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Geneva’s discreet
undercurrent of high-power 
creativity

Why Geneva is your best choice in Europe 

The luxury of a diverse population
Newell Rubbermaid moves key people to Geneva - and fills 40% of its new EMEA HQ locally 

Inspiring motivation
MCI creates events that reach hearts and minds 

Creative performance 
Young & Rubicam Brands Geneva brings global vision

to campaigns for Geneva-based organizations 

Training in creativity
HEAD, ECAL and CREA prepare a new generation of talents

Creativity. It’s hard to define.
It can even be invisible. Geneva runs on it.



What makes a place creative? The obvious 
answer, as Plato wrote over 2000 years ago, 
is necessity. Places affected by necessity (war 
zones, blighted environments, the rubble after 
disaster or even where unemployment is in 
double digits) generate a great deal of the kind 
of creativity needed for solving day-to-day pro-
blems, the creativity of desperation.

Tranquil places, on the other hand, that have 
long enjoyed peace and prosperity, that have a 
stable society and labor relations, a reliable in-
frastructure and quality schools, a good climate 
and quality of life, are somehow expected to be 
less creative. This notion is odd. The highest 
level of creativity – the ability to come up with 
something that will have an impact on how other 
people live their lives - is most likely to appear 
where creative people can get on with their work. 

In fact, the more of those people, the better. 
What really pinpoints a peaceful place on 
the map is when the critical mass of crea-
tive people reaches what the writer Malcolm 
Gladwell calls the “tipping point”.

The Lake Geneva Region is one such peace-
ful place whose tipping point into world-class 
creativity has steadily been building over 
the past few years. Arguably, it was here all 
along: in Geneva’s vibrant alternative-culture 
venues; in its universities, art schools and 

We all know of great ideas and products that 
came about by “chance” because the right in-
formation somehow managed to find its way to 
the person who needed it. We also know that 
many great ideas never make it out of the lab. 

To encourage creativity and innovation, we 
must first break down the walls that separate 
people who, a priori, seem to have no connec-
tion. These “unlikely” encounters allow for a 
fertile exchange of information that can spark 
new ideas. The new Geneva Creativity Cen-
ter (GCC) promises to be such a front-line of 
confrontation between research and industry. 

The GCC is the latest in a progression of en-
deavours to bridge the gap between universi-
ty research and industry in the Lake  Geneva 
Region.

Creativity means business
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research labs; among the unusually high concen-
tration of independent graphic designers, photogra-
phers, web designers, musicians, artists and wri-
ters; inside the host of foundations throughout the 
region; in the vast expertise and field experience 
concentrated in UN agencies and NGOs; in the 
headquarters of some of the world’s most success-
ful global companies; even in the fact that interes-
ting people have a habit of turning up in Geneva. 
Twenty years ago, the World Wide Web was inven-
ted here, at CERN (the European Organization for 
Nuclear Research) - proof enough that a lot goes on 
under Geneva’s quiet surface.

“Innovation is a general driving force for all sectors 
in the Lake Geneva Region and creativity is at the 
heart of Geneva’s economic development strategy,” 
says Daniel Loeffler, Director of the Economic 
Development Office.

The brief: Be creative
There are two sectors where this concentration is 
particularly clear: marketing and communications. 
The number of multinationals that have established 
important marketing functions here is growing stea-
dily, making the Lake Geneva Region a European 
hub of creative work. 

Pierre-François Unger

Minister of Regional Affairs, Economy and Health
Republic and State of Geneva

Novelty plus impact  -   creativity drives business in the Lake Geneva Region

“Geneva has the concentration of 
knowledge to develop this cluster” 

“The presence of major consumer goods companies 
here has created an impetus for the communications 
sector to move here, too,” says Daniel Loeffler. “So, 
now we have a concentration of global players in-
volved in marketing, advertising, consumer research, 
design and packaging, as well as highly specialized 
local companies. It’s a win-win situation because big 
groups bring their global knowledge and contacts 
and smaller ones, fast-breaking new ideas.”  

A clear sign of this concentration is the growth of The 
Geneva Communicators Network, an organization of 
communication professionals working in the Geneva 
region. 

“When we started the Geneva Communicators 
Network in 2006, we would have 10-20 people at 
our breakfasts,” says co-founder Glenn O’Neill*. 
“Now we have almost 900 members. It has really ou-
tgrown our expectations.”  

Expectations are based on perceptions. And Gene-
va’s reputation does not yet do full credit to a city 
that devotes over 20% of its budget to culture. ”Ge-
neva’s image is lagging behind the reality, as a crea-
tive, multicultural city,” says Marcus Brown, CEO of 
Young & Rubicam Brands Geneva. ”But that’s an 
opportunity...” n

In the mid 90’s, we began helping start-ups in terms 
of financial support and coaching. The gap between 
research and industry grew smaller but it wasn’t 
enough; we needed to go further upstream. The 
next step was to set up incubators in biotechnology 
(Eclosion) and innovative technology (Fongit) and, 
soon, in Cleantech. Again, the gap has grown smal-
ler but is still too big. Last year, we went even further 
upstream by supporting the launching of La Muse, 
a lightly-structured service open to independents 
and small companies to help capture ideas and 
promote exchange. Now, with the GCC, we hope to 
provide the final link in the creative chain. 

Freedom of expression is vital to creativity. It is no 
coincidence that one of the symbols of Geneva is the 
Place des Nations, the heart of international Geneva, 
where anyone can come to make his cause more      
visible to the world.

Freedom and the promise of “unlikely” encounters

*Glenn O’Neil is also the founder of Owl RE, which supports
organizations in analyzing, assessing and evaluating activities
in the communications, training/events and development fields.



Say you make candy bars. Your research department 
has learned that Z, a traditional plant-based substance 
has a delicious exotic-fruit flavour and is exceptionally 
high in protein. Historical records show that the Hofalutl 
people of the Arcadian jungle have been eating Z for ge-
nerations, so it appears to be safe for human consump-
tion. Should you invest in developing a new Z-based 
health-food bar? Should Z’s “story” be included in the 
marketing drive? It sounds like a no-brainer. 

Not so fast. Suppose an activist group decides to make 
your company part of its campaign against “exploiting 
indigenous people”? Or if someone (your biggest com-
petitor?) starts a rumour that Z is the cause of the high-
rate of flat-feet among the Hofalutl, turning up old foo-
tage of a limping child in traditional dress munching on 
Z. Suddenly, the “risk of Z” goes viral across health-food 
blogs worldwide, spreading to parent websites, ending 
up on daytime TV talk-shows. Unless you’ve anticipated 
and prepared to head off this kind of development, your 
R&D and branding efforts, not to mention your reputation, 
could be in jeopardy.

Z is a hypothetical case, of course, but it is typical of the 
sort “non-market forces” that Tsquared Consulting Par-
tners, newly based in Geneva, helps companies ana-
lyse, anticipate, and plan for. 

“What are the emerging opportunities and threats and their 
potential impacts on the ‘rules of the game’?” asks co-foun-
der and managing director, Mathieu Trépanier. “How 
are consumer perceptions evolving? Who are the influen-
cers? What are their positions and strengths? Is a particular 
trend a passing fad or does it have staying power?”

By exploring such questions, Tsquared’s methodology 
offers companies, international organizations and go-
vernmental institutions insights into their particular “bu-
siness ecosystem”. For, in business as in biology, eve-
rything depends on the ecosystem in which you operate 
and its dynamics. “Companies are faced with a world that 
is more and more complex, thanks to globalization, new 
information technology, decentralization, and the erosion 
of trust in traditional institutions,” explains Dr Trépanier. 
“While observers and pundits note the growing role of 
NGOs and interest groups in international affairs and 
talk of ‘soft governance’, these players also increasingly 
shape business outcomes.”

Dr Trépanier gives the example of consumers, who are 
increasingly interested in the environmental and social 
“footprint” of the products they buy and technology is now 
offering them a way to keep track. “iPhone apps such as 
Barcoo now empower consumers. They can scan bar 
codes and obtain a red or green light based on how the 
company or brand is performing in terms of environmen-
tal awareness. Other applications are geared towards 
the safety of chemicals found in cosmetics. While some 
apps are still cumbersome to use, the area is clearly ripe 
for significant developments and companies need to pre-
pare for the strategic and tactical implications of this,” he 
concludes.

