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Sicher unterwegs
Se déplacer en sécurité

Grundregel

Seien Sie immer aufmerksam unterwegs
und suchen Sie den Blickkontakt mit anderen
Verkehrsteilnehmenden. Verhalten Sie sich
vorsichtig, besonders gegeniiber Kindern,
dlteren Personen und Menschen mit Beein-
trachtigungen.

Régle de base

Faites toujours attention et cherchez

le contact visuel avec les autres usageres
et ysagers de la route. Adoptez un com-
portement prudent en particulier a 'égard
des enfants, des personnes 2g8es ou

des personnes en situation de handicap.

Verkehrsberuhigte Strassen

Die Stadt Biel will in allen Wohnquartie-
ren Tempo-30-Zonen schaffen und wo
mdglich Begegnungszonen realisieren.
Semit erhoht sie die Lebensqualitat

n den Quartieren, sie verringert den Larm,
arhoht die Sicherheit, firdert Begeg-
nungen und verbessert die Luftqualitat

TONE Fussgangerinnen und Fuss-
@ ganger konnen gehen oder
stehen bleiben, chne auf der
Hut zu sein.

Fussgangerinnen und Fuss-
ganger haben jederzeit Vortritt,

Autos und Zweirader haben
Vortritt. Sie mussen jedoch den
Fussgangerinnen und Fuss-
gangern das Uberqueren der
Strasse erleichtern.

Rues apaisées

La Ville de Bienne souhaite créer des zones
30 km/h pour I'ensemble des quartiers
d'habitation et développer plus de zones
de rencontre. Elle améliore ainsi la qualité
de vie dans les quartiers, diminue le bruit,
rend les rues plus sires, favorise les
rencontres et améliore la qualité de ["air.

e Les pigtonnes et piétons
peuvent marcher et séjoumer
en touta liberté sans devoir
etre sur leur garde.

Les pigtonnes et les piétons
ont la priorité en tout temps.

Les voitures et les deux-roues
ont la priorité. Il doivent
pourtant faciliter la traversée
de la rue aux pigtonnes et aux
piétons.
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Dans les Ul
mé

Mit dem E-Trottinett /
Avec la trottinette électrique

Fahrzeiten mit dem Velo in Biel
Temps de parcours a vélo & Bienne

Mit dem E-Bike 45 km/h
A vélo électrique &5 km/h

Mt des baell

Babnbef 526
Gaare I

Fahrzeiten mit dem
offentlichen Verkehr in Biel
Temps de parcours

en transports publics a Bienne

Sop = ot

] 0

Am Fussgingerstreifen / Au passage piéton
alten Sio sich un folgenda Begela

Tipps und Tricks finden Sie auf der
Website der Stadt Biel.

Conseils et astuces consultables sur
le site de |z Ville de Bienne,

PR—

Bringg 1
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et Masals

Distanzen mit dem Velo, zu Fuss
und mit dem OV

Aufarund des relativ flachen Geldndes
und der kompakten Innenstadt nahe der
Wohnquartiere sind Sie in Biel einfach

zu Fuss oder mit dem Velo untenwegs. Die
wichtigen Ziele erreichen Sie in weniger
als 15 Minuten,

Distances i vélo, 4 pied et

en transports publics

En raison du terrain relativement plat et
du centre-ville compact proche des
quartiers d'habitation, vous vous déplacez
facilement & Bienne & pied ou a vélo. Vous
pouvez atteindre toutes les destinations
importantes en moins de 15 minutes.

Respektvolles Miteinander im Verkehr
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Personal Work

lllustrations for various cards.
(2020 — 2021)

Available in my shop:
www.anitaallemann.com







Monocle

Economics —illustrated for the magazine
“The Entrepreneurs”. (2020)

Editorial design: Monocle
Art director: Maria Hamer
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~ THINKING BIG

As the coronavirus pandemic upends businesses
around the world, many have been forced to
examine the worth of entreprencurship. The
companies affected by the outbreak span indus-
tries and geographies, and range from global
firms emploving hundreds to freelancers working

for themselves. But regardless of scale, many saw
work dry up seemingly overnight.

Governments and other organisations have
responded with loans, grants and fnancial assis-
tance, arguing that much of the economic health
of our society rests in the ability of small businesses
and entreprencurs 1o continue providing jobs,
paying taxes and growing GDP There is no shortage
of data about the importance of emreprencurship
1o every kind of economy. In fact, it has become
somewhat of an obsession in recemt decades, as
entreprencurship became a buzeword tied to sexy
start-ups, technological innovation and the promise
of transformative riches.

Bur as someone who has spent his career wrniting
about entrepreneurs of every type - wizened Jewish
deli operators in north London, Dutch apple farm-
ers in rural Ontario, inventors working on laptops
in Brooklyn cafés, informal popeorn vendors on
Rio beaches and African-American hairstylists in

. ILLUSTRATOR Amita Allenan

Mew Orleans - I can tell you with certainty that
the primary value of entreprencurship is not money.
The vast majority of entrepreneurs are driven to
go out on their own for non-financial reasons. Some
have a burning idea that they simply cannot get out
of their heads. This was the case for Florian Kaps,
an Austrian biologist who decided, against all logic
and financial sense, to save Polaroid’s last instant-
film factory when the entire film-photography
business was dying. Kaps then opened a combined
studio, shop, performance space and café in Vienna
called Supersense that became a sort of global
headquarters of the analogue resurgence.

Others, such as the innumerable Syrian refugees
who have opened restaurants around the world
in recent years, became entrepreneurs because it
offered them not just the promise of an income
but also a way to regain control after years of dis-
location. “We are done working for other people,”
Husam al-Soufi told me, on the back patio of
Soufi's, his family’s restaurant in Toronto. When
I asked him whether he would consider taking a
job if the business failed, he said, “A job? Never.”
The war had taken away his home and his previous
career. Entreprencurship had restored his freedom
and rencwed his sense of agency despite the uncer-
tainty that came with it. That empowerment was
worth more than any salary.

There are entrepreneurs who are driven by
their values: by working for themselves they are
able to shape their business around their beliefs,
Take, for instance, Patagonia, whose founder,
Yvon Chouinard put people and planet ahead of
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profits from day one, dictating everything from the
company’s childcare facilities to its choice of mate-
tials. Or think of restaurants that donate a portion
of their food to soup kitchens, or the hairdresser
in a low-income area who never asks twice if
someone has trouble payving, saying, “Don’t
worry, you'll pay me back when you can,” because
they know how much a haircut means to that
individual’s self-worth.

Yes, all of these entreprencurs wish to succeed
financially. They want to profit from their work and
grow their businesses. And, of course, that work
contributes to our economics in many ways. But
if we focus only on the monetary contributions, we
miss the langer point of the soul of entreprencurship.

