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Partnership with the economy

 2 Sharing responsibility under state control
Under what conditions can the state delegate tasks to private companies or 
agencies – in particular in the field of health promotion and prevention? In 
an interview with spectra, professor of medicine Roger Darioli and 
consumer protection representative Mathieu Fleury talked about responsi-
bility and control, and the opportunities, limitations and risks associated 
with this type of cooperation. The discussion centres around the example 
of actionsanté, which encourages food companies to undertake voluntary 
activities to improve public health. 

 4 Public-private partnerships: opportunities and risks
To ease the pressure on budgets and improve efficiency, the public sector is 
increasingly calling on the services of private companies. This form of 
cooperation between a public authority and a private-sector party is known 
as a «public-private partnership» (PPP). Proponents of PPPs regard them as 
indispensable in the modern age, while critics warn of a loss of state 
control and cast doubts on the frequently cited efficiency gains. PPPs are 
still rare in Switzerland. However, the first healthcare-sector projects that 
might be suitable for PPPs are starting to emerge.

 4 Helping companies to go smoke-free 
The aim of smoking prevention measures in Switzerland is to make not 
smoking the norm. Creating optimum workplace conditions is part of this. 
Company workforces are to be made aware of the rules, while smokers 
will be given information and receive encouragement and assistance in 
their efforts to quit. The «Smoke-free companies» project financed by the 
Swiss Tobacco Control Fund is assisting companies. One specific example is 
Swisscom, which is being advised by the Lung League. 
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Interview. How important are 
partnerships between the public 
and private sectors – public-private 
partnerships, or PPPs for short – in 
the prevention and health promo-
tion field both now and in the 
future? Spectra talked to professor 
of medicine Roger Darioli and 
consumer protection representa-
tive Mathieu Fleury about the 
opportunities and limits of public-
private cooperation. 

spectra: Where do you see the 
challenges and limits, and the 
risks and opportunities of PPPs?

R. Darioli: I’m in favour of PPPs provid-
ed clear conditions are observed, for ex-
ample the rules of transparency and re-
spect for ethical principles. Three ethical 
principles are crucial in my view. First, 
the benefits must be provided without 
harming the individual consumer or 
citi zen. The second principle is social 
justice, which excludes individuals from 
profiting at the expense of the commu-
nity. The third principle is to guarantee 
a certain degree of self-determination, 
in other words to ensure that everyone 
understands the societal challenges; 
this presupposes the required level of 
transparency.
M. Fleury: I agree with these perfectly 
formulated principles, even though we 
take a slightly more nuanced approach 
to PPPs. Our task in consumer protec-
tion is to take a critical look at compa-
nies. But since PPPs also extend to  
partially state-owned or private organi-
sations that have particular skills, the 
state can trust them to perform certain 
tasks. PPPs are the result of a choice 
made by society – a political choice 
based on the current liberal trend that 
is aimed at reducing the tasks of the 
state to a minimum. As regards the lim-
its of this exercise, in addition to the eth-

ical principles already mentioned, I 
would add that the state must retain 
overall control. It must vouch for the 
democratic legitimacy of the project. In 
a public-sector context the state must 
retain sovereignty over projects and 
never be allowed to relinquish this re-
sponsibility. 

Focusing on the subject of public 
health, what tasks can readily be 
integrated into PPPs and what 
tasks less so? And what tasks 
should not be integrated at all? 

R. Darioli: In my view, partnership is es-
pecially appropriate for certain tasks in 
the area of prevention and health pro-
motion. And, out of sheer necessity, cur-
ative medicine also offers scope for part-
nerships. Take the example of the basic 
provision of outpatient medicine. The 
disappearance of general practitioners 
and pharmacists has turned certain re-
gions into regular healthcare deserts. 
M. Fleury: I’d like to come back to how 
we define PPPs. Is the health insurance 
fund system a PPP, for example? With 
our idea of a public-sector health insur-
ance fund, we are supporting the return 

of this system to state responsibility. As 
you can see, the field is fairly broad. 
However, there are various levels of 
partnership. Before the state introduces 
a PPP, it must always ask itself whether 
the partnership is necessary. The pri-
vate sector must take part in the knowl-
edge that while PPPs are without doubt 
a lucrative proposition, they also involve 
another, less comfortable, aspect – that 
of compulsion – which can neither be 
ruled out immediately nor viewed as 
wholly positive. The goal here is to find 
the right balance. 
R. Darioli: I totally agree. This role of the 
state, which has a duty to protect the 
weakest from the strongest, is crucial. If 
the state lays out a clear strategy, intel-
ligent partners can set up a partnership 
that is a win-win situation for everyone. 

Turning to companies and their 
interest in getting involved in 
PPPs, what might their motiva-
tion be?