Although Tsquared leverages inputs from its global experts 
network, Mathieu Trépanier and co-founder Caroline Thi-
bodeau chose to establish the company in Geneva. “We 
wanted to build upon our U.S.-based consulting experience 
and Geneva emerged as a strong location because of the 
density of players here and because we can find broad-
thinking, multilingual, creative people capable of performing 
non-market analysis and to ‘connect the dots’. Getting the 
right people is critical for us”, says Caroline Thibodeau des-
cribing on-going recruitment efforts.

Tsquared’s holistic approach to strategic foresight integrates 
cutting-edge research in strategy, political economy, as well 
as social and moral psychology. The firm also leverages 
advanced computational linguistics and text-analysis tech-
niques to measure the wider patterns of trends and issues 
for its clients across sectors including foods and beverages, 
cosmetics, hotels, pharmaceuticals, medical devices, finan-
cial services, as well as public institutions.

“We are interested in the point at which there is a dramatic 
change in the way people relate to a product or company, 
when a paradigm struggle becomes a paradigm shift. 
The tobacco industry is a good example: it began to get 
its first attacks in the 1970s and, 15-20 years later, faced 
massive lawsuits and very stringent regulation. Many to-
bacco executives didn’t see it coming. But, if you know 
where to look, you start to see warning signs early on.” n
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www.tsquaredconsultingpartners.ch
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Mapping
paradigms 

Tsquared helps companies
see what’s coming

“How are perceptions evolving?
Who are the influencers?” 
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New companies in Geneva are usually surprised to find that they 
can fill many of their human resource needs locally. First, the pre-
sence of so many international communities here provides a well 
of language abilities and multicultural understanding. The world is 
well-represented in Geneva. Second, Geneva’s excellent school 
system - from kindergarten through post-grad and executive trai-
ning - results in a population that is able to take on any task. Third, 
there is an extraordinary amount of different activities going on in 
Geneva - from the United Nations and international NGOs to fine 
watchmaking, jewelry, private banking, trading and trade finance, 
biotechnology, security and surveillance, precision tools, medtech, 
cleantech, flavors and fragrances, fine writing materials… the list 
goes on and on. Geneva is anything but a one-company or, even, 
one-industry town. In turn, these companies bring added value to 
the Geneva economy in terms of direct and indirect employment, 
reinforcement of expertise and new innovation capabilities. In this 
section, two very different companies explain why they have made 
the move to Geneva - and what they bring with them for Genevans.

Caroline Thibodeau and Mathieu Trépanier,
co-founders of Tsquared Consulting Partners



6

Made up of 15 different nationalities, Newell Rub-
bermaid’s new EMEA headquarters reflects the di-
versity of Geneva’s own cosmopolitan labor market. 
And it is still growing. “We have already found 40% 
of our staff at all levels in the local market and a 
few posts still need to be filled, including a number 
of top management positions,” says Eduardo Senf, 
President, Newell Rubbermaid International. 

The new Geneva headquarters centralizes key de-
cision-makers from all over Europe. “The strategy 
is to create a powerful and well-integrated team 
pursuing one direction for the different markets of 
the EMEA. Co-localization and collaboration will 
reinforce the efficiency and effectiveness of our de-
cision-making process and shorten our time to mar-
ket,” says Mr Senf.

In addition to being the new EMEA headquarters, 
the Geneva office also houses Newell Rubber-
maid’s Fine Writing and Luxury Accessories 
Global Business Unit - “the only GBU outside the 
United States,” according to its President, Jean-
Charles Hita. Newell Rubbermaid’s fine-writing 
brands - Parker, Waterman and Rotring - will now 
be managed globally from Geneva. “Geneva is a 
natural fit for our Fine Writing and Luxury Accesso-
ries business,” says Mr Hita.
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Newell Rubbermaid 
moves luxury brands
to Geneva 
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www.newellrubbermaid.com

“The creative network here is very strong and we 
want to develop synergies that will allow us to pro-
duce new product concepts,” says Eduardo Senf.

Innovation is “the common point in all of our brands,” 
he adds. Whether it is a new kind of patented saw 
(the Irwin Universal Handsaw) three times faster 
than competitors, a commercial cleaning bucket 
that filters dirty water (the Hygen Clean Water Sys-
tem) and its microfiber mop that virtually eliminates 
germs, or a new take on traditional handwriting ins-
truments, Newell Rubbermaid focuses on improving 
products.

To illustrate his point, Eduardo Senf takes out se-
veral new Paper Mate pens. “The majority of com-
ponents in this pen are biodegradable. And this one 
has a pigmented gel ink that delivers smooth writing 
performance in many different bold colors.” 

“Fine Writing & Luxury Accessories is a fast-evolving 
sector. We are constantly proposing new innovative 
features to consumers,” says Mr Hita.

Newell Rubbermaid intends to make the best of Ge-
neva’s talent to do so. “The Lake Geneva region of-
fers a lot of niche companies and research labs that 
we intend to look into,” says Eduardo Senf. n

Both Geneva’s renown as a capital of luxury brands, 
as well as its concentration of expertise, entered into 
its choice as a business base. Specifically, Mr. Senf 
cited the presence of other leaders in fine writing 
instruments.

“The Lake Geneva Region is a center of excellence 
in luxury goods, marketing and innovation and our 
Fine Writing and Luxury Accessories business will 
be able to leverage closer relations with other luxury 
brands,” he says.

“Geneva was an easy decision. It is the right size 
and has the right atmosphere. Geneva offers us 
many opportunities to grow and bring in brands that 
matter,” he adds.

Being in Geneva also allows the company to be clo-
ser to specialist suppliers for some of its high-end 
products for Parker and Waterman. 

Eduardo Senf and Jean-Charles Hita say that Newell 
Rubbermaid is looking forward to collaboration with 
the top art/design and engineering schools in the re-
gion, such as HEAD, ECAL (see following articles) 
and the Federal Institute of Technology Lausanne 
(EPFL).

“The creative network here is very strong 
and we want to develop synergies that will 
allow us to produce new product concepts”

Jean-Charles Hita, President, Fine Writing and Luxury 
Accessories Global Business Unit, Jean-Charles Magnin, 
Director of Economic Affairs of the State of Geneva and 
Eduardo Senf, President, Newell Rubbermaid International

“The Lake Geneva Region is a center of ex-
cellence in luxury goods, marketing and in-
novation”
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About Newell Rubbermaid
Newell Rubbermaid is a global marketer of 
consumer and commercial products that 
touch the lives of people where they work, 
live and play. Its strong portfolio of brands 
includes Dymo®, Waterman®, Parker®, 
Goody®, Sharpie®, Graco®, Teutonia®, 
Aprica®, Irwin®, Lenox®, Paper Mate®, and 
Rubbermaid Commercial Products®.

n Global headquarters in Atlanta
n EMEA headquarters in Geneva
n Geneva office consolidates several
 European offices (France, Luxemburg,  
 Belgium and Germany) in one location

Photos left page and below:
examples of products from different brands of Newell Rubbermaid

7

“Brands that matter”
n Over 70 acquisitions in 30 years
n Three sectors:
 Office Products; Home & Family; Tools,   
 Hardware and Commercial Products
n Expecting 3-4% core sales growth in 2011

Writing well
n Parker
n Waterman
n Rotring

“Help us grow!”
Newell Rubbermaid has already hired 40%
of its 150-staff Geneva headquarters locally 
and continues to seek excellent candidates
at all levels.
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Planned serendipity

The “GCC” of the new Geneva Creativity Center 
could also stand for Geneva Confrontation and Col-
laboration. That is, the confrontation of ideas and 
collaboration on finding solutions. 

Providing a space for science and industry to meet 
and share expertise is the goal of this new joint pro-
ject of the University of Geneva (UNIGE) and the 
University of Applied Sciences - Western Swit-
zerland (HES-SO/Geneva). The Office for Promo-
tion of Industries and Technologies (OPI) and the 
Geneva Industrial Union (UIG) are also supporting 
this important new stimulus to local industry. 

The GCC makes the most of the fact that the 
Lake Geneva Region has both great schools and 
research labs as well as a local economy that is 
exceptionally diversified across such industrial 
clusters as biotech, medtech, cleantech, microen-
gineering, machine tools, flavours and fragrances, 
luxury goods and ICT. Multinationals, hi-tech niche 
companies and start-ups are all amply represented. 
Many of these companies have already used to their 
advantage the tremendous research undertaken lo-
cally. Some of the companies were even started by 
scientists at CERN or local university graduates and 
professors. 

