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Foreword 

One of  the questions we were asked during  the  last  few months was, Why 
conduct a survey on the automotive (supplier)  industry  in Switzerland? Com‐
plete cars are not produced here, and so the supplier industry could not possi‐
bly be of such eminent importance. After all, the country is known for its bank‐
ing and pharmaceutical industries . . . 

A closer look into the automotive industry eliminates these prejudices. Almost 
every vehicle on the market features Swiss know‐how. Therefore Swiss entre‐
preneurs are very well positioned as automotive  suppliers  for,  for example, 
high‐tech, such as sensory, or surface technologies. These and other facts are 
hardly known to the wider public, though. Likewise, existing facts on the struc‐
ture and size of this industry are based on estimations.  

Our people from swiss CAR were concerned with enlightening this situation by 
carefully examining and analyzing the Swiss automotive (supplier) industry. As 
a result, the present survey arose.  

We are sure that the survey will provide many surprises for you, and we wish 
you an enjoyable read!  

With best regards, 

 

Dr. Anja Schulze 

Director of swiss CAR 
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1. Introduction 

Nationally, and especially internationally, automotive technology is com-
monly not perceived as one of Switzerland’s core competencies. Neverthe-
less, Swiss companies play a prominent role as suppliers of parts and pro-
duction goods, particularly for the big automotive industries of neighbor-
ing countries such as Germany, France, and Italy. Public perception and 
the actual economic importance of the Swiss automotive industry there-
fore contradict each other.   

Although Switzerland doesn’t possess conventional OEM,1 apart from 
individual vehicle manufacturers, there is a multifaceted supplier industry 
as well as numerous companies operating in mechanical, facility, and tool 
engineering who supply the automotive industry. Many of these compa-
nies are highly innovative and, over many years, have successfully posi-
tioned themselves in fast-growing segments belonging to global technol-
ogy leaders. Accordingly, Swiss federal automotive technology is found in 
almost every vehicle produced in the global market. The company Fein-
tool, for example, proclaims that every car in the world operates with 
parts and components that have been produced with Feintool technology, 
with Feintool construction, or by Feintool itself.  

Notable representatives of the Swiss supplier industry are Rieter Automo-
tive Systems Inc. and Georg Fischer Inc. Rieter Automotive Systems is 
deemed to be the leading supplier of acoustic and heat protection sys-
tems in the worldwide automotive industry. Production takes place at 50 
sites around the world, employing more than 9,800 people. Thereby, in 
2007, a worldwide turnover of approximately 2.36 billion CHF was gener-
ated. Ranked 94th in the automotive supplier ranking of 2006, Rieter Au-
tomotive Systems belongs among the 100 worldwide biggest supply 
companies of the automotive industry. In this business sector, Georg 
Fischer Inc. delivers highly resilient castings to the automotive industry. In 
2007, a turnover of 2.22 billion CHF was achieved with approximately 
5,900 employees.  

Companies such as Rieter Automotive Systems Inc. and Georg Fischer Inc. 
are listed on the stock exchange and are therefore well examined, as by 
the Swiss private bank Sarasin by analyzing seven Swiss automotive sup-
pliers in 2005 based on key figures. Also, within the scope of Vontobel 
Equity Research Switzerland, a few selected automotive (supplier) com-
panies in Switzerland have been assessed. These companies might be in 
the public eye but only represent the tip of the iceberg. Far less is known 
about the remaining components of the Swiss automotive industry. This 
is controversial as it cannot be concluded that the named representatives 
actually stand for the whole industry, and therefore feasible macroeco-
nomic statements about the Swiss automotive industry cannot be derived 
from their development. Similar to an iceberg, the greatest part of the 
                                                             
1 Original equipment manufacturer  

The importance of the 
Swiss automotive in-

dustry is strongly un-
derestimated. 

Swiss know-how and 
automotive technol-

ogy are featured in 
almost every vehicle 

produced for the 
global market. 

Prominent represent-
atives are Rieter Inc. 

and Georg Fischer Inc. 
Rieter Inc. belongs 
among the 100 big-

gest supplier compa-
nies worldwide.  

Famous companies 
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Swiss automotive industry is below the surface and hardly perceived by 
the public.  

Exact facts concerning the automotive industry sector hardly exist. One 
particular reason is that the Swiss automotive industry is not documented 
separately.2 The Swiss automotive supplier companies and production 
goods manufacturers form a very heterogeneous grouping. The majority 
deliver their products to the automotive industry, but to other industry 
branches as well, and often generate their major turnover amount sec-
luded from the automotive industry. LEM Holding SA, with its headquar-
ters in Geneva, is one example. Its automotive division only generates 
about 10 percent of its total turnover.  

For this reason, the automotive industry is statistically invisible within 
other industry branches such as mechanical engineering, rubber and syn-
thetic production, metal extraction, and production of electrical equip-
ment. Neither does Swissmem, the Swiss Organization for Mechanics, 
Electrical, and Metal Industries, operate a separate section for the auto-
motive industry. These sections predominantly serve the members as a 
platform for collective marketing activities and experience exchange. It 
seems all the more astonishing that the automotive industry doesn’t op-
erate its own section as there is a section for space technology. 

Even an independent association, such as VDA3 in Germany, has so far not 
been able to establish itself in Switzerland. However, there are advances 
in this direction. Similar to the ACstyria Automobilcluster4 in the Austrian 
Styria, Autocluster.ch has tried to build up a syndicate for the automotive 
supplier industry in Switzerland and Liechtenstein and to actively support 
the branch. In contrast to the ACstyria, the Swiss Autocluster does not 
possess any national funds, but is funded only by its members. Currently 
barely 60 member companies are listed, though.   

Because the automotive industry has been inadequately recorded, all cur-
rently existing aggregated facts and figures and interindustrial analyses 
are based on mere assumption. On the basis of its own research and a 
member inquiry, Autocluster.ch estimated the number of supplier com-
panies in Switzerland in the year 2006 to be 250, employing 25,000 
people and generating an industry-wide growth volume of about 7 billion 
CHF. Not considered were the production goods manufacturers, who de-
liver the automotive industry with industrial goods, construction, and 
                                                             
2 All statistically relevant inquiries are based on the NOGA classification from 
economic sectors and economic branches. Although these classifications contain 
an isolated category for “production of automotives and automotive parts,” coded 
C29, the categories are assigned following the heavyweight principle, meaning 
that the main activity of the company prevails as its classification. 
3 The Association of German Automotive Producers (VDA, Verband Deutscher 
Automobilindustrie) consists of automotive producers, their development part-
ners and suppliers, and the producers of trailers, superstructures, and containers. 
4 The ACstyria Automobilcluster has fulfilled its mission to methodically link eco-
nomics, sciences, and public facilities to locate and encourage their strengths and 
synergies since its founding in 1995. Today, its partner offices employ approx-
imately 44,000 people, who, in 2006, generated an added value of €1.6 billion, 
with a turnover of €9.3 billion. 

The Swiss automotive 
industry has never 
been statistically 
documented sepa-
rately and in total. Ex-
act facts have so far 
not existed. 

An independent 
automotive associa-
tion, such as the VDA 
in Germany, has so far 
not been able to estab-
lish itself in Switzer-
land. 
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tools. If one were to include these numbers, a far heavier emphasis would 
probably be placed on the Swiss automotive industry. Here it is interesting 
to compare the automotive industry with one of Switzerland’s showpiece 
industries: the watch industry. This industry’s employers’ association, CP, 
named more than 44,000 employees in 2006. According to the associa-
tion for the Swiss watch industry, FH, in 2007, an export volume of 16.0 
billion CHF was achieved. Whereas the economic importance of the sup-
pliers and production goods manufacturers of the automotive industry is 
comparable to the Swiss watch industry, the perception of it is as different 
as it gets. Whereas the watch industry profits from a vast global reputa-
tion in the international marketplace, the Swiss automotive industry only 
quasi-exists in disguise, on national as well as international platforms. 

The automotive industry has always undergone strong movement and 
has entered a phase of consolidation since the 1990s. This development 
was amplified by upcoming new competitors from Eastern Europe and 
Asia and because of the displacement of the growing markets. Currently 
so-called megatrends dominate the development of the industry: mod-
ularization, specialization, and differentiation as well as outsourcing and 
globalization. All this is shown by the automotive industry’s reaction to 
the turbulent competition conditions and its rearrangement. There is a lot 
to win, but also a lot to lose. Whoever wants to belong to the group of 
winners must, without any doubt, observe the changes and take part in 
the development of the industry.  

A distinct example of this development is the downturn and subsequent 
comeback of the currently successful Swiss watch industry. In the late 
1960s, 44 percent of watches produced worldwide came from Switzer-
land; 15 years later, barely 13 percent did so. This decrease was caused by 
the inability of the Swiss companies to recognize the trends of the time 
and to prepare for developments in the market. Being specialized in the 
production of mechanical watches, they were paralyzed when it came to 
competing with the cheaply and mass produced quartz watches from the 
Far East. The fact that the actual technology initially came from Switzer-
land didn’t help, either. The first quartz watch was developed in 1967, in 
the Centre Electronique Horloger in Neuchâtel. Even the 150–180 parts 
(screws, gears) required for the production of a quartz watch were pro-
duced by Swiss factories. Later, the timely conversion of this new technol-
ogy to mass production was missed. Under pressure from the crisis, the 
many companies comprising the watch industry concentrated their for-
mer creativity, technological innovation, and handicraft abilities and espe-
cially focused on increased cooperation with each other. In the year 1985, 
together with investors, Nicolas G. Hayek overtook the majority of shares 
of SMH (since 1988, Swatch Inc.). He recognized the market potential of an 
inexpensive but reliable plastic quartz watch. Consisting of only 54 parts 
and fully automatically produced and creatively advertised, Swatch trig-
gered the comeback of the Swiss watch industry: By 1995, Switzerland 
was once again the worldwide number one producer of watches. 

The downturn and comeback of the Swiss watch industry illustrate that 
an industry must critically judge itself and that it is necessary to constant-

The automotive in-
dustry has similar 

economic importance 
to the watch industry 

but cannot profit from 
the same internation-

al reputation.  

To reside among the 
winners of locational 

competition, there 
must be progress in 

the automotive indus-
try.  

The downturn and 
comeback of the Swiss 

watch industry illus-
trate that it is neces-

sary to constantly 
evaluate one’s own 

strengths and weak-
nesses within the 

competition. 
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ly evaluate one’s own strengths and weaknesses within the competition. 
Otherwise, future perspectives will not be recognized. This required trans-
parency is missing within the Swiss automotive industry. Economic pro-
motion and politics are not reacting with enough target orientation. More 
critical is the fact that because of the missing requisite transparency, 
many companies misjudge the opportunities and possibilities to coope-
rate more actively or independently and develop effective mechanisms 
and visions that could strengthen the Swiss automotive industry collec-
tively in global competition.  

This is where this survey sets off. It offers an up-to-date, systematic, over-
all evaluation of the situation of the automotive sector in Switzerland, 
with the overriding aim of generating more transparency. The content 
has been gathered by involving the majority of Swiss automotive compa-
nies, the association for economic promotion from Solothurn5 and the 
GZA,6 and experts from home and abroad. Objects of interest of this study 
are parts and production goods manufacturers within the so-called Fran-
kenraum.7 These are collectively considered as Swiss automotive industry 
branches or sectors. The study’s aim is further described in the following 
chapter. 

                                                             
5 Canton Solothurn Economic Promotion 
6 Greater Zurich Area 
7 Countries in which the currency of the frank is valid: Switzerland and Liechten-
stein. In Liechtenstein, two companies were examined: ThyssenKrupp Presta Inc. 
and OC Oerlikon Balzers. 

The Swiss automotive 
(supplier) industry 
needs more transpa-
rency to recognize 
future perspectives 
among its hard com-
petition. 
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2. Study aim, design, and structure  

2.1. Aims and objects of interest of the analyses 
The aim of the study is to create a profound survey of the Swiss automo-
tive branch with respect to the current situation, trends, challenges, and 
opportunities. Indeed, there is no industry in Switzerland, as there is in the 
neighboring countries of Germany and France, that produces complete 
vehicles at high volumes and plays an eminent role in the industry of the 
country in its entirety. But still, there are many companies in Switzerland 
engaged in delivering their products to the worldwide automotive indus-
try, be they component parts for cars or construction or tools for their 
production.  

The objects of interest of this study are parts and production goods manu-
facturers from the so-called Frankenraum8. These will be named collec-
tively as the “Swiss automotive industry branches or sectors.” Wherever a 
distinction seems sensible, parts suppliers and production goods manu-
facturers will be examined separately. In detail, the following aims were 
targeted: 

• analysis of the industry’s structure 

• analysis of the companies’ structures, focusing on added value  

• analysis of the product and service spectrum, the core competen-
cies, market positions, and product and production strategies 

• examination of the industry and its location with regard to posi-
tioning in the global market and among the competition  

By analyzing the Swiss automotive sectors along these lines, the survey 
aims to contribute to more transparency at home as well as toward for-
eign countries. The evaluated facts and figures and the derived results 
also offer starting points from which to strengthen the automotive indus-
try. 

2.2. Procedure and design of the analyses  
Image 2-1 shows how the survey was accomplished in three steps. It was 
run from July 2007 to September 2008.  

 

                                                             
8 Countries in which the currency of the Frank is valid: Switzerland and Liechten-
stein. In Liechtenstein, two companies were examined: ThyssenKrupp Presta Inc. 
and OC Oerlikonk Balzers.  

The study offers an 
evaluation of the 
situation of the Swiss 
automotive industry. 
Objects of interest are 
parts and production 
goods manufacturers 
within the Franken-
raum. 

The survey focuses on 
parts and production 
goods manufacturers 

in the Frankenraum of 
Switzerland and 

Liechtenstein. 
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Realization of study

Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland

Step 1:
explorative interviews

Step 2:
design, assessment, analysis

questionaire design written survey
(qualitative)

expert discussion
(qualitative)

Step 3:
study report

Analysis of
secondary data

 

Image 2-1: Survey procedure 

To achieve expressive results, a multilayer study design was chosen. First, 
more than 10 explorative interviews (step 1) with company representa-
tives were conducted. Hence practice-relevant aspects were discovered at 
a very early time and enabled us to focus the survey in a productive direc-
tion. 

Table 1: Explorative interviews  

Company Respondent Capacity 
Fässler Inc. Dr. Thomas Schnider CTO 
Kaltbrunner Inc. Markus Oertle CEO 
Hess Inc. Hans Jörg Gisler CTO 
Cobrax Systems Engineering Felix Aschwanden CEO 
LEM Inc. Luc Colombel Vice President and Busi-

ness Segment Manager 
Automotive 

Biro Edwin Bischof Inc. Nikolaus Kudik Director Technolo-
gy/Sales9 

Endes Inc. Gunnar Paul CEO 
Schaffner Holding Inc. Jürg Baumann Director Automotive10 
Sevex Inc. Axel Wagner Business Development 
Komax Inc.  Josef Zumstein Director Marketing 
Oskar Rüegg Inc. Martin Koller Key Account Manager 

 

While collecting and analyzing secondary data, panel publications, articles 
from economic media, existing facts from statistical agencies, and ma-
terial from various associations were considered. 

To make exact statements about the Swiss automotive sector, the survey 
was based on census data (contrary to sample surveys). The goal was to 
subject all companies identified as relevant to a questionnaire (step 2). 
Hence, after intensive inquiry, 310 companies were identified as relevant. 

                                                             
9 No longer at Biro Edwin Bischof Inc. 
10 No longer at Schaffner Holding Inc. 

A multilayer design 
was chosen for the 
creation of the survey.  
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Of these, 135 answered a very ample questionnaire.11 A further 100 compa-
nies responded to shorter questionnaires, which were in an abbreviated 
based on the ample one. In total, 235 companies contributed to the in-
quiry. Hence 75 percent of the main units were surveyed. All companies 
considered relevant and distinguished as automotive suppliers and pro-
duction goods manufacturers are listed in the appendix. Participant struc-
ture is illustrated in Image 2-2. 

A particularly high participation rate was achieved in the fields of produc-
tion, sales and marketing, and R&D. Equally, various capacity sections 
were questioned, ranging from the clerk’s section right up to the CEO. CEO 
and director sections account for the majority of all participants (more 
than 80 percent). This high amount of holding is inherent to the structure 
of many Swiss companies. In small businesses, often, no one else is able to 
answer questions concerning the product spectrum, strategy, and so on. 
However, this also shows how important this survey appeared to be to 
management, especially of smaller businesses. 

Study attendant by field
In which field of business are you active (multple 
entry possible)?

