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1. Introduction  

Global Thinking – Local Responsibility  

Within our joint degree programme of the Fulda 

University and the Kassel University “MSc International 

Food Business and Consumer Studies” we offer an 

interesting field trip to Switzerland. The field trip to the 

Switzerland and the visit of partner institutions, retailer, 

food industry, certification agencies shall inspire us to 

discuss the aspects of sustainability in food production 

and distribution. The visit of our Partner University in 

Wädenswil combined with a visit of a typical food 

company will complete the programme of the field trip. 
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Programme of the Field trip to Switzerland 2. - 9. April 2011 
Global Thinking – Local Responsibility 
 
Responsible person: Prof. Dr. Angelika Ploeger 
 

Tag Time Programme Contact 

Sat 
02.04 

morning Bus trip back from Witzenhausen – Basel  Sambatours, Helmut Mai 

Sun 
03.04 

10.00-
12.00 
 
14.00 

History day : 
Augusta Raurica: Romans and their 
influence in Europe  
History of the organic movement 

 

Mon 
04.04. 

10.00 Coop Genossenschaft Dr. Felix Wehrle, Leiter 
Kommunikation 

 14.00 State Laboratory of the Canton  
 

Philipp Hübner,  
Kantonschemiker Basel-Stadt 

 evening Meeting with IFBC graduate  Adriana Williams 

Tue 
05.04. 

09.00 -
10.30  

FiBL – Research Institute for Organic 
Agriculture and Food, Frick 
Inroduction 

Prof. Dr. Urs Niggli 

 10.45-
12.00 

bio.inspecta AG, Frick  
General introduction and focus on the 
inspection and certification of food 
processing companies 

Heike Renner 
(graduate Fulda University) 
 

 13.00-
15.00 

FiBL - International Department  
Introduction 
Marketing and market development 
projects in Eastern Europe and in 
Developing Countries  

 
Beate Huber  
 
Tobias Eisenring 

 15.15-
15.45 

Past and current foci of food quality 
research at FiBL 

Prof. Dr. Urs Niggli 

 15.45-
16.15 

Project „Ecropolis“ – Taste matters Franziska Espig 
(graduate Fulda University) 

 16.15-
17.15 

International Organic Markets 
 

Dr. Helga Willer 

  17.30-
18.30 

Visit of the new organic food shop of the 
FiBL farm. The future of farm-gate 
marketing 

Bronya Dehlinger 
FiBL farm manager 

Wed  09.30  Guided city tour Bern  

06.04.    

  SWISS MILK - Schweizer 
Milchproduzenten, Bern 

 

 14.00 Introduction  Marc Bächle, Head CRM 

 14.00 Sustainability, Label „Suisse Garantie“ Barbara Paulsen, Head PR 

 14.20 Swissmilk Marketing strategies Marc Bächle, Head CRM 

 14.30 Marketing for food experts Barbara Paulsen, Head PR 

 14.45 Image campaign Swissmilk with the cow 
“Lovely” 

Martin Rüst, Head Marketing 

 15.20 Relational-Marketing Swissmilk with 
magazine „LE MENU” 

Marc Bächle, Head CRM 

http://www.coop.ch/pb/site/common/node/50465/Len/index.html
http://www.fibl.org/en/switzerland/location-ch.html
http://www.bio-inspecta.ch/htm/home.htm?sprache=e
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Tag Time Programme Contact 

 15.40 Relational-Marketing Swissmilk and Online-
recipe database 

Marc Bächle, Head CRM 

Thu 
07.04. 

   

 14.00 ZHAW – Zurich University for Applied 
Sciences, Wädenswil,  
School of Life Sciences and Facility 
Management 

Prof. Dr. Christine Brombach 
 

Fri 
08.04. 

morning IMO – Institute for Marketecology, 
Weinfelden 
(International certification company) 
Meeting IFBC graduate 

Dr. Peter Schaumberger 
 
 
Katerina Koureta 

 14.00 Hepart AG 
Introduction of the product philosophy and 
their application (macro-/micro-nutrients)  

 
Hansruedi Christen 
 

  
End 
~16.30 

Analytical methods and application Otto Knes, Head of the „Institut 
für angewandte Biochemie AG“ 

Sat 
09.04. 

morning   

 11.00 Bus trip back to Witzenhausen  
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1.1 Introduction to the participants  

The field trip to Switzerland was composed of 25 members, which were students from two master 
programs IFBC “International Food Business and Consumer Studies” (joint degree between University 
of Kassel-Witzenhausen and Fulda University of Applied Science) and SIA “Sustainable International 
Agriculture” ( joint degree between University of Kassel-Witzenhausen and University of Göttingen” 
and the accompanying Professors. Students come from different countries around the world, main 
areas include Europe, Russia, Latin America and South-East Asia. The majority of the students have 
background on Food Technology, Food Science and Agriculture Science. Fig. 1 shows a photo of the 
field trip members to Switzerland. 
 

 

Fig. 1 (own source) 

1.2 Hospitality of Max and Rosmarie Eichenberger 

On third of April 2011, there was a great opportunity for the members of the field trip to Switzerland 
to meet Max and Rosmarie Eichenberger who were the former scientists at FIBL when it was 
founded. They invited all members of the group in their place and welcomed us in arrival. As we had 
planned to visit FIBL Frick on fifth of April, it was a great chance to get pre-ideas about FiBL from 
them. They gave a short brief about FiBL history and organic agriculture in Switzerland and their 
experience about FiBL.  
 
They told how FiBL was started and what the main problems were on that time and how they 
overcome them. After that we had a great picnic with German and Swiss food. Rosmarie 
Eichenberger played a Switzerland traditional music instrument called Alphorn which is a brass 
instrument on the principle of the cushion pipe and is considered a national symbol of Switzerland. 
The group was so pleased to hear that music and some of them tried to play. As many participants 
said it was an enjoyable time spent with them. 
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1.3 Social day activities  

On the same day (third of April 2011) we visited Augusta Raurica, a place where once lived 15,000 
people and left behind a multitude of traces in the earliest roman colony in the river Rhine. Founded 
in 44 BC, the Colonia Raurica evolved into a regional economic centre with trading and commercial 
buildings as well as theatres, baths and temple. Today Augusta Raurica is the largest archaeological 
park in Switzerland and is an internationally renowned centre for archaeological research on Roman 
Switzerland.  
 