“There has always been a gap between research 
and its eventual applications,” says Pierre-François 
Unger, Minister of Regional Affairs, Economy 
and Health. “For research to reach the market, 
create jobs and diversify the economic fabric, this 
gap must be filled. And, as we have seen, the more 
diversified an economy, the better it can withstand 
a crisis.”

By offering opportunities for scientists to meet with 
the people who know best the challenges and po-
tential of high-tech industries, the GCC creates a 
two-way flow of ideas. Several industrial collabo-
rations have already sprung up from these impro-
bable meetings.

For now, the GCC is in its start-up phase. The focus 
is on five identified fields: optical and quantum crypto-
graphy, touch screen technology, aerospace, air-wa-
ter purification, new materials and surface sciences. 
Professors at UNIGE and hepia Geneva (Technolo-
gy, Architecture and Landscape), one of the HES-
SO schools, are overseeing its first steps. These two 
institutions are complementary. “Pure science carried 
out at UNIGE explores new fields and tests the path 
towards the future. Applied research at hepia uses ac-
tual knowledge to propose technical solutions and im-
prove processes,” says Dr Yves Leuzinger, Director 
of hepia. Together, Unige and hepia are a powerful 
resource for finding innovative solutions for industry. 

Even through its name, the Geneva Creativity Cen-
ter puts the emphasis on the need for fresh thinking 
in science. But what are the ingredients for creativity? 
Jorge Cors, University of Geneva physics professor 
and head of a research team in materials science 
for the national scientific research program MaNEP, 
quotes his own list. First, an ambitious, yet attainable 
objective. Second, adequate resources. Third, rapid 
feedback to stimulate motivation. Fourth, a positive 
work environment. And, finally, absence of fear of failure.

Creators of the new Geneva Creativity Center are 
betting that the new venture will provide these ingre-
dients. And that the outcome will be good for business, 
good for science and good for local employment. n

The new Geneva
Creativity Center 
pulls science
and industry 
closer together

Putting Geneva 
on the creative map
Creativity is about people.
Geneva has those people. 
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www.creativitycenter.ch

In Focus: 

Creativity has many definitions. On 
one level, creativity is simply the 
ability to respond to day-to-day pro-
blems. At a much higher level, creati-
vity is being able to come up with so-
mething that has a major impact on 
how other people think, feel and live 
their lives. In this combination - no-
velty plus impact - creativity is what 
drives business today. 

When you work in a creative indus-
try (is there any other kind today?), 
it helps to be based in a place that 
encourages creative thinking. It helps 
your image, too. The fact that com-
panies like MCI, Label.ch, Creative 
Factory, LIFT, Hyperweek and Pro-
paganda all started in Geneva and 
still have their home bases here says 
something. There are many others 
of the same high caliber and literally 
hundreds more that have chosen the 
Lake Geneva Region as a European, 
EMEA or global base. 

In one of the following articles, Mar-
cus Brown, CEO, Young & Rubicam 
Brands Geneva, explains why he is 
actively working to tip Geneva’s repu-
tation into the recognition he feels it 
deserves: to attract the best people to 
his firm and to keep them motivated.

For in the end, creativity comes down 
to human contact and the free ex-
change of information. Contact and 
exchange is especially rich a place 
where the entire world is represen-
ted in microcosm. And it is unusually 
easy in a city on a human scale like 
Geneva. As Act in Kind founder Emily 
Sahakian says in a later interview, “In 
Geneva, if you need something, you 
can reach out and ask to come in for 
a meeting.” 
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Young & Rubicam Brands Geneva is just 
one of many offices of WPP, the world’s big-
gest (140,000 employees) communications 
company. So, why did WPP choose its Geneva 
office to set up a uniquely integrated struc-
ture? Because of some Very Important (and 
Diverse) Customers…

Having P&G, Nestlé or Caterpillar as clients would 
be reason enough for any service-provider to come 
to Geneva. Yet Young & Rubicam was well-aware 
that the region’s aggregate of clusters was offering a 
range of clients, from multinationals and start-ups of 
all stripes to UN agencies and NGOs. And that most 
of them shared a common denominator: the need for 
global vision.
  
“When you are based in Paris, you are thinking, ‘Will 
this work in Paris?’. Being in Geneva allows us to 
develop communications that will work everywhere 
in the world,” says Marcus Brown, CEO, Young & 
Rubicam Brands Geneva.

Young & Rubicam Brands Geneva has brought eight 
companies with different expertise under one roof. «In 
London, we would be in different buildings and even 
different parts of the city. Here, we co-locate,” says Vic-
toria Dix, Managing Director, Cohn & Wolfe.

Designed to work alone or to pool their expertise, the 
eight companies target clients who need integrated 
communications across different cultures but who 
also want the simplicity and cost-efficiency linked to 
having all the work done by one company.

“Some clients buy into all our services, some just 
parts,” says Marcus Brown. “Our clients come to us 
because they want communications solutions and 
because we have a global network,” says Brown. 
“If we don’t have the resources here, we know that 
somebody somewhere in WPP will have it, so this 
hub office feeds into multi-markets.” 

Global reach can sometimes mean filling all kinds 
of requests. “I once had an NGO board that was 
on a mission to Bangladesh, somewhere way out 
in the field, and in need of a photographer for the 
event,”adds Victoria Dix. “I was able to go through our 
local agency there and find them a good one.” 

Among the most recent campaigns of Young & Ru-
bicam Brands Geneva is one for the UN Refugee 
Agency, UNHCR. Launched on June 20, World 
Refugee Day, the campaign seeks to put the indi-
vidual back at the heart of the mass phenomenon. 
“There are 43 million refugees in the world today,» 
says Marcus Brown. “That figure is so unbelievable 
that we lose the context that we are talking about 
individual lives. The core idea of the campaign is ‘1 
refugee without hope is too many’. The line came 
from a UNHCR delegate in the field who told us her 
experience of having just one seat on a truck for all 
the people who needed to be evacuated. We revised 
the UNHCR’s communications to fit that one core 
message for its fundraising and advocacy.” 

Across the eight brands, the Geneva office includes 
60 people of 14 nationalities working in 11 lan-
guages. “Because there are so many multinationals 
in Geneva, we have access to experienced people 
who move here with their partners. We also recruit 
graduates here who are multilingual and multicultu-
ral.” The Lake Geneva Region’s excellent art scho-
ols, Marcus Brown notes, are helping to develop 
top-level creative people. (See articles that follow on 
HEAD, ECAL and CREA.).

“It is a creative industry, so we ask our people to apply 
creativity to everything they do,” Brown says. “To keep 
the atmosphere creative in-house, Young & Rubicam 
Brands Geneva takes a playful approach, including www.yrbc.com

P
ut

tin
g 

G
en

ev
a 

on
 th

e 
cr

ea
tiv

e 
m

ap

How the eight companies of Young & Rubicam 
Brands Geneva make the most of Geneva’s 
world-centric view

Bringing ideas to life

‘Bring your Pet to Work’ days and a ‘Feed Your Brain’ 
allowance of 200CHF per year to spend on anything 
the staff member chooses.” All staff members have 
to take some kind of formal training program every 
quarter, he adds, and Y&R is open to the idea of sab-
baticals because “they keep people fresh and in our 
company”. 

Marcus Brown also wants the people at Young & Ru-
bicam Brands Geneva to apply creativity outside the 
office by participating in the numerous activities that 
Geneva offers. “We send a memo out every Thurs-
day to let our staff know what’s hot on in Geneva that 
week-end. We want them to break the Blackberry ha-
bit, to get out and re-charge their batteries.”   

Marcus Brown says that he was himself amazed to 
learn that Geneva devotes a larger share of its bud-
get to culture - over 20% - than any other European 
city. “Geneva’s image is lagging behind the reality, 
as a creative, multicultural city,” says Marcus Brown. 
“But that’s an opportunity...”  

And he sees Young & Rubicam Brands Geneva hel-
ping to meet that opportunity. “We want to put Ge-
neva on the creative map because it is motivating to 
our team and because our creative work will also be 
judged by where we have our base.”  

Part of Marcus Brown’s strategy is to be visible. In 
May, he was a judge at the Global Festival of Media 
Awards, held this year in Montreux, celebrating the 
“very best in media thinking from around the world”. 
He also sits on the Council of the European Associa-
tion of Communication Agencies. “By showcasing the 
work we do here, we can help to put Geneva on the 
creative media map,” he says. n

“Being in Geneva allows us to develop 
communications that will work
everywhere in the world” 
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WPP most creative
parent group
WPP, the global communications services 
group of which Y&R is a part, won big at the 
2011 Cannes Lions International Festival of 
Creativity. It was the first time that the Cannes 
Lions measured and recognized creative 
performance at the parent company level. 