CEO
55%

Department 
manager
26%

Project 
manager

7%

Team leader
5%

Clerk
4%

other
6%

In which capacity are you employed?

Study attendant by capacity

Percentage of namings [N=235] Percentage of namings [N=235]

Sourcing
9%

R&D
14%

Logistics
7%

Marketing
16%

Production
22%

Sales
25%

other
6%

Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´  

Image 2-2: Participant structure of the respondents  

Subsequent to the written questionnaires, further interviews and expert 
discussions were conducted to achieve deepened background knowledge. 
These proved to be crucial contributions toward a correct interpretation of 
the inquiry results. Table 2 lists the company agents with whom conversa-
tions were held.  

Table 2: Interviews und Expertengespräche 

Company Respondent Capacity 
Innovationsberatungsstelle IBS Roland Simonet CEO 
Greater Zurich Area Francois With CEO 
Aluwag Inc. René Wagner CEO 
Georg Fischer Inc. Harald Weber Head of Marketing and Sales 

                                                             
11 Some of the questions were not answered by all companies. This results in a 
differentiated universe N.  

To acquire a deep-
ened understanding, 

expert discussions 
were conducted sub-

sequent to admini-
stration of the ques-

tionnaires.  

Using a questionnaire, 
facts and figures from 

235 companies were 
recorded. This ac-

counts for more than 
75 percent of all iden-

tified companies.  
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Support Automotive 
IWK München—Institute for 
Communication 

Dr. Helmut 
Becker 

Founder/Head of the Insti-
tute , former chief economist 
of BMW Inc. 

ConGlobo Consulting Dr. Peter Nüesch Founder and CEO  
ETH Zurich Dr. Roman 

Boutellier 
Head of D-MTEC of the chair 
for Technology and Innova-
tion Management  

ETH Zurich/  
University St. Gallen 

Dr. Fritz Fahrni Until 2008, dual chair for 
Technology Management 
and Leadership; head of 
ITEM-HSG 

 

The survey was created according to the results from the interviews, the 
written inquiries, and the literature review (step 3). 
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3. The Swiss Automotive Industry  

This chapter is organized with the following structure (see Image 3-1): 

• Section 3.1 serves to create an aggregated illustration of the Swiss 
automotive industry by analyzing the branch’s structure.  

• Section 3.2 analyzes structures on the enterprise level. It outlines 
the profile of a typical automotive branch enterprise.  

• Section 3.3 involves results regarding product and production 
strategies, core competencies, and market positioning. To that 
end, the product and service spectrums of the respective compa-
nies are examined.  

• Section 3.4 examines the competitive position of the companies. 
Sales expectancies, growth opportunities, and growth markets as 
well as aspects of partnerships and cooperation with science are 
considered.  

Chapter 3.1: 
Industry‘s sector

• total turnover and
employment figures

• turnover and
employment structure

• industry‘s network
• foundation history Chapter 3.2: 

Corporate structure
• net product structure
• R&D vs. production
• R&D investments
• global footprint
• company‘s challenges

Chapter 3.3: 
Products and services

• position within the supply
chain

• product & production
strategy

• core competences
• services vs. production

Chapter 3.4: 
Competitive position

• turnover expectancy
• competition positioning
and opportunities

• growth markets
• strategic partnerships
• advantage of site

Content structure

 

Image 3-1: Content structure of the results 
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3.1. Branch structure  
To develop a better understanding of the economic importance of the 
branch, several sales volume and employment numbers were aggregated. 
In addition, geographical distribution, founding history, and connectivity 
were evaluated.  

3.1.1. Turnover volume and employment num-
bers  

On the basis of enterprise inquiries, turnover and employment numbers 
of the Swiss automotive industry were determined. The 310 companies 
identified as relevant to the Swiss automotive industry generated a 
worldwide turnover of 16 billion CHF with automotive products developed 
or produced in Switzerland. 34,000 employees were engaged in Switzer-
land. The bases of the calculated turnover volume and of the employment 
number are shown in sections 3.1.3 and 3.1.5. 

Table 3: Swiss automotive branch—Overview  

Relevant companies  31012 

Turnover volumes13  16 billion CHF 

Employed14 34,000 

 

This clarifies the eminent importance of this branch. Regarding the turno-
ver volume and employment numbers, the prestigious watch industry, 
with 44,000 employed and an export volume of 16.0 billion CHF, is within 
range.15  

3.1.2. Turnover structure of the Swiss automo-
tive industry  

Viewing turnover dispersion, the middle-class character of the Swiss au-
tomotive branch becomes clear. About 70 percent of all questioned com-
panies generated a turnover < 50 million CHF within the automotive in-
dustry. Ten percent of the companies achieved a turnover volume > 250 
million CHF.  

                                                             
12 The branch analyses conducted by swiss CAR have identified 310 relevant enter-
prises (see the appendix) 
13 Ascertained based on enterprise information from written inquiries.  
14 Ascertained based on enterprise information from written inquiries. 
15 The employers’ association, CP, named more than 44,000 employed for the year 
2006. According to information from the association of the Swiss watch industry, 
FH, in 2007, an export volume of 16.0 billion CHF was achieved.  

The Swiss automotive 
branch generates  
16 billion CHF with 
34,000 employees, 
with Swiss 
made/developed 
products. 



 
18Automotive Industry Switzerland — Survey 2008 

 

10.5%

14.3%

11.0%

6.2%

8.1%

11.0%

9.0%

5.7%

12.9%

5.2%

6.2%

0% 2% 4% 6% 8% 10% 12% 14% 16%

under 2 mio.

2‐5 mio.

6‐10 mio.

11‐15 mio.

16‐20 mio.

21‐30 mio.

31‐50 mio.

51‐100 mio.

101‐250 mio.

251‐500 mio.

over 500 mio.

~30% 
>50 mio.

~70%
<50 mio.

How high was the total turnover of your company in million (mio.) CHF?
Shares of total turnover

An
sw

er
 ca

te
go

ry

Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´

Percentage of namings

(N=210)

 

Image 3-2: Total turnover dispersion 

3.1.3. Turnover volume of the Swiss automotive 
industry  

The value of the turnover volume of 16 billion CHF is based on the follow-
ing understanding: The value is generated from the gross value added of 
all companies located in Switzerland (with domestic and foreign head-
quarters) that act as parts suppliers or production goods manufacturers in 
the automotive industry.  Also crucial for the understanding of the ascer-
tained value is the principle “Made in Switzerland” but not “made by 
Swiss companies.” An added value generated abroad by a Swiss entrepre-
neur is therefore not accounted for in the calculations. The following ex-
ample shall serve for clarification. It is not of interest how much turnover 
Rieter Inc., for example, generates with its worldwide-produced automo-
tive products, but rather how much turnover Rieter Inc. generates in the 
worldwide market with automotive products developed/produced in 
Switzerland.  

3.1.4. Employment structure of the Swiss au-
tomotive industry  

Viewing the worldwide employment dispersion shows that 63 percent of 
all questioned enterprises employ fewer than 250 people. The middle-
class character of the branch is manifested even more when viewing the 
share of enterprises with a maximum of 1,000 employees. These account 
for about 80 percent of all companies. Barely one-fifth (18 percent) of all 
companies have more than 1,000 employees. Hence the branch can clear-
ly be classified as SME biased.   

The dispersion of the 
total turnover under-

lines the middle-class 
character of the Swiss 
automotive industry.  
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Image 3-3: Worldwide employment dispersion  

Also, the dispersion of the number of people employed in Switzerland 
shows a clear SME-influenced picture of the branch. The majority of the 
questioned enterprises only have one or fewer sites, produce/develop 
mainly in Switzerland, and engage most of their employees in Switzer-
land. More than 60 percent of all questioned enterprises claimed that >90 
percent of their total staff are employed in Switzerland. Clearly the branch 
is strongly rooted in Switzerland, and any kind of development has direct 
influence on the number of employees in Switzerland.  

How high is the percentage of employees in Switzerland?
Employee contribution Switzerland
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Image 3-4: Number of employees in Switzerland  

A crucial character of the Swiss automotive branch is its strong hetero-
geneity. Most of the companies have several mainstays and do not exclu-

The majority of all 
examined enterprises 
can clearly be classi-
fied as SMEs.  More 
than 60 percent em-
ploy fewer than 250 
people.  

The majority of all 
questioned automo-
tive companies 
claimed that more 
than 80 percent of 
their total staff are 
employed in Switzer-
land. 
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sively produce/develop for clients of the automotive branch. Accordingly, 
only a fraction of all employees are engaged in the development and pro-
duction of automotive products. The dispersion of the numbers of em-
ployees in the automotive category clearly illustrates this.  

Employee contribution Switzerland in the field 
of automotives
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Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´

(N=235)
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Image 3-5: Employees in the automotive section in Switzerland  

Barely half of all questioned enterprises had less than 40 percent Swiss 
staff engaged in their automotive divisions; 36 percent of all enterprises 
engaged even less than 20 percent of their own staff in their automotive 
divisions, although there are others who have specialized in the automo-
tive branch or who have their core competencies within the automotive 
branch and have eminent importance. After all, 17 percent of all ques-
tioned companies focused on the automotive sector and had all their em-
ployees engaged there. Thirty-four percent of all enterprises engaged 
more than 60 percent of staff in the automotive sector.  

3.1.5. Employed Swiss automotive industry  
The number of people employed in the Swiss automotive branch aggre-
gates from the number of employees who exclusively work at sites in 
Switzerland for the development/production of parts and production 
goods for the automotive industry. Thereupon 34,000 people are em-
ployed within Switzerland. The high number of employed people shows 
that the importance of the Swiss automotive branch has so far been un-
derestimated. International comparison clearly underlines this. Switzer-
land ranks in a middle position, in front of its neighbor Austria.  

The Swiss automotive 
industry is strongly 

heterogeneous. The 
enterprises mostly 

have further mains-
tays apart from the 

automotive section. 
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Image 3-6: European automotive industry regarding employment  

3.1.6. Dispersion of enterprise headquarters 
(worldwide)  

The previously calculated turnover volume of 16 billion CHF is mainly gen-
erated by Swiss enterprises: 87 percent of all questioned enterprises have 
their headquarters in Switzerland, and 13 percent are foreign companies 
who develop or produce parts or production goods for the automotive 
branch in Switzerland. These companies mainly originate in Europe, with 
headquarters in neighboring countries such as France, Germany, or Italy. 
Merely 3 percent of all Swiss-located automotive companies have their 
headquarters outside of the European Union (e.g., Kulick & Soffa [Müller 
Feindraht Inc.] from the United States or Saia-Burgess Murten Inc., daugh-
ter to the Hong Kong–located Johnson Electric Group).  

The branch employs 
about 34,000 people in 
Switzerland—more 
than the automotive 
industry of its neigh-
bor Austria. 
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Image 3-7: Headquarters (worldwide)  

3.1.7. Dispersion of enterprise sites (Switzer-
land)  

The analysis of the geographical dispersion of enterprise sites in Switzer-
land shows that no singular or centralized automotive cluster has evolved. 
In fact, the enterprise sites are distributed across the whole of Switzer-
land. However, for the resident 142 enterprises, Solothurn, Zurich, Bern, 
and St. Gall form the four main cantonal areas. These represent more 
than half of all questioned enterprises. Several factors influence the cur-
rent structure. Apart from Switzerland’s topographic distinctiveness, the 
industry’s historical development was especially decisive. The Swiss au-
tomotive companies have grown naturally; no “artificial” settlements in 
specific areas within a structural program have taken place. Moreover, 
Swiss enterprises act in strongly differentiated branches and product 
ranges. Thus, in most cases, development/production isn’t reduced to the 
automotive industry but supplies other branches, too. Industry clusters or 
supplier parks describe a spatially centralized network of linked, added 
value partners with a common industrial focus. For the kind of heteroge-
neous automotive industry found in Switzerland, the formation of indus-
trial clusters, from this perspective, only brings minor advantages. Also, 
because of Switzerland’s central location within Europe and the generally 
good infrastructural conditions in Switzerland, the local settled compa-
nies do not urgently depend on industrial clusters and supplier parks. 

The cantons Solothurn and Zurich are top rated when it comes to settling 
enterprises with automotive relations. Regarding automotive industry 
clusters, Solothurn leads the list with 43 enterprises. It may be noted that 
it is these cantons that advance initiatives to strengthen the automotive 
industry. Autocluster.ch was coinitialized by Solothurn’s group for eco-
nomic promotion and offers a syndicate for common interests as well as 
active support for all members. The importance of the branch has thus 

The vast majority of 
all questioned enter-
prises are headquar-
tered in Switzerland.  

From a logistical 
perspective, the de-
velopment of an in-

dustrial cluster for the 
heterogeneous auto-
motive industry only 

brings insufficient 
advantages. 
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infrequently been recognized on a regional/cantonal level, resulting in 
supportive action for the enterprises.  

Where is your company located in Switzerland?
Industry cluster within Switzerland

Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´

(N=235)
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Image 3-8: Industrial cluster in Switzerland 

3.1.8. Connectivity within the branch  
The geographical dispersion examined previously has resulted in know-
ledge of the main areas governed by the Swiss automotive industry, yet 
the industry is not organized in spatially centralized networks. Although 
interconnectivity is not an immediate expression of the spatial structure, 
the question of interconnectivity among the companies still arises. Such a 
network is not necessarily based on a classic client-supplier relationship. 
To a greater degree, the possibilities of transfer of knowledge or other 
cooperation to support each other in competition are of interest. Coopera-
tion, however, is not per se advantageous. Risks arise, especially when the 
cooperating companies (directly) compete with each other and when the 
participants need to protect their know-how from each other. During joint 
product development, however, the grade of cooperation and connectivity 
plays a crucial role. The trend within the automotive industry toward con-
trol of systems and modules increasingly requires the control of “interfac-
es,” that is, products requiring knowledge in the fields of metallurgy, syn-
thetics, and electronics (like the casting of sensors in plastic). “Connectivi-
ty,” therefore, definitely describes a critical factor for the enterprise’s suc-
cess. For example, Aluwag Inc. wants to build up a competence center for 
aluminum die casting, according to the defined strategy for 2015, based 
on vertical networking. To do so, Aluwag wants to link with strategic part-
ners to create a unique know-how pool within the competition. In cooper-
ation with its partner, it follows a systematic approach to quickly react to 
special customer desires with innovative ideas (see the interview with Mr. 
René Wagner). 

On the basis of inves-
tigated enterprises, 
there are four main 
“automotive” areas 
within Switzerland. 
Solothurn leads the 
list. 

The degree of connec-
tivity is indicative of 
the branch’s competi-
tiveness, in particular, 
when producing 
complex, technology-
intensive products. 
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The degree of connectivity is definitely an indicator of an industry’s com-
petitiveness, especially in the ability to produce complex, technology-
intensive products. The survey shows that barely 25 percent of all compa-
nies were integrated in any kind of network. By their own account, more 
than half (56 percent) of all enterprises worked separately, without inte-
grating any network structure. These companies do not participate in any 
knowledge or know-how transfer, but rather isolate themselves, instead 
of profiting from knowledge exchange.  

Is your company integrated in a regional network with companies of similar industries and/or
technologies?

Integration in regional networks
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Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´
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Image 3-9: Regional networking  

3.1.9. Enterprise foundation history  
The examined Swiss automotive industry is dominated by companies 
with long traditions. About 40 percent of all currently existing companies 
were founded before 1950, and 90 percent before 2000. This conveys the 
industry’s “natural” growth. Such companies have established themselves 
in the market over years, collecting a high degree of entrepreneurial expe-
rience and thereby promising further stability, despite the great turbu-
lence of the branch. For many companies, their founding date doesn’t 
mark the beginning of the business with automotives. The historical de-
velopment of many companies, in actuality, shows that the examined 
enterprises have virtually grown into the automotive sector. The compa-
nies often didn’t have, and still don’t have, their origins and core business 
within the field of automotives. Only after more recent decisions were 
these businesses expanded into the automotive branch. One example is 
Aeschlimann Inc. Originally founded as a screw producer, with its core 
competencies within the watch industry, the company developed into a 
modern manufacturer of precision turned parts, with customers in the 
automotive industry. Another example is Glutz Inc., in Solothurn. Its core 
competencies were locks and fittings for house building. Since the 1990s, 
the business has broadened its activities. The division for industrial com-
ponents supplies the automotive branch, and this development definitely 

More than half of all 
questioned busi-

nesses are not inte-
grated in any regional 

networks.   
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resulted in advantages, especially today.  As Swiss automotive companies 
maintain several mainstays, they remain relatively unaffected by single 
branch turbulence, especially from the automotive branch. This is why 
those companies have good chances of survival in the highly competitive 
market (see the interview with Dr. Becker). The results therefore account 
for a “healthy” industry, with good competitive position.  
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Image 3-10: Enterprise foundation history  

Several additional start-ups after the year 2000 in the field of automo-
tives within Switzerland speak for the sustainable attractiveness of the 
country’s location. This concerns about 10 percent of the questioned com-
panies, though it is not clearly visible in what way this number truly quan-
tifies start-ups or spin-offs. Especially in the postmillennium, the crisis 
affecting the automotive industry forced the industry to find funds for the 
inevitable restructuring. Subsequently, “back to roots” became the new 
enterprise precept of the time. The selling or outsourcing of business ac-
tivities not belonging to the strategically set core competencies fetched 
new money for the till and also supported the course of refocusing and 
improving the enterprises’ attractiveness for investors and financial mar-
kets. Such an example of outsourcing is Sika Inc. After acquisition of Sarna, 
the joint automotive sector was sold. Sensirion Inc. is an exemplary, suc-
cessful start-up. It is a fast-growing, high-tech sensor enterprise located in 
Stäfa (near Zurich), with branch offices in California, South Korea, and 
Japan. This ETH spin-off began straight from a standing position in the 
automotive industry and successfully established itself. Sensirion sensors 
are nowadays applied a millionfold worldwide.  