 

Fig. 2 Augusta Raurica Roman theater 

During the trip we strolled through the Roman house and the Roman museum. It was very 
interesting to experience a successful combination of the Roman culture of the south and the 
indigenous Celtic way of life. The visit to the museum was a travelling back in time, we could see the 
manufacturing of the metals and weapons, the traditional kitchen with it amazing facilities and the 
bathrooms with designed sculpture, marble and painting.  
Interesting was also the special sound effects according to the environment visited e.g. at the 
working place of metals there was the sound of fire and hammer, in bathroom there was the sound 
of water etc. The visit to the time-honoured monuments enabled participants to literally grasp the 
history by touching many original objects.  

 

Fig. 3 Members of the field trip to Switzerland (Own source) 
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2. Visit to Coop headquarters in Basel  

Written  by Ljubov Lapatina, Bahram Fazli, Rahul Vontari 

2.1 Facts about food market in Switzerland 

1.3 % of GDP in Switzerland comes from agricultural products. The total turnover of agricultural 
products is 18.276 million CHF. Within Switzerland turnover is 15.297 million CHF which means 83% 
of the total turnover. The export market is 3.079 million CHF which is 17% of the total turnover. 70% 
of food sector is occupied by Coop and Migros. 

2.2 Coop at a glance 

Coop Group is the second-largest retail group in Switzerland operating over 1,800 stores and has a 
workforce of approximately 53,000 with a total cash turnover of 27 billion CHF and 17.2% share of 
the overall market. Herein, Coop’s market shares of the food and non-food goods – 21.9% and 12.7% 
respectively. The total amount of employees (for the 31.12.2009) is 54,974, 44,154 of which are full-
time employees. With ten flagship labels, eight own brands and eight manufacturing companies, 
Coop Group performed successfully on the market even in the crisis year 2009 having the growth in 
sales of 2.4% compared to the year 2008. Coop has taken over Trans gourmet, which is a cash and 
carry food service company in Europe. 

 

Fig. 4. Market share of the world largest retailers, (own source)  

Coop’s Trading unit is a fivefold market leader comprised of Building & Hobby, Interdiscount, Import 
Parfumerie, Coop filling stations and Coop Pronto shops. By offering its customers a total of five price 
segments “under one roof” (low-price category, own brand with outstanding quality for money, 
branded products at discount prices, branded articles and a premium range) Coop substantially 
acquires more customers and further increases market share. Coop’s own brands are “Qualite & 
Prix” (value and quality), “Prix Garantie” lowest-price guarantee), “Coop Fine Food” (for special 
moments), “JaMaDu” (for kids), “Delicorn” (pleasure of meals without meat), “Freefrom” for 
deliciously (carefree nourishment), “Plan b” (for now) and “Derma Sens” (for dermatologically tested 
skin care). 
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Coop: vision and mission

 

Fig. 5. Coop: vision and mission, (source: http://www.coop.ch) 

Coop aim is to be “better and closer to its customers than any other retailer in Switzerland” 
(http://www.coop.ch/pb/site/common/node/50475/Len/index.html). Having invested over 130 
million CHF in lowering prices in 2009, Coop considers various aspects in its policy. The company 
focuses on the long-term trends of zest for life, freshness, health, convenience and dynamism – the 
issues building up Coop’s mission. In the year 2009 Coop added three mission values in its strategic 
programme, these are diversity, sustainability and pricing competency.  

The main competitor for Coop in the Swiss market is Migros. The recent invasion of discounters ALDI 
and LIDL into Swiss market had a changing impact and the strategy was improved by introducing the 
low range products. As per the management at Coop the major share of market % loss occurred to 
Migros as above discounters came into existence. The success of Coop can be regarded to the high 
consumer closeness and their diversity in the retail sectors in Switzerland. The diversity, closeness, 
quality and responsibility seams to explain the success of Coop.  

Coop is active in the international wholesale catering market. Jointly founded with Germany’s Rewe 
Group in January 2009, Transgourmet Holding S.E. accounts for 22,000 employees in six European 
countries and registered office in Cologne. Unlike other companies, Coop increased its payroll by 
0.75% after the crisis year (data for 1 January 2010). In the last five years Coop has created a total of 
941 additional apprentices currently employing 3,018 apprentices. A survey conducted with 
employees indicated the staff’ satisfaction. 

http://www.coop.ch/pb/site/common/node/50475/Len/index.html
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Fig. 6, (own source) 

The Coop Sustainability Fund contributes 15 million francs per year to innovative projects in the 
environmental and social sphere to support sustainable development. The fund covers the entire 
value chain of sustainable consumption with projects that could not be financed purely from a 
commercial standpoint: from basic research through product development to sensitizing the public. 
The focus is on four thematic fields: climate, water, plants / animals / soil and people. For instance, 
regarding the aspects of sustainability, Coop, on the basis of its own calculations, implemented its 
vision of achieving “CO2 neutrality by 2023” considering that reduction of 20% in CO2 emissions by 
2020 falls well short of the technically and economically feasible potential for emission savings. 
Energy-saving strategies are now not only implemented by the company itself but also expanded 
among others.  

Eight ecologically and socially responsible flagship labels of Coop namely Naturaplan, Naturafarm, 
Naturaline, Oecoplan, Max Havelaar (Fair Trade), Pro Montagna, Pro Specie Rara and Slow Food, are 
doing a great deal in helping sustain biodiversity. Coop has been doing business in Bio and Fairtrade 
Chocolate sector. For instance, Coop together with Slow Food help to protect and conserve genetic 
diversity of a breed of indigenous dark bee by are promoting honey from Swiss dark bees. 
Cooperating with Slow Food, Coop now markets some 50 Slow Food products mentioned Swiss 
honey being one of them. 