Under one roof
Young & Rubicam - advertising
Cohn & Wolfe - public relations
Landor Associates - branding and design
Mediaedge: cia - media planning and buying
Wunderman - direct marketing
Sudler & Hennessey - healthcare
communications
VML - digital marketing
Y&R Business Communications - 
B2B communication

Why brands matter   
“Brands matter more than ever today. In the 
escalating din of global choice and compe-
tition, brands are the most effective way of 
cutting through the racket to reach people’s 
hearts and minds,” says Tessa Westermeyer, 
Office Leader, Landor Geneva. «Landor’s 
Geneva office has been operating for more 
than five years. Our primary client is Proc-
ter & Gamble, the world’s leading consumer 
goods company.” 

Reach the heart 
One of the new alliances Young & Rubicam 
Brands Geneva has formed here is with Flux 
Laboratory, whose mission is to link arts with 
brands and businesses (see following article). 
“Cutting-edge brands have to reach audiences 
in cutting-edge ways,”  says Young & Rubicam 
Brands Geneva CEO Marcus Brown.

“We want to put Geneva
on the creative map” 

Victoria Dix, Managing Director, Cohn & Wolfe and Marcus Brown,
CEO, Young & Rubicam Brands Geneva 

The campaign 
created by

Young & Rubicam
Brands Geneva

for UNHCR
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People and ideas:
P&G thinks outside
the box

What does “Innovations Marketing” mean at P&G? 
It is about designing and commercializing product and 
service solutions for our consumers that will result in 
building stronger relationships with our brands. 

And “sustainable innovation”?  
At P&G, we define it as innovation that reduces our 
environmental footprint – in the area of energy, wa-
ter or waste – or uses recycled materials or ones 
derived from renewable sources.

Can you give us a few “case studies”
of your department in action? 
In Laundry, our biggest opportunity to reduce our 
environmental footprint comes from encouraging 
consumers to use the cold cycle. Seventy-five per-
cent of the energy used over the whole life cycle is 
concentrated on the usage phase, when the consu-
mers turn the temperature dial on their machine. 
The average wash temperature is 40°. Making them 
“turn to 30” is a major challenge.

The key thing we need to do is to address their main 
barrier for not washing in cold – and that is the belief 
that their clothes won’t be clean. So the surest way to 
convince them to wash in cold water is not to talk about 
environmental benefits but to reassure them that our 
detergent gets the stains out… even in cold water. We 
have developed a product - Ariel Excel Gel - that is 
designed to work brilliantly from as low as 15°C.

You recently taught a course at Geneva’s Graduate 
Institute on engaging with consumers for a tran-
sition to sustainability. What was the main message 
for students? 
I sponsored a student project to help develop stra-
tegies on changing habits to cold – since this is our 
main environmental challenge in Laundry. We want 
to move 70% of the loads to cold washing. The stu-
dent report was excellent, confirmed our own findings 
and also encouraged us to work in close relationships 
with washing machine manufacturers and clothes 
manufacturers.We do a lot of the former; the later 

Procter & Gamble, one of the giants of marketing expertise, has had its 
EMEA headquarters in Geneva for over a decade. In fact, the company 
consistently comes in at the top of an annual poll of the “Best Employers 
in French-speaking Switzerland”. Why Geneva asked Virginie Hélias, 
Marketing Director, Sustainability and Digital Household Care 
EMEA, what creativity and innovation mean in the context of her job... 

is a bit more challenging as the clothing industry is 
very fragmented. But there is an opportunity indeed 
to educate consumers through clothes-washing ins-
tructions tags.  

What does creativity mean to you?  
In my domain, there are no new ideas. Only good 
old ideas that are brought back and made relevant 
for today’s consumers. Ariel was launched in 1968 
as the first biological detergent that cleaned even 
in low temperatures. When we launched our Cool 
Clean campaign in 2005 and encouraged women 
to “turn to 30”, it was perceived as totally new and 
different. So that’s creativity.

How does P&G promote creativity
inside the company?  
We promote Big Ideas and Innovation. We hire 
people for their ability to think outside the box and 
lead. Those are the ingredients needed for “creativity 
that leads to big ideas that lead to leadership brands”.   

Do you work with any local service companies? 
Of course, we don’t have all the expertise we need 
in-house. We often have long-lasting relationships 
with our agencies who develop overtime an inti-
mate knowledge of our brands. They are invaluable        
partners. Most of our agencies are global since most 
of our brands are global. Sometimes, they have lo-
cal offices in Geneva, like Landor, one of the Ariel 
packaging agencies.  

As a city and society, how does the Lake Geneva 
Region rate in terms of creativity, image vs. reality? 
Geneva would not come to the top of one’s mind as 
the most creative city….Yet, many innovative ideas 
and companies have been born here. I am thinking 
of WISeKey in the Internet security domain. Or in the 
field of sustainable buildings, the IUCN (Internatio-
nal Union for Conservation of Nature) headquarters 
is one of the world’s best examples. n

“Geneva would not come to the top of 
one’s mind as the most creative city….
Yet, many innovative ideas and compa-
nies have been born here”
 

P&G EMEA headquarters in GenevaP
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“In my domain, there are no new ideas. 
Only good old ideas that are made rele-
vant for today’s consumers” 

Virginie Hélias, Marketing Director
Sustainability and Digital Household
Care EMEA, P&G



When P&G moved to Geneva, TNS, a world lea-
der in market information, soon followed. In fact, the 
company settled in the same neighborhood as this 
major client. “We asked what we could do better to 
fulfill P&G’s needs and decided that on-site support 
was it,” says Andreas Schurek, Managing Direc-
tor, TNS Geneva. “We meet with them every day. 
As a provider, it helps us to better understand their 
challenges and improve results.”

The Geneva office also enters into a larger context 
for TNS, providing account management and 
consulting support for clients located in Switzerland 
and international clients with headquarters here. 
“From Geneva, we can coordinate market research 
activities around the globe,” says Mr Schurek.

From a two-desk operation, TNS Geneva has 
grown to 10 and “is in the process of hiring three 
more consultants,” says Andreas Schurek. “Geneva 
is a good market for talent because of the broad 
demographics. We act like a small front office pro-
viding consultancy but with a huge global company 
behind us.” n

www.pg.com

14

P
ut

tin
g 

G
en

ev
a 

on
 th

e 
cr

ea
tiv

e 
m

ap

P
ut

tin
g 

G
en

ev
a 

on
 th

e 
cr

ea
tiv

e 
m

ap

Focusing on the individual

Ipsos

As for TNS, P&G was also the initial draw for the global re-
search company, Ipsos. “Our Geneva office started from 
scratch five years ago,” explains Juliette Sicot-Crevet, 
Country Manager, Ipsos Switzerland. “We have grown 
from less than 30 to 95 people. The idea was to take some 
of the people serving P&G in other countries and build ca-
pacity and expertise close to them.” 

Today, the Geneva Ipsos office works in almost all 
P&G categories researching how brands perform, 
how innovation will be received and how advertising 
will be accepted before it airs. But Ipsos Switzerland 
has developed its portfolio of clients, leveraging the 
expertise acquired by servicing P&G. “Last year, Ipsos 
won a big project involving 55 countries for another 
client. We didn’t really expect growth here to be so 
quick and successful,” she says. “Coming to Geneva 
was a good strategic choice.”

Ms. Sicot-Crevet adds that Geneva’s multicultural 
workforce counts as a positive factor for its clients. 
“Ipsos’ clients are international. Our Geneva office in-
cludes over 20 nationalities and that international ex-
pertise here is a plus.” 

“As a research industry, we try to understand all the 
facets of an individual,” explains Juliette Sicot-Crevet. 
“For example, in the citizen role, how an individual 
responds to a government study; in the consumer/
shopper role, how he or she purchases brands; as a 
customer, why he or she is loyal to a particular airline 
or bank or the attitude of individuals towards media. 
We put the individual, in its role of citizen, consumer, 
shopper and customer at the center and strive to 
understand attitudes and behaviors. That’s how you 
build brands that people can bond with and be loyal to. 
Of course, it’s easier said than done!” n

looks at all
the roles
we play

TNS
reinforces
European
market reach 
from Geneva

P&G’s employment philosophy has always been 
to hire young and promote up through the ranks. 
As one of the world’s major corporate brands 
and recognized worldwide as a great place to 
work, P&G would seem to have little difficulty 
filling its needs for new talent. Now, the compa-
ny has introduced a new approach, suitable to a 
generation that has grown up with the Internet, 
video games and social networks. Marc Forgas, 
Geneva P&G Site HR Director and Western Europe 
Employee & Labor Relations Director, explains 
the project.