  
 

“The automotive 
business as an add-on 
can keep on working 
very well for the 
Swiss.”  (Interview, Dr. 
Becker, IWK, Munich)  
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3.2. Enterprise structure  
Built on the analysis of the branch structure, further structures on the 
enterprise level were examined. The exact analysis helps to better create a 
profile of the typical Swiss enterprise in the automotive branch. The con-
tent of the analysis on the enterprise level comprises aspects of added 
value, the structure of the “global footprint,” and the enterprises’ chal-
lenges. Results regarding the enterprises’ characteristics as well as results 
of the previous branch structure analysis are elementary to achieving a 
basic understanding of the companies on which the study focused. With-
in this context, the following results can be interpreted accurately. 

3.2.1. Added value structure  
The added value structure of Swiss automotive companies�—in other 
words, the manner in which value is generated—is the main topic of this 
section. To know the position within the value chain is essential to any 
further analysis. Understanding the position of the automotive compa-
nies within the value chain improves the comprehension of the industry’s 
special situation and enables discussion of coherencies. 

The automotive branch is subdivided into four elementary levels: the tier 
levels. These levels describe the organization of vertical cooperation and 
the division of responsibilities, ranging from resources up to the end 
product. The survey showed that Swiss automotive companies mainly 
operate on tiers 2 and 3. 
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Image 3-11: Position within the value chain 

Production emphasis lies within the “parts” and “components” levels. Tier 
3 suppliers are parts suppliers. The parts are completed to become com-
ponents in tier 2. Subsequently, parts and components from tier 1 suppli-

Swiss automotive 
companies mainly 

operate on tiers 2 and 
3 and profit from the 
shift of added value 

toward the suppliers.  
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ers are sheeted to systems or modules (e.g., HVAC16 systems) and deli-
vered straight to the OEMs. 

 The added value is hence distributed to several serial levels. A third pillar 
is constructed by investing goods from the production goods manufac-
turers, who deliver tools, forms, or construction for the automotive indus-
try. Equally important, it is shown that nearly 20 percent of all companies 
provide development services.  
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Image 3-12: Added value distribution  

Image 3-12 shows how the added value of the Swiss automotive compa-
nies is distributed. 

More than half of the questioned companies name their own added value 
at higher than 40 percent. It lies with the trend of the industry that the 
added value of the lower tier levels is higher than in tier 1 and the OEM 
level. The OEMs as well as the bigger system suppliers increasingly con-
centrate on the core competencies and exercise coordinated functions. 
Subsequently, many divisions consequently outsource added value to the 
upstream supply partners. The relatively high added value within the 
Swiss branch shows that the smaller and medium-sized enterprises, 
which usually produce locally in high volume to export their products 
worldwide, successfully occupy market niches. Their high degree of flex-
ibility makes the Swiss SMEs ideal outsourcing partners for large-scale 
enterprises of the automotive branch. 

Therefore it is not merely a question of acquisition of service-oriented 
added value. The inquiry has identified the Swiss parts and production 
goods manufacturers as industry enterprises with strong “production 
focus.” Accordingly, the great majority of the questioned companies 
named production as the major actor for added value. Indirect divisions, 

                                                             
16 Heating, ventilation, and air-conditioning 

Swiss automotive 
companies have a 
high degree of their 
own added value.  
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such as R&D, logistics, sales, or marketing, contribute far less to the added 
value than production, according to questioned companies. 
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Image 3-13: Major contributor to added value 

3.2.2. R&D versus production  
Switzerland is known for its high-tech products, with a strong focus on 
R&D. At the same time, as previously shown, the questioned enterprises 
are very production biased. Therefore the question arises, How do R&D 
and production interact? To answer this question, the quantity of enter-
prises that independently exercise R&D or production was analyzed.   

The analysis showed that 73 percent of automotive enterprises exercise 
R&D as well as production services within the company, barely 9 percent 
of all enterprises are pure R&D providers, and 18 percent are exclusively 
producing enterprises. 

The 18 percent of the exclusively producing enterprises are mostly small 
businesses, also called the “extended workbench.” These craft enterprises 
do not have the personnel, or they simply have no desire, for a separate 
research division or their own production plant. Yet, for the majority, R&D 
plays an important role within added value. These companies profit from 
the trends of the automotive industry, with an increasing number of R&D 
orders from OEMs and external companies being assigned. The service 
spectrum of Dynamic Test Center (DTC), for example, consists of, among 
other things, development, testing, investigation, and training in the field 
of vehicle security, vehicle engineering, and accident analysis.  

 

Swiss companies have 
a strong “production 

focus.”  Hence pro-
duction acts as a ma-

jor contributor to total 
added value. 
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Does your company generate the value added by R&D and production 
by itself?

Proportion of value added, R&D and production
Pe

rc
en

ta
ge

 o
f n

am
in

gs

Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´

Answer category

(N=226)

73.0%

18.1%

8.8%

prodution and R&D only production only R&D

only Production

only R&D

production and R&D

 

Image 3-14: Added value of R&D and production  

3.2.3. Investing in R&D  
Switzerland has one of the highest wage levels. With a gross annual salary 
of €46,058 for the year 2006, Switzerland is positioned second after Den-
mark.17 This shows that companies in the Swiss automotive industry are 
positioned as “technology leaders,” rather than “cost leaders.” Such a 
strategy requires investment in R&D activities. 

The inquiry showed that 43 percent of all enterprises reinvest 4 to 6 per-
cent of their total turnover into R&D activities. Such an investment quote 
has, however, become the branch average in the international automotive 
industry.18 The fact that “development productivity” has practically stag-
nated over the last few years in the automotive industry, whereas devel-
opment range, complexity, and subsequent efforts have increased mas-
sively, doesn’t make a static, branch average R&D reinvestment quote 
seem futureproof, especially if you want to entrench a technology leader. 
Many companies have realized this. About 37 percent of the companies 
invest more than 6 percent of their turnover, and barely 20 percent invest 
more than 10 percent, in R&D, thus securing the leading position for tech-
nology internationally. 

 

                                                             
17 Cf. Federal Department for Statistics; international comparison of wage levels  
18 Cf. VDA Germany 
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Image 3-15: R&D expenditure from total turnover  

3.2.4. Global structure—Global footprint 
The collapse of socialism in Central and Eastern Europe as well as the 
step-by-step introduction of market economic principles in China and 
India have drastically changed trading rules since the 1990s. In the mean-
time, more than 90 percent of the human population lives under market 
economy principles. As a result of these changes, the long-determined 
economic division of responsibility (resources from the third world, indus-
try product from the first world) began to alter. 

This development also drastically changed the automotive industry. Cus-
tomers and markets increasingly shifted to the growing regions of the 
BRIC states and Eastern Europe. European sites with high wage levels lost 
attractiveness. Additionally, the new sites caught up concerning staff qua-
lifications, labor quality, and productivity, already often reaching within 
the range of the Western industrial countries.  

Against this background, it is interesting to analyze how globally the 
Swiss automotive branch is currently structured and where selective in-
vestment in the construction of production or development sites is trans-
acted. The status quo is illustrated with Image 3-16. 

About 20 percent of all 
companies invest 

more than the branch 
average in R&D and 
thereby secure their 
leading technology 

positions.  
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Image 3-16: Production and development sites worldwide  

Image 3-16 clearly shows that the Swiss automotive footprint is still 
strongly national or European—for production as well as development. 
More than 80 percent of the questioned enterprises produce, and about 
65 percent develop, in Switzerland. Emphasis outside of Europe is found in 
the NAFTA countries and equally, already, in China. Twenty percent of the 
questioned companies name production sites there. The growth markets 
of India, Brazil, and especially Russia are still poorly accessed, though. The 
Swiss companies are only scarcely present there.  Against the background 
of the current situation, the questions arise, How do Swiss enterprises 
react to the pressure of globalization, and how should an enterprise best 
position itself regarding the “location question” and considering re-
sources, core competencies, main customers/suppliers, and growth mar-
kets? These questions must be answered individually; general statements 
do not make any sense here, especially if you consider the vast hetero-
geneity as well as the large structural differences in the Swiss automotive 
industry. It is clear, though, that the various SEMs do not have the same 
funds for disposal as do, for example, Rieter Inc. or Georg Fischer Inc. A 
certain “fighting weight” is necessary to endure backstrokes and difficul-
ties of internationalization. Moreover, many Swiss companies face their 
“initial globalization step” and have little to no international competence 
at all. The big opportunities are opposed by vast risks. Especially small, 
know-how-oriented companies that dare the step abroad for the first 
time have much to lose. To find the correct internationalizing strategy is 
therefore designated as crucial by the majority of the questioned compa-
nies. Particularly, the decision about going local versus setting up a sales 
structure is especially crucial. In the end, it must be considered that Swiss 
companies primarily occupy the tier 2 and 3 levels. Because of the strict 
logistical requirements of the OEMs, such as JIT19 and JIS,20 the system 

                                                             
19 Just in time; logistics delivery concept  
20 Just in sequence; logistics delivery concept 

The global footprint of 
the Swiss automotive 
industry is still na-
tional/European. Chi-
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companies. 
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suppliers on tier 1 are especially forced to follow directly the OEMs to the 
markets. This pressure is carried further down the value chain. So the sup-
pliers on tier 2 (components) and tier 3 (parts) are increasingly challenged 
to follow the OEMs and system suppliers to the local markets. 

The question of location is closely linked to the type of customer-supplier 
relationship under consideration. The decision where to produce is not 
made solely by considering the price, but also by considering production, 
complexity, quality, and the required production know-how and the ne-
cessary plants. An example from practice illustrates how such a customer-
supplier relationship can be structured. Aeschlimann Inc. has produced 
precision turned parts since 1937 in Luesslingen, Solothurn. The turned 
parts are produced locally; they are later built into diesel high-pressure 
spraying systems (common rail) by Robert Bosch GmbH. The basic raw 
material of the turned parts is highly resilient special steel, which is hardly 
machinable. Production requires high know-how on production and 
process levels. Aeschlimann delivers the parts under strict quality de-
mands (tolerance in the area of 0.001 mm, zero defect solution) and 100 
percent postproduction verification. The ordering customer is the Bosch 
competence center common rail in Germany. From there, the technical 
architecture of the turned parts is navigated (execution, approval, modifi-
cations), and demands for production as well as logistical requirements 
(quantity, delivery lot/call, price) are made. The parts are then delivered 
either to a consignment stock (financed by Aeschlimann Inc.) or directly to 
the Bosch assembly plants. These are located, among other places, in Bra-
zil, China, Germany, Italy, Japan, the Czech Republic, and the United 
States. Robert Bosch GmbH subsequently delivers the high-pressure 
spraying systems to the engine or construction plants of the automotive 
producers, which, given modern layouts, are located nearby. This example 
shows that apart from the price, several other points are of big impor-
tance. Considering the dimensions, product complexity, quality, and 
process control as well as security relevance,21 Switzerland can remain a 
competitive production location.  

Nevertheless, half of all Swiss automotive companies feel the need to 
further expand their global presence. This is illustrated in Image 3-17. 

                                                             
21 Security-relevant product ranges concern parts that are not allowed to fail or, in 
the case of an accident or malfunction, must immediately and reliably fulfill their 
function (e.g., airbag fuse, seat adjuster drives, etc.).  

Selecting the right 
location does not only 

concern price, but 
also logistical com-
plexity, quality, and 

production know-
how. 



 
 
 
33  Automotive Industry Switzerland — Survey 2008 

4.2%

6.3%

7.7%

23.8%

23.8%

25.9%

8.4%

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

not at all necessary

not necessary

rather not necessary

neutral

rather necessary

nessecary

desperately necessary

‐

+

How do you grade a global expansion of your company‘s presence?
Rating of expansion of global presence

An
sw

er
 ca

te
go

ry

Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´

Percentage of namings

(N=143)

necessary

 
Image 3-17: Judging the expansion of global presence  

3.2.5. Challenges  
The automotive branch is deemed exceptionally competitive. Especially 
paramount are the challenges that the Swiss automotive companies 
must confront. Image 3-18 shows the five biggest challenges, according to 
questioned companies. 

Internationalization was named as the biggest challenge (27 percent of 
the questioned companies). The previous section clearly showed that the 
Swiss automotive industry is strongly national/European in terms of pro-
duction and development locations, yet it has indeed been realized that a 
certain need exists to orient an enterprise’s own footprint more globally. 
Second and third are classic challenges of the automotive branch: cost 
and price pressure as well as customer and quality requirements. 

The parts producers obviously suffer strongly under the high cost and 
price pressures within the branch. The OEMs calculate the end product 
price on the basis of market and customer analyses and set, after sub-
tracting their own profit range, the purchase price for the supplier parts. 
Often, the suppliers have little influence on their own price politics. Hence 
the German expression Kostenschraube (cost screw) has become estab-
lished and describes how the OEMs cut costs by tightening the screw 
from above. At the same time, resource prices have risen, especially since 
the vast economic growth in China and India has spurred their hunger for 
resources. This often makes it difficult to work profitably at all. 

Since the rapid ascent of the Japanese automotive branch, it has become 
generally known how important quality and customer orientation are. 
The high demand can only be met with a holistic approach, so all added 
value partners must be integrated into the improvement process. It is a 
challenge to reach today’s standards. To land, for example, on the list of 
suppliers of an OEM, enormous resources must be invested in building up 

Half of Swiss compa-
nies feel the need to 
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presence. 

The required expan-
sion course caused by 
the shifting growth 
markets is considered 
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quality management.  Smaller companies often cannot handle this de-
mand and are subsequently rejected. Neither is a one-time effort suffi-
cient. Because of the high warranty deeds, to remain a long-term supply 
partner, a company must continuously, and with self-interest, fulfill cus-
tomer and quality requirements. 

The fourth greatest challenge described is a future absence of qualified 
specialists, especially in the field of production. Here it is necessary to take 
countermeasures early enough to prevent a hemorrhage of the compa-
nies. 

Which is your company`s current major challenge (multiple answers possible)?
The top 5 challenges of the inquired companies
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Image 3-18: Challenges faced by the Swiss automotive industry  

The fifth greatest challenge is the development of new products and mar-
ket launches. Because of the increasing number of product features (es-
pecially in the field of electronics), alternatives, and models, construction 
complexity has grown greatly in the last few years. At the same time, 
product life cycles are decreasing drastically; end users are being strongly 
advertised, partly with new products. Because of this, innovations on all 
levels must be brought to the vehicle and the market as quickly as possi-
ble; this will also guard against the danger lying in the competitor’s prod-
uct or the customer’s desire evolving and the product becoming obsolete. 
Considering the immense construction costs, great danger lies in develop-
ing the customer/market requirements and not producing efficiently 
enough during the construction process.  

Companies fear a fu-
ture absence of quali-

fied specialists.  
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3.3. Products and services  
The following section focuses on products and services of the Swiss au-
tomotive companies. The analysis gives information about the position of 
the companies in the value chain and the market as well as their product 
strategies and core competencies.  

3.3.1. Position within the value chain  
The evaluation shows that the Swiss automotive (supplier) companies 
provide products along the whole automotive value chain, ranging from 
the raw material to the finished vehicle (special vehicles). Image 3-19 
shows where the Swiss parts suppliers and production goods manufac-
turers see themselves within the customer-supplier relationship. The 
question was asked, On which product level do the main customers and 
suppliers operate? 
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Image 3-19: Position between customers and suppliers  
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This illustrates where the questioned Swiss parts as well as production 
goods manufacturers position themselves with respect to their product 
focus.  