2.3 Sustainability and responsibility at Coop  

Success in business is possible only with sustainable products and responsibility towards society. 
Therefore Coop, considers sustainability and responsibility to be integral parts of its identity. 
Moreover, through Coop aid for mountain regions and the products of its “Pro Montagna” Coop 
makes an important contribution to preserving a unique diversity of plants and animals from 
mountain farming. 

The charitable groups “Swiss Table” and “Table Be Set” collect unsold food – also from Coop stores – 
every day and distribute it to the needy and to different welfare institutions. Coop additionally 
provides substantial financial backing for the development of the two groups. 

Coop, in cooperation with Bio Suisse and FiBL (Research Institute of Organic Agriculture), has been 
promoting organic farming for over 15 years. Coop Group stocks some 2,000 organic products 
certified with Bio Suisse Bud label. Reported overall sales of organic food account for up to 6%. 
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International orientation also plays an important role in company’s performance. For instance, 
Coop’s manufacturing companies, especially Chocolats Halba and Reismühle Brunnen considerably 
expanded their exporting activities (export lift of 60% for Chocolats Halba).  

 

References: 

Coop Group Annual Report 2009 (downloaded from: 
http://www.coop.ch/pb/site/common/node/50539/Len/index.html; last access: 01.04.2011) 
http://www.coop.ch/pb/site/common/node/50475/Len/index.html (last access: 01.04.2011) 

 

 

Fig. 7, (own source) 

3. State Laboratory of Basel Canton – presentation of  Kantonalen Labor, Basel-Stadt 

Written by Cristina Romero and Ana Florencia Stoddart 

3.1 Food Quality and Safety 

In recent years, global agricultural markets have become increasingly complex. Two major trends 
causing this are the concentration process, especially in the retail sector and the increasing 
importance, scope, and complexity of food standards and regulations at national and private level 
and affecting the final product or the entire process.   

Nowadays, there is a tendency of tightening-up the food regulations at national or regional level and 
an increase in food related standards.  This has been caused by an increase in the consumer’s worries 
concerning health risks, resulting from great food scandals such as the mad cow disease.   Aspects 
considered when setting a product standard are related primarily to safety and also to quality, 
labour, and environmental issues.    Therefore, food is tested at every part of the chain, where 

http://www.coop.ch/pb/site/common/node/50539/Len/index.html
http://www.coop.ch/pb/site/common/node/50475/Len/index.html
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samples are taken and analysed in order to see if the requirements are fulfilled in order to be 
considered a safe product. 

3.2 Visit to the Laboratory 

The students and representatives of the German M.Sc. Programme “Intl. Food and Business 
Consumer” and “Sustainable Intl. Agriculture” on the 4th of March visited the “State Laboratory of 
Basel Canton”.  

For a better understand of the main areas and hierarchical divisions a brief organogram of the Global 
Swiss Organization is depicted.  

 

 
Source: Basel State Laboratory, 2011. 

 
In the Organogram, the main aim of the Canton’s Laboratory is to foresee that the law is enforced. 
There are 20 state laboratories in all Switzerland and they all work and coordinate the tasks.   Dr. 
Phillip Hübner, a Basel canton’s chemist, held an interesting presentation on the main responsibility 
and goals of the Canton’s Laboratory. One important topic addressed was on food security and food 
law enforcement in Switzerland. And in this area is where the role of the state’s laboratory is 
paramount, as it works on three different pillars: 

 Consumers Health 

 Consumer Protection against Frauds (for the time being only related to food items but they 

are planning to expand the scoop and include cosmetics)  

 Food handling under good hygienic conditions 

The activities performed in order to fulfil their goals are among others:  

 Surprise inspections at places dealing with food from manufacturers to shops, including 

restaurants. 

 Physical, chemical and microbiological analysis of collected food samples (specialization:  

mushrooms) 

 
    

      

 Federal department 

State Affairs 

Federal department 

Economic Affairs 

Federal Office 

Public Health 
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Food Chemist 
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Veterinary 
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 Environment protection:   Investigation of environmentally dangerous products that could 

contaminate the soil.    Supervision of water quality open air and in swimming pools.  

Supervision of air pollution in indoor areas.   

 Accident precautions and risk assessments concerning chemical handling, new technology 

and building.   

Each lab in the country has its special areas or specialization.  The Laboratory of the Canton of Basel 
has four different branches:   

 Chromatography (to deal with contamination aspects). 

 Chemical and Biological safety (factory and transport level, hazard prevention) 

 Biochemistry laboratory 

 Microbiology and Food Inspectory 

The State Laboratory counts with 200 full time staff in the technical area and 150 employees working 
in the inspection and management areas. The annual budget for the institution is of 80 million Swiss 
francs. In addition, the laboratory is certified under the ISO 17020 and ISO 17025.  The laboratory has 
a branch that deals with biosafety.  We visited the person in charge of analysing for radioactive 
contamination not only in food but also on different imported materials.   

On important task of this Organization is to control the quality and attributes of the food and verify if 
it complies with the current legislation. Therefore, one key activity is related to inspections to actors 
in the Food Value Chain: Industrial Producers Manufactures selling primary to consumers, 
Distributers, Retailers, Restaurants and Cafeterias. The State laboratory has developed a clever 
system of risk based inspections, which takes into account Dynamic and Static components that 
determines the risk probability and level of danger engaged. There are three categories: low, 
medium and high risk; and the frequency of visits and inspections are correlated with the category. 

 
Table Nº1: Main tasks of the inspectorate. 

Inspection Area Main Focus 

Inspection of the production HACCP concepts and own-check systems 
Quality control documents 
Traceability 
Alert and withdrawal procedures 
Training of staff 
Handling and processing 

Inspection of the premises Environment 
Buildings 
Equipment and devices 

Inspection of the products Storage 
Labelling 
Sampling for analyses 

Source: Basel State Laboratory, 2011. 
 