The pilot program was in October 2010.
Has there been a follow-up this year?
The pilot forum, Virtual Career Fair, was held in 
Spring 2010. In October 2010, we held the first fo-
rum with nearly 900 participants from all European 
countries. Some 200 P&G employees were online to 
chat and answer questions. A new P&G forum, Vir-
tual Career Fair is planned for the end of this year.
 
Is the Virtual Career Fair in other languages
besides English?
The forum is in English – today’s international lan-
guage. This allows participants from different countries/
languages to chat, avoiding any language barrier.  
 

The Virtual
Career Project:
An innovative
approach
to recruiting
top talent

Is this recruitment strategy being done in other 
P&G offices around the world? Was Switzerland 
the first to try it?
The Virtual Career Fair was developed for Western 
Europe from Switzerland with a Western European 
scope. Due to its success, we are considering im-
plementing it for the rest of the world.
 
What kind of in-house expertise did you need
to create this approach? 
Most of the functions within P&G contributed to the 
development of the project. The concept and design 
of the project was led by the HR Talent Supply team, 
the system required the high involvement of the IT 
function, while the content of each “booth” presen-
tation was developed by the appropriate function 
with the support of the Talent Supply team. The re-
sources were from across Western Europe.
 
Do you think this approach is the future
of recruiting?
Our recruiting strategy is to attract the best talents 
as they complete their studies. This innovative ap-
proach allows us to connect with those students that 
we did not reach in our other recruiting activities. 
Our young generation of graduates are tech savvy 
and keen to connect with us virtually. The other ad-
vantage of this approach is that it is very environ-
mental friendly (less travel, less printed material, for 
example). We see this new approach of recruiting 
as complementary rather than a replacement to our 
traditional one. We are also using other channels 
such as Facebook and online communication. n

Marc Forgas, Geneva P&G Site HR Director and Western
Europe Employee & Labor Relations Director

Making online a top priority  
In November, TNS will host an event in Geneva 
called “Digital Life in Switzerland: Who is afraid 
of Social Media?”. TNS also publishes the largest 
global study of digital behavior, Digital Life, based 
on interviews with some 75,000 consumers in 60 
countries, including Switzerland. 

“Geneva is a good market for talent
because of the broad demographics” 

www.tnsglobal.com

The Virtual Career Forum generated 400 can-
didates for employment. In post-event surveys, 
84% of participants called the event “excellent 
or very good” and 86% said that they would re-
commend it to their friends. Inside P&G, 79% 
of staff who participated said that they would 
like to take part in the next forum. 

Chatting with P&G

Fast Facts 
n Countries with Ipsos offices: 67
n Countries where Ipsos does research: 100+
n Clients around the world: 5,000+
n Individuals interviewed each year: 25 million

www.ipsos.com
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How can you make the most of your connection 
with fans and consumers? How do you create a 
buzz around your product or keep valuable em-
ployees connected to the company? By taking a 
page from Facebook and getting people to connect 
on a social media platform, says Raphael Briner, 
Founder & CEO of HyperWeek. 

“Hyperweek helps you build a new kind of social 
network,” he says. “It can change the way unique 
content is surfaced and shared in realtime by using 
microblogging and open streams.” 

Raphael Briner adds that his social media platform 
supports internal communications by facilitating the 
formal and informal groups that form naturally within a 
company. “The activities of these groups increase in-
novation and energize the exchange of ideas across 
departments and disciplines,” he says.

In terms of brand-support and feedback, HyperWeek 
increases knowledge-sharing and creativity among 
consumers and clients. “With a private-label network, 
you can deploy hyperlocal communications, private 
chatrooms, and increase the buzz around your brand 
and premium products/services”, he says.

HyperWeek is more than a network, says Mr Briner. 
“HyperWeek helps you create an environment that 
sparks discussion and makes ideas go viral within 
the company,” he explains.

The platform also allows an organization to dust off 
its content and socialize it to maximum benefit. For 
example, Swiss Television wanted to put its vintage 
TV video online to encourage individuals to contri-
bute their own material. HyperWeek designed a 
social publishing solution so compelling that it has 
become a national online video archive. “Now, ‘su-
per users’ are sharing their family stories on www.
notrehistoire.ch and engaging people in beautiful 
edited groups,” says Raphael Briner. n

Creative
expertise 
made in 
Geneva

One reason so many companies start up and stay 
in Geneva is because they can find great people 
to help them develop. This is especially true in the 
field of communications. 

“What you see in Geneva is a range of communi-
cation services and an increasing range of service 
providers,” says Patricia Goldschmid, co-founder 
of the Geneva Communicators Network. “For 
companies based in Geneva - large or small - 
this means being able to source communications 
needs in the region, which makes ongoing colla-
boration a lot easier. Proximity still counts for a lot.”

The unusual diversity of companies and sectors 
that make of the Lake Geneva Region’s eco-
nomy creates the demand for highly specialized 
communications. And this demand has stimula-
ted the cluster of local service providers. Even an 
incomplete list includes advertising and branding 
agencies, PR firms, product-placement firms, 
translation services, community managers, gra-
phic designers and illustrators, photographers, 
market researchers, Internet designers, printing 
companies, packaging designers and manufac-
turers, video and audio production studios and 
event management. Most of them have expanded 
far beyond their Geneva base, both in terms of 
clients, partners and subsidiary offices. 

In the section that follows, we meet a few compa-
nies that are setting the standard for creativity in a 
number of facets of communications.

Connect, 
share,
engage
HyperWeek’s
next-generation
social media platform 
helps ideas go viral

www.hyperweek.com
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Open a great space in an exuberant part of town 
and let people come. That is basically the ap-
proach that guided the creation of La Muse, an 
upstream center for creativity that has quickly 
established itself in Geneva as a good place to 
meet other creative people.

Everyone is welcome to bring a picnic to La 
Muse on Mondays 12-14:00 to find out what is 
going on. Whether to meet people involved in 
start-ups, build a network, get help with a new 
project, or just to have a temporary desk to work 
from, La Muse is a good place for today’s “nomadic 
worker” or young entrepreneur. n 

www.la-muse.ch

“You can’t organize creativity but you can organize 
the situations that lead to it. And you can do that 
very cheaply,” says Xavier Comtesse, Romandie 
Director of Avenir Suisse and a member of the 
CSPE (Strategic Counsel for Economic Promo-
tion of Geneva). Whether in the form of living labs, 
fablabs, conferences or a co-working space like La 
Muse, the goal is to bring people together.  

The CSPE, in service since January 2001, is com-
posed of 16 members from higher education, go-
vernment and experts in economic development. 
It meets four times a year to discuss strategy for 
developing Geneva’s economy. In a recent report*, 
the CSPE explained how supporting creative in-
dustry promotes overall economic development. 

“During the industrial era, capital was the key is-
sue. In today’s creative era, the key is creative 
people,” says Mr Comtesse. “The challenge is to 
create ways to de-fragment society so that diffe-
rent groups can meet each other.”

Xavier Comtesse says that we should think in 
terms of “ecosystems” rather than “clusters”. To il-
lustrate, he cites the recent growth of the art market 
in Geneva and how it has developed the economy 
of an entire part of town. “In the beginning, there 
was the MAMCO (Geneva’s Museum of Modern 
and Contemporary Art). Galleries began to open 
around it and, in turn, cafés and boutiques. Now, 
that neighborhood has suddenly become a vibrant 
center for design, fashion and nightlife.” 

Incidentally, La Muse is also just around the corner.  
n 

P
ut

tin
g 

G
en

ev
a 

on
 th

e 
cr

ea
tiv

e 
m

ap

Much more
than an office:
picnics,
co-working,
co-creation
and La Muse

* “La créativité: source première de l’innovation.” 

Economic
development
and the 
creative
industry

1716

Xavier Comtesse,
Romandie Director of Avenir Suisse 

and a member of the CSPE
(Strategic Counsel for Economic 

Promotion of Geneva).