The entreprencur is not some variable in a
spreadsheet that economists can fiddle with wo
find the right incentive or subsidy that triggers
stock-market growth. Entreprencurs are imperfect
humans whose hopes and dreams, pluck and hustle

are what motivate them to start something new and
then to work at it year after year. They form the core
of the communities we live in: the restaurants, cafes
and shops that form the texture of our strects, the
bakeries where we buy our bread and the hardware
shop that will not only sell us sandpaper but teach
us how to strip and refinish a coffee table.

Thar is what we are fighung for now, as they
work to keep businesses alive in the face of unimag-
inable challenges. And that i1s what we need 1o keep
in our hearts as the next generation of entrepre-
neurs emerges, filled with ideas and hope, ready 1o
accept the risks to gain all that entreprencurship
can offer. — (M)

ABOUT THE wrITER: Diavid Sax is a writer, journalisy
and public speaker based in Toronto. His new book,
‘The Soul of an Entreprencur: Work and Life Bevond
the Smart-up Myth' is published by Public Affairs’
Hachette. He has always worked for himself.

- Did the Victorians invent the idea of
Amazon? By Adam Hart-Davis ——You don’t

Amazon is looming over our lives now as never
before. Housebound folk, bored and frustrated,
not only get groceries delivered to their doorsteps
but also try to fill the empty hours by shopping
online. Business was already booming prior to the
pandemic, of course: in New York, trucks were
delivering 1.5 million packages every day in 2019,
Yet global demand has now increased so much
that Amazon has had to hire an additional 100,000
warchouse and delivery workers,

In Manhattan there are no designated parking
spaces for the trucks and so they have also been col-
lecting half a million parking tickets a vear. I don't

“Shopping was simple for the
rich. They sent their cooks or
housekeepers to do it”

mind if a truck is delivering, say, £30 (€34) worth of
grocenes to each destination but the traffic problem
s made much worse when Amazon sends a large
van to my house bringing only a packet of paper-
clips. Cinies all over the world feel the same traffic
pressure: in pre-virus times, the UK’s average traffic
speeds were 11km/h in Edinburgh and Manchester,
and just 8kmvh in central London. Delivery trucks
arc a major contributing factor to that discrepancy.

Today we think of Amazon and other compa-
ni¢s that make home deliveries as innovative. But
we should remember that the idea started more
than 106 years ago. In Victorian times poor people
had little money and rarely shopped at all but
shopping was simple for the rich. They sent their
cooks or housckeepers to do it or if they went
themselves, they would often wait in their carriages
while the shopkeeper brought his wares out o the
pavement for them to inspect. Some households
were luckier still for, if they were sufficiently good
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customers, they could telephone their orders and
have the groceries delivered to their homes (by 1900
hundreds of thousands of homes had a phone).

Home deliveries had started even before the
invention of the telephone in 1876 and they were
not confined to groceries. In 1868 a weckly news-
paper appeared: Bazaar, Exchange and Mari, and
Fournal of the Houschold, Following the advertise-
ments inside, anyone could buy a huge varicty of
desirable things, ranging from talking cockatoos
and forage for cattle to ciderdowns and charcoal for
decayed teeth, There were also queries, letters and
articles on everything from the latest fashions to
wood-carving patterns and even travelling in Sicily.

Other magazines too were packed with adver-
tisements for mail-order goods. In Settle in
Yorkshire in the 1880s, Ellwood Brockbank ranThe
Warchouse (which was exactly that: a warchouse
not a shop) and coined the expression “Fireside
Shopping” for anyone who wanted to buy by post.
The Lady magazine was delighted at the possibility
of having “goods straight from the manufactory -
no middleman’s prices intervening, the goods oo
being of the latest style and value™.

Charles Riley, of Moor Street in Birmingham,
promised to supply bedroom furnishings direct
from the works, carriage paid, Imperial Powery of
Burslem in Staffordshire offered a complete dinner
service for six people at the amazing price of 21
shillings (about €1 in todays money). Department
store Swoan & Edgar of London’s Regent Street,
meanwhile, would supply spring and summer fash-
ions: “Shop through the post. Every want supplied.”

People have always wanted 10 accumulate stuff,
whether it be food for the larder or trinkets to show
off their status, What's more, people have always
wanted that stull now — or preferably even sooner
= and Amazon responds to that demand. So while
those rich Victorians might not have actually cre-
ated the monster that is online shopping, they do
seem to have ushered it in. Today we are merely
seeing the incvitable result of human greed and
acquisitiveness writ more widely.

One hundred and fifty years ago “Fireside
shopping™ was mainly for the wealthy but now the
dreaded coronavirus has made all of us fireside
shoppers. All you need is an internet connection
and a credit card - and patience while vou wait to
see whether what you asked for is delivered. — (M)

ABOUT THE wRITER: Adam Har-Dhavis is a British
sCientist, historian, author and broadcaster who
presented the BRC TV senics What the Victoriaons Did
Jor Us. His latest book, Fibanacei’s Rabbits, is abour
breakthroughs that revolutionised mathematics.

3- Does the Mittelstand need to change?
ﬂ}'.\'fa'rkm.dll‘bers_—i-.:.: ny’s quict ranks of

A few years ago an engineer from the German
industrial-robotics company Kuka told me about
his expeniences with the company's new owner,
Midea, a Chinese conglomerate that mostly
makes home appliances. He had gone to China
1o witness the construction of its first robot-pro-
ducing factory and was stunned by what he saw.
“It vook them just a few months to build; for us,
it would have been years,” he said. According to
German standards, the factory building was far
from perfect - but it worked. The same would
apply 1o designing robots, he said: he expected
that his new Chinese colleagues would come up

with prototypes in a fraction of the time thar it
would have taken him and his team in the past,
Far from being dispirited by having been bought
by a microwave company, he was thrilled by the
prospect of combining German engineering with
Chinese scale and speed.

This opinion contrasted sharply with the main-
stream thinking in German media, politics and
business cireles. There, the sale of Kuka was seen
as another sign of the erosion of what was once the
pride and backbone of the German economy: its
mighty Mirtelstand. These are small-to-medium-
sized companies (SMEs) that are often family-
owned and have strict ideas about quality control,
training and retention of employees. Many of
them are what Germans call “hidden champions™,
meaning firms that belong to the top three in their
global sector in terms of market share, have less
than €5bn in annual revenue and are little known
1o the general public.