Every year this state organization analyses over 11000 samples. Roughly 15% of the cases are found 
with non-compliance; these can be related to: Microbiology (for example Hygienic conditions in a 
Restaurant), Contamination (for example Pesticides), Composition (for example % of the ingredients), 
Labelling and Others. 

Reference: 
Basel Canton Laboratory www.kantonslabor.bs.ch  

http://www.kantonslabor.bs.ch/


 Field trip to Switzerland - April 2011   page  14 of 23 

 

 

4 FiBL (Forschungsinstitut für biologischen Landbau) 

Written  by Md Al Mamun, Jeannette Lange, Naiba Allahverdiyeva, Eny Palupi 

4.1 Introduction 

FiBL (Research Institute of Organic Agriculture) is the world’s leading information and documentation 
centre for organic agriculture. The main strengths of FiBL is to make close links between different 
fields of research and the rapid transfer of knowledge from research to advisory work and 
agricultural practice. FiBL is involved in numerous international projects – not only in research, 
consultancy and training but also in development cooperation. FiBL has following centres:  

FiBL Switzerland; was founded in 1973. It is the world’s leading information and documentation 
centre for organic agriculture and employs over 135 experts. It operates a vineyard which produces 
its own wine, a fruit-growing area, a farm with farm shop and a restaurant, all of which are run on 
organic lines. 

FiBL Germany; was founded in 2001 in Frankfurt. FiBL Germany is a non-profit association which 
finance its activities by means of projects as well as donations from foundations and its members. 13 
permanent members of staff are employed in Frankfurt, supported by experts on a contract basis. 
Very close cooperation takes place with FiBL in Frick.  

FiBL Austria; was founded in May 2004. Headquartered in Vienna, FiBL Austria is a service hub and 
interface between science and practice. 

FiBL International- International Association of Organic Agriculture Research Institutes; was founded 
in 2001 at Biofach in Nürnberg. This report focuses on FiBL Switzerland. 

4.2 History of FiBL Switzerland 

 

Fig. 8 Front of FiBL Switzerland, (Source: authors own source) 

FiBL Switzerland was founded in 1973 by organic farmers and scientists, in the form of a private 
foundation. The Institute began its work in 1974 in Oberwil in the canton of Baselland (first director 
Prof. Dr. Hartmut Vogtmann who later founded the Dep. of “Alternative Agriculture” at Kassel 
University, Witzenhausen). Since 1997 it is situated in Frick, in the canton of Aargau. Major 
milestones in the history of FiBL include the organization of the 1st IFOAM conference in 1977 in 
Sissach, and that of the 13th IFOAM conference in Basel, 2000. The Mission of FiBL was to support 
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the organic farmers who, at that time, were sidelined by the federal and canton authorities, with 
research projects and consultancy. The current director is Prof. Dr. Urs Niggli teaching at University of 
Kassel in Witzenhausen and he himself was guiding the tour at FiBL. 

 

4.3 Activities of FiBL Switzerland 

Research 

FiBL deals with a broad spectrum of organic farming questions. Research topics cover a wide range of 
areas such as natural plant protection, conservation of soil fertility, food quality, species-appropriate 
livestock management, alternative veterinary medicine, and agricultural policy and marketing issues. 
The research areas are soil sciences, horticultural sciences, plant protection and biodiversity, animal 
health, animal husbandry, socio-economics, and food quality and processing. 
Consultancy 

In conjunction with its research, FiBL operates an advisory service which has a quickly impact on 
practice. Alongside the provision of advice to individual farms and to groups, the most important 
advisory channels are courses, the monthly journal “bioaktuell” and FiBL’s technical leaflets 

(www.bioaktuell.ch).  

FiBL publications 

FiBL media publishes the results of FiBL research to reach the farmers and other people with an 
active interest in agriculture, and disseminate these results to extension workers. Some of FiBL’s 
publications are available in several languages and distributed internationally. 

FiBL – International networks 

FiBL cooperates on numerous projects and in technical commissions with experts in Switzerland and 
abroad. FiBL is sought after as a partner in European Union research projects. With different 
European partners FiBL is working jointly to address issues of food quality, animal health, future 
development, agricultural policy, optimization of farming techniques and crop protection. The FiBL 
range of advisory services is also in demand internationally. FiBL experts take their knowledge to 
numerous countries all over the world. FiBL contributes to the work of the Codex Alimentarius 
Commission of the United Nations Food and Agriculture Organization FAO and was involved in 
drawing up the European action plan for organic agriculture. Furthermore FiBL is one of the initiators 
of the International Society of Organic Agriculture Research (ISOFAR). In the worldwide umbrella 
organization IFOAM, the International Federation of Organic Agriculture Movements, FiBL 
contributes its competence to numerous committees (Board of directors, Standards committee, 
European Union Regional Group, Codex Alimentarius working group). 

4.4 International division team 

The team includes experts for Eastern Europe, the Mediterranean region, Africa, Asia and Latin 
America. Their goal is to make benefit from the advantages of organic agriculture: risk limitation 
through diversification and low-input production; higher productivity through more efficient use of 
local inputs and lower levels of external inputs; additional income through new market 
opportunities; ecological and socio-economic sustainability; empowerment through strong organic 
farmer movements.  

FiBL International Cooperation Division runs numerous projects in Africa, Asia, Latin America and 
Southern and Eastern Europe, focussing on: sustainable production systems, training and extension, 
market development, certification, standards and agricultural policy, and climate and resources 

http://www.bioaktuell.ch/
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4.5 Project in Ukraine 

One of the international projects is the Organic Certification and Market Development in Ukraine, 
which is presented during our excursion to FiBL in Frick by Mr. Tobias Eisenring, the responsible 
person for this project. He was also interactively explain about how to open a new project in a new 
emerging organic country to the fieldtrip members (see fig. 6). 

The main goals of the Ukraine’s project are to contribute to the growth of the Ukrainian organic 
sector and to its integration in the world trade, while alleviating poverty especially in rural areas-by 
giving small and medium farmers and other stakeholders of the organic value chain equitable access 
to the new market opportunities. The main objectives of the project are to strengthen the Ukrainian 
organic sector, to facilitate the market integration by reducing trade barriers like access to organic 
certification; to develop organic value chains through market services and specific support for 
organic market initiatives and to improve the framework conditions for organic products.  