“In today’s creative era,
the key is creative people” 
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Motivation is important at Amway, one of the world’s 
largest sellers of fast moving consumer goods 
(FMCG). To inspire and enthuse its top Independent 
Business Owners (the hundreds of thousands of di-
rect sellers who represent Amway products all over 
the world), Amway brings them together for annual 
events. Live events help organizations engage with 
an audience’s heart and mind to motivate and inspire. 
MCI believes face-to-face meetings can improve a 
company’s performance, helping them be more suc-
cessful. So, when the biggest of them all - Amway 
China - wanted to reward its top sellers in 2010, it 
did so in style: by bringing the 1500 of their highest 
achievers (out of 600,000 Amway reps in China) to 
Geneva for a once-in-a-lifetime experience, including 
a spectacular theatrical stage show created and pro-
duced by MCI in collaboration with its new partner, 
the renowned artistic director, Luc Petit.

“It was truly inspirational. Guests experienced a unique 
and unforgettable event,” says MCI Creative Director 
Sophie Deletraz. Comparing the final dinner event to, 
say, an Olympics’ Opening Ceremony is no exaggera-
tion. The “Magic Clock” theme showcasing Switzerland 
included a four-act show with some 600 artists and ori-
ginal costumes and sets (think aerial flight, fountains, 
waterfalls…). “The entire event was conceived and 
created for just one single performance,” says an en-
thusiastic Ms. Deletraz. 

www.mci-group.com

Based in Geneva, Sophie Deletraz works with a 
team of graphic designers, stage designers, archi-
tects, technical producers, audio-visual experts, vi-
deo directors, 3D-animators, social media experts 
and artistic directors. She also has access to an 
international network of artists, such as dancers, 
choreographers and musicians. 

Sophie Deletraz is committed to sharing her own 
specialized knowledge and experience with people 
coming up through the ranks. She teaches a course 
on the art direction of live events at the Geneva pro-
fessional school Créa (see following article), from 
where she has already hired two trainees. Convinced 
by the importance of learning and development at 
this level, Sophie says, “Students in these courses 
are the talent of tomorrow in the field of art direction 
and live communication.”  

In 2012, MCI will celebrate 25 years of experience 
in creating events. Founded in Geneva by Roger 
Tondeur in 1987 to fill the need for a new type of 
event management, MCI has grown to 45 offices 
worldwide. “With more than 60 nationalities working 
at MCI, we can work in almost any language and 
understand the intricacies of adapting a message to 
inspire an audience of diverse cultures.” says Sophie 
Deletraz. “Our clients need only to work with one 
contact and, through them, gain access to the exper-
tise of our international network of offices and a pool 
of talents in the creative field.” 

Whether it is to launch a new brand or reinforce an 
image, “Each creation is dedicated explicitly to that 
client, according to his goals, expectations and bud-
get.” says Sophie Deletraz. Nowadays, brand cus-
tomers are no longer satisfied with a passive brand 
experience - they want an interactive one. Building 
communities around these experiences is hugely im-
portant for a brand to be successful. n

Creating 
Inspiring 
Events 
MCI helps brands
touch the heart
 P
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Sophie Deletraz,
MCI Creative Director

When Elodie Pernici, co-founder of The Creative 
Factory, speaks about branding, she uses an unusual 
term: “courage”. That is, the courage to be a brand, 
which, she explains, is a question of will, of convictions 
and of audacity, as well as respect for the brand’s own 
heritage. “Branding is about making choices,” she 
says. “A company has to choose to be this and not 
that. It takes courage to make choices, to turn down all 
the opportunities in order to focus on the most efficient 
one for the company.” 

“Branding strategy is about creating sense and en-
dowing oneself with the means of remaining forever 
unique for its audiences,” she adds. “The idea is not 
to milk the brand but to feed it. There is necessarily a 
choice. For example, the Louis Vuitton brand is about 
the art of travel. That’s why an up-market Louis Vuit-
ton travel guide nourishes this identity and can be a 
successful diversification product. A Louis Vuitton te-
lephone would not.” 

Never before has there been such pressure on brands. 
In today’s complex, fast-changing market, a product 
without a strong brand identity to make the vital dif-
ference has no chance of lasting for decades. At the 
same time, social media has added unprecedented 
interaction between the public and brands. “It is this 
relationship that creates new ways of experiencing the 
brand and, in time, loyalty,” Elodie Pernici says.

“As a manufacturer of brands, the Creative Factory is a 
manufacturer of difference,” says co-founder François 
Leblond.

“We think of brands as stories” 
Of course, if the product is not good, no amount of 
branding will help. So, getting excellent clients is part 
of an agency’s strength. When Elodie Pernici and 
François Leblond started The Creative Factory in Ge-
neva in 1997, their goal was to embody one of Switzer-
land’s key traits: excellence. Swiss excellence, in their 
view, is made up of creativity, precision, accuracy and 
originality. Geneva’s own “brand” of excellence, she 

says, adds a fifth element – multiculturalism - thanks 
to its unusual mix of people from the world over. “From 
Geneva, there is no one fixed point of view,” says Ms. 
Pernici. The Creative Factory now also has consulting 
teams in Paris, Zurich and London.

“Geneva’s excellence finds its expression in some of 
the economy’s most demanding sectors, such as luxury 
goods, biotech and finance – as well as in the highly crea-
tive fields of architecture and design,” she says. Elodie 
Pernici feels that the Lake Geneva Region’s art and de-
sign schools, such as ECAL and HEAD, also contribute 
strongly to keeping design in Geneva at a high level.

The Lake Geneva Region’s uniqueness also helps to 
set it apart. Conforming to what works for everybody 
else, she says, is a brand’s worst enemy. “To stand out, 
a brand needs to differentiate itself from the competition 
while remaining true to itself and showing its capacity 
for constant innovation.” n
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Branding
courage 
The Creative Factory
helps companies
“architect” their brands

www.thecreativefactory.ch

Elodie Pernici and François Leblond, co-founders of The Creative Factory

“Being here helps a company understand 
the world more clearly thanks to Geneva’s 
multicultural spirit” 

Making industrial personal
One of The Creative Factory’s more unusual 
exercises in differentiation was for Romande 
Energie, a major Swiss electricity supplier. 
The company installed 20,000m2 of solar pa-
nels on the roof of EPFL (Federal Institute of 
Technology- Lausanne). The Creative Factory 
designed a campaign to promote the renting 
of individual panels. A predominantly online 
communication campaign used prominent 
bloggers, Facebook and Twitter to create a 
community, draw attention to Romande En-
ergie’s solar sector and heighten interest in 
solar power itself.
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www.ecal.ch

Training
in creativity 

Geneva’s expertise in visual com-
munication has deep roots, dating 
from the Reformation when Pro-
testant writers published from Ge-
neva and the city quickly became 
a hub for the crafts – printing, gra-
phic design, illustration, typogra-
phy, book-binding - that went into 
these books. Today, three innova-
tive schools in the Lake Geneva 
Region give students a foundation 
in creative work. At the same time, 
they offer companies the chance 
to collaborate with young desi-
gners. Competition to get into all 
three schools is growing fiercer…

Three very
different schools
prepare professionals
in the Lake Geneva Region

HEAD
The Geneva University of Art and Design (HEAD) 
was created in 2006 from the merger of Geneva’s 
schools of fine art and applied art, both over 200 
years old. The HEAD’s Fine Arts & Cinema section 
and Design Section offer Bachelors and Masters 
degrees, as well as Diplomas of Advanced Studies. 
To bring students into the “real world” of communi-
cations, HEAD fulfils research mandates for compa-
nies. “Collaboration with our professors and students 
brings something fresh to the design process,” says 
Jean-Pierre Gref, Director of HEAD. It can pay off, 
too. Prototypes HEAD students created for the Bra-
zilian shoe manufacturer Melissa became some of 
that company’s top sellers. The Swiss watch com-
pany Alfex presented models designed by a HEAD 
workshop at the 2011 Basel Watch Fair.

CREA 

Just three years old, CREA Geneva has already gi-
ven the communication world notice that it means 
business. In June, teams of CREA students won the 
Grand Prix Romand de la Création (a prize awarded 
for the best communication campaign created by a 
school) for its visual campaign for Journalists Without 
Borders - CREA’s third win in a row! CREA offers a 
Bachelors degree in Artistic Direction and a Masters 
in Advertising Creativity with the London University 
of the Arts. The three-year school (its first students 
graduated in June this year) has a number of corpo-
rate partnerships and emphasizes internships within 
companies. “It’s the best way for students to test the 
realities of the market,” says CREA co-founder Pa-
trick Colelough. One of CREA’s innovations is an 
ad-hoc program, CREADIGITAL, that offers profes-
sionals a better understanding of the fast-changing 
challenges and opportunities of the Internet. “We are 
in the middle of the digital revolution and CREADI-
GITAL modifies its program accordingly,” explains 
Patrick Colelough.