062
THE EXTREPFRENEURS 2020

The coronavirus pandemic hos affected the
Mittelstand just like any part of the global econ-
omy. But there is a good chance thar smes will
weather the storm. This is mainly because, as
well as offering cheap credit, the German govern-
ment implemented a tool that helped Germany
get through the financial crisis: Kurzarbeit, or
short-time working. This means that employers
can reduce working hours = and pay = by up to
50 per cent while the government compensates
employees for a major part of the difference. The
result: companies don’t have to let experienced
staflf go and they can jumpstart business again
when things look better.

But there are other concemns for sMEs. Some
experts fear that the economic downturn will
weaken otherwise healthy companies and might
produce lots of vulnerable candidates for take-
over bids ~ even more than there were previously.
Indeed, before the pandemic, significant amounts

of money were being offered 1o bring these compa-
nies under Chinese leadership. Since 2015, China
has invested four times as much in Germany than
vice versa. China wants to be the market leader in
many “future-facing™ industries and the quickest
way o achieve this is to buy the best companies
and technologies.

Another apparent threat to the Mittelstand
comes from private-equity firms. They already
control a surprisingly large part of Germany’s
economy — with stakes in more than 5,000 com-
panies totalling almost one million employees -
and are setung their sights on sMEs (or “huntng
the Mittelstand”, as German business newspaper
Handelsblatt put it).

Why are proud Teutonic brands seen as such
attractive takeover candidates? One reason is that
SME efforts to reinvent themselves for a digital age
often fail. They are good at making high-quality
products but not great at marketing them digitally

and building ecosystems of new zervices around
them. Bigger international players want to acquire
sMEs’ product expertise and talent pools, and
then amplify these with their own global networks
and hefty marketing budgets. Angela Merkel,
Germany’s chancellor, is worried: she says that
Mittelstand companies run the rizk of becoming
nothing more than “workbenches™.

So are the golden years of the Mitrelstand
over? Will these companies be gobbled up by inter-
national investors?

I believe there’s hope in the Kuka story. In fact,
adding Chinese, or other high-technology, execu-
tion power to Teutonic ingenuity may sometimes
be necessary o compete on a global scale. As the
founder of a Mittelstand company myself, I believe
that the German course to future success lies in
combining traditional values with modern think-
ing. Firms such as my own should keep design-
ing and crafing first-rate products but we need to

apply our expertse in “making things” to a digital
age. Successful German start-ups — such as Infarm
(automated farming), DoorzDoor (rural rideshar-
ing), FlixMobility (long-distance travel), Horizn
(smart luggage) and 826 (banking) — already do
this. The country’s economic future depends on
translating its production prowess to new, some-
tmes less tangible, products. Yes, you can manu-
facture a great digital user journey wo,

If we merge Mittelstand’s focus on precision
and building one thing exceptionally well with the
data-driven, fast-growth mindset of technology
start-ups, we will come up with a new generation
of champions — “hidden” or not. — (M)

ABoUT THE wrrrenr: Markus Albers s co-founder and
managing parmmer ar Berlin-based consultancy Rethink,
which employs a team of 50. He is also a longtime
contributor o MONOCLE.
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4- What is the macrocconomic cffect of
the pandemic? By Christopher Cermalk
Hi post=f lemic economy be different?

W

The events of 2008 were different. There was heaps
of blame 1o go around and far-reaching conclu-
sions to be drawn. Entirely new financal regulatory
architectures and multlateral institutions, such as
the G20 summit, were set up as governments vowed
to never let such a man-made crisis happen again.

This time theres no casy target to blame for
the epidemic (though many will try) and no obvi-
ous consequential actions to be taken (aside,
perhaps, from stocking up on medical supplies).
There's a version of this where life carries on as
normal. In theory, at least, a sudden shock o
the global economy - even a complete standstll that

in certain industries — travel chief among them -
is likely as cash-strapped companies try to pool
resources. But there are some less obvious conse-
quences for surviving businesses. For one, Donovan
predicts a build-up in inventories - a reversal of
what happened after the global financial crisis
of 2008, when many companics believed that a
key lesson was the need for fexibility. The epi-
demic has seen many facrories grind to a halt
and supply chains struggling to cope under the
strain of demand for items. The lesson that some
companies take from this could well be the oppo-
site of flexibility: it’s not a bad idea to stock up on
goods to ensure that theres enough inventory in
your warchouses, especially in case of a second or
third phase of the outbreak down the road.
Supply <hains are also likely to be affected
maore broadly; expect them to shorten. Yes, we live
in a globalised economy and we're unlikely to see
that fundamentally changing. But it is stll to be

lasts for months - shouldn'’t have a lasting impact.
Why would we change our regular habits once we
can be out on the streets again, dining with friends
and business partners, flving to far-flung lands to
check out that great spa horel or trade show, visiting
our favourite high-street or boutique shops? Whar,
exactly, needs 1o change about any of that?

In reality, though, such thinking is probably
idealistic, “Whar we are expecting is that several
longer-term trends that we were already predict-
ing will accelerate,” says Paul Donovan, chief
economist at Swiss bank ues. And while its hard
1o predict exactly what will happen, there are some
carly signs of shifts that could be here 1o stay - for
businesses, consumers and governments.

Let's start with the obvious: unfortunately there
will be fewer businesses, Despite trillions being
spent by governments around the world to help alle-
viate pressure, many companies, small businesses
in particular, are unlikely 1o survive, Consolidation

expected that some companies will work to simplify
their supply chains where possible - perhaps build
some things domestically or at least closer to home,
It's one way to avoid disruptions in the future and a
shift that is worth thinking about if you're a supplier
({don"t cold-shoulder your international clients but
do consider knocking on your neighbour's door for
some extra business).

As for consumers, there’s ene key factor to
remember: habits, once altered, don’t necessar-
ily return to their previous patterns. That goes for
rwo things in particular: online shopping and home
working. If vou've registered for online shopping
for the first ime during this epidemic, you're likely
to return to it even once physical shops reopen,
Donovan points to the Sars outbreak in Asia in
2003, which boosted the early days of online
shopping on the continent. Similarly, if you've
developed a taste for home working then vou're
likely 1o prod your employer to allow you that
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flexibility more often. Donovan cites the London
Olympics in 2012, when many in the Gty got a taste
for remote working.

What do these shifts mean for companies?
Retailers that do best in the post-epidemic economy
will offer a more comprehensive blend of online
and in-store options, known as omni-channel
shopping. Carsten Brzeski, chief economist at
German-Dutch bank mG, predicts a lasting decline
in demand for commercal property = due both to
home working and less in-store shopping - and says
that investment in broadband infrastructure might
increase to make remote working easier.

Then there's the role of government which, in a
word, has grown. Not only might many companics
find themselves with the government as a share-
holder or major creditor but society’s expectations
of what a government can and should do for its
country's citizens have changed too, In the US and
elsewhere, statutory sick pay and broader social

safety nets could gain momentum, while salary
cheques handed out by governments during the
epidemic could open the door to more conversa-
tions abowt universal basic income.