Project partners are certification body, IMO, Balkan Biocert, Biolan, market initiatives. The project is 
funded by SECO. The project is implemented by FiBL financially supported by the Swiss State 
Secretariat for Economic Affairs SECO 

Operational objectives 

1. Certification services: A Ukrainian locally owned certification agency Organic Standard Ltd. was 
established in January 2007 and started inspections in Ukraine as a professional, independent and 
reliable certification agency, offering cost efficient and credible inspection and certification of organic 
products to farmers, processors and traders of all sizes. Organic Standard Ltd. receives technical 
support from FiBL, the Institute for Market Ecology IMO and Balkan Biocert. 

2. Market development: New market services for domestic and export markets are offered through 
local service providers. Specific support is given to organic market initiatives (OMI) to improve 
market access and to benefit from a premium price.  

3. Legal framework: The project supports the elaboration and implementation of a legal framework 
and policy for the organic sector in Ukraine. It facilitates the exchange of experiences in South-
Eastern and Eastern Europe. 

In the context of the FibL cooperation project “Organic Certification and Organic Market 
Development in Ukraine”, discussions have been held with local stakeholders on the setting-up of a 
PGS (Participatory Guarantee Systems) in Ukraine.  

The “Club of Organic Agriculture”, an Ukrainian association gathering about 66,000 organic gardeners 
or very small farmers, is interested to set-up a PGS pilot project within a subset of its membership in 
order to guarantee small surpluses that are sold on the local market. The FiBL project would like to 
support a national workshop in the coming months, with the participation of an international PGS 
expert, preferably speaking Russian. 

4.6 Guided tour 

Prof. Niggli, the FiBL's director, kindly guided the fieldtrip's members to look around the FiBL and get 
close to the some important FiBL's points. During the guided tour, he briefly explained about some 
actual ongoing researches. Some of them are – Hermetia, a small insect, as a new alternative protein 
source for feed in organic aquaculture; follow-up of the homeopathie hypothesized; an alternative 
parasites regulator in small ruminants; etc. 
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Fig. 9 Lessons about FiBL, (own source) 

(a) Mr. Tobias Eisenring presenting the FiBL project in Ukraine 

(b) Follow-up research about homeopathie hypothesized 

(c) Prof. Niggli explaining about an alternative parasites regulator in small ruminants 

4.7 Finance  

The Research Institute and its advisory service are financed by the Swiss Federal Office for 
Agriculture (FOAG), the Federal Office for the Environment (FOEN), the State Secretariat for 
Economic Affairs (SECO), Swiss Agency for Development and Cooperation (SDC), cantonal and 
municipal agricultural authorities, and private organizations (Coop, Bio Suisse, Hiscia, Migros and 
others) and individuals. Furthermore FiBL finances itself by means of numerous pieces of 
commissioned research and is involved in many EU research projects. 
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5 Certification in Switzerland 

Written  by Olga Medvedeva, Sonja Brandenburger, Sarah Schocke, Anne Hauschild 

5.1 Imo control – Institute for marketecology 

The Institute for Marketecology (IMO) is an international recognized, leading certification and 
inspection agency for ecological products founded in Switzerland in 1990. It is one of the first 
international agencies for inspection, certification and quality assurance of eco-friendly products that 
operates world-wide. 

For more than 20 years, IMO has been active in the field of organic certification. The company 
controls with having regard to different private organic labels like Bio Swiss, Demeter, Agriculture 
Biologique (for France) and Naturland. It also offers quality management for food safety like HACCP 
or ISO. 

IMO is accredited according to ISO 65, which is the international standard for certification. The 
company offers certification for organic production and handling. It is operating internationally. It has 
offices in a lot of countries for example Colombia, Equador, China, India, Indonesia, Mexico and 
Germany. IMO offers certifications according to the most important regulated markets, which are: 

- the European Union with the regulation on organic production (EC) No 834/2007 and (EC) No 
889/2008, 
- the US organic market with its National Organic Program (NOP), 
- the Japanese organic market with its Japanese Agricultural Standard (JAS) 
- and the markets of Switzerland, Israel, Argentina and Australia. They have set up organic 
regulation that are considered equivalent to the EU Regulation No 834/2007. 
The goal of IMO is to build bridges between traders, suppliers and farmers. The three mission 
statements are partnership, qualification and sustainability (“guided by ethics”). The range of 
operations reaches from small organizations to large plantations. In the field of agriculture, IMO is 
certifying all types of agricultural products such as coffee, tea, spices, cocoa, nuts, fruits, vegetables, 
cereals or pulses to cotton, dairy products, honey or fish & seafood. This also includes all types of 
food processing and product manufacturing. 

Up to now IMO offers a certification of 70 different standards. Often the question arises: Do we need 
that many standards? The answer of Dr. Peter Schaumberger, chief executive of IMO in Switzerland: 
“As long as there is a demand – yes. We need it”.  

In the forest sector there is a large growth in paper certification, so that IMO can hardly keep up with 
the demand. Also the fair trade certification is booming. Clients came up to IMO and asked for fair 
trade certification. For them it is cost efficient to get all the needed certifications out of one hand. 
Out of this demand IMO created the “fair for life” certification which is a certification program for 
social accountability and fair trade. Up to now IMO is the only neutral third party certification body 
and offers this standard exclusively.  

The common fair trade label that is known by a lot of consumers all over the world is the FLO-label. 
FLO is a private label and the labelling is done by a daughter-company of FLO. Other disadvantages 
are that the company which likes to be certified has to pay a license-fee additionally to the 
certification-fee. Also is the scope limited to coffee, cocoa and tee which means that not every 
product can be certified. 