R. Darioli: Primarily it is the fear of self-
regulation, even if this is not necessarily 
the best reason. One thing is clear: cer-
tain good corporate campaigns or large 
distributors aim primarily at preventing 
attacks in the form of class action law-
suits – the suits against the tobacco in-
dustry are a case in point. There may be 

some subsequent rethink-
ing, an awareness that the 
company’s image could be 
improved with effective 
marketing. This aspect is 
important: the image of a 
company that supplies 
products that are sure to 
have a beneficial impact 
on health while also taking 
the need for fair working 
conditions and environ-
mental compatibility into 
account.

What tasks in the 
medical, prevention 
and health promo-
tion field must 
remain a matter for 
the state at any 
cost?

R. Darioli: I think the an-
swer here is not so much 
fulfilment as control, 
which must rest with the 
state.

Can you give us 
some examples of 
successes?

M. Fleury: I can think of a trial which 
unfortunately ended unsuccessfully, but 
which nevertheless offers a promising 
approach: the «Choices» concept, which 
gave the food industry the opportunity 
to label products that most closely con-
form to a healthy diet. There was a gen-
uine interest in reconciling the needs of 
marketing and consumers, i.e. helping 
people make the best choice. The project 
was perhaps not fully mature, but it will 
resurface. From now on, companies’ re-
sponsibility is at the centre of the de-
bate, after that of the consumer. I be-
lieve that companies’ responsibility lies 
in the matter of choice, which they may 
have to change. Increasing numbers of 
labels do not help consumers. I’m trying 
to bring about a genuine sharing of re-
sponsibility. If we already require con-
sumers to take responsibility for them-
selves, we can certainly help make their 
task a little easier.

Actionsanté is still a very cau-
tious strategy that relies on 
companies’ goodwill. Is this 
approach too soft in your view? 

R. Darioli: We have to be realistic. We 
have reached a turning point. Exces-
sively strict rules would have a deter-
rent effect and would have no chance of 
succeeding in building up a partnership. 
The National Programme on Diet and 
Physical Activity (NPDPA) 2008–2012 
selected an innovative approach entail-
ing voluntary commitments, i.e. prom-
ises to implement corresponding cam-
paigns. The modalities of this approach 
and its impact on health are being thor-
oughly evaluated. Certainly some com-
panies undertake campaigns that are 
perfectly appropriate, clear, coherent 
and without risk. With regard to health-
related campaigns, there is undoubtedly 

a not inconsiderable potential that de-
serves to be exploited and could trigger 
a snowball effect in other companies.
M. Fleury: actionsanté perhaps doesn’t 
go quite as far, but it’s faster. That’s one 
of the factors that convinced us. But we 
don’t want to abandon the idea of pro-
tecting the weakest. I believe that the 
state can act on the basis of a broad 
public consensus that children should 
not be the target group of marketing ac-
tivities for foods that encourage an un-
balanced diet. The exciting aspect of the 
project is that the ban is concerned nei-
ther with advertising nor unbalanced 
products, but rather with the promotion 
of an unhealthy diet to children who are 
not yet in a position to resist such prod-
ucts. The FRC (French Swiss Confedera-
tion of Consumers) thinks that it is pos-
sible to go even further and call for 
regulation by the state rather than wait 
for self-regulation.

Professor Darioli, what would 
you like to see happen in future? 
Where is there still a need for 
action? 

R. Darioli: There’s still a lot to do in the 
area of nutrition. Salt is just a small 
part. Many inappropriate products are 
still being offered to consumers. And not 
just by the major distributors – take res-
taurants and canteens, for example, 
which are often extraordinarily incon-
sistent. In the field of nutrition, there are 
still many opportunities for facilitating 
the healthier choice that improves well-
being and enjoyment of life. But a 
healthy lifestyle also requires physical 
activity, an important area where much 
still needs to be done. And in this con-
nection we have to consider how work 
is organised and what effects this has on 
health. It’s encouraging to see that cer-

«Partnerships only work if they are based on honest transparency.»

Prof. Roger Darioli

Talking to spectra were:

Mathieu Fleury is General Secretary of 
the French Swiss Federation of Consum-
ers (FRC) and thus the leading consumer 
protection representative in French-
speaking Switzerland. In 2010, the FRC 
joined forces with consumer organisa-
tions in German- and Italian-speaking 
Switzerland to form the Alliance of Con-
sumer Protection Organisations. One of 
their objectives is to achieve a clear rul-
ing on the advertising of food products 
which are marketed as being healthy, 
but whose ingredients prove otherwise. 

Professor Roger Darioli is Professor of 
Internal Medicine at the Faculty of Biolo-
gy and Medicine at Lausanne University, 
Vice-president of the Swiss Society for 
Nutrition (SGE) and member of the Fed-
eral Nutrition Committee. He has com-
pleted additional training in nutritional 
science and lipidology. His clinical work 
and research interests focus mainly on 
the detection and prevention of cardio-
vascular disease.