In Europe, the burden on some national gov-
ernments, such as [taly's, forced eurozone countries
to consider once-unthinkable forms of common
financial aid. Despite insistence that these were
one-time emergency measures, it's hard 1o imag-
ine that they won't change how eurozone members
work together in future. OFf course, this 1s specula-
tion — there are a lot of “coulds” in all of this, as
Brzeski says — but it's clear that the global economy
will never look guite the same again. — (M)

AasouUT THE winmeR: Christopher Cermak is Moxocie’s
affairs editor. He cut his journalistic teeth as a young

newswine reporter suddenly thrust into covering 2008%
global financial crisis our of Washingron and New York.

5. —— Direct-to-consumer businesses:
what went wrong By Hamish Anderson The

The past decade saw a boom in direct-to-consumer
(pTc) brands: companies that manufacture and sell
their own products, mostly online, through their
own channels instead of via wholesale. But even
before coronavirus upended the economy, there
were signs that such businesses might be stumbling,.

Ty Haney was removed as cBEO of her athlei-
sure company Qutdoor Voices; the share price of
Casper mattresses dropped precipitously after it
went public; and digital-first menswear company
Bonobos laid off employees as its parent company,
Walmart, said it expected to lose S1bn (E913m) in
its e-commerce this year. The pandemic means that

“You're led to believe that
anything under $100m (€91m)
of revenue is failure”

people are staying at home, glued to their phones
and shopping online. This should be the time that
oTC brands triumph. But is it actually the moment
when we realise that they were built on shaky
foundations?

One disadvantage pDTC companies have faced
15 an unusual cashflow problem: too much money,
“The first and second generation of DTC brands
launched [in the wake of] massive technology and
software deals,” says David Heath, cEo of online
sock brand Bombas. “The venture-capital firms
(vcs) had so much money that they had to find
places 1o deploy it and they tried to replicate the
success they had with tech, saving “Here's this thing,
direct to consumer; it’s leveraging technology.™

“There’s a misalignment between venture capi-
tal and building a brand,” says Ryan Babenzien,
CE0 of DTC trainer brand Greats. “vos want to
deploy capital and get a return in seven years: that
goes against the ethos of building a brand. We're
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START-UPS/SWITZERLAND

Silicon Alps

Swirzerland had a reputation for dreaming up ingenious
tech ideas but being terrible at exploiting them. Now a

clever network is selling Swiss breakthroughs to investors.

By Christopher Cormak
Tilustration Anita Allananm

Michael Stucky has three minutes to con-
vince a group of San Francisco-based
investors that his company’s product — a
back brace that can be worn by industrial
workers doing heavy lifting = is a winner.
After the presentation he's hit with ques-
tions from his three judges, who are
deeply vested in the world of health tech.
Is the product appropriately priced? How
can its health benefits be monitored?

Auxivo, Stucky’s firm, 15 one of six
early-stage Swiss start-ups presenting
their products to US-based investors on
this late October demo day, showcasing
ideas from women’s health solutions to
implants that monitor neurological dis-
orders. The event — held online this year
due to the pandemic - is organised by
the San Francisco chapter of Swissnex,
a zo-year-old global network of govern-
mental sutposts and “science counsel-
lors” that promote Switzerland’s scientific
research, higher education and start-ups.
The rather unique model - imagine a
diplomatic outpost but focused on pro-
moting research — has since been copied
by other countries, including Germany,
Denmark and Norway.

“We were always very strong in
Switzerland in science, innovation, deep
technology,” says Gioia Deucher, who
heads Swissnex in San Francisco and cre-
ated the start-up incubater programme
just a decade ago. “We're probably better
than many US start-ups in that sense. But
where we've lagged behind is, how do we
take these technologies to market? Taking
these science and rechnology-based start-
ups out of the labs at a very early stage
and exposing them to the ecosystem [in
Silicon Valley] felt like such a no-brainer,
to help them understand what's needed
out there in the market.”

In other words, Switzerland has
long had the brains — with university
researchers in labs making breakthroughs
in “deep technology” sectors such as
health, biotechnology and energy — yet

Five steps for building a
start=up in Switzerland:

sTEP 1: Research,

research, research: Join

4 PHD programme at one of
Switzerland’s universities and
imvent something in the health,
robotics or energy sectors.

N

business-minded entrepreneurs have typ-
ically looked elsewhere for investment.
Part of the reason is that there wasn’t
really 2 culture of taking risks, Switzerland
had already built up a reputation as a
centre for corporate multinationals; it
didn’t need start-ups.

“When I started in entrepreneurship
30 years ago, launching a start-up was
not an option for a graduate from univer-
sity, because corporate careers were just
too attractive,” says Beat Schillig, who
joined an organisation for young entre-
preneurs back in 1989 and founded the
country’s first major start-up incubator,
Venturelab, in 2004. “Everybody was
laughing at me at that time. My peers
from the University of St Gallen all went
after jobs at Uss or Mestlé or Roche,
Goldman Sachs or McKinsey.”

That mindset has changed dramati-
cally in the past zo vears. The World
Intellectual Property Organisation (WIPo)
placed Switzerland seventh in its ranking
of the world’s most innovative nations
in 20c8. Three years later, Switzerland
claimed the top spot and it has kept the
title for the 1o years since. Schillig puts
this dewn to two fundamental shifts: the
decline of traditional corporates and the
rise of a Swiss start-up culture. The first
is more about global trends: the financial
crisis helped make corperate banking jobs
less of a sell to the average student. The
second shift was spearheaded by groups
like Venturelab, Swissnex and a steady
stream of changes in Swiss universities
such as ETH Zirich, which incorporated
business-minded innovation arms into
their programmes.

Auxivo is a case in point, having taken
advantage of the new Swiss infrastructure
every step of the way. Stucky, the com-
pany chairman, is the business brains of
the product but the technical know-how
comes from Volker Bartenbach, who
developed the patented back broce while
doing a PHD at ETH Zirich. Like many

sTEP 2 Upgrade your PHD: Apply 1o join a “pioneer™ entrepreneurship
Programme 1o gain access o funding, a business coach and a scientific advisor.
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STEP 3: Join an incubator: Apply 1o a privately run start-up incubator, such as
Venture Kick, for more funding and coaching to knock your idea into shape.

