famous medical 
technology and watchmaking 
industries.

The Bern Economic Develop-
ment Agency is a one-stop shop 
for startups and companies that 
are looking to locate or open 
a subsidiary in the Canton of 
Bern and grow their business. 
The agency provides all the 
important information, useful 
contacts, comprehensive initial 
advice and expert support in the 
search for the ideal premises, 
completely free of charge. 

A perfect setting, the Canton 
of Bern offers businesses an ide-
al environment for innovation, 
with access to a highly qualified 
workforce and many opportuni-
ties to work closely with univer-
sities and other research institu-
tions such as the Swiss Federal 
Laboratories for Materials Sci-
ence and Technology (part of 
the Domain of the Swiss Federal 
Institutes of Technology (ETH)) 
and the University of Bern. 

There are also numerous 
knowledge and technology 
transfer platforms in Switzer-
land, including the Switzerland 
Innovation Park Biel/Bienne, 
the Swiss Smart Factory and the 
Swiss Institute for Translational 
and Entrepreneurial Medicine 
(sitem-insel), where the latest 
developments and findings in 

research and science join forces 
with the proven experience of lo-
cal businesses.

During the 150th anniversary 
of diplomatic relations between 
Switzerland and Japan in 2014, 
the Canton of Bern established 
the first friendship agreement 
between a Swiss canton and a 
Japanese prefecture. 

Nara Prefecture and the Canton 
of Bern promote the exchange of 
knowledge in the fields of tour-

ism, culture, forestry, energy 
and environmental technology. 
Renowned Japanese companies 
such as Gilgen Door Systems AG 
(a subsidiary of Nabtesco Corp.), 
Fanuc Corp. and Montbell Co. 
Ltd. have already established a 
presence in Bern.

Bern’s unrivaled natural beauty 
and cultural attractions have 
positioned the canton as one of 
Switzerland’s top three tourism 
destinations. 

Japanese tourists looking for an 
authentic Swiss experience con-
tinue to enjoy the iconic Swiss 
village of Grindelwald, Jung-
fraujoch in the Bernese Alps, the 
majestic Schilthorn summit and 
UNESCO World Heritage site, 
the Old City of Bern. 

Looking forward, the Canton 
of Bern will continue to attract 
business and investment from 
Japan. 
www.berninvest.be.ch 

Bern, is a high-technology hub driven by innovation surrounded by unrivaled natural beauty and 
cultural attractions.
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