 « The National Programme 
on Diet and Physical Ac-
tivity (NPDPA) 2008–2012 
selected an innovative ap-
proach entailing voluntary 
commitments, i.e. promises 
to implement corresponding 
campaigns.» 
Roger Darioli
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There is a strong tradition of cooperation 
between the public and private sectors in 
Switzerland, and the tightening of govern
ment budgets, growing demands on the 
state and ever greater complexity of 
innovation processes are forcing adminis
trations to step up cooperation with the 
private sector. This also applies to the field 
of prevention and health promotion, which 
is investing in the development of effective 
partnerships.

The fact is that the health authorities 
cannot be solely responsible for promoting 
a healthy lifestyle. The private sector also 
has an important part to play in enabling 
people to opt for a way of life that keeps 
them healthy. With food legislation as a 
basis, the Federal Office of Public Health 
(FOPH) and its partners ensure that, in 
Switzerland, foodstuffs and articles that 
come into contact with food are safe. The 
manufacturers bear the main responsibility 
for the safety of the foodstuffs they pro
duce and they are obliged to adopt self
monitoring. The Confederation and cantons 
are responsible for carrying out random 
checks. This division of responsibilities and 
the cooperation between the private sector 
and the state ensure food safety without 
the need for an unnecessarily elaborate 
and costly system of state controls.

The FOPH chose a new form of coopera
tion with the private sector for the National 
«Diet and Physical Activity 2008–2012» 
Programme. Companies that engage in 
voluntary activities in the context of the 
actionsanté initiative make an important 
contribution to creating an environment 
that is conducive to health. The private 
sector can participate on a voluntary basis 
in the following areas: improving informa
tion for consumers, checking food formula
tions (implementation of the Salt Strategy), 
promoting an environment that encourages 
physical activity, and codes of conduct for 
the advertising of highenergy foodstuffs. 
Sponsorship is another way in which tasks 
arising from prevention projects can be 
divided between the public and the private 
sector.

To ensure the success of these different 
forms of cooperation, mutual trust and an 
open dialogue are important, indeed 
indispensable. 

Liliane Bruggmann 
Head of Nutrition and  
Physical Activity Section 

At first hand«Partnerships only work if they are based on honest transparency.»
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tain companies take a humanistic ap-
proach, that they’re not just interested 
in ensuring that their sophisticated ma-
chines work in order to maximise their 
profits, but that they also invest in the 
health of their employees. In fact, we all 
have to ask ourselves about our own re-
sponsibility – at the individual and fam-
ily levels, but also at group, workplace 
and societal levels. 

Let us return to actionsanté, 
which invites companies to act 
but does not pressure them. 
What do you think of that 
approach, Mr Fleury?

M. Fleury: We welcome any step in the 
right direction. But it’s true that we want 
more because we’re talking about major 
problems (particularly the overweight 
epidemic) that affect our children. We 
need to find effective measures in the 
most important areas. In our view this 
includes protecting children and teen-
agers from a constant stream of adver-
tising while at the same time educating 
them about the importance of a bal-
anced diet. There’s still a lot to do if we 
want to bring up the young generation 
to enjoy a simple, healthy diet and en-
courage them to avoid ready meals, 
which are making strong inroads. Given 
the nature of our work, which mainly in-
volves comparing products with each 
other, it’s also clear that we are not sat-
isfied with the information provided on 
packaging. It’s a veritable jungle. But we 
want aware consumers to be able to 
choose products on the basis of a real 
comparison. The industry’s marketing 
activities are all aimed at creating differ-
ences where none exist or at concealing 
differences that do exist. The consumer is 
the victim of this type of communication. 

PPPs involve not only the state 
and companies, but also con-
sumers.

M. Fleury: Absolutely. All our activities 
revolve around informed, responsible 
consumers who want to make their 
choice in full knowledge of the facts. But 

Prof. Roger Darioli

Mathieu Fleury

the responsibility is not theirs alone, 
and needs to be shared. For example, if 
consumers have lost their sense of the 
seasons by buying strawberries in win-
ter, it is up to companies to put them 
back on track. If we want to respect the 
freedom of consumers and suppliers to 
buy and offer products out of season, 
these products should at least be pre-
sented in a more low-key fashion.
R. Darioli: We mustn’t forget that con-
sumers have much more power than 
many of them think. It’s a power that 
can have a much faster impact than 
changes to the law. If they decide not to 
purchase a product that is of dubious 
origin, is produced under questionable 
working conditions or contains unsuit-
able ingredients, they are showing 
themselves to be responsible citizens 
who can persuade companies to im-
prove their business policies.

The FOPH is thinking about a 
partnership on several levels to 
deal with the alcohol issue. This 
partnership will involve not only 
associations but also companies. 
What do you think about this? 