.\%

researchers at Switzerland’s highly techni-
cal universities, Bartenbach didn’t really
think of himself as an entreprencur when
he started. “It was not a goal from the
beginning,” he says, seeing his place more
as a scientist fascinated by robotics and
the medical field. But when he developed
the back brace, its industrial applications
quickly became clear. So he applied for a
grant under ETH's “pioneer fellowship”™ - a
one-year programme that gave him con-
tinued access to rescarch labs o develop
the product, initial funding and business
classes — to see whether he could build a
company around it. He was assigned a
business coach — Swucky — and a scientific
advisor, professor Roger Gassert. Auxivo
was incorporated in 2019,

From there, Auxive received sup-
port from Venture Kick, an offshoot of
Schillig’s Venturelab, which financed
hirm for another nine months, as well as
a one-year grant from Innosuisse and the
Swiss National Science Foundation, gov-
ernment agences that finance promising
research. Only after all thar did they turn
to private investors, closing their seed
round in 2020. Now they’re turning to
the country offices of Swissnex to make
connections to foreign investors and build
a customer base abroad. All the while,
Bartenbach has had access to expen-
sive equipment in ETH's research labs to
keep developing his technology. Would all
of this have been possible 10 vears ago?
“Not the way it is today,” he says.
Bartenbach could have “bootstrapped” the
product with his own money and maybe
developed the industry contacts himself.
“But these programmes make it much
easier. The personal sacrifice you have
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sTEP 4 Test the private
market; It's time to see
whether your idea has legs:
launch a seed round to raise
money from private investors.

4

stEr 5 Take the show on
the road: Swissnex can help
you reach out te investors in
Europe, followed by Silicon
Valley, Chinz and beyond.

“We don’t have any natural
resources except brains, so we
have to invest in brains™

is much lower.”

Deucher in San Francisco says that
venture capitalists in the US are inereas-
ingly starting to take notice. “There are
more and more investors here in the Bay
Area that [are showing interest] specifi-
cally in start-ups in Europe,” she says.
“They have really interesting technol-
ogy. If we pair them with the right Silicon
Valley expertise, those are really the win-
ning combinations.”

In the eyes of the Swiss govern-
ment, all of this is done out of neces-
sity. Members of Swissnex emphasise
that Swiss companies need to be “born
global”. There isn’t enough of a market
at home. “Switzerland 15 a very small
country,” says Felix Moesner, head of the
Swissnex outpost in Shanghai. “We don’t
have any natural resources except brains,
s0 we have to invest in brains.”

Moesner’s outpost in Asia tends to be
one of the final stops. Swiss companies
will look to make their mark in Europe
first, then perhaps apply for Deucher’s
incubator programme in San Francisco
before pivoting cast. Part of that is cul-
tural. “We in Europ: tend to feel closer
to the US than Asia,” says Moesner. That
makes the job of Swissnex in China all the
more crucial. Deucher in San Francisco
emphasises the need for start-ups to be
independent — her job isn't so much to
“sell Switzerland,” she says, as it is to
promote a good product. Meanwhile,
Moesner in Shanghai says that the job
isn’t just to help Swiss companies aceli-
matise to China; it’s to help the Chinese
acclimatise to the Swiss, “We help o
break the iee,” he says. And it doesn’t hurt
to have a stamp of approval from an entity
linked to the Swiss rnment. “Not only
in China but in Asia, it’s helpful when
yvou have a diplomatic platform. It
gives a different standing,” says Moesner,
adding that the potennal - given the size
of China - remains remendous. “The
Chinese are very curious,” he adds.
“The companies are in need of constant
progress, because there’s constant com-
petition as well. But yvou also have this
vastness; you have the scale, which is
literally breathtaking. There is deep
interest in Swiss start-ups to sce what
they can do.” — (M)




Helsana

lllustrated for Helsana Aktuell, the
consumer magazine of the Swiss health
insurance Helsana. (2022)

Editorial design: Raffinerie

Wie Astrid Gabriel hebt auch Gabi
Sieger die Bedeutung von echten
Freundschaften hervor. «Diese Bezie-
hungen sind das Allerwichtigste, sie
soll man pflegen und leben.» Gabi Sie-
ger leitet Kurse in Erster Hilfe fiir psy-
chische Gesundheit. Sie ermutigt Men-
schen, bei Freunden und Bekannten
hinzuschauen und zu fragen: «Wie
geht es dir?» «Was tut dir momentan
nicht gut?» Braucht die Person allen-
falls praktische Hilfe, um sich etwas
Luft zu verschaffen? Hat sie jemanden
im Umfeld, mit dem sie vertrauensvoll
reden kann?

Probleme rechtzeitig
erkennen und helfen

Im Kurs von Pro Mente Santa und des
Schweizerischen Roten Kreuzes ver-
mittelt Gabi Sieger, was Angehorige,
Freunde oder Arbeitskollegen tun kon-
nen, wenn jemand psychische Hilfe
benotigt. Teilnehmerinnen und Teil-
nehmer lernen, rechtzeitig Probleme
zu erkennen, auf Menschen zuzugehen
und Hilfe anzubieten. «Man soll die be-
troffenen Menschen ansprechens, so
die Kursleiterin. Jeder Vierte in der
Schweiz habe psychische Probleme,
und doch werde kaum dariiber gespro-
chen - und wenn, dann bloss sehr
schamhaft. Gabi Sieger sagt: «Es ist ein
Tabu. Betroffene getrauen sich nicht, zu
sagen: «<Mir geht es nicht guts. Sie holen
sich meist auch viel zu spit professio
nelle Hilfe.»

Héren wir also etwas genauer hin,
fragen nach — und umarmen einander
mehr. Danach sehnen sich viele Men-
schen. Auch das zeigt die Studie.

Tipps

Wie frage ich nur?

B %

L A

e ——

Zeigen Sie echtes Interesse
Sprechen Sie Ihren Freund oder
Ihre Bekannte an, am besten

aus der lch-Perspektive. Beispiel:
wlch habe das Gefiihl, es geht

dir heute nicht so gut.» Bieten Sie
an, fiir die Person da zu sein,
wenn sie reden mdchte. Fragen Sie
nach, wenn Sie wissen, dass die
Person langer braucht.

Dréngen Sie sich nicht auf

Auch Arbeitskolleginnen und
-kollegen dirfen Sie ansprechen.
Bieten Sie Unterstiitzung an,
aber drangen Sie sich nicht auf.
Vermitteln Sie, dass Sie es wert-
schétzend und ernst meinen.
Wenden Sie sich an Fachleute
Bei Schlafproblemen, Streit
wegen Kleinigkeiten oder Antriebs-
losigkeit sollen sich Betroffene
an eine Fachperson wenden, Fast
alle Unternehmen bieten zudem
kostenlose Anlaufstellen an, bei
denen man sich anonym melden
kann.