A newer standard of IMO is the fair wild certification. Fair wild is a combination of current organic 
regulations and a fair wild version of IMO. It is pioneer work in that sector and difficult to sell. At the 
moment 50 companies have been certified. The fair wild standard is closely connected to an IMO-
project in the Caucasus where wild plants are being collected.  
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IMO also certifies inputs. Farmers often wonder if a certain input is allowed in their organic 
production or not, they are looking for additional information and this process is often time 
consuming. Since IMO also certifies inputs it is easy for the farmers to use these products knowing 
that they are allowed. The benefit for the farmer: the product is checked and certified from input to 
the final product. The benefit for the input producers: they reach easier organic farmers around the 
world. Also does the use of the IMO logo offer the possibility for getting competent support. 

A specialty of IMO is that they offer smallholder group certifications. That means that small-scale 
farmers, which cannot afford a certification on their own, gather together and form a community. 
Within this community they implement internal control systems. Then only a few members have to 
be certified. This makes a certification affordable even for small-scale and rather poor farmers.  

Worldwide IMO works together with local offices and inspectors. Usually the client has direct contact 
with the inspector in the country and the inspector reports and communicates with the certification 
officer at IMO. The certification officer is the person that is allowed to sign a certificate. That means 
that this person has to have worked at IMO for at least one year. That ensures that he knows all the 
features and attributes that come along within a certification procedure. For example does he know 
that there are different sets of documents for different operator types, e.g. farms that grow crops, 
farms that breed livestock, smallholder groups and so on. 

 Another field of operation for IMO is “Analysis Services”. That means that IMO is competent for 
sample planning and consulting, evaluation and recommendation of laboratories and evaluation of 
the analysis report. The samples are taking on-site by IMO inspectors and the IMO certification 
officer gets only a report to analyze. In case that, for example, a residue is detected, IMO suspends, 
blocks, decertifies etc. the company until the case is clarified. Cultural and language differences 
sometimes make communication and the clarification process difficult. 

5.2 bio.inspecta 

“Bio.inspecta” and “q.inspecta” support farms and firms in the food sector, helping them to develop 
sustainably and strengthen their market position. The focal point is Organic Farm Assessment. That 
means benefit from the growing market for organic products. bio.inspecta supports farms and firms 
in their conversion to organic farming by providing expert knowledge.  

Bio.inspecta is an independent stock corporation that conducts at least one inspection per year of 
operations that produce, store or sell organic products. These operations may include organic 
farming operations as well as processing companies and dealerships that refine organic products. 
Among other things, checks are performed to ensure that vegetables, fruit or grain do not come into 
contact with chemical-synthetic plant pesticides. Or that organic yoghurt does not contain any 
synthetic dyes, flavour enhancers or stabilizers. 

In the event that bio.inspecta confirms a violation of these terms, with which strict compliance is 
required, it will impose penalties in accordance with the severity of the violation, possibly 
culminating in withdrawal of organic certification. 

Bio.inspecta is Switzerland´s leading provider of inspection and certification services for products 
that are produced in an ecologically sustainable, ethically sound and socially acceptable manner. 
Bio.inspecta improves the safety and credibility of organic products and builds trustworthiness for 
them on the market. 

The organization of bio.inspecta is divided into four departments: Administration & Finance, 
Processing & Trade, Agriculture/International and Business Development. The annual turnover is 
around 5 million Swiss francs. Before bio.inspecta was founded in 1999 all duties were done by FIBL. 
While bio.inspecta certifies organic products and farms, q.inspecta which is a subsidiary of 
bio.inspecta, certifies regional products and farms. That especially consumers can see the difference, 
organic labels are green, regional labels are blue. Q.inspecta GmbH was founded in 2006. 
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For the inspections bio.inspecta works with internal staff (44 employees in Frick) but also with 
external staff all over Switzerland (70 employees). The external experts are farmers who do the 
inspections as a part time job. To work ecologically, they travel by train and send the inspection 
forms via e-mail, which guarantees fast work. 

The main aim of the inspections is to build trust. Consumer protection, as well as market protection 
and fair conditions are important values on a steady growing market. 

Bio.inspecta certifies about 5000 farms and 15000 food process companies in Switzerland, and also 
works on international projects with a large number of associated small 
farms. They also help to found new inspection bodies all over the world, 
which work independently afterwards. Exceptions are EU organic 
inspections which are not done by bio.inspecta. There are no projects in 
the EU. Since 2010 there is one other subsidiary with its own staff in 
Turkey. 

Bio.inspecta has its own certification mark which all certified products 
may be labeled with. One of the partners is SQS (Swiss Association for 
quality and Management Systems). They train each other on organic or 
ISO regulations. This offers both a broad range of services. There is no need for a Swiss organic label 
because the private ones are already big and well known, e.g. Naturland, Demeter and so forth. 

The inspectors check every step from farm to fork. Everything has to fulfil ISO norms. For EU 
regulations following homepage can be used: www.eur-lex.europa.de. 

One inspection per year is compulsory. These are mainly announced inspections because you need 
the staff on the farm to provide you with information. Sometimes unannounced visits are done. The 
fee has to be paid annually. There are small, middle and large audits. The smaller the audit the 
cheaper it is. 

 

6.  Zurich University for Applied Sciences Wädenswil (ZHAW)  

Written  by Daniela Casares, Jacqueline Castro, Valentina Echeverry, Christina Bantle 

6.1 Introduction 

The Zurich University of Applied Sciences (ZHAW) appeared as a fusion between the former Zurich 
University Winterthur, the University of Applied Psychology, the University of Social Work Zurich and 
the University of Wändeswil. The ZHAW is the largest university of applied sciences in Switzerland 
with about 8000 students, 25 Bachelor’s degree programs, 8 ongoing Master programs, and 30 
Master’s of Advanced Studies. It has eight schools that cover architecture and civil engineering, 
health, linguistics, life sciences and facility management, applied psychology, social work, 
engineering and management, and law.  

Within the School of Life Sciences and Facility Management runs the Institute of Food and Beverage 
Innovation (ILGI). This institute deals with creating “flavourful, safe and nutritious foods from raw 
material to the consumer”, with expertise in food technology and processing, microbiology, 
nutritional and consumer behaviour, sensory science, quality management and food safety, beverage 
technology, aroma research, and cosmetics. 