ECAL 

The new director of the University of Art and De-
sign Lausanne (ECAL), Alexis Georgacopou-
los, takes over from Pierre Keller, whose 15-year 
leadership helped put ECAL among the 10 best art 
schools in Europe. The school offers Bachelors and 
Masters degrees in graphic design, photography, ci-
nema, industrial design, art direction and visual arts. 
Mr Georgacopoulos, a designer who has studied and 
taught at ECAL, will continue to promote ECAL’s col-
laboration with high value-added companies produ-
cing designer goods. For example, in June, students 
at ECAL’s Master’s in Design and Luxury Industry 
program presented a series of objects designed for 
Christofle at the Paris Designer Days.                             
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www.creageneve.com
www.creadigital-geneve.comwww.head.hesge.ch
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Jean-Pierre Gref,
Director of HEAD
Photo © Thierry Parel

Melissa Academy Duck
HEAD, Genève, Julie Simon
© Melissa + HEAD, Genève

HEAD Geneva, photo by Baptiste Coulon

«BELLS», Part of a series of objects designed for Christofle
ECAL, Daniel Martinez, Photo ECAL, Damien Ropero

Lighting design, ECAL , ewo, photo ECAL, Cédric Raccio

CREA Directors team:
Patrick Colelough,
Rosella Weber and
René Engelmann

CREA School facilities in Geneva 
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In the old days, as Henry Ford said, you could have 
any color you liked as long as it was black. Over 
the past decade, brand choice has exploded. Now 
even to buy shampoo takes a consumer several 
minutes of study to work out the advantages and 
specifications (oily? frizzy? fine? split ends? golden 
highlights?) let alone determine where it was made, 
if the ingredients are safe and whether the bottle is 
biodegradable. And we haven’t seen anything yet. 
The detailed, up-to-the-minute content on future 
smart-phone apps may make today’s labels look 
like Henry’s Ford. 

Something similar is happening in philanthropy. 
Once upon a time people gave at the office to one or 
two big charity organizations that doled out funds to 
projects downstream. More recently, as consumers 
began paying closer attention to social and environ-
mental issues, individual brands demonstrated their 

corporate responsibility by remitting a percentage of 
purchase price to specific causes: the «Red» cam-
paign to raise money to eliminate HIV/AIDS in Africa, 
for example, or the P&G-Unicef project to purchase 
a tetanus vaccine for every pack of Pampers sold. 
High-profile attempts to solve global-scale problems.

Now, web-based micro-philanthropy is offering indivi-
duals wide choice and a way to make a perceptible 
difference with very limited financial clout. A young 
Geneva-based company, Act in Kind, lets consumers 
handpick the projects that receive their donations. At 
the same time, says co-founder Emily Sahakian, it 
allows retailers “too small to call up WWF and say that 
they want to do something” to find NGOs that they can 
help. “We connect the dots between for-profit brands, 
consumer purchases and non-profit projects,” explains 
Ms. Sahakian, a specialist in marketing communica-
tions. “Everyone wants to do something.” Among Act 
in Kind’s innovations are “Give Cards” that can be 
handed out as bonus gifts or tied to promotions. 

“They also allow a store to track the issues their 
customers are interested in,” says Emily Sahakian.  
For the consumer, the process is simple. When you 
buy a product or service from a participating retail or 
online store (the Act in Kind rhino logo alerts shop-
pers to the program), you receive a code. You enter 
this code on the Act in Kind website and browse the 
projects described. A model school for girls in Kabul, 
for example, needs $2800 for a year of school sup-
plies; it has raised $767, so far. A project in Bolivia 
needs $446 to feed 60 schoolchildren for one month; 
it has raised $216. And, because the projects are 
such targeted efforts, donors have the satisfaction 
of knowing that every little bit really does count. A 
project to test for arsenic in water in Nepal lists the 
$3.50 it has received, out of $117 needed, to buy a 
field kit. So far, Act in Kind funds seven non-profit 

NGOs all based in Geneva and all personally vetted 
by Ms. Sahakian. “We are a new company and I 
want to make sure we get it right,” she explains. “We 
make sure that your donation goes directly to those 
who need it most.” Ms. Shakian, who moved to Ge-
neva from New York, says she has been impressed 
with the services available in Geneva.

“I don’t know anywhere else I would have had such 
a support system to set up my business. Whatever 
I need, advice on legal, financial or tax issues or 
just about how to structure the company, has been 
available at the end of a phone call. In Geneva, if 
you need something, you can reach out and ask to 
come in for a meeting. The Economic Development 
Office even invited me to attend Lift Conference, the 
annual conference here about new technology and 
social media. For a web-based innovative marke-
ting company, that was very helpful for understan-
ding trends,” she says. n

The proliferating brands
of micro-philanthropy

Act in Kind
lets the consumer choose

x

www.actinkind.ch

“I don’t know anywhere else I would have 
had such a support system to set up
my business”

Emily Sahakian, co-founder of Act in Kind

AinK • Smiling Children
Since 2007, Smiling Children has been colla-
borating with INSAF, a Moroccan NGO, in the 
fight against the exploitation of little girls from 
poor rural areas. The aim of the program is to 
facilitate the return of girls between the ages 
of 6 and 12, who are exploited as maids, to 
their family and to school. The program aims 
to support these girls until the end of their 
mandatory school years, and, wherever pos-
sible, to facilitate their access to secondary 
education.

AinK • MShips
The Africa Mercy is the world’s largest non-   
governmental hospital ship and is dedicated to 
serving the continent of Africa. Upon invitation 
by the government and health authorities within 
each port, the 16,000 tonne Mercy Ship usually 
docks for a period of up to 10 months to pro-
vide specialist training and health care within 
the nation. Mercy Ships goal with the Outlook of 
Hope Surgical Programme is to improve access 
to specialist surgical care with a focus on chil-
dren whose needs are often ignored in societies 
struggling to survive. The Africa Mercy has six 
operating theatres and a 78-bed ward. The pro-
jected annual surgical capacity is approximately 
7,000 operations onboard including cataract 
removal/lens implants, tumour removal, cleft 
lip and palate reconstruction, orthopaedics and 
obstetric fistula repair.
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AinK • SPM
Smokey Mountain is a 2,000,000-ton garbage heap 
that served as a waste disposal facility for Metro 
Manila for over 40 years. Currently the community, 
a population of urban poor residents, plants vege-
tables directly on the toxic soil and takes them to 
the local markets for sale. SPM’s new program uses 
an innovative closed-loop approach designed to 
use rainwater and community-processed compost 
to grow non-toxic produce. Compost will be used 
to fertilize the crops, thereby increasing support for 
sustainable waste management in the community.
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The world of fine watches has a philosophy - and the 
Hallmark of Geneva, the Canton’s own coat of arms, 
is its insignia. For 125 years, only those watches 
made in Geneva (i.e., mechanical movement, as-
sembly and regulation in the Canton of Geneva) 
and meeting 12 stringent criteria, have received the 
stamp that shows they are among the best time-
pieces in the world. 

“It was Geneva law that established the Hallmark 
in 1886,” explains Daniel Favre, President of the 
Foundation Council of the Geneva Laboratory 
of Horology and Microengineering and Director 
of the CFPT (Centre for Technical Professional 
Training). “It is a symbol of quality and authenticity.”

In 2009, the Geneva government reinforced the 
Hallmark’s authority by creating TIMELAB, the Ge-
neva Laboratory of Horology and Microengineering. 
TIMELAB brings together the Hallmark of Geneva 
and the local certification activities of COSC, the 
Swiss Official Chronometer Testing Institute that 
awards the title of chronometer, based on the ISO 
3159 standard. TIMELAB also provides an essential 
link between the watch industry and the professional 
training centres, colleges, higher specialized scho-
ols and universities that are training and maintaining 
local expertise in fine watch-making.

www.timelab.ch

The Hallmark of Geneva 
celebrates125 years 
Setting the standard in fine watches

In Geneva 

TIMELAB’s Research and Development center, 
which provides, first, advice, testing and develop-
ment and, second, a metrological service, reflects 
the growing role of microengineering in fine watch-
making today. For change is part of the Hallmark’s 
long tradition. 