The analysis also shows that many Swiss companies have little or no 
contact with the OEMs, the end users of their products. The companies 
therefore know only very little about the developments and decisions of 
the OEMs, as their own purchasers scarcely hand out such information. So 
the questioning also showed that many companies don’t know exactly 
where their own products are being applied. For Swiss companies, there is 
an existing risk of being cut off from important information. This only 
allows the companies to react to current developments, instead of 
operating with a suitable strategy. In particular, there cannot be any 
target-oriented R&D (see the interview with Dr. Roman Boutellier). 

3.3.2. Product strategy  
Hereinafter, parts suppliers and production goods manufacturers are ana-
lyzed for product category.  

The analysis of product categories shows that the supplier companies 
have their focus in the area of “engines, gears, and power trains” as well 
as “chassis and body structure.” So Swiss parts suppliers are focusing on 
product categories with large growth potential. A Mercer survey from the 
year 2004 prognosticates that the categories “engines/aggregates,” 
“power trains,” and “body structure” will generate the largest added value 
after “electronics” for the European suppliers. Products within these cate-
gories have a large share of metallurgic components. Companies with 
these categories are often specialized for materials engineering, such as 
watering cans (Georg Fischer Inc., Aluwag Inc.), or for thermo and surface 
treatment (Aducto Inc.). Furthermore, the area “electrics/electronics,” the 
strongest-growing product category, is operated by more than 20 percent 
of Swiss companies. These companies benefit from the increasing electri-
fication of automotives and automotive construction. Today’s demand for 
security, comfort, communication, and energy efficiency enforces the use 
of electronics. Sensors and actuators are needed to transform electric 
steering commands to mechanical movements. This also makes mechan-
ical fabrication more pretentious. Automotive construction is constantly 
being automated, and electrification also plays a major role in finding 
solutions for fostering, mounting, and handling technologies. 

The production goods manufacturers primarily produce machines and 
equipment. Secondarily, tools for the automotive industry are produced. 

Many companies do 
not know exactly 
where their own 

products are being 
applied—instead of 
acting according to 

development, they 
can only react. 
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Image 3-20: Product categories according to weight  

The use of products and services by the questioned companies is divided 
as follows: 73 percent of all products/services are applied to the construc-
tion of passenger cars, 17 percent to trucks, 9 percent to special vehicles, 
and 1 percent to racing cars. The category of special vehicles usually in-
cludes special production and superstructures, particularly for commercial 
vehicles (e.g., Ackermann Fahrzeugbau Inc.). 
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Image 3-21: Use of Swiss products/services  

A famous representative in the area of the construction of racing cars is 
the Formula 1 racing team BMW Sauber. Founded in 1970 as PP Sauber 
Inc., the company was taken over by the BMW Group from Munich in 
2006. The company’s office in Hinwil was kept. The current Formula 1 

A product focus of 
parts suppliers is lo-
cated within “en-
gines/gears/power 
trains,” using me-
chanical precision 
parts.  
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F1.08 competes with the best of the racing series and brings Swiss high-
tech onto the racetrack. 

 

Swiss high tech in racing sports
- F1 08 from BMW Sauber in Hinwil

Source:  BMW Sauber

OC Oerlikon Balzers Coating AG
Coatings of all sorts of F1 components

Cortex Hümbelin AG
FIA stability wires for the wheels

Brühlmeier
Bargeboard and headrest

 

Image 3-22: BMW Sauber F1.08—Technical data 

High-tech is also found in Faster One from Weber Sportscars. The vehicle 
is advertised to be the fastest road-racing sports car in the world.  

Swiss high tech in racing sports
- Faster One from Weber Sportcars in Tobel

Source: Pressemappe  ‚Weber Sportcars – faster f1 one´

900 hp (662.4 kW)                     
at 7.000 rpm
V8 Bi-compressor
torque of 1.050Nm
0-100 km/h in 2.5s

Complex aerodynamic
design 
component mainly self-
manufactured

 

Image 3-23: Faster One—Technical data 

The first concept car was presented to the public at the Top Marques in 
Monaco, in May 2007. Following the pilot stage, the launch of exclusive 
low-volume production is due for summer 2008. 

BMW Sauber brings 
Swiss high-tech to 

Formula 1.  
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3.3.3. Production strategy 
In the following, we will take a closer look at product strategy. We will see 
that the majority of all questioned companies produce their main prod-
ucts in low numbers of variation (52 percent < 10 variations), a small vo-
lume of parts (63 percent < 10 parts), at high production volumes (53 per-
cent > 10,000/year), and under integration of a few suppliers (60 percent 
> 5 suppliers). Moreover, the main products have reasonably low selling 
prices. This clearly shows that Swiss suppliers are mass producers that 
have specialized in a few parts/components. Obviously, the strengths of 
the Swiss automotive industry lie with the production and process levels. 
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Image 3-24: Characteristics of the production strategies  

Baumann Feder Inc. is a good example for this. The company produces 
technical valuable products with high quality demands, such as springs 
and mass parts made of wire, bars, and bands, as well as special products. 
These are produced in large volumes for the automotive industry. Core 
competencies are the formation of steel springs and the transformation 
of material with high resilience. Generally, the processes, such as coiling, 
reeling, bending, and the following thermo treatment, are standard. Yet, 
to fulfill the high quality and price demands of the customers, the 
processes must be adapted specifically for each material. The know-how 

The Swiss parts sup-
pliers are character-
ized as specialized 
mass producers, with 
strong competencies 
within their own con-
struction processes. 
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therefore lies within the correct combination and performance of each 
process step and in controlling the diffusion of the material’s strength. 
Competence alongside the construction process and the fulfillment of a 
zero-mistake-target are crucial for the successful competition of Bau-
mann Feder Inc. 

3.3.4. Core competencies  
The competence profile shows a focus on the area of manufacturing 
technique and machine construction. This results in good coverage of the 
competencies for product and production strategies described previously. 
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Image 3-25: Competence focus  

3.3.5. Service versus products  
Previous analyses have proven that the Swiss automotive industry is pro-
duction oriented, rather than service oriented. Therefore it is not surpris-
ing that most companies generate only a small part of their turnover with 
services. 

With their compe-
tence profile, Swiss 

automotive compa-
nies strongly focus on 
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field of manufactur-

ing techniques. 
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Image 3-26: Turnover distribution: Products or services 

The main turnover is generated with actual products. Clearly only a few 
companies can claim equal turnover in the services division as in the 
products division. More than 70 percent of the enterprises specialize in 
products and generate their turnover with such. This applies equally to 
parts suppliers and production goods manufacturers. 

The inquiry has not raised any decisive statement that would ask for re-
thinking or reorientation concerning the current emphasis on product 
versus service orientation. The Swiss companies will accordingly maintain 
their course and generally continue focusing on products.  

The majority of all 
questioned compa-
nies are strongly 
product focused, and 
only a few are service 
oriented. 
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3.4. Competitive position  
This section analyzes the competitive picture of the Swiss automotive 
industry. A point of interest is how the questioned enterprises are posi-
tioned among the competition and where specific opportunities and 
strengths are seen. 

3.4.1. Turnover expectations  
Despite the generally difficult consolidation situation and the tough com-
petition in the automotive branch, the inquiry shows that Swiss parts and 
production goods manufacturers can praise the momentary situation as 
thoroughly positive, from their own points of view. They prognosticate a 
further growth potential until 2012 for their own automotive products. 
Only 3.5 percent of the companies expect stagnating turnover. The re-
maining companies expect a lower growth rate for their automotive 
business. About 25 percent expect growth rates above 10 percent to be 
realistic. 

3.5%

23.8%

35.7%

14.0%
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Image 3-27: Expected future turnover until 2012 

3.4.2. Positioning within the competition  
There are two reasons for the general positive future perspectives of the 
questioned enterprises. For one thing, the Swiss automotive industry also 
benefits from the general trend of added value shifting downward. The-
reby more work is covered by the superior customers than is further dis-
pensed to their own, inferior suppliers in all three sectors: production, 
logistics, and development.  

 

 

From the questioned 
companies’ points of 

view, a positive sce-
nario and comforting 
conditions for future 

opportunities are ob-
served.  
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Image 3-28: Coverage and dispensation of performance  

The added value of Swiss parts and production goods manufacturers is 
clearly increasing. Development/development service is the strongest 
affected sector. 

Far more important, however, is that the Swiss companies pursue a “niche 
strategy.” Within these sheltered markets/segments, these companies 
experience less competition due to strong specialization and can there-
fore expand. 
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Image 3-29: Competition strategy 

Analyzing production strategy brought to light that Swiss suppliers can 
generally be characterized as “specialized mass producers.” Whereas the 
heavyweights of the branch, such as Rieter Inc. or Georg Fischer Inc., pro-

Swiss companies in-
crease their own add-
ed value in all rele-
vant sectors: logistics, 
production, and de-
velopment. 

Swiss companies suc-
cessfully reserve 
niches in the automo-
tive market. This 
strategy is pursued by 
70 percent of the 
questioned compa-
nies. 
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vide the actual volume markets, the remaining companies move within 
specific niche segments. This niche strategy is pursued by about 70 per-
cent of the questioned companies. Within their niches, these companies 
offer their customers highly specified process engineering.  The unique-
ness of these construction processes and the required know-how to con-
trol the processes usually constitute a high entrance barrier. 

From the questioned enterprises’ points of view, the sustainable success 
of this strategy rests on four pillars: trustworthy climate, high flexibility, 
high quality, and a high grade of innovation. 
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Image 3-30: Differentiation versus competition  

The strong value place on the process level by Swiss parts and production 
goods manufacturers is also reflected in the attached importance of inno-
vation at this level. Process innovation is almost as strongly emphasized 
as innovation of the product itself. Many companies therefore focus their 
strategic alignment on the innovation competition and on products and 
processes with unique selling position characteristics. 

 

“We have never re-
ceived an assignment 

because of being the 
cheapest. We always 

had something others 
lacked.” (Interview, 

René Wagner, Aluwag 
Inc.) 
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Image 3-31: Competitive advantages: Product and process innovation  

3.4.3. Chances within competition  
The questioned enterprises judge technological development concerning 
security and environment to be particularly decisive for the success of the 
automotive business section. Lightweight construction and energy effi-
ciency, for example, require more complex and more exact engines and 
components. For the demanding construction of exactly these parts, the 
Swiss companies are set up optimally. After all, the companies have been 
identified as construction and production focused, with strong core com-
petencies in the field of processing. 
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Image 3-32: Competitive opportunities 

Product innovation 
and process innova-
tion are considered 
equally important. 

Technological devel-
opments concerning  
“security and envi-
ronment” provide 
good opportunities for 
Swiss companies. 
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Mindset Inc., in St. Niklausen, shows that, especially regarding more ener-
gy-efficient cars, there is an existing opportunity to help shape the future 
of automotive construction—and not merely from the second or third 
row, as a supplier. The “plug-in-hybrid” vehicle concept developed there 
concerns a lightweight, efficient, and equally powerful “commuter” for 
everyday rides and directs new pathways for automotive construction, 
and especially expresses a sustainable understanding for mobility. A fully 
functional prototype is scheduled for autumn 2008. Market launch is ex-
pected during the second half of the year 2009. Currently, negotiations 
with several automotive manufacturers are running. The expressed goal 
is to benefit from the acute excess capacity problem of the automotive 
branch, whereas the acquisition of an established factory is not excluded. 
Moreover, such a vehicle concept is brilliantly apt to underline the tech-
nology leadership of Swiss companies. 

Source: SPIRT AVERT Press Release, 7th January 2008

Plug-in hybrid from Switzerland
The Mindset Inc. Prototype – a zero-emission-vehicle 

• a serial hybrid drive concept
• Lithium-Ion batteries as the 

main energy accumulator
• braking energy recuperation
• optional usage of solar

energy

• narrow wheels  for reduced
rolling friction

• light aluminium structure
• body made of composite

material 

 

Image 3-33: Mindset—New pathways  

Future technology leadership doesn’t simply mean “higher, faster, fur-
ther.” Innovation can also be thought of in the opposite direction, by try-
ing to develop in the direction of “better and fewer.” Furthermore, the 
Swiss image may benefit through depicting Switzerland as an optimal 
site for “clean” technology. 

3.4.4. Growth markets  
In this section, we illustrate which markets are considered to have the 
best growth potential in the automotive branch from the questioned en-
terprises’ points of view, and we will see to what extent competitive pres-
sure is expected.  

The analysis shows that the traditional automotive markets, led by Ger-
many, still have growth opportunities, although equally rising competitive 
pressure exists. The companies find themselves in predatory competition. 
Regarding Switzerland, only a small growth potential is anticipated. Here 

With a view to the fu-
ture, technology lead-
ership means “better, 
fewer, and less expen-

sive,” instead of 
“higher, faster, fur-

ther.”  
(Interview, Dr. Becker, 

IWK)  

“Mindset defines the 
quality of driving and 

life in cars anew.” 
(Interview, Lorenzo R. 
Schmid, BD President 

of Spirt Avert) 



 
 
 
47  Automotive Industry Switzerland — Survey 2008 

competitive pressure exceeds growth opportunity. This is because Swiss 
parts producers on tiers 2 and 3 and the production goods manufacturers 
are strongly export oriented. Their customers are located abroad. 

In what markets do you see growth opportunities for the field of your automotive
products – where is major competition dominant (multiple answers possible)?

Growth chances vs. competitive pressure
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Image 3-34: Market opportunities 

The questioned companies’ estimations make clear that countries outside 
Western Europe provide growth opportunities under comparatively low 
competitive pressure. High growth potential and, at the same time, rela-
tively low competition are seen especially in Eastern Europe and the BRIC 
states. To Swiss companies, the Indian and Russian markets seem particu-
larly promising. The ratio between competitive opportunities and pres-
sure is valued as specifically favorable. 

The potential of the Russian automotive market has been especially unde-
restimated by many enterprises for years. In a European comparison, the 
Russian market, with 2.3 million new registrations in the year 2007, al-
ready ranks fourth, just behind Germany, Italy, and Great Britain. Accord-
ing to a survey conducted by the Polk Institute for Prognosis, Russia, with 
its 140 million citizens, will be the largest sales market for passenger cars 
by 2010. Political leadership therefore promotes the construction of pro-
duction plants in the country. Local production is beneficial when consi-
dering the high import duties.22 For example, VW is building up an inde-
pendent production plant, including a supplier park, in Kaluga, 120 miles 
south of Moscow. On the medium term, up to 150,000 cars will be built. 
The management consultant Roland Berger Strategy Consultants never-
theless estimates Russia’s total volume for components to reach $20 bil-
lion by 2010. Such a high degree of localization can, however, only be 
achieved with the help of suppliers. With Russia, the Swiss parts and pro-
duction goods manufacturers have access to an enormous growth market 
directly on the European Union–Eastern border.  
                                                             
22 Also to be viewed in Automotive Insights, Roland Berger Strategy Consultants 
Automotive Competence Center customer magazine, no. 2, December 2005. 

Europe, and particu-
larly Germany, pro-
vides ongoing high 
growth opportunities 
for Switzerland, al-
though under tough 
competitive pressure. 

  

Good growth oppor-
tunities at compara-
tively low competitive 
pressure are provided 
by Russia and India—
besides, Russia is 
right on Switzerland’s 
doorstep. 
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India is generally known to be an emerging market. Dynamic develop-
ment is especially happening in the field of commercial vehicles. Since 
2010, it has tripled. The passenger car market also shows two-digit 
growth; in 2006, it reached 16 percent. The Indian passenger car market is 
therefore counted as the fastest-growing sales market worldwide23 and 
could soon advance to the five largest markets. Considering that it has a 
population of over 1 million people and a strengthening middle class, India 
promises to have enormous growth potential. The Indian automotive 
market is dominated by the low-price segment, the so-called entry-level 
cars in the A and B segments. Particularly when considering the newly 
defined view in the direction of “better and fewer,” and therefore less ex-
pensive, this market provides high growth potential for Swiss parts sup-
pliers, but also for production goods manufacturers. 

Examining the global footprints of Swiss parts and production goods 
manufacturers has, however, shown that these companies are not direct-
ly present in the Russian and Indian markets yet. Also, on the side of sup-
pliers and customers, the questioned companies still focus strongly on 
traditional markets.  

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

distribution of main suppliers distribution of main clients

In which geographical markets are your main clients and suppliers 
located (multiple answers possible)?

Customer and supplier markets

Pe
rc

en
ta

ge
 o

f n
am

in
gs

Source: ETH swiss CAR analysis ‚Automotive Industry Switzerland´

Markets

(N=235)

 

Image 3-35: Dispersion of main customers and suppliers worldwide  

The evaluation shows that the main customers and main suppliers of the 
questioned enterprises are predominantly settled in Western Europe and 
the NAFTA countries. The Swiss parts and production goods manufacturers 
therefore anticipate that the international orientation of their customers 
will let them participate in the global market indirectly. This, however, in-
volves high dependencies.   