Opernhaus Zirich

Several illustrations for the magazine

‘“MAG”, the magazine of Opernhaus Zurich. In
the column “on the couch’, the

psychoanalyst Wolfgang Schmidbauer
analyses opera characters. (2020 —2023)

Editorial deSign: Opernhaus Zurich Martyrdom (Dialogues des Carmélites)



Power and intrigue (Heinrich VIII)






5&  Auf der Couch

Im Jahr 1428 liess der Bischof von Lon-
don die Gebeine des Oxford Theologen
John Wycliff( 1330-1394) ausgraben, ver-
brennen und die Asche in die Themse
schiitren. 13 Jahre vorher waren auf dem
Konzil von Konstanz bereits die theologi-
schen Werke des Reformators verbrannt
worden, der viel von Luthers Gedanken
vorwegnahm und anders als dieser die
politischen Folgen seiner Lehren nicht
mehr selbsterlebre: Aufstinde von Anhin-
gern, die gegen ihre Bischife rebellierten.
Dyie Bischi hlugen zuriick und mach-
ten aus dem frommen Denker cinen Ver-
brecher.

Einer der Sautkumpane des Prinzen
inShakespeares Konigsdrama Heinrich IV
trug in der ersten Fassung den Namen
Oldeastle und ist als historische Figur be-
legr. Er war ciner der Anflilrer des Auf-
stands der Wyelif-Anhiinger und weigerte
sich, seinem Glauben abzuschwiiren.
Schliesslich wurde er hingerichrer. In den
Pamphleten der Kirche gegen die Ketzerei
hiess es sparer, er sei cin Raubritter gewe-
sen, ein Ferrwanst und Grossmaul. Shake-
speare fand die Figur des Oldeastle in
anonymen Quellen. Als er sein Drama

Falstaft

Die Anzichungskraft des Mr. Hyde
Von Wolfgang Schmidbauer

verfasste, hate sich das brit

hausvon der katholischen Kirche gerrennt.
Oldcastle war jetzt ein Minyrer und Frei-
heitskimpfer. Angeblich war eskeine Ge-
ringere als Kinigin Elisabeth, die Shake-
speare dazu bewegte, dem dicken Rivter
ein eigenes Lustspiel 2o widmen: den
grossspurigen, gewissenlosen Schwerend-
ver, der in I¥e fustigen Weiber von Wind-
s von den Fraven gefoppr wird, die er
ausadiczen will.

Hinter dem Gemiitlichen lavert be-
kanndich das  Ungemiicli Ihieses
Thema hat von Shakespeare bis Stevenson
und Tolkien die englische Literatur um-
gerrichen. Im Menschen steckr das Tier,
und je mehr er sich Giber seine Tugenden
beliigr, desto mehr Machewird es entfal-
ren. Im Grunde gibres nurzwei Miglich-
keiten, das vorbildhaft Erhabene und das
abscheulich Aninalische zuversihnen: die
Kunst und den Humor. Shakespeare muss
das nicht einmal gewusst haben, aber er
har Falstaff auf die Biihne gestellt und
Komponisten wie Salicri und vor allem
Verdi inspiriert.

Dieser Held ist wahrhaftigkeiner. Da
er dem Ideal des Rirrers so gar nichr ent-

sprichr, istes leicht, neben ihm tugendhaft
zu erscheinen.

In der Geschichte von Dr. Jekyll und
Mr. Hyde hat Robert L. Stevenson die
Verwandlung des frommen Ritters Old-
castle in den unfrommen Falstatf neu

. snschenfreund, Arer und

MNaturforscher Dr. Jekyll will der Natur des
Bissen auf die Spur kommen, um es defi-
nitiv zu besiegen. Er braut ¢inen Trank,
der die unterdriickee War des Tugendbal-
des in eine cigene Personlichkeit formt,
eben den Mr. Hyde. Wihrend es anfi
noch gelingt, den Bisewichr rechr
in den angeschenen Blirger zuriickzuver-
wandeln, wird der Zaubertrank jedoch
immer schwicher und Mr. Hyde stirker,

Gibe es nicht Wein, gutes Essenund
die Fihigkeir, sich selbse zu Giberschitzen,
Falstaff wire niche komisch, sonderi e
fihrlich wie Mr. Hyde. Aber da er nun
einmal soist, ihn Shakespeare geschaf-
fem har, dn ferver Mann, der nachts gut
schlaft, diirfen auch wir tiber ihn lachen,
wic das Gefolge des Bacchus iiber den
ferven, wunkenen Si

Bustiation: Anita Aermann

44 Auf der Couch

Rigoletto

aus Giuseppe Verdis gleichnamiger Oper

Lassen wir die Maske weg, dann dominiert
Rigoletto ein archaisches Moriv: Der Ur-
vater will alle Frauen fiir sich behalten, er
will sic keinem anderen Mann geben, sic
in seinem Harem haben und jeden wiren,
der ihm sein Privileg streitig machr. Die
Grandiositit dieser sexuellen Ubermacht
istin der Oper auf zwei Minner vern
den schénen, ehrlosen Herzog und seinen
buckligen Narren.
Sigmund Freud hat in Torem wened
Tabu den Patriarchen der Urzeir beschrie-
inen Sohnen keine der vonihm
tichter gonne, bis sie sich 2u-
sammentun, ihn erschlagen und fressen.
Nach seinem Tod werden sie von einem
bisher unbekannten Gefiihl {iberwiltige:
Sie filhlen sich schuldig. Der rore Varer
s der lebende, er wird
von nun an in Tiergestalt als Halbgot
verchre. Das erste Geserz der menschli-
chen Kultur lauter: Das entsprechende
Tier darfvon den Mitgliedern der Totem-
Gemeinschaft niche verspeist werden,
Freuds Mythos fiber dic stehung
des Totemismus hat den Pocten und
Schrifistellern besser gefallen alsden Ech-
nologen, L) tadelten, dass der Vater
der Psychoanalyse die Strokruren des Pa-

Von Wolfgang Schmidbauer

wiarchats in die primdr egaliviren, auf
Kooperation von Minnern und Frauen
hin orientierten Kulturen der Altsteinzeit
iibertrug, Besitz und Machespiclen in der
Welrder Jiger und Sammler keine wichi-
ge Rolle. Niemand hat mehr, als er tragen
kann; die Namr gehire allen. Ein Jiger
der Alesteinzeit, der den erbeuteren Ele-
fanten zu scinem Besitz erklire und nicht
mit seinen Freunden telt, ist nicht mich-
ug, sondern dumm.