Within the ILGI research is done on functional foods, which are healthy foods claimed to have either 
health-promoting or disease-preventing properties, additional to providing nutrients. Some bioactive 
ingredients contained in functional foods include probiotics (food supplements of live 
microorganisms, which improve the microbial balance in the intestine), prebiotics (non-digestible 
substances that selectively stimulate the favourable growth of a limited number of autochthonous 
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bacteria), symbiotic foods (consisting of the right combination of both pro- and pre-biotics), omega-3 
(polyunsaturated fatty acid (PUFA’s) which are related to cardiovascular health), phytonutrients 
(found in plants, they are related to different health benefits dependent on the bioactive 
compounds), among others. 

Proving the functionality of ingredients is a key factor to assure their acceptance and expansion 
within the market. On one hand, the regulation needed for consumer protection; where health and 
nutritional claims play a major role, and on the other hand the popularity that these products have 
among targeted consumers due to health needs, knowledge and perception about those ingredients 
and the vehicle used. For this reason, and important market driver is to address health issues that are 
relevant for consumers. 

The food category, that shows the biggest market share for functional foods are dairy products, 
followed by beverages. Cereals, confectionery, fats and fats supplements contribute to the functional 
food market, to a lesser extent. 

Global markets of functional foods  

The consumption of functional foods is growing due to several: “demographic, economical and social 
trends.” Many factors have influenced this expansion of the market. According to Scott Wolfe 
Management Inc., 2002, which include special generations (specifically “baby boomers”) that have a 
large interest in having a healthy living, an improvement in people’s education, there is a better 
understanding of the link between nutrition and health, and more emphasis on preventing future 
health problems.  

There is also more acceptances of alternative treatments and an increasing dissatisfaction with 
conventional medicine, so health professionals are open to the idea of using these products. 
Increasing scientific research has proven these foods’ effectiveness and pushed marketing and press 
coverage so people are better informed.  

Important markets and producers of this type of products are: United States, Canada, the European 
Union, Japan, and Australia. According to a study performed in Canada by the George Morris Center, 
there is data that reveals a significant growth of sales in the last decade. The development of new 
products is also growing intensively day by day. For example, in the UK between January 2005 and 
January 2006, 130 new products were launched. (Klimas et al., 2008) 
Key players  

In countries as the US, Australia, UK and Canada functional products are provided mainly by 
multinationals. Companies such as: Coca-Cola, Pepsico, Kelloggs, General Mills, Danone, Unilever and 
Nestle produce these types of products. In Japan the story is different, they have between 3000 to 
5000 companies that do not have brands that are well established in the market. They produce 
products and functional ingredients as well.  

Other “key players” are the organizations in charge of authorizing health claims for these products. 
Organization such as the FDA in the US and EFSA for the European Union are some examples. Their 
importance is due to the fact that they provide scientific support and therefore, consumers can feel 
that the products that they are purchasing will give them the benefits that they are claiming for.  
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6.2 Visit report 

At the beginning of our visit to ZHAW, Prof. Dr. Christine Brombach, who is responsible for the 
Institute of Food and Beverage Innovation, gave a brief introduction to the university (as described in 
the overview). She also talked about some projects that the ILGI has with regards to nutrition and 
consumer science, sustainability within the value added food chain, and the challenges that they 
have identified with regards to functional foods.  

As part of the “Nutrition and Consumer Science” topic, several projects were introduced. The main 
idea is to investigate how the eating and drinking habits change during the course of life, and how 
feeding and foods affect the various life stages. This includes the reasons for eating, which are not 
limited to just meeting physiological needs but also intra- and exogenous needs, that also vary 
between different populations and cultures. Based on the knowledge acquired, they can better 
understand consumer needs and research them; therefore, they seek to create a link between 
producers and consumer.  

The projects included the creation of an online food frequency questionnaire in order to generate a 
database about food consumption habits in Switzerland; production of folic acid and iron enriched 
foods for pregnant and breast feeding women; nutritional guides for different target groups 
especially low income families in order to offer tips regarding how make good decisions about food 
purchase, storage, etc.; texture-modified foods for people with dysphagia, and physical activity 
among elderly people and the nutritional problems that this target group faces. 

Claudia Müller was responsible for introducing the “Sustainability within the Added Value Food 
Chain” project. The aim of this initiative is to integrate sustainable development in the food 
production chain and to do research on sustainability; this includes both production and 
consumption. An aspect that was mentioned was that ZHAW is taking into account sustainability (the 
economical, ecological and social aspects) within the whole value added food chain (product life 
cycle from “farm to waste”). Through working with the University of Innsbruck, they have developed 
workshops to teach students how to create sustainability labels for different food chains like meat, 
bakery, pasta, wine, vegetables, and milk. 

Regarding “Functional Foods”, and which also apply for the other research projects, the challenges 
include demographic changes (increasingly older population and migration), cultural changes related 
to nutritional habits and lifestyle, communication challenge due to having three official languages 
within Switzerland, changes in household food production and preparation, increase of ‘out of home’ 
consumption, an increase in obesity and food-related disease, to mention just some of them. All of 
these challenges have led them to realize the necessity for new marketing strategies for the 
functional food industry.  

It was also mentioned that normally the group of people that consume functional foods is the same 
that do not need them, because of their regular health procurement, and therefore is important to 
increase awareness about this among consumers in order to reach the population who really needs 
these kinds of products.  