                                                             
23 Also to be viewed in the BCG report “Winning the Localization Game,”  January 
2008. 

Swiss companies are 
strongly focused on 

Europe and the United 
States, both on cus-

tomers’ and suppliers’ 
sides. The growth po-

tential is not being 
exhausted. 
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Image 3-36: International orientation of customers/suppliers  

The correct strategic orientation of the customers and suppliers specifical-
ly influences the future success of the Swiss automotive industry.  Equally, 
the scarce internationalization and the economization on the procure-
ment side are not exhausted. This results in competitive disadvantages 
over rivals with more economic cost structures, especially when competi-
tion is carried out in the new growth markets. 

The suppliers are in the towline of their purchasers: Western European 
OEMs and customers who lie on the doorstep. The question each Swiss 
supplier should ask itself is, Is my customer strategically set adequately in 
the long term? If the customer positions itself incorrectly, it has imme-
diate consequences for the supplier industry. To avoid the dependency of 
an orientation to the markets in the East, focusing on other purchasers 
from the growing markets might be a possibility (see the interview with 
Dr. Becker).  

An equally important question arises for the Swiss companies: Does a 
company know about the strategies of its direct and indirect customers, 
and to what extent do those strategies influence the company’s business? 
As the Swiss supplier companies are mainly situated on tiers 3 and 2, there 
is a lack of direct information exchange with OEMs. This is not caused by 
lack of interest on the side of the OEMs for such a kind of exchange. Their 
attitude toward the suppliers has dramatically changed in the last few 
years. Knowledge on the OEM side that only outstanding suppliers can 
provide the quality standards and cost targets expected has triggered a 
rethinking. They are candid and interested in knowing the suppliers’ sup-
plier and to exchange, even when no parts are directly purchased from 
them. An improved information exchange could also help the Swiss com-
panies to adjust in a timely fashion to necessary business developments 
and changes. Currently more of the opposite is happening, for instance, if 

Swiss companies an-
ticipate that the inter-
national orientation of 
their customers will 
let them participate in 
the global market in-
directly.  

“The question for the 
Swiss companies is, Is 
my customer strategi-
cally set adequately?” 
(Interview, Dr. Becker, 
IWK) 
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the sales department suddenly realizes absent orders. After a closer look, 
it often appears that the customers now purchase their products locally.  

3.4.5. Strategic partnerships  
In section 3.1.8, we examined the degree of connectivity. Here it is now 
shown in which area the questioned enterprises consider strategic part-
nerships as important to improve competitive positioning. 

Strategic partnerships are, above all regarding production (64 percent) 
and R&D (54 percent), praised as very positive. Procurement (45 percent) 
and marketing and sales (28 percent) are also thought to bring beneficial 
partnerships. Such partnerships seem less important for basic research (14 
percent) and finance (9 percent). 

In which fields are strategic partnerships most important to you?
Importance of strategic partnerships
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Image 3-37: Strategic partnerships  

The advantages of such a strategic partnership, especially by bundling 
common strengths, thereby uniting and exhausting synergies, shall be 
illustrated with the following example. 

A small Swiss enterprise with an approximate turnover of 15 million CHF, 
specializing in microengines for automotives, faced the challenge of not 
losing its main customer in 2007. The customer requested a periphery 
production of the components in China. Because of the small enterprise 
size and lack of experience, the step abroad was considered as very critical. 
Nevertheless, the customer was crucial for the survival of the enterprise. It 
was clear that the step to China, for want of capacitive and financial re-
sources, could not be achieved alone and required a partner. As a joint 
venture with a Chinese partner involved the risk of losing the technologi-
cal know-how of their microengines, a different alternative was sought. 
Finally, a Swiss enterprise that already produced peripherally at the time 
was willing to provide a part of its local production plant. Additionally, 
only uncritical parts of the microengine were produced in China, protect-

With strategic part-
nerships, common 

strengths can be bun-
dled—the SMEs espe-

cially require rethink-
ing.  

Swiss companies often 
lack direct contact 

with the OEMs, thus 
missing out on impor-

tant information on 
their business devel-

opment. 

 

Masterin
abroad i
possible
partners
larly for 
nies. 



 
 
 
51  Automotive Industry Switzerland — Survey 2008 

ing the more secretive know-how. The know-how-critical parts continued 
to be produced in Switzerland. In the first phase, the main customer was 
assured. In the second phase, the “backflow” phase, the components pro-
duced under cheaper conditions in China were reimported. This also 
helped to improve profitability. This proves that strategic partnerships are 
not exclusively reserved for large enterprises, but that by this path, small 
companies have the possibility to master the step abroad. 

3.4.6. Collaboration with science  
Science has tradition in Switzerland. The high density of excellent univer-
sities and scientific institutions enables a high degree of education and 
research, particularly within the field of technology.  

2 ETHs (Zurich and Lausanne)
10 cantonale universities
17  federal institutes
55 regional institutes of applied 

sciences (colleges)

Distribution of colleges and universities in 
Switzerland

Universities in Switzerland

Source: ETH Zürich Corporate Communication  

Image 3-38: Academic dispersion in Switzerland  

The ETH Zurich has research funds of approximately 1.2 billion CHF; this is 
more than the elite U.S. university, the Massachusetts Institute of Tech-
nology (MIT). The ETH has spawned more than 21 Nobel laureates. 

Switzerland has a 
density of excellent 
universities and scien-
tific institutions. 
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Facts and figures to the federal school of 
technology Zurich

ETH Zurich

Source: ETH Zürich Corporate Communication

Zurich center Zurich Hönggerberg

• 16 departments 
• 1,2 bn. CHF research

funds
• 359 professors

• 6320 Bachelor students
• 3903 Master students
• 2794 doctoral students

 

Image 3-39: Facts and figures, ETH Zurich  

The ETH and ETH-near institutions additionally command an excellent 
competence profile in the area of automotives.  

Facts and figures ETH research and ETH near institutes with 
research areas in automotive industry relevant fields

Automotive Research competences in the area of Zurich1)

Source: ETH Zürich webpages, July 2008

Aerothermochemistery and Combustion 
System Laboratory
[ETH D-MAVT LAV]

Institute
• laminar, turbulent and chemical reacting currents
• application-oriented research with the aim to realize near zero

emission technologies

Forschungsgebiet

Institute of Virtual Manufacturing
[ETH D-MAVT IVP]

Prof. Dr. 

Boulouchos

Prof. Dr. 

Hora

• virtual simulation of reactive flows
• material data tracing
• innovative transforming technologies

Institute of Machine Tools and 
Manufacturing
[ETH D-MAVT IWF]

• machines
• tools
• methods and virtual reality

Prof. Dr. 

Wegener

Institute of Technology and Innovation 
Management
[ETH D-MTEC TIM swiss CAR]

• technology and innovation management
• lean development management

Prof. Dr. 

Boutellier

Federal Institute for Material Science and 
Technology
[Bereich Mobilität, Energie und Umwelt]

Dr. 

Hofer

• combustion engines and environmental technologies
• solid body chemistry and catalyses
• hydrogene and energy

Measurement and Control Laboratory
[ETH D-MAVT IMRT] Prof. Dr.

Guzzella

• modelling and model supported optimization
• reduction of pollutant emission

1 ) This illustration is not intended to be exhaustive

 

Image 3-40: Automotive research  

This can be beneficial for the local automotive industry. The companies 
primarily follow a strategy of technology leadership and find themselves 
in competition on innovation. The branch is very know-how focused and 
high-tech oriented. This means that the degree and speed with which 
new innovations are yielded and brought to market is decisive for the 
companies’ success. Basic research and target-oriented collaboration with 
scientific institutions and universities in specific research areas are there-
fore key factors in the competition for innovation strength and speed. The 

The Swiss research 
community com-

mands excellent com-
petencies in the area 

of automotives—
technological as well 

as management. 
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degree of collaboration is accordingly decisive for the success of the whole 
branch. The evaluation shows that such collaborations exist, although 
only the minority actually use them and consider them as a competitive 
advantage. Merely 16 percent work with universities/economic institu-
tions on a regular basis. 
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Image 3-41: Cooperation with universities  

The classification of existing collaboration into thematic areas confirms 
the preceding argument.  

The collaboration is, above all, focused on the areas of R&D and basic re-
search. Scientific support is also demanded in the areas of organizational 
development and process engineering.  

Although collabora-
tion between industry 
and universities ex-
ists, only the minority 
actually use it.  
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In which thematic fields do you work with universities / colleges (multiple 
answers possible)?

Cooperation with universities / colleges
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Image 3-42: Areas for academic cooperation  

In the following, we would like to take a closer look at collaboration with 
colleges and universities. Collaboration with universities (42 percent) 
takes place to about the same degree as it does with colleges (41 percent). 
The high rate of collaboration with colleges shows that Swiss SMEs have a 
particular desire to work with “practice-near” research. Scientific institu-
tions cover the remaining 17 percent. 

With which universities / colleges do you cooperate?
Cooperation with universities / colleges
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Do you work with universities / 
colleges?

If yes, in which way and where are they 
located?

Uni
41.7%

FH
41.1%

other
17.3%

yes
66%

no
34%

Switzerland
73%

Germany
15%

France
2%

Austria
2%

USA
2%

China
1%

other
5%

 

Image 3-43: Collaboration with universities/colleges  

Moreover, it has become clear that the desire for collaboration can largely 
(73 percent) be covered within the Swiss scientific territory. Abroad, there 
is only a high degree of collaboration with Germany (19 percent). This is 
surely due to geographical and linguistic proximity as well as the high 

Strongest collabora-
tion is demanded in 

the area of R&D.  

Collaboration takes 
place to the same ex-
tent with universities 
as with colleges; this 
reflects the desire for 
“practice-near” sup-

port.  
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expertise of the automotive core in Germany. In the non-European foreign 
countries, only two collaborations were identified. These are with the Uni-
versity of Shanghai, China, and the University of Pittsburgh, Pennsylvania, 
in the United States. 

Leaders of the Swiss universities regarding collaboration with the auto-
motive industry are ETH Zurich, HSG, and EPF Lausanne. Equally, the col-
leges in Biel, St. Gall, northwestern Switzerland, and Rapperswil are dis-
tinguished for their strong cooperation with the questioned companies. 
Internationally, the RWTH Aachen and TH Karlsruhe in Germany as well as 
the University for Mining, Metallurgy, and Materials in Leoben, Austria, 
play noticeable roles. All of these are technically oriented universities and 
focus their research and education on the areas of mechanical engineer-
ing and material and process engineering. This explains the attractiveness 
of the Swiss parts and production goods manufacturers. 
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Image 3-44: Dispersion of academic cooperation  

Graduates largely account for a minor 20 percent of the total staff of the 
questioned companies (65 percent), though. One of the reasons for this is 
surely the character of the enterprise itself. The companies are strongly 
product and production oriented and therefore only have a proportionally 
minor demand for academic graduates compared to companies that work 
in a service-oriented manner or as engineering companies.  

ETH maintains partic-
ularly good connec-
tions with the indus-
try.  
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Image 3-45: Academic graduates in the automotive sector  

Nevertheless, looking forward, a future absence of specialized experts and 
managers was identified as one of the top five challenges facing the Swiss 
automotive industry—and this within a territory of good universities and 
qualified engineering graduates. The graduates often do not know about 
the good perspectives of the Swiss automotive industry. Job fairs rarely 
have any of these companies registered. The branch is, from an academic 
marketing point of view, invisible and without profile, and loses potential 
candidates to other industries. The engineers will therefore directly sub-
mit their applications to the pharmaceutical or finance industries, without 
ever facing the realization that attractive jobs in the automotive branch 
are in sight within Switzerland. 

3.4.7. Switzerland’s locational advantage  
The country’s high quality of life and security situation are valued as ma-
jor locational advantages of Switzerland. Quality of life plays an important 
role when it comes to global competition for qualified specialists and 
managers. These are not attracted only by high salaries, but they also 
place value on general living conditions and leisure activities for their fam-
ilies and themselves. This equally accounts for the high degree of state 
security. Additionally, the image “Made in Switzerland” speaks in favor of 
local sites. “Made in Switzerland” stands for high quality, reliability, and 
precision. Exactly these quality attributes are important for the automo-
tive industry. The reliability of partners and a zero-mistake policy are im-
portant pillars to meet high customer demands. 

To improve visibility to 
academic graduates, 
the branch needs to 
have a greater pres-
ence at job fairs.  
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Image 3-46: Locational advantages 
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4. Summary  

In analogy with the content structure given in chapter 3, the core results 
of the survey are summarized in this chapter. 

4.1. Core results on branch structure  
About 310 enterprises have been identified in Switzerland as producing 
locally for the worldwide automotive industry. These companies generat-
ed a total turnover of 16 billion CHF. The branch employs 34,000 people in 
Switzerland and is strongly nationally oriented, meaning that the majority 
of the companies have their origins and headquarters in Switzerland. 

Looking at the turnover and employment structures makes clear, above 
all, the middle-class character and heterogeneity of the branch. The firms 
have several mainstays, and their core competencies often do not lie with 
automotives. The automotive sector is more likely an add-on business. 
This results in an advantageous competitive situation due to the relatively 
independent nature of turbulence in the automotive industry. 

A further finding of the analysis was the existence of four automotive 
centers in Switzerland. The leading position is held by Solothurn, followed 
by Zurich, Bern, and St. Gall. The industrial cluster in Switzerland has 
grown naturally and is not a result of special structural programs. 

Although the geographical dispersion of the Swiss automotive industry 
features core themes, the branch is only scarcely interconnected regard-
ing knowledge transfer and cooperation. Cooperation and networking 
play a crucial role during the development and construction of products 
that require interface competencies. The degree of connectivity thereby 
indicates how competitive a branch is, especially regarding the ability to 
produce complex, technology-intensive products. Within a fortified coop-
eration lies the chance to maintain the technological leadership of the 
individual enterprises for the long term and to strengthen the automotive 
industry collectively.  

4.2. Core results on enterprise structures  
Apart from the resource goods manufacturers, the Swiss automotive in-
dustry also largely consists of tier 2 and tier 3 parts producers. The Swiss 
branch benefits from the ongoing trend of shifting added value, as well. 
Specialized performance ranges and high flexibility make the Swiss SMEs 
ideal outsourcing partners for big companies in the automotive branch. 

We’re not in any way talking solely of service-oriented added value. The 
inquiry has identified the Swiss parts and production goods manufactur-
ers as strongly production focused. As a strategy, the Swiss automotive 
companies follow the technological leadership. Production as well as de-
velopment therefore belong to the core competencies of the questioned 
enterprises.  
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It is also shown that many companies lie within the international average 
when it comes to R&D expenditures. Comparatively few companies invest 
in R&D above the branch’s average. To maintain technological leadership, 
improved efficiency in R&D and/or an increased willingness to increase 
R&D expenditures is required. 

Furthermore, we evaluated how globally the Swiss automotive branch is 
currently positioned and which solutions for the Swiss companies—
regarding their own resources, core competencies, main customers and 
suppliers, and growth markets—are available to react to globalization’s 
pressures. It was recognized that the global footprint of the automotive 
companies concerning production and development is strongly European-
centric. Emphasis outside Europe can be found in China and the NAFTA 
states. The growth markets of India, Brazil, and especially Russia are insuf-
ficiently accessed. 

General statements concerning the location question and the appropriate 
positioning of the markets are senseless due the branch’s heterogeneity. 
Individual approaches are required, and it is important to consider struc-
tural differences; that is, the big branch representatives operate under 
different conditions than the majority, consisting of SMEs. The path 
abroad requires a certain “fighting weight” to endure cutbacks and the 
difficulties of internationalization. Additionally, many Swiss SMEs face 
their first globalization step. To find the appropriate internationalization 
strategy is therefore crucial for a majority of the questioned companies. 
Accordingly, they see their greatest challenge in expanding and managing 
the connected international orientations of their businesses. 

4.3. Products and services  
The survey shows that the Swiss automotive companies supply products 
along the whole automotive value chain and mainly operate on tiers 2 
and 3. This is why they have little direct contact with the OEMs. The com-
panies often do not know a lot about developments and decisions on the 
OEM level. Their own direct purchasers only insufficiently hand on such 
information. In some cases, this was so latent that the companies did not 
know exactly where their parts were being applied in the vehicle or what 
influence they had on the completed system. This lack of informational 
exchange involves the risk that one can only react to current develop-
ments, instead of acting with the appropriate strategy.  