Wenn iiberhaupt irgendwaohin, dann
gehire der Gedanke vom Biindnis der
Sitthne, die dem Pariarchen seine Macht
rauben, in die Epoche der biirgerlichen
Eevolution. Ihr hat die klassische Oper
die schiwnsten Themen zu verdanken: Der
Adel st korrupr, aberinteressant. Das Volk
leidet. Es gibt Chancen fiir kluge Kipfe.
Denken wir an den Bardier von Sevilla, an
Figaros Hochzeit, an Don Giovanmi. Was
wiire, wenn Leporello eine schisne Tochrer
hirre?

Rigaletto kann es sich erlauben, in
beissendem Spotdic Korruption der ho-
hen Herrn anzuprangern. Seine Tochrer
aber méchte er in Anstand und Site er-
zichen, fernab von sciner Rolle am Hof.

In sie projizicrt er seine ganze Schnsucht

nach dem Guren, Sie soll einreiner Mensch
sein und bleiben, anders als er, der sich

ch erniedrigr, um seinen ziigellosen
Herrn zuamisieren. Rigoletvo ahne nichr,
dass seine Uberzeugung, besser zu wissen,
was gurt fiir seine Tochter ist, diese dem
Jiger in in die Arme getricben hat: Der
gewissenlose Herzog har die Schine
lingst bezaubert.

Zur Tragidie gehire die U
bung; thre reinigende Mache vers
dem Erdeben der Zuschauer, dass sie mehr
Einsichr in der Bewiltgung des Unaus-
weichlichen entwickelr haben als d
steller auf der Bithne, Dass ein Vater mit
gelassenem Humor die Minner willkom-
men heisse, die ithm seine zur weiblichen
Bltive gereifie Tochuer abspenstig machen,
sindlich. Mo-
derne Tochter losen das Problem aufilire
Weise: der Varer wird nicht gefragt, so
muss er auch nicht gegen die Versuchung
kiimpfen, sich einzumischen.

ist bis hewre nicht selbsr

Walfgang Schmidbauer st Psycho
analytiker und schreibt in jeder
MAG-Ausgabe Ober Figuren des
Opemrapertaimns

ustiotion: Anita Alerrann
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Hunger for greatness (Peer Gynt)
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Torture (Tosca)



Canton Schwyz

Several illustrations about discovering the
Swiss life sciences market.
www.lifesciences.sz.ch (2023)

Webdesign: Clavadetscher

Building trust / Greater Zurich Area
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ADVANTAGE

Heart of Europe

It is definitvely more than just Switzerland as you can reach
out to other neighbouring markets like Germany, Austria,
Italy and France. We have strong business ties to these
markets, four official languages spoken (German, French,
Italian, Romansh) and English is widely spoken in business.




Personal Work

lllustration for a poster. (2019)

Available in my shop:
www.anitaallemann.com Tl B, emte A%, Saiac (Sl



BodyLab

lllustrated for BodyLab — osteopathy
and physiotherapy, rehabilitation and
training. (2022)

In collaboration with: Florian Streit







Monocle

Company Profile of Allianz — illustrated
for the magazine Monocle. (2020)

Editorial design: Monocle
Art direc-tor: Sam Brogan Global reach, magic number, bottom up, green thinking, sustainable investments
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SAFETY IN
NUMBERS

Remaote-working and looking
after staff helped Allianz react
fo proteching i1s custormers
future and its own,

Creating a sense of purpose is
key to keeping staff mativated
and Allianz ensures that its
147,000 global employees are
in & position to safeguard its
customers’ tutures and offar
maore than mere cover. " To

be able to secure the future
of owr customers, we need

to ansure that our employess
feel good and safe themselves
= and have the nght teols to
deliver on that purpose,” says
Serge Raffard, group strategy,
marketing, distribution officar
at Allanz. One key upfront
investment was in [T, which

allowed the number of Allianz
employeas working from
home to rise from less than 20
per cent to maore than 50 per
cent as workplaces closed.

I'm still
here to
help!

e

8
SPANISH
SOLUTIONS

Remembering those in need
is key to Allanz’s regional
focus from research into
inesses fo creating masks
for deaf people.

The pandemis is a pressing
concern but Allianz is also
helping to deal with the

unseen and unintended fallout.
As well as donating to the Red
Cross and towards ressarch
to find 8 coronavirus vacane,
Alkanz Spain is supporting the
Fundacion Pasqual Maragall,

& Barcelona-based norn-prafit
dedicated to scientific research
around Alzheimer’s. Othar
initiatives include voluntary
work and home visits to

the elderly undertakean by
Alkanz Spain staff and the
development of a protective
mask that allows deaf people
o communicate — a crucial
piece of mvention.

13

MUMBER OF ALLIANZ
FOUNDATIONS DEDICATED TO
PHILANTHROPIC ACTIVITIES

660,000

FEQPLE WHO
BENEFITED WORLDWIDE

115,000

HOURS VOLLNTEERED THROUGH
ALLIANZ INITIATIVES IN 2005

GLOBAL INSIGHT

Ad wall 08 the loesl view G 3500 We Also Turnad
o Allianz's chief economist Ludovic Subran fora
Nep-lire Lk on awerything from el to global rak
and the plight of the platform economy.

supplier for goods and something
happens, then | cannot provide
them.” Options are no bad thing
when it comes to trade.

TRADING
BLOWS

The tides of global rade are tuming.

Resharing manufacturing and
cutting supply chaing s risky.

“We talk a lot about stress tests for
banks but we don't talk about stress
tesis for logistics supply chains,™
says Subran. "If | have a unique

Although many businesses have
gona online to reach customers.
during the pandemic, Subran,

saya that it would be a misteke

to abandon the human touch and
ditch face-1o-face in favour of digital
imteraction. “1've always thought
that technology 15 an enabler,”

hvir sy, “For us in msurance, for
examgle, the human platfiorm of owr
brokers and agents is complataly
complementary with any digital
platforms - we are trying to develop
the hybnd,” he adds, acknowladging
that social distancing has some
people spooked for now but that
won't last farever. "The good news
i& that it"s not only about saving
costs or selling more — it's really

the digital dvidend of tapping

inta people, But | don’t have any
imprassicn that this means you
should shut up shop. Some of the
traditionel channels have proven
vary resilient to this crisis.” Physical
retail, it seems, is Ul an easy sell,

PERSONAL
TOUCH

Hurman contact as weall as digital
innovaton are key 1o the future of
businesses around the weovid,
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CHANGE OF
DESTINATION

The travel industry ig meving stowly
and many people’s fealing about travel
& changing

Global transpart has slowed but will pick
up again, says Subran, who foresees the
biggest disruption as being & subtle change
in mindset among certain travellers,

"We see the troubles for airline carriers,
W also see that the shipping industry

s certainty going 1o be affected for quite
some time, " he says, before suggesting
that lackdown and advances in technology
might significantly atfect the demand tfar
flights when boarding recommences. “De
you want to fiy 1o New York for 48 haurs
for a board meeting? Can you actually do
it via ane of the virtual meeting apps? |
think there's going to be a realisation by
consumers that, on the transport side,

wie can be a bit mose frugal than we have
been in the past,” he says. “If you add to
this the greening that some people want
[t could] help shape a green recevery”™

INDUSTRIAL
ACTION

Tha platform economy hasn't
farad well.