During our visit to ZHAW we also visited different facilities where the various projects took place, and 
where the students receive lectures. We also had the opportunity to try some of the products that 
are been developed like bread with less salt content or a soft drink for pregnant women. Afterwards, 
we had a short wine sensory analysis comparing different taste characteristics, for both red and 
white wine being produced in the ZHAW winery.  
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7 Swiss Milk “From Farm to Fork: Marketing Dairy Products Strategy” 

Written by Nga Li Yip & Iin Wijayanti 

7.1 Introduction – Marc Bächle, (head of CRM) 

The Swiss Milk Producers (Schweizer Milchproduzenten, SMP) is an umbrella organization by all dairy 
producers in Switzerland. It represents approximately 26,000 active milk producers from 12 regional 
milk producer organizations in Switzerland. Its goals are to achieve a cost efficient milk price, to 
support demand-oriented milk production, to increase market transparency, to maintain an efficient 
and competitive dairy industry, to promote the quality and the quantity sales of domestic dairy 
products, as well as to act as an information and communication centre.  

Milk and milk products need to compete with soft drinks, breakfast drinks, mineral water, vegetable 
fats and against foreign suppliers of agricultural products. SMP provides effective measures to make 
sure that Swiss milk and milk products are present in all key target groups throughout the year in 
order to keep a positive image and enjoy sympathy from customers. 

7.2 History: from ZVSM to SMP  

Due to the difficult economic times in 1907, the regional dairy producer organizations got together 
and founded an organization called the Central Association of Swiss Milk Producers (Zentralverband 
schweizerischer Milchproduzenten, ZVSM). It became a national umbrella organization for milk 
products. In the first few years, ZVSM represented the economic interests of its members in 
particularly to fight for a good milk price.  

After the First World War, the task of ensuring the country's supply of milk was given by the federal 
government. In the following decades, ZVSM was the executive body for state milk market regulation 
and played an important role in fighting for the highest possible milk price and the greatest possible 
quantity of sold milk. In 1999, ZVSM was changed to Swiss Milk Producers SMP due to agricultural 
reforms in Switzerland. Today, it still represents the interests of its members and is committed to 
ensure that the milk producers are in a deregulated milk market with bright prospects.  

7.3 Basic information of Swiss milk market 

Under public law, the new milk policy instruments have been applied since 1 May 2009. It provides 
subsidies for milk to be processed to cheese, financial support for promotion activities, but no longer 
intervention, no storage subsidies, and no export subsidies. Marketing monitoring is formed, in 

http://www.agr.gc.ca/misb/fb-ba/nutra/ben/pdf/Ag-%20rpt_e.pdf
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which monthly reports on producer and consumer prices of milk and milk products’ calculation of 
margins are published. 

 

Fig.10, (Source: www.swissmilk.ch) 

 

1. Sustainability label “Suisse Garantie” (by Barbara Paulsen, head of PR)  

As we mentioned before, the Swiss dairy market has become more open and competitive now, 
therefore the farmers need to defend themselves against the competition coming from foreign 
producers. On the other hand, Swiss customers value more Swiss products as they perceive them as 
high quality. The Suisse Garantie label is granted to those products which are 100% produced and 
processed in Switzerland, helping to give a positive advantage for the products in the market. 

In order to get this label, food producers need to fulfil certain criteria set by the government. In 
addition to being produced and processed in Switzerland, ecological standards and animal welfare 
standards should be fulfilled. Those products should not contain any GMO (Genetically Modified 
Organism), and should be controlled by a certification body. This way, farmers have the responsibility 
to protect the environment and take care of natural resources, ensure biodiversity and to fulfil the 
multifunctional tasks as required by the Swiss Constitution. This will in the end lead to the 
sustainability. 

2. Marketing strategies (by Marc Bächle, head of CRM) 

The dairy industry has played an important role in the Swiss agricultural industry. Milk production 
reached 3.4 million tonnes per year, with 26,000 milk producers. The average delivery is 127 000 kg 
of milk per farm. There were 1 million tonnes of raw milk used for cheese production. There were 
approximately 600 local processors for cheese production. 
Milk and milk products are indispensable for Switzerland because they represent the national food 
culture. Encouraging people to consume more is the ultimate goal for SMP. It created a habit with a 
slogan “Dreimal täglich”, informing people that consuming 3 portions of milk or milk products a day 
is important to maintain good health. A daily intake could for example contain 2dl of milk, 180 g 
yoghurt and 40 g cheese. SMP’s marketing strategies focus on three important consumer groups: 
mothers, young people and kids. It organises various activities such as lectures on health, National 
Milk Day, and provides online nutrition services and teaching materials, targeting those three 
consumer groups. 

  

http://www.swissmilk.ch/
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3. Marketing for food experts (by Barbara Paulsen, head of PR) 

Marketing for food experts is important to give these experts a better impression of dairy products. 
Nutrition is the pillar of communication for nutritionists, food experts, and also special interest 
media; therefore SMP always informs them about the benefits of milk. In order to maintain the 
credibility of milk, SMP has got several partnerships with research institutes that do research on the 
positive effects of milk on a persons’ health. 

4. Image campaign “Lovely” (by Martin Rüst, head of Marketing) 

The famous and lovely cow is the icon of SMP. “Lovely” was born in 1994. This black and white cow 
was chosen because the newspaper limitations at that time only allowed them to be printed in grey 
shades. Another important reason was that this black and white cow carried the pattern of a map of 
Switzerland on her body. The elements of the success of “Lovely” included simplicity (simple but 
intelligent), surprise (creativity), relevance (touch the heart of the target group), continuity (a little 
change helps, but consistency is required), monitoring, and last but not least, luck. 

 

Fig. 11 Image campaign “Lovely 

 

5. Relational-Marketing SMP with magazine “LE MENU” and Online-recipe Database (by Marc 
Bächle, Head of CRM) 

“Le Menu” is a magazine published by SMP. In this magazine, you can find many recipes using dairy 
products as important ingredients. The recipes are also available online. The number of subscribers 
are increasing as the magazine is increase the value of its content, and surprisingly, regardless of an 
increase in the price of the magazine. 
There are three main focal points in “Le Menu”, these are the image of health in milk, the knowledge 
that milk is rich in nutrients and the stimulus that milk and milk products are delicious. The key to 
this magazine’s success is the Swiss traditional recipes section. This section displays big, beautiful, 
and attractive pictures of the food plus cooking tips and tricks. 
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Closing 

Enjoying Swiss cheese and ham “Zvieri”. 
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