The analysis of the production categories informs us that the questioned 
companies focus on “engines, gears, power trains” and “chassis and body 
structure.” These are strongly growing product categories. “Elec-
trics/electronics,” the strongest-growing product category, is also en-
gaged by a bit more than 20 percent of the Swiss companies. The compa-
nies benefit from the increasing electrification of automotives and car 
construction. 

The production strategy of the enterprises shows that most Swiss parts 
suppliers are mass producers that have specialized in just a few 
parts/components. The strengths of the Swiss automotive industry lie 
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within the production and process levels. The strict focus of core compe-
tencies on manufacturing techniques supports this statement. A further 
conclusion is that the Swiss automotive industry is product, rather than 
service, oriented. A reorientation toward more service is not recognizable. 

4.4. Competitive position  
The survey results show that the Swiss parts and production goods manu-
facturers praise the current business situation as positive from their own 
points of view. The companies anticipate ongoing growth until 2012 for 
their own automotive products. This prediction arises for two main rea-
sons. First, the Swiss automotive companies benefit from the general 
trend of a shifting added value. Thereby more work is covered by the su-
perior customers than is further dispensed to their own, inferior suppliers 
in all three sectors—production, logistics, and development. Second, Swiss 
companies follow a niche strategy based on highly specialized manufac-
turing processes. Owing to strong specialization, the companies are less 
exposed to competition and can expand. 

From the enterprises’ points of view, the sustainable success of this strat-
egy rests on four pillars: trustworthy climate, high flexibility, high quality, 
and a high degree of innovation. Growth opportunities for the automotive 
products are particularly expected regarding the increasing importance of 
security and environment. Lightweight constructions and energy efficien-
cy require more complex components. Swiss companies are well prepared 
for the demanding construction of these parts. Looking to the future, 
technological leadership does not simply mean “higher, faster, further.” 
Innovation can also be thought of in the other direction, that is, by trying 
to develop toward “better and fewer.” Switzerland could profit from the 
image of being a site of “clean” technology. 

The largest growth market from the perspectives of the questioned en-
terprises is still Western Europe, although with great competition at the 
same time. The companies find themselves in a predatory market in 
Western Europe. Considering the ratio of growth opportunities to com-
petitive pressure, the countries outside Western Europe are assessed 
more positively. The Swiss companies thereby see the Russian and Indian 
markets as particularly promising. With Russia, the Swiss parts and pro-
duction goods manufacturers have a vastly growing market right at the 
European Union–Eastern border. 

An examination of the global footprints of the Swiss parts and production 
goods manufacturers shows that the Swiss companies are still only 
scarcely directly present. Both the customers’ and suppliers’ sides focus on 
the traditional markets. The Swiss parts and production goods manufac-
turers hope to participate in the growing global markets through the in-
ternational orientation of their customers. In strategic partnerships—
particularly in production, R&D, and procurement—the SMEs especially 
see possibilities to reduce these dependencies.  

As another pillar for the future competitive position of the Swiss automo-
tive branch, collaboration with scientific institutions has been identified. 



 
 
 
61  Automotive Industry Switzerland — Survey 2008 

Such collaboration is currently taking place, however, rather infrequently. 
Intensified collaboration entails great potential, especially as the compa-
nies find themselves in competition on innovation. It is here where scien-
tific institutions with outstanding know-how for automotive-relevant 
areas could make sensible contributions to strengthen the competitive 
abilities of the enterprises. 
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5. Interviews 

5.1. Interview: Dr. Roman Boutellier  
 

   
Personal data 
Since 2004, Dr. Boutellier has been a tenured professor for technology 
and innovation management at the Department for Technology and 
Economy (D-MTEC) of the Swiss Federal Institute of Technology (ETH) 
in Zurich. Dr. Boutellier began his industrial business in 1981 as a scien-
tific assistant at KERN, Aarau, and later became product development 
manager. Subsequently, he was a member of the executive committee 
of Leica, Heerbrugg, as well as CEO and delegate of the administrative 
board of SIG Holding Inc., Neuhausen. Mr. Boutellier is a member of 
the administrative board of several major Swiss enterprises, among 
others, at Georg Fischer Inc. 

 

“I do not so much consider the moderate R&D expenditures as critical, but far more, the 
enterprises not knowing where their own products are being applied, i.e., not knowing 
the ultimate buyer well enough. Hence, R&D can’t be operated target oriented.” 

swiss CAR: What importance do you ascribe to 
the survey?  
Dr. Boutellier: The specific value of this survey 
lies within the illustrated future chances of 
the Swiss automotive companies but also in 
visualizing the individual weaknesses. The 
survey explicitly names promising growth 
markets such as India and Russia. It also un-
derlines that an enforced collaboration within 
the scope of cooperation involves great po-
tential to improve the competitive abilities of 
individual enterprises—and thereby of the 
whole branch. One of the major weaknesses 
established in many companies is the insuffi-
cient customer management, i.e., these com-
panies don’t know their ultimate consumer 
well enough. I consider it to be very risky to 
lose sight of the ultimate consumer. 

swiss CAR: Are there any particularly surprising 
results to you?  
Dr. Boutellier: As a member of the adminis-
trative board of Georg Fischer Inc., I’m famili-
ar with the concerns of the enterprises within 
the Swiss automotive industry. The results 
have not so much surprised as rather con-

firmed my understanding of the industry, e.g., 
that most businesses aren’t primarily active 
in the automotive sector but operate it as an 
add-on. Herewith Swiss companies are less 
dependent and positively balance the turbu-
lences of the branch. 

swiss CAR: You’re currently a member of the 
administrative board of Georg Fischer Inc. 
Where do you see major challenges and oppor-
tunities for the Swiss automotive businesses? 
Dr. Boutellier: Challenges and opportunities 
go hand in hand. The challenges are of rather 
general character: rising resource costs, exist-
ing overcapacities, and rearrangement to-
ward new engine technologies in the scope of 
stricter environmental regulations. The op-
portunities lie in overcoming these chal-
lenges. This includes exhausting capacities by 
making the appropriate decisions concerning 
growth markets, cushioning the rising ma-
terial costs with innovations on product and 
process levels, and increasingly focusing on 
energy-efficient vehicles. 
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swiss CAR: Being an expert for technology and 
innovation,, how do you appreciate the 
branch’s main strategic pursuits for  technolo-
gical leadership, whereas only a few businesses 
invest in their R&D above the average level? 
Which possibilities for the businesses do you 
see to enforce the efficiency in R&D? 
Dr. Boutellier: First of all, I don’t consider it to 
be a disadvantage. The result could also 
mean that one can reach a lot with little R&D 
effort. I do not so much consider the mod-
erate R&D expenditures as critical but far 
more the enterprises not knowing where 
their own products are being applied, i.e., 
knowing the ultimate buyer well enough. 
Hence R&D can’t be operated target oriented. 
If you better understand the end consumers 
and their desires, you can start investing 
more in R&D. This should not in any case 
happen the other way around—the increased 
R&D expenditures would simply deflagrate. 

swiss CAR: Where do you believe the Swiss 
automotive industry to have its greatest po-
tential concerning future innovation? 
Dr. Boutellier: As previously described, I see 
great innovation potential regarding prod-
ucts which incorporate with environmental, 
energy-efficient vehicles. I also see possibili-
ties in the field of software. Swiss firms are 
leading when it comes to software products 
for banking and finance industries. Such 
competencies could also be applied to pro-

vide software solutions in the field of auto-
motives. Software especially gains impor-
tance regarding the increasing electrification 
of automotives. 

swiss CAR: What do you believe to be the rea-
son for the weak presence/attention of the 
Swiss automotive industry? Where do you see 
the big differences concerning this matter 
compared to, for example, the pharmaceutical 
industry? 
Dr. Boutellier: In Switzerland, almost exclu-
sively, suppliers and production goods manu-
facturers are settled. Such companies do not 
have audience appeal, that is, they are not 
emotional products and often not visible in 
the end product car. 

swiss CAR: Here you have the chance to ex-
press your concerns regarding the Swiss auto-
motive industry. Do you have any other con-
cerns regarding the Swiss automotive industry 
that are important to you? 
Dr. Boutellier: The automotive industry is ever 
more pressurized—fiercer environmental 
regulation, rising energy costs, and evolving 
low-price producers. The solution is not more 
innovation, but particular target-oriented 
innovation which is consistently aimed at the 
customer. This is where I see improvement 
potential for the polled companies. 
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5.2. Interview: Dr. Fritz Fahrni  
 

   
Personal data  
From 2000 to 2008, Fritz Fahrni was professor of technology man-
agement and enterprise leadership at the ETH Zurich and the Universi-
ty of St. Gall (HSG). He led the Institute for Technology Management at 
the University of St. Gall (ITEM-HSG). Before that, he worked as a scien-
tist for NASA in the United States, then for Ciba-Geigy-Photochemistry 
as a designing engineer. In 1976, he joined Sulzer, where he had vari-
ous managerial positions in the gas turbines department as well as 
the textile machinery division. From 1988 to 1999, he was CEO of the 
Sulzer Corp. Under his management, Sulzer transformed from a tradi-
tional mechanical engineering company to an internationally success-
ful technology enterprise, with a focus on medical technology. Today, 
he holds five mandates in companies in the fields of electrical and 
mechanical and construction engineering, software development, 
advanced education, health care, and private equity/venture capital.  

 

“The companies displayed in this survey are actively realizing technology and have suc-
cessfully proven themselves in a tough market. These companies deserve to be collectively 
regarded as the “Automotive Industry Switzerland.” 

swiss CAR: Dr. Fahrni, you have energetically 
supported the initialization of the survey. Why 
was it necessary to carry out such an industry 
analysis? 
Dr. Fahrni: The automotive industry plays a 
leading role when it comes to technological 
applications. Many Swiss companies are in-
volved in this industry branch as suppliers or 
production goods manufacturers and play a 
part in making the creation of today’s de-
manding and innovative automotives possi-
ble in the first place. The companies displayed 
in this survey are thus actively realizing tech-
nology and have successfully proven them-
selves in a tough market. These companies 
deserve to be collectively regarded as the 
“Automotive Industry Switzerland.” Not least, 
because a disclosure of the Swiss automotive 
competencies can lead to better international 
growth opportunities for the companies. Also, 
the economic position of the branch shows 

that an industry analysis has been necessary 
for a long time. 

swiss CAR: Which results—regarding the Swiss 
automotives industry’s future—have particu-
lar importance for you? 
Dr. Fahrni: The particular importance consists 
of the fact that for the first time, the meaning 
of the industry within the European automo-
tive industry is disclosed, let’s say, black on 
white. Additionally, the mirror is held up to 
the involved companies, hopefully with the 
positive effect of improving the recognition 
where strategically sensible approaches are 
to be met to become fitter for the future—on 
an entrepreneur level as well as a whole.  

swiss CAR: Oil prices are currently at an all-
time high and indicate a new oil crisis. Do you 
see a particular chance for Switzerland’s au-
tomotive industry to concentrate its technolo-
gy and innovation on the construction of 
products for environmentally friendly and 
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energy-efficient cars? Could you imagine driv-
ing an electric car “Made in Switzerland” some 
years from now? 

Dr. Fahrni: Within the current rise in the price 
of energy lies a great chance for Swiss com-
panies. The automotive industry depends on 
new technologies and innovations yielding 
more energy-efficient vehicles. As a “technol-
ogy leader” in their specialties, the Swiss 
companies are well prepared for this devel-
opment. Not only on components, but also on 
the end products level, there is great poten-
tial. In fact, there have already been attempts 
in this direction in the past, as the example of 
the Twike vehicle shows. It is more a question 
of energy price development then of technol-
ogy for these concepts to successfully set up a 
market. My wife actually already uses an elec-
tric bicycle, and I occasionally use an electric 
vehicle “Made in Switzerland.” 

swiss CAR: What possibilities do you see for all 
those smaller SMEs of the Swiss automotive 
(supplier) industry to cleverly react to the pres-
sure of globalization? 
Dr. Fahrni: An important point is to be 
present on site in an adequate way. The LEM 
Holding SA, located in Geneva, had custom-

ers, that is, the big system suppliers, who 
were exclusively active in the Western world. 
Then, new sites in China, among others, were 
built up. Such customers require straightfor-
ward procurement processes, that is, that 
supplier follow suit and produce locally. 
Therefore SMEs must increasingly—many 
already have done—break through the coun-
try’s frontiers. The question remains how, 
though. This strongly depends on the prod-
uct. Possible solutions are manifold: either on 
site mounting and continued import of the 
necessary parts from their originating coun-
tries or the decision to completely produce on 
site and have the chance to subsequently 
reimport into the originating country. 

swiss CAR: Do you have any other concerns 
regarding the Swiss automotive industry that 
are important to you? 
Dr. Fahrni: The survey offers the chance to 
emphasize the actual importance of the in-
dustry for Switzerland—an industry that oth-
erwise only attracts minor attention. This 
sensitizes apprentices and academic gra-
duates for the industry. Qualified specialists 
and managers are, after all, decisive factors 
for sustainable competitiveness of a compa-
ny. 
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5.3. Interview: René Wagner 
 

   
Personal data  
René Wagner, CEO and chairman of the family business Aluwag Inc. 
since 2006.  
 
 
 
 
 

 
 

“Switzerland possesses very good know-how, but one isn’t oblivious enough of its exis-
tence.” 

swiss CAR: Mr. Wagner, as the nephew of one 
of the founders of Aluwag Inc., you have been 
managing the successful family business since 
2006. What would you conclude after just two 
years’ time in office as chairman? 
Wagner: Personally, I can look back on a high-
ly exciting time, especially regarding the ex-
ecuted generation change. The founders have 
led the business successfully for 35 years and 
coined the identity of the enterprise. As a new 
managerial member, you must gain accep-
tance, particularly from the employees. At the 
same time, the pressure exists to reorganize 
with a future-resistant strategy and involve 
bundled ideas. One organizational restructur-
ing has already been successfully launched. 
As a next step, we want fortify our focus on 
our technological competencies.  
 
swiss CAR: What have so far been for you the 
greatest challenges as an entrepreneur, partic-
ularly as CEO of a Swiss automotive supplier? 
Wagner: The greatest challenge to me is to 
furnish confirmation that one can successful-
ly produce for the automotive industry in 
Switzerland. Psychologically, the Swiss cross 
is rather a burden. How can a global procurer 
justify not purchasing in China or Eastern 
Europe but rather from Switzerland? The 
locational question is latent. As a Swiss au-

tomotive supplier, you have a “debt to be 
discharged at creditor’s domicile,” that is, you 
must constantly furnish proof that the higher 
quality, innovative strength, or flexibility 
compensates for the additional costs. 
 
swiss CAR: The survey has shown that 50 per-
cent of the questioned companies operate 
their production and construction plants solely 
in Switzerland. Do you consider it to be neces-
sary for Swiss entrepreneurs to catch up to the 
observable “globalization lag” as soon as poss-
ible, or should the Swiss parts and production 
goods manufacturers carefully watch the 
trends for globalization? Especially because the 
companies are highly innovative and very 
high-tech focused, involving the risk that this 
know-how might migrate? 
Wagner: For Aluwag, the question can clearly 
be answered: We are very cautious about our 
extension to new markets and countries. Not 
only the opportunities, but also the risks, 
must be considered. However, strategy is 
decisive for the approach. Aluwag seeks tech-
nological leadership. The difference is thereby 
made by the employees. Regarding education 
and qualification, Switzerland definitely be-
longs to the top of the world and provides 
excellent conditions in which to achieve our 
goal. Enterprises, however, which pursue cost 
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leadership will surely have to react and shift 
certain added value to low-cost countries. 
swiss CAR: What chances and risks do you see 
involved in an international expansion of Swiss 
automotive companies? 
Wagner: To expand internationally, for ex-
ample, building up a production plant in Chi-
na or India, you need a thick skin and must be 
able to endure setbacks on the path. The 
danger might consist of being ill-prepared for 
the cultural differences or suffering proce-
dure efficiency due to bigger complexity, es-
pecially as a small or medium-sized enter-
prise having little experience on this path. 
Equally, I see long-term risks regarding politi-
cal and social stability of the current econom-
ically so attractive countries. One aspect, 
however, I consider to be particularly decisive: 
good developmental work requires closeness 
to customers—close cooperation and a high 
degree of communication. For our enterprise 
and its current size, the European market still 
provides good growth opportunities. Moreo-
ver, to participate in the boom of the interna-
tional markets, we don’t consider it to be ne-
cessary to produce on site. Our company 
could gain international growth by expand-
ing the sales structures. The necessary infra-
structure is available and the logistical costs 
are affordable. 
 
swiss CAR: What regions and markets do you 
have in mind for the future? 
Wagner: We don’t have any priority list of the 
markets. Europe is still the most important 
growth market to us. This is also where, cur-
rently, the most OEMs are located. As a sup-
plier, our products are built into cars and 
eventually reach the international markets 
over the OEMs. Yet we do permanently ob-
serve upcoming OEMs, such as the new com-
petitors in India and China, currently incom-
patible with Aluwag’s product philosophy. 
This may change, though. 
 
swiss CAR: What must prospectively happen 
for the Swiss automotive industry to remain 
competitive in a whole? 