Any business going bust is bad news
but the pandemic has tipped entirg
industries into the red. The service
sector is in trouble according but Subran
15 optimestic that it could bounce back
as confidence returns. “There have
bean massive changes in expenditures;
shieltering at horme has meant fewer
peaple neading to take ride shares or
rent vacation properties,” he says.
"But | beleve that this is wemporary.”

“There
could be
a green

RISKY
BIZ

Firms must act
swiltly 1o survive.
With a global
FeOessIon
umderway, Subran
thinks that
“agility” needs 1o
be a watchwaord
- rather than a
mere buzzword
- for businesses
that want 1o
survive, “It's a real
game-changer;
cCOmMpanies ara
% trying not to waste

this crisis and to
adapl,” he says,
“We know that
facing uncertain
hazards will be

the naw normal
for a0 many
busimesses,”
wdds Subran,
who tempers
the advice to be
agile with the
suggestion for
antreprenaurs
and firms that
caution is key

to weathering
the stoem.

"Risk awareness
and maybe risk
BVETSION are
going to be part
of business life
2.0 It's going to
be very Dareinian
when it comes 1o
businesses: the
mast agibe wall
survive, Those
that were already
fragile before the
Crigis may not
actually make

it after.” Not
quite business
as usual then.

recovery”

MO,

6
BACK TO
BLACK

The way we understand debt will
be afiecred by the faliout from the
pandamic, expect SamMe countries
to saddle thamsslves with planty
Burt, says Subran, in the shovt-term
&t least thare’s no reason fo fret.

What will this crisis cost us?
Faor the public sector, the relief
maasuras have baen very costhy:
to the wne of trilkans or batwean
five and 10 per cent of GOF
Some will double. This will
increase debt-10-GDP levels
across the world by at least 10
par cant - maybe 15 1o 20
depending on the country.

How different is this from before?
In Eurcpe we have the Maastricht
Criteria, which was [that debt could
b no higher than] 60 per cent

of GDP. | think that most of the

countres nev will aceept that 100 or
aven 115 is going to be the new B0,

What can be done to mitigate

the risks?

The good news m all of this is that
governments are actually borrowing
at vary low real mterest rates. 5o in

& sense, you don’t need 10 massively
reduce expenditures or to massively
Increase corporate taxes just after
this crisis,

What do we need to watch
out for?

‘We need to be careful net to
zombafy the economies. For
examgle, we need 10 be careful
that some governments might
actually use the very low cost
of debt to finance some seciors
and therefore o create even
mare debt by keeping some

of these companies alive for
the wrong reasons.




Opernhaus Zirich

lllustrated for the Zurich Opera House,

magazine “MAG". (2019)

LYes fa“ow Hﬂe

hand }
head moves mﬂa
N\ The eyes:mrms

rms raunded
arms Q
raacA /
/’ “

arms expand trol
extend fa a bheight /rafa“q—gufrfguf

of +he s&ou?aley\ - oebvic
T o orward
e roat SO Aeid,

! glﬂ"l hﬂ
knees follow W @@‘* the buckef
the direction \m:/ legs turned ovt

the ‘ff“{' hegin turned ovt
f;am

DEMI-PLIE / e

and engaged
/x\ 2B B S Keep heels
on the
fé’oar as

w a , 3 & ‘f' Fersen zusammen! Knie gebeugt! {’0”3 a S

An unseremn diesjdhrigen Eréffrungsfest bittet das Ballett Zarich
0 ” a r e Gaste auf dem Sechseldutenplatz zum Tanz. Zur Vierberei-
wung verdffentlichen wir hier zwei Schcubilder. die [nur mit den
utwtndngsmnhnwu urigent) e ml worauf es bei zwci
ara ron Grundfiguren des klassischen Balle hnmrrl Eg ich

ganz elnfach, ode Die Ubungen zehnmal taglich s kloul‘m

Of {a'e Faaf o i VAT LS e it Septmb-e




CV:

Freelance illustration,
Berlin / Bern
(since April 2016)

Art direction in the agency
Raffinerie AG in Zurich
(2014 — March 2016)

Graphic design and
illustration in the agency
Raffinerie AG in Zurich
(2009 —2013)

Internship and freelance
in the agency

Raffinerie AG in Zurich
(2008 /2009)

Internship at Studio
Gerhard Bldttler in Bern
(2007, 4 months)

School for graphic design

Bern and Biel
(2004 —2007)

Pre-course school for
design Bern and Biel
(2003 / 2004)

Primary school teacher,
Jegenstorf School in Bern
(2000 —2003)

Teacher training
Bern Lerbermatt
(1995 —2000)

1979 born in Bern

Clients (selection):

B.Braun

Beltz Verlag

Combination Studio
Christen Visuelle Kommunikation
Federal Office For Public Health
Heimann und Schwantes
Klett Verlag

Limmat Verlag

Maison Georges

Migros

Museum fiir Urgeschichte(n)
Monocle

Noord

NZZ Campus

Opernhaus Ziirich

Pro Helvetia

Raffinerie

Schauspielhaus Ziirich
Schulverlag plus

SEAB

SIX

Stillhart Konzept

Swiss

Theaterhaus Gessnerallee
UBS

WWEF

ZKB

Awards:

World lllustration Awards
2024, Shortlisted Artist
Category: Editorial
Magazine <MAG»,
Opernhaus Ziirich

with Raffinerie:

Art Directors Club
Switzerland

2015, Shortlist
Book “Die Borse”
NZZ Libero

Art Directors Club

Germany

2014, Bronze
Book “Die Boérse”
NZZ Libero

European Design Award
2013, Bronze

Corporate Design SEAB
(Environmental business in
Bozen, ltaly)

Category: Company
Implementation

Features:

Monocle, 2021 (No.139)

Page Magazine, 2019 (No. 9.19)
Page Magazine, 2019 (No.12.19)
Werbewoche Schweiz,

2018 (No.17)

Contact:

Anita Allemann

c/o Studio Neuf
Gneisenaustrasse 42
10961 Berlin
Germany

+49 157 729 802 49

Kalchackerstrasse 37
3047 Bremgarten b. Bern
Switzerland

+4179 272 80 39

info@anitaallemann.com
www.anitaallemann.com

Follow me on Instagram:
anita_allemann
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