“Over the 125 years of its existence, the Hallmark 
has constantly evolved in tune with new materials 
and methods,” explains Patrick Jaton, Director of 
TIMELAB. n
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Art center? Happening factory? Brand incubator? 
The concept behind Flux Lab is as fluid as its name 
implies. “The idea is to bring the world of business 
together with the world of art and the world of phi-
lanthropy in a cultural place,” says Flux founder 
and Artistic Director, Cynthia Odier. “How can 
we best create this link and make it most effective?”

From the shell of a 19th century match-factory in Ge-
neva’s picturesque Carouge neighborhood, Cynthia 
Odier has created an open-ended space that has 
become a source of inspiration for a number of glo-
bal brands based in Geneva. Flux serves business 
in three principal ways. First, it is a good place to 
launch new projects or products. “Journalists like 
to come here,” says Ms. Odier. “We might plan an 
event around a company’s brand, for example a 
dance performance linked to a product or the fla-
vours of a dinner connected to a new perfume.” 
Second, Flux offers a creative environment outside 
the corporate structure for brainstorming or prepa-
ration. Third, Flux offers a relaxed, artistic setting for 
receiving special guests for a meeting and dinner. 
Contemporary art is the unifying factor between all 
the rooms. 

To fulfil its clients’ needs, Flux employs a wide 
network of local artists and artisans: dancers, 
cooks, sound and light technicians, builders, photo-
graphers, costume-designers, filmmakers… 

A former ballet dancer, Cynthia Odier is an artist 
with a keen understanding of business needs and 
the real payoffs of communication. “Business knows 
it needs the art world,” she says. “Art is communica-
tion. It offers the ideal solution for getting a message 
across.” n

“The Internet offers so many incredible possibili-
ties, it would be a shame to limit it to communica-
tion alone,” says Nicolas Nova, co-founder of LIFT 
and the LIFT Lab. “Co-creation through the Internet 
offers an incredible new resource for innovation.”

Since its beginnings, five years ago in Geneva, as a 
conference about new technology, LIFT has made 
its name exploring the effect new technology is ha-
ving on business and society, adding conferences in 
Seoul, Marseilles and Lyon along the way. Nicolas 
Nova, a specialist in user experience and interaction 
design, is in charge of creating each conference’s 
program. “The LIFT community has become a 
network of over 7000 experts and early adopters for 
discussing the social implications of digital technolo-
gies,” he explains.

To put these insights to best use LIFT created LIFT 
Lab, “to research the integration of digital technolo-
gy, how it is changing products and the way compa-
nies communicate with their clients and consumers,” 
Mr Nova explains.

One specialty is game mechanics, looking at, for 
example, how the external awards and incentives 
of the gaming world could apply to education. “It’s 
amazing the knowledge kids build in gaming - like 
learning all the names and characteristics of Poke-
mon characters. Companies are interested in same 
process, of course,” says Nicolas Nova.

Although LIFT began in Geneva simply because 
the founders Nicolas Nova and Laurent Haug were 
based here, the company has discovered that the 
Lake Geneva Region is a natural microcosm for ex-
ploring how a product or method will play globally. 
“Geneva is so international that we can pull together 
a test panel of people from anywhere in the world,” 
says Mr Nova. n

Get ahead
of the change

LIFT Lab taps
the diversity of LIFT’S 
unique community

www.fluxlaboratory.com

‘Business knows it needs the art world’ 

www.liftconference.com • www.liftlab.com

The state
of Flux
How an art experiment 
turned into a creative 
resource for business
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Dedicated to the creative industry, this issue of Why 
Geneva could not forget to speak about “COMMUNI-
CA”, the exhibition that will take place on October 12-
13 at the Ramada Encore Geneva Hotel (La Praille).

This unique gathering will showcase the French-
speaking Switzerland’s world of communication and 
marketing. Bringing together a large group of exhi-
bitors - companies ranging from advertising to bran-
ding, PR and multimedia solutions - it will showcase 

Communica 2011
a showcase for the creative expertise

26
www.juliusbaer.com

Claude Gonet, Head Special
Clients at Julius Baer

Bank Julius Baer, the leading 

Swiss private banking Group 

with an exclusive focus on servi-

cing and advising private clients, 

has been in Geneva for 25 years 

and distinguishes itself by its 

open architecture approach.

Since it was established in 1890, Bank Julius Baer 
has successfully grown over the decades but has 
nevertheless always remained true to its core prin-
ciples – servicing private clients while being com-
mitted to excellence. The continuous growth of the 
family business was marked by the company’s role 
as a pioneer among Swiss private banks: the first 
Swiss private bank to go public (1980), the first to 
introduce all-inclusive fees (1990) and it is still the 
only private bank traded on the Swiss Market Index 
SMI (since 2000). 

Change and progress have always been key ele-
ments of Julius Baer’s history, yet something 
has prevailed ever since: being fully dedicated to 
viewing the clients at the centre of every activity. An 
open product platform approach helps Julius Baer 
to offer the best suitable products for all individual 
requirements and to consistently supply clients with 
products that are ideally suited to their needs, irres-
pective of the provider.

The separation of the Private Banking and Asset 
Management businesses in May 2009 into two fully 
independent entities, has given Julius Baer the op-
portunity to really act client-centric and to focus on 
Private Banking. This fact is emphasized by Claude 
Gonet, Head Special Clients at Julius Baer in Ge-
neva: “One of the major advantages of our business 
model is that we do not participate in commercial 
banking. We can devote all of our attention to our 
clients’ interests without any risk of conflict of interest”.  

Despite a fast and global growth, the Bank has an 
ideal size; it is “large enough to matter but small 
enough to care”, says Mr Gonet. “Our service mo-
del is based on the family-office approach.” And 
therefore Julius Baer is the employer of choice. The 
small turnover amongst employees, especially rela-
tionship managers, testifies to this. n

Banking at its best
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Can better technology solve our technological pro-
blems? The 2200 engineers, who will gather in Gene-
va from all over the world September 4-9, think so. And 
so do the impressive speakers (including five national 
Ministers of Energy) lined up by the organizers of this 
Fourth World Engineering Conference (WEC). 

The title says it all: «Engineers Power the World - 
Facing the Global Energy Challenge». “The five-day 
program intends to take the pulse of what is happe-
ning globally in terms of energy and the promise of 
cleantech,” says WEC Local Committee President, 
Geneva architect Eric Pajot. “Special delegations 
from Fukushima and France’s nuclear energy com-
pany, AREVA, are coming to address the challenges 
of nuclear power.”

Looking to the future, the conference’s Project 
Young Engineers brings together some 100 en-
gineers aged under-30 from around the world who 
have been working on virtual teams under coaches 
from Swiss universities. At the beginning of Septem-
ber, the teams meet in person in Geneva to finalize 
the projects, several of which will be presented in a 
session at WEC 2011. 

The future
of energy:
The world’s
engineers gather
in Geneva 

Eric Pajot,
Geneva architect

WEC Local
Committee 

President

all the diversity and strengths of local communica-
tion and marketing expertise, capable of catering to 
practically every need a business can have.

Strolling through the exhibition one may meet pro-
fessionals in publishing, audiovisual field (distri-
bution channels, technical production, audiovisual 
communication), display solutions, not to mention 
diverse communication and marketing agencies 
and technical service providers. n

The conference is held every four years in different 
locations in the world, most recently in Shanghai and 
Brasilia. Mr Pajot says that Geneva is a “natural fit 
for such as gathering” due to the proximity of CERN, 
the Federal Institute of Technology Lausanne 
EPFL and the Geneva-based technology institute 
hepia, as well as the developing cluster of compa-
nies in the Lake Geneva Region involved in energy 
and, in particular, cleantech. 

The Geneva Economic Development Office actively 
supports World Engineering Conference in Geneva. 
Director Daniel Loeffler notes that, “having such a 
conference here, focused on clean technologies, un-
derlines Geneva’s growing importance in this sector.” n
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www.wec2011.ch

www.godetproduction.ch
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If you would like to strengthen your presence 
in Europe, the Geneva Economic Development 
Office would be eager to assist you in the reali-
zation of your projects. We have large exper-
tise in fiscal, legal, employment, infrastructure 
matters and many other aspects. To learn 
more about the advantages of working with, in 
and from our region, please visit our website: 

www.whygeneva.ch

To discuss your plans and our help, do not 
hesitate to contact us directly at the following 
address: 

Geneva Economic Development Office
Rue des Battoirs 7 • P.O. Box 740
CH-1211 Geneva 4 • Switzerland
Email: promotion@etat.ge.ch 
Website: www.whygeneva.ch
Phone: +41 22 388 34 34
Fax:     +41 22 388 31 99