Wagner: It is eminently important to improve 
the organization of the Swiss automotive 
industry and then to co-occur. I believe that 
more people are employed in the automotive 
industry than, for example, in the omnipre-
sent chemical industry. But who knows about 
the existence of the vital automotive branch 
in Switzerland? Subsequently, the Swiss po-
tential isn’t perceived properly—inside and 
outside—especially if you aim for technologi-
cal leadership as an enterprise. Switzerland 
possesses very good know-how, but one isn’t 
oblivious enough of its existence. 
 
 swiss CAR: Does the Swiss automotive branch 
require governance, for example, by superior 
organizations, or do you believe that initia-
tives/mechanisms triggered by the enterprises 
themselves are promising enough? 
Wagner: We need both. The industry, howev-
er, has an urgent duty because of the follow-
ing simple reason: The construction of struc-
tures such as industrial organizations re-
quires time. The industry doesn’t have the 
time to passively await such a construction. 
 
swiss CAR: Is intensive cooperation between 
automotive companies sensible to generate a 
sustainable competitiveness? 
Wagner: It is exactly this strategy Aluwag is 
pursuing. We would like to enforce our posi-
tion as a niche provider of die cast aluminum 
and found a competence center together 
with strategic partners. This is how we will 
bring together the know-how of our partners 
with ours and pursue the systemic approach 
to provide holistic solutions for our custom-
ers. The division of services is going to be es-
pecially strongly expanded. During the con-
struction phase, we would like to find the 
best possible solution for the customer to 
create a win-win situation. With our know-
how and the existing infrastructure, we are 
able to develop customer-specific solutions 
for alloying and alloy processing. With self-
developed equipment, we can offer several 
specialties for our customers in the field of 
alloying. We want to establish ourselves as a 
competent partner that is capable of provid-
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ing creative solutions for very specific prob-
lems for our customers within a short time, 
always being able to draw back on substan-
tial partnerships with an exclusive compe-
tence profile. So the strategy is based on 
partnerships and cooperation. This is how we 
believe we can achieve a good competitive 
position.  
 
swiss CAR: Are there any difficulties in identify-
ing potential cooperative partners due to lack-
ing transparency within the Swiss automotive 
branch?  
Wagner: Absolutely. In Switzerland, many 
companies lead a garage existence. These 
have outstanding know-how, but they’re 
difficult to make out. 
 
swiss CAR: Which dangers do you feel exposed 
to at the moment as a middle-class enterprise?  
Wagner: Our enterprise wants to be a tech-
nological leader. We therefore strongly de-
pend on the qualification and availability of 
employees. This actually spans various classes 
of business in Switzerland in general. We 
have one resource: education. Unfortunately, 
Switzerland does not possess any natural 
resources such as mineral oil, gas, or accessi-
bility to the sea for a container port, etc. So if 
we lose our education and diligence, we will 
have to ask ourselves how to endure on the 
market in the days to come. 
 
swiss CAR: What do you have to say about the 
absence of qualified specialists in Switzerland, 
and how can we counteract this? 
Wagner: We already can see difficulties cov-
ering our need for qualified staff. This is sur-
prising for Switzerland, in my opinion. After 

all, the availability of qualified specialists is 
often considered to be one of Switzerland’s 
locational advantages. This requires imme-
diate counteraction. One of our most impor-
tant strategic goals is the internal and exter-
nal education and training of specialists. This 
is the base for future success. A provocative 
approach is important because it becomes 
difficult to trim a country if lethargy has al-
ready set in. 
 
swiss CAR: Currently your enterprise generates 
70 percent of its gross turnover in the field of 
automotives. Have you planned to fortify your 
investments in automotives, or do you want to 
become more independent? 
Wagner: We want to become more indepen-
dent. Not because we don’t see any future for 
the automotive branch, but because in our 
strategy, we pursue diversification, equally for 
customers and industries. Thereby we hope 
to reduce the so-called cluster risk, that is, to 
better balance fluctuations.  
 
swiss CAR: What visions do you pursue for 
Aluwag Inc. and its 280 employees for the fu-
ture? 
Wagner: We want to become fit for the fu-
ture. This requires maintaining high flexibility 
due to the fast-changing markets. Our rela-
tively small and lean architecture proves ad-
vantageous. After all, a motor boat is easier to 
tack in case of an upcoming storm than a big 
steamship with a long braking path. 
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5.4. Interview: Dr. Helmut Becker 
 

   
Personal data 
In 1998, Dr. Helmut Becker founded the Institute for Economic 
Analysis in Munich. Prior to this, he acted as chief economist for 
strategic corporate planning with the BMW Group Corp. from 
1974 to 1996; during the last years, he was the head of economic 
policy in the Department for Lobbying Activities. Moreover, he 
attends several offices and functions in organizations such as the 
ACEA in Brussels and the VDA (Frankfurt). 
   

 
 
“Operating in the automotive industry as an add-on can continue to be a successful strate-
gy for the Swiss industry.” 

swiss CAR: Dr. Becker, since the mid-1970s, you 
have been active in the automotive industry. As 
an automotive expert, what are the major de-
velopments the industry has gone through 
during the last 30 years? 
Dr. Becker: Basically everything: the market, 
the actors, the providers on the market, the 
automotive itself, the processes. Apart from 
still having four wheels, practically everything 
has changed. The last of the issues is globali-
zation. This not only results (from a European 
point of view) in an enlarged sales volume, but 
also in a noticeable worldwide expansion of 
the bid, particularly due to the new competi-
tors on the market. On the other hand, the 
shortage of resources and energy caused by 
globalization must be managed from a tech-
nological point of view. 
 
swiss CAR: And what do you believe the big 
trends of the future to look like?  
Dr. Becker: The trends of the future lie in 
smaller automotives with less consumption 
and little material input. Briefly, minimizing 
instead of maximizing, which is what the 
German automotive industry has been doing 
to date. Because of the worldwide rising de-

mands for mobility, I also see an additional 
sales volume especially in the growing mar-
kets of Russia, India, and China. In parallel, the 
average price for the end product on the world 
market decreases, whereas resource costs are 
constantly rising. All in all, the trend goes to-
ward the following empirical formula: down-
grade the product, upgrade the market vo-
lume. 
 
swiss CAR: What challenges for the automotive 
industry in Switzerland can you derive from 
this? 
Dr. Becker: The challenges for Swiss compa-
nies basically don’t differ from those in other 
manufacturer countries. One must lower price 
but, at the same time, maintain the high qua-
litative level. The price-performance ratio 
must be reasonable. I don’t believe future 
pointing innovations to be the necessary reac-
tion to challenges like a shortage of resources 
and energy, which affect the whole industry. 
We will just have to face that. I believe that 
especially the Swiss industry, with its several 
smaller and middle-sized enterprises, is excel-
lently set up technologically. 
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swiss CAR: In an interview with the ZDF in July 
2005, you said that your entire hope relies on 
the supplier industry. Do you still have the same 
opinion? 
Dr. Becker: Yes, I do! This is because the sup-
plier industries are taking on the innovative 
OEM functions more and more. Outsourcing 
thereby causes an elongating value chain. The 
supplier industry follows the classic Taylor 
principle, which describes an increase of effi-
ciency of the complete process with a specia-
lized split of labor. The OEMs rigorously use 
their calculators to cut off functions costing 
more than they are actually generating. And 
due to its complexity, building a car is kno-
wingly an arduous job, with high capital risks. 
In the old days, everybody wanted to construct 
by themselves and didn’t believe anybody else 
to have the technical know-how and know-
ledge to do so. In the meantime, the tradition-
al automotive constructors in the United 
States and Western Europe had to learn that 
other enterprises can also bend sheet, often to 
a far better price. Respectively, they started 
outsourcing. The consequence was, however, 
a strong dependency on both sides. The sup-
pliers’ destiny is decided with the develop-
ment of the OEMs. Suppliers constantly find 
themselves in the wake of their purchasers. 
The question for the suppliers therefore is, Is 
my customer strategically positioned correctly 
for the long term? An ill-positioned OEM has 
direct consequences for the supplier industry. 
The Swiss enterprises still strongly focus on 
the Western European OEMs and customers 
lying on their doorstep. A possibility to avoid 
these dependencies would be to redirect the 
focus onto markets and new purchasers in the 
East. 
 
swiss CAR: Many Swiss automotive companies 
pursue a strategy of technological leadership. Is 
such a strategy compatible with the low-cost 
car producers? 
Dr. Becker: Yes, absolutely. Technological lea-
dership doesn’t necessarily mean “higher, 
faster, further.”  Today, you must be able to 
think in the opposite direction. We Westerners 
tend to link “better and more” with the words 

“technological leadership.” You can also be 
innovative, though, by trying to develop in the 
other direction, that is, “better and fewer”! 
One has to increasingly orientate on lean 
processes and lightweighted materials and 
low consumption engines. Briefly, we all must 
become a lot leaner. And that doesn’t begin in 
the hips, but in the head! 
swiss CAR: The Swiss automotive branch de-
pends on its various SMEs which have largely 
positioned themselves on tier 2 or tier 3. This 
results in few global players opposing many 
locally settled SMEs (of which the majority are 
family property). How do you assess the disper-
sion of enterprises in Switzerland, and which 
advantages or disadvantages does it have with-
in the tough international competition of the 
automotive industry? 
Dr. Becker: It is to be expected that Swiss au-
tomotive companies largely don’t have their 
core competencies in the automotive sector. 
The historical development rather implies that 
the companies have virtually grown into the 
sector during their expanding businesses, 
either coincidently or due to strategic plan-
ning. So the core business often isn’t the au-
tomotive area; that is, they can be operating 
there (and generating good profits), but they 
don’t have to! This is especially why they have 
good opportunities to endure the highly com-
petitive market. The Swiss automotive com-
panies are positioned heterogeneously and 
with strongly diversified customers and 
branches. 
 
swiss CAR: The survey shows that approx-
imately 50 percent of the questioned enterpris-
es solely operate their production and design 
plants in Switzerland. Do you believe it to be 
necessary that Swiss enterprises catch up with 
the observable globalization lag as soon as 
possible, or should they only watch it cautious-
ly? Especially because the companies are highly 
innovative and very high-tech focused, involv-
ing the risk that this know-how might migrate? 
Dr. Becker: Frankly, I don’t know the condi-
tions well enough because the IWK only has 
few customers in Switzerland. But I do know 
that if someone wants to have a piece of cake, 
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he would not have to buy the entire bakery! 
Considering the fact that the enterprise struc-
tures in Switzerland are based on rather small 
companies, I hardly believe that you could 
speak of a globalization lag here. Expanding 
abroad requires high capital expenditures and 
an extremely long breath to shoulder the chal-
lenge. Therefore I think the Swiss automotive 
companies are well advised to concentrate on 
the greater European market. After all, Russia 
provides a growing market right on Switzer-
land’s doorstep and could be accessed in the 
future. Generally, I can’t see a globalization 
lag. Surely there are a few Swiss companies in 
the business which should expand because of 
the market situation. But it remains important 
to concentrate on core competencies and the-
reby generate maximum output. In the mean-
time, a lot of companies pull up stakes and are 
heading against globalization. Time will show 
within a few years who really is economically 
backward. Many companies that have mi-
grated abroad have had to learn the hard way.  
 
swiss CAR: Does the Swiss automotive branch 
require governance, for example, by superior 
organizations, or do you believe that initia-
tives/mechanisms triggered by the enterprises 
themselves are promising enough? 
Dr. Becker: That has to evolve from inside and 
not be forced from the outside by standards 
and regulations. The Swiss are known as very 
freedom-loving individuals. You can’t simply 
regulate them with superior rules. That is, in 
fact, the way it is in Germany, but nobody 
dares to speak about it. Additionally, you need 
a certain degree of homogeneity for an organ-

ization cluster. A possibility for Switzerland 
would be to enforce cooperation with existing 
organizations for increased knowledge trans-
fer or found regional competence centers. This 
has to be triggered from the enterprises’ level, 
so no governmental action! 
 
swiss CAR: According to a statement you made 
in the Stern (August 2007), you reckon a possi-
ble loss of 300,000 jobs in the German auto-
motive industry if there is no change in course 
soon. How do you see the Swiss companies 
affected by this, regarding the results of the 
survey, given that Germany currently belongs 
to the most important sales markets? 
Dr. Becker: Fortunately, the fear has so far only 
been confirmed in its direction, not in its 
magnitude, as things have changed in Ger-
many. Nevertheless, jobs have been abolished 
and have migrated abroad. There are morato-
riums between OEM and labor unions secur-
ing jobs until 2012. But what happens then? 
I do not see a direct transference to Switzer-
land, though. The jobs in the Swiss automo-
tive industry, as is generally known, are al-
ready located abroad—in Switzerland. Ob-
viously, they are better as much as they are 
more expensive. Also, I do not know how ex-
tensive the connectivity to the German indus-
try is. Regarding the previously mentioned 
heterogeneity, you can only congratulate the 
Swiss companies for having several mainstays 
and being able to apply their core competen-
cies to various areas. Operating in the auto-
motive industry as an add-on can continue to 
be a successful strategy for the Swiss industry. 
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5.5. Interview: Mr. Harald Weber and Ms. XXX Meier 
 

   
Personal data 
Harald Weber, MBA, 45 years old, has studied marketing and communi-
cation. For more than 18 years, he’s been with Georg Fischer Inc. in vari-
ous functions. Since April 2007, he has been the head of marketing and 
sales support for the enterprise group Georg Fischer Automotive Corp.    
 
 
 
 

 
“To be a Swiss enterprise is definitely a door opener when entering new markets . . . but only 
those who lie above a certain critical level have any chance at all to set foot on international 
territory.”

swiss CAR: Mr. Weber/Ms. Meier, what does the 
division for marketing/sales support at GF Au-
tomotive expect to be the great challenges of 
the coming years? 
Weber & Meier: Like many other enterprises, 
we also must especially face the challenge of 
globalization. The OEMs enforce themselves in 
the new growth markets (particularly Asia) and 
expect on-site presence of the suppliers. This 
raises the questions, How can we open toward 
the market, and how do we meet its require-
ments? An important issue from marketing’s 
point of view is the support for market en-
trance strategies and the communication with-
in the new sales region. You must look beyond 
the rim of the tea cup. This is crucial to under-
standing the markets. Particularly in Asia, there 
is no homogeneity among the regions. Japan, 
Korea, and China, for example, strongly differ. 
Without a basic understanding, you will not be 
able to establish yourself. 
 
swiss CAR: According to the annual report of 
2007, GF Automotive lies far above the branch’s 
average with a turnover growth of 15 percent. 
What is GF’s concept for success? 
Weber & Meier: Georg Fischer is a long-
established Swiss enterprise. We develop inno-
vative and high-quality products here in 
Schaffhausen. To be a Swiss enterprise is defi-

nitely a door opener. After all, Switzerland isn’t 
known for its excellent quality only because of 
the Swiss army knife. Of course, this has con-
tributed to Georg Fischer’s success in the new 
markets, despite not belonging to the first en-
terprises on site, but having to prevail against 
existing competitors. 
 
swiss CAR: Switzerland contributes approx-
imately 21 percent of the gross added value of 
GF. For automotives, the share of added value 
for Switzerland is probably even less. How much 
“Switzerland” is effectively involved in GF auto-
motive products, and what role will Switzerland 
play in the future? 
Weber & Meier: The location of Switzerland, 
with its headquarters and central R&D site in 
Schaffhausen, plays a big role. This is where we 
generate our know-how. The centralized con-
trol from Schaffhausen makes Switzerland our 
linchpin. A new building for R&D and other 
central divisions is planned in Schaffhausen. 
This is because structures have been estab-
lished here and function well, such as the net-
work of the individual manufacturing compa-
nies. With on-site key account managers, we 
make sure that individual customer and specif-
ic market aspects are considered in our devel-
opment work. 
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swiss CAR: In a Swiss comparison, GF represents 
the pioneer in globalization. You produce at 13 
different sites in Germany, Austria, Canada, and 
China. What experience have you so far gained, 
and what tips can GF give Swiss companies on 
pursuing the globalization course? 
Weber & Meier: As a supplier, you always have 
the debt to be discharged on the creditor’s site. 
The customer demands closeness to its pro-
duction plants, short delivery channels and 
delivery times, as well as uncomplicated com-
munication. This definitely causes a certain 
pressure to expand to other countries. GF the-
reby has a fortunate initial situation which isn’t 
given for the majority of the Swiss automotive 
branch. We have the necessary size, capital, 
and resources. Only those who lie above a cer-
tain critical level have any chance at all to set 
foot on international territory. 
 
swiss CAR: Currently you are building an iron 
foundry in Kunshan (China) to be productive by 
2009. Middle-class companies are facing the 
decision either to expand distribution or produce 
on site. What were the difficulties you had build-
ing up a local production plant? 
Weber & Meier: It is important to know the 
foreign market and to adapt as well as possible. 
Even before constructing a new site, you will 
need partners with good cultural knowledge 
and networks to support decisions. Coopera-
tion partnerships also remain important after 
settling. Without local support, you often plow 
a lonely furrow. 
 
swiss CAR: Have you experienced difficulties in 
being perceived in the automotive branch as a 
Swiss enterprise? In other words, has the Swiss 
automotive industry had a visibility problem? 
Weber & Meier: Georg Fischer is a global player 
known worldwide. Owing to a permanent 
outward presence, and thanks to professional 
public relations, we do not have any visibility 
problems. Some other Swiss automotive com-
panies might, in general, have a certain visibili-
ty problem. Mostly small or midsized enterpris-
es are perceived far less. 
 

swiss CAR: Currently your enterprise generates 
50 percent of its gross turnover in the field of 
automotives. Have you planed to fortify your 
investments in automotives, or do you want to 
become more independent?  
Weber & Meier: With the three mainstays be-
ing GF automotive, GF piping systems, and GF 
AgieCharmilles, we are well positioned as an 
enterprise and obviously successful. We are not 
familiar with any changes of the structure. 
 
swiss CAR: What visions do you pursue for your 
business in the future regarding Switzerland?  
Weber & Meier: As a competent solution pro-
vider for casting products, we want to further 
expand our strong European position and suc-
cessfully, and especially sustainably, participate 
in the global growth markets. 
 



 

Appendix 

A. The  Automotive Industry Switzerland  
  Relevant companies within the  

Swiss Automobil industry 
Suppliers  Equipment and 

tool  
manufacturers 

others 

1.  Décolletages A. Häni AG  X     

2.  AccurTec AG  X     

3.  Ackermann Fahrzeugbau AG      X 

4.  ACUTRONIC    X   

5.  Adax SA  X     

6.  Adval Tech   X  X   
7.  Aebi & Co AG      X 

8.  Aero Consultants AG  X     

9.  Aeschlimann AG Decolletages  X     

10.  Akzo Nobel Car Refinishes AG      X 

11.  Alducto AG  X     

12.  Allega AG  X     

13.  ALME AG  X     

14.  Alois Birrer AG      X 

15.  altra schaffhausen  X     

16.  AluVal SA  X     

17.  ALUWAG AG  X     

18.  AMAX AUTOMATION AG    X   

19.  Amsler Laeppfinish AG  X     

20.  AOS Technologies AG      X 

21.  Apag Elektronik AG  X     

22.  Armin Notter AG  X    X 

23.  arsenco agb  X    X 

24.  Asetronics AG  X     

25.  ASS AG Antriebstechnik  X     

26.  Autokühler AG  X     

27.  Bader + Co  X     

28.  Banner Batterien Schweiz AG  X    X 

29.  Baumann Federn AG  X     

30.  Beka St‐Aubin SA  X     

31.  Benteler Automotive SA  X     

32.  BERGER AG    X   

33.  Berlac AG  X     

34.  Besta AG    X   

35.  Beutler Nova AG    X   

36.  Biro AG  X  X   
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  Relevant companies within the  
Swiss Automobil industry 

Suppliers  Equipment and 
tool  

manufacturers 

others 

37.  Blattner Werkzeugbau AG  X     

38.  BMW Sauber AG  X    X 

39.  Bodycote Wärmebehandlung Schweiz 
AG Betrieb Urdorf 

X     

40.  Bomatec  X     

41.  Bossard Group  X     

42.  Brönnimann AG, Industrielackierwerk  X     

43.  Bruderer Ag    X   

44.  BRUSA Elektronik AG  X    X 

45.  Bucher Leichtbau AG  X     

46.  Bucher‐Guyer Industries AG      X 

47.  BUCHER‐MOTOREX‐Gruppe  X    X 

48.  Bühler Druckguss AG  X     

49.  BURRI SA  X     

50.  Calag Carrosserie Langenthal AG  X    X 

51.  Carosserie Rölli AG  X    X 

52.  Carrosserie Baldinger AG  X    X 

53.  Carrosserie Rusterholz AG  X    X 

54.  CEA SA  X     

55.  Ciba  X     

56.  Cicor Technologies AG  X     

57.  Clariant (Produkte) Schweiz AG    X   

58.  cobrax system engineering  X    X 

59.  Collano AG  X     

60.  Comvat AG  X     

61.  ConGlobo GmbH  X    X 

62.  CONRAD AG  X     

63.  CSEM SA Centre Suisse d'Electronique et 
de Microtechnique 

X     

64.  CSM Instruments SA    X  X 

65.  Dätwyler Rubber  X     

66.  J.Baertschi SA Décolletage de Précision  X     

67.  Derendinger  X    X 

68.  DGS Druckgusssysteme AG  X     

69.  DIHART AG    X   

70.  distec ag  X     

71.  DIXI Cylindre  X     

72.  Dolder AG  X     

73.  Druag Druckguss AG  X     

74.  DSM  X     

75.  Du Pont de Nemours International S.A.  X     
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  Relevant companies within the  
Swiss Automobil industry 

Suppliers  Equipment and 
tool  

manufacturers 

others 

76.  Duralloy AG Schweiz      X 

77.  Duresco GmbH  X     

78.  EAO Verkauf (Schweiz) AG  X     

79.  Ecochip Chiptuning Research  X     

80.  EFTEC AG  X     

81.  EJOT  X     

82.  EMS‐CHEMIE AG  X     

83.  EMS‐GRIVORY  X     

84.  EMS‐PATVAG  X     

85.  EnDes Engineering und Design AG  X    X 

86.  Enzmann Automotive GmbH      X 

87.  ERAM AG    X   

88.  Erich Günter GMB Technik    X   

89.  Esoro  X    X 

90.  Etampa Holding AG  X     

91.  Eugen Seitz AG  X     

92.  Fab Design AG  X    X 

93.  FABA Fahrzeugbau AG  X    X 

94.  Fahrzeug Bächli AG  X    X 

95.  Fankhauser AG Fahrzeugbau  X    X 

96.  Fässler AG    X   

97.  FBT AG  X    X 

98.  Federtechnik Kaltbrunn + Wangs  X     

99.  Feinstanz AG  X     

100.  Feintool‐Gruppe   X  X   
101.  FHS Frech Hoch AG      X 

102.  Fischer AG     X   

103.  Fischer Reinach AG  X     

104.  FMS‐Drehtechnik    X   

105.  Forster Rohr‐  & Profiltechnik AG  X     

106.  Fortatech AG  X     

107.  Forteq Derendingen AG  X     

108.  Fritz Landolt AG   X     

109.  Fritz Studer AG    X   

110.  Fritz Schiess AG Feinschnitt‐ und Stanz‐
werk 

X     

111.  FTS‐Altstätten AG Meusburger      X 

112.  Gebrüder Schaad AG Räderfabrik  X     

113.  Genossenschaft VEBO  X     

114.  Georg Fischer AG  X     

115.  Georg Kaufmann Formenbau AG    X   

116.  Geser Fahrzeugbau      X 
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  Relevant companies within the  
Swiss Automobil industry 

Suppliers  Equipment and 
tool  

manufacturers 

others 

117.  Gewinde Ziegler AG  X     

118.  Giesserei Hegi AG  X     

119.  Glas Trösch AG Autoglas  X    X 

120.  Glutz AG  X     

121.  Gossweiler & Schreiber  X    X 

122.  Güdel AG    X   

123.  Gurit Holding AG  X     

124.  Hajek Steuerungstechnik GmbH  X     

125.  Häni + Co AG  X     

126.  Hans Christen AG  X     

127.  Hans Oetiker AG  X     

128.  Härterei Gerster AG  X     

129.  Heinrich Schmid Maschinen‐ u. Werk‐
zeugbau AG 

  X   

130.  Heinz Hänggi GmbH / Barnes Group  X     

131.  Hélios A. Charpilloz SA  X     

132.  Hemmann Schleiftechnik    X   

133.  Heribert Schmid AG  X     

134.  Hermann Andres AG  X    X 

135.  HESS  X    X 

136.  Hexagon / Leica Geosystems AG    X   

137.  Högg AG  X     

138.  Hommel‐Movomatic      X 

139.  Honex AG  X     

140.  Honeywell Turbo Technologies SARL   X     
141.  Horlacher AG      X 

142.  HUBER+SUHNER  X     

143.  Hug Filtersystems AG  X    X 

144.  Hugentobler Fahrzeugbau ag      X 

145.  Humbel Zahnräder AG  X     

146.  Hydac AG Schweiz    X   

147.  Hydrel GmbH  X     

148.  Imoberdorf AG    X   

149.  InduLaser AG   X     

150.  INTERVALVES SA  X     

151.  IonBond AG Olten  X  X   

152.  Iveco Motorenforschung AG  X    X 

153.  Jansen AG   X     

154.  Jaquet Technology Group  X     

155.  JCEM GmbH    X   

156.  Jehle AG / Techron  X     

157.  Jenny + Co AG  X     
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  Relevant companies within the  
Swiss Automobil industry 

Suppliers  Equipment and 
tool  

manufacturers 

others 

158.  JESA AG/SA  X     

159.  Kaiser AG Fahrzeugwerk      X 

160.  Kaltbrunner AG  X     

161.  Kistler Instrumente AG  X  X   

162.  Klingelnberg AG  X  X   

163.  Knöpfel AG  X     

164.  Koenig Verbindungstechnik AG  X     

165.  Komax AG    X   

166.  K‐Profile AG  X     

167.  Kran + Hydraulik AG      X 

168.  Krapf AG  X    X 

169.  Kulicke & Soffa, Müller Feindraht AG  X     

170.  Kunststoff Schwanden AG  X     

171.  Lamineries MATTHEY SA  X     

172.  Lanz + Marti AG  X    X 

173.  Laubscher Präzision  X     

174.  Leister Process Technologies      X 

175.  LEM SA  X     

176.  LEMCO SA  X     

177.  Liebherr Maschines Bulle S.A.      X 

178.  LKS AG Luftkissensysteme    X   

179.  Louis Prétat SA Maschinenfabrik  X     

180.  Lumaplast AG  X     

181.  Mägerle AG    X   

182.  MAHLE Motorkomponenten Schweiz AG  X     

183.  Marcel Boschung AG  X    X 

184.  Maxon Motor AG  X     

185.  Mecanor SA  X  X   

186.  Mecatech AG  X     

187.  Metaltec AG  X     

188.  Mewag Maschinenfabrik AG    X   

189.  Meyrat SA    X   

190.  Michel Präzisionstechnik AG (Microcom‐
ponents AG) 

X     

191.  Michelin Compagnie Financière  X    X 

192.  Microcomponents SA  X     

193.  MiCS MicroChemical Systems SA  X     

194.  Mikron SA Boudry    X   

195.  MMG Martigny Sàrl Fonderie d'alumi‐
nium 

X    X 

196.  Montech AG    X   

197.  Mühlemann AG (Feintool)  X     
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198.  Muster  X     

199.  NAVTEQ Switzerland GmbH  X    X 

200.  NEIDA AG  X     

201.  Nencki AG  X    X 

202.  NETSTAL Maschinen AG    X   

203.  Neuhaus Fahrzeugbau AG      X 

204.  Nexis Fibers AG  X     

205.  Niederhauser Fahrzeugbau AG      X 

206.  Notz Metall AG  X     

207.  Novelis Switzerland SA  X    X 

208.  Nüssli Fahrzeugbau AG      X 

209.  OC Oerlikon Balzers AG  X  X   

210.  Oerlikon Management AG      X 

211.  Ortlinghaus Schweiz  X     

212.  Oskar Rüegg AG  X     

213.  Otto Suhner AG  X  X   

214.  OWT AG  X     

215.  Panolin AG      X 

216.  Paro AG    X   

217.  Pfiffner AG    X   

218.  Planesa GmbH    X   

219.  Polymec    X   

220.  Polyplex AG  X     

221.  Posalux SA    X   

222.  POSIC SA  X     

223.  Promatec Automation AG    X   

224.  Promec AG    X   

225.  protoscar ag  X    X 

226.  Pyrodur AG  X     

227.  Quadrant  X     

228.  RB‐Cema AG  X     

229.  Rieter Automotive Systems 
Rieter Automotive Management AG  

X     

230.  Rinspeed      X 

231.  Robatech  X     

232.  Robert Bosch AG Blaupunkt Car Multi‐
media (Otelfingen) 

X    X 

233.  Rockwell Automation AG    X   

234.  Ronal    X   

235.  Rotaform AG  X     

236.  Rothrist Rohr Scheiz AG  X     



 
80Automotive Industry Switzerland- Survey 2008 

 

  Relevant companies within the  
Swiss Automobil industry 

Suppliers  Equipment and 
tool  

manufacturers 

others 

237.  Roundtech AG  X     

238.  ROVET AG  X     

239.  RUAG Components  X     

240.  Saia‐Burgess Murten AG  X     

241.  SAK Auto Kabel AG  X    X 

242.  Satrotec  X     

243.  Sauter Engineering+Design      X 

244.  Saxonia AG  X     

245.  Schaffner EMV AG  X     

246.  Schleuniger AG    X   

247.  Schmidhauser AG  X     

248.  Schranz CNC Fertigung  X     

249.  Seckler AG    X   

250.  Sefar AG  X     

251.  Sensirion AG  X     

252.  Sevex AG  X     

253.  SFS intec AG  X     

254.  Siemens VDO Automotive AG, Schweiz  X     

255.  Sika AG  X     

256.  Silcotech  X     

257.  Sintron AG     X     

258.  SOCODIM S.A.  X     

259.  Soutec Soudronic    X   

260.  Springfix AG  X     

261.  Stamm AG       

262.  StarragHeckert    X   

263.  Steeltec  X     

264.  Step‐Tec AG    X   

265.  Sterki Fahrzeug‐ Motorentechnik      X 

266.  LEONI Studer AG  X     

267.  Stuker Reisemobile GmbH      X 

268.  Styner+Bienz FormTech AG  X     

269.  Sutter AG Lungern  X    X 

270.  SVOX AG  X     

271.  Swiss Microtech  X    X 

272.  SwissFlock AG  X     

273.  Swissmetal Industries AG   X     

274.  Swisstronics Contract Manufacturing AG    X   

275.  Swisstulle AG  X     

276.  Taracell, R. Meiers Söhne AG  X     

277.  Technica AG    X   
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278.  TELSONIC AG    X   

279.  Teltronic AG  X     

280.  TeZet Technik AG      X 

281.  Thyssenkrupp Presta AG  X     

282.  Tisel Lackiertechnik AG  X     

283.  Tony Brändle AG Wil      X 

284.  TopCoat GmbH für  
Oberflächenveredelung 

X     

285.  Trikon Solutions AG  X     

286.  Trösch AG Fahrzeugbau      X 

287.  TRW Switzerland GmbH  X     

288.  Tschudin + Heid AG    X   

289.  Tschudin Schleif‐& Ladesysteme    X   

290.  Unipress AG  X     

291.  URBEN + KYBURZ AG  X     

292.  Vallotech SA  X     

293.  VEITH AG  X     

294.  Viktor Meili AG      X 

295.  Vogt AG      X 

296.  Vogt AG Verbindungstechnik  X     

297.  Voumard     X   

298.  W. Klingler Fahrzeugtechnik AG  X    X 

299.  Wagner AG  X     

300.  Walde AG      X 

301.  Weber Sportcars      X 

302.  Wecotech AG  X     

303.  Weidmann Plastics Technology  X     

304.  Wendt GmbH  X     

305.  Wenko AG Swissauto      X 

306.  wez Kunststoffwerk AG  X     

307.  Willi Frehner AG    X   

308.  WKW Kunststofftechnik AG  X     

309.  Zbinden PCB AG  X     

310.  Zimmer GmbH, Business Unit DynaForge  X     
aThe companies have been categorized according to where their main business focus is. The list 
represents the status of written enquiry (February 2008).  
bCompany took part in the study but does not exist today. 
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