M. Fleury: I’m not very familiar with 
this subject and it’s a tricky one. As with 
smoking, there’s a lot of hypocrisy and 
contradiction. Studies have demonstrat-

ed the ambiguity and ineffectiveness of 
the information campaigns. But we have 
to work with the industry, particularly 
when it comes to protecting the young. 
Companies have certainly realised that 

teenage alcoholism is bad for business. 
While a few successes may have been 
achieved here, it’s still difficult to ask 
firms to make less profit. I think that re-
sults will only be achieved in this area 
by threat. Where self-regulation fails, 
there will have to be regulation by the 
state. It’s in companies’ own interests to 
take the appropriate measures. 

We’ve already mentioned the 
fact that smoking is a very tricky 
area, and no PPP is planned in 
this case. 

M. Fleury: It’s true that if tobacco were 
to be introduced now, it would not stand 
a chance of being approved as a retail 
product. We therefore have to try to ad-
just to the historical reality. But how do 
you apply today’s rules to a product that 
was introduced in a different age? The 
real issue is that of passive smoking. 

Do you, as the leading consumer 
protection representative in 
French-speaking Switzerland, 
have trust in companies that 
enter into commitments? 

M. Fleury: I have a habit of merely lend-
ing my trust. In other words, I can with-
draw it at any time. When a company 
enters into a commitment that is at odds 
with its core task, then I look for the rea-
son. But even a commitment that looks 
rather unnatural at first sight can serve 
one aim particularly well: image en-
hancement. A company’s image has a 
highly specific value and bolsters busi-
ness. Wherever there is a conflict be-
tween the natural aim of a company – 
i.e. to increase sales – and its actions, I 
remain vigilant and critical. When I see 
a true benefit for a company, then I be-
lieve that it’s acting sincerely. 

 « It’s difficult to ask firms to 
make less profit. I think that 
results will only be achieved 
in this area by threat.» 
Mathieu Fleury
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Lead article. Governments are 
turning increasingly to private 
companies to ensure delivery of 
services and take the pressure off 
budgets. This form of cooperation 
between a public authority and a 
private-sector party is known as a 
«public-private partnership» (PPP). 
What opportunities and risks do 
such partnerships entail? And how 
important are PPPs in the Swiss 
health sector?

On account of dwindling public finances, 
recourse to private resources to deliver 
state services has been considered as a 
possible solution since the early 1990s. 
The UK opted primarily for the privati-
sation route, with results that were not 
always positive. As a response to the ex-
cesses of privatisation, the «third way» 
was chosen, i.e. a partnership between 
the state and the private sector. PPPs are 
intended to take some of the pressure off 
state budgets and make public sector 
services more efficient and less costly. 
This primarily involves building and op-
erating infrastructure projects such as 
schools, railways or hospitals. A private 
enterprise, usually a consortium-based 
and often international «special pur-
pose vehicle» (SPV), assumes responsi-
bility on behalf of the state for the fund-
ing, building, maintenance and possibly 
also dismantling of an infrastructure fa-
cility or service. In return, the state pays 
an appropriate fee in what is basically a 
kind of leasing or rental system.

Great opportunities –  
or even greater risks?

Advocates of PPPs regard this form of fi-
nancing as absolutely essential for both 
the state and the economy. On the one 
hand, it opens up new sources of fund-
ing for the state to finance public sector 
services and offers great potential for ef-
ficiency gains. The figure of about 20% 
is often bandied about as the efficiency 

gain compared with conventional fi-
nancing and operational variants. But it 
is not only the state that benefits from 
PPPs: the model opens up to private 
companies a huge market for services 
previously delivered by the public sec-
tor. A classic win-win situation there-
fore? Critics of PPPs have their doubts 
about this. They not only mistrust the 
much cited efficiency gain of 20%, they 
also fear that the internationally convo-
luted conglomerates of firms could be 
harmful to the public purse. They raise 
such questions as what the purchase of 
these additional financial resources will 
cost the public sector. Will it be left to 
private companies, in many cases inter-
national consortia, to define the stand-
ards applied to public services? Will the 
state lose its influence over classic pub-
lic sector services? Will private business 
take over the public sector? Will the 
state lock itself into agreements for dec-
ades and then no longer be able to ex-
tract itself or do so only at exorbitant 
cost? Will the state become dependent 
on consultants and the private sector?
Opponents believe that, throughout the 
overall duration of the agreement, the 
public sector ends up paying substan-

tially more for an infrastructure facility 
or service governed by a PPP than it 
would for  a conventional solution. 

PPP’s in the  
Swiss healthcare system

Nevertheless, a number of cantons have 
already had positive experience with 
PPS. In the healthcare system, PPP 
projects have been implemented prima-
rily in the hospital sector. One example 
is the cooperation between Lucerne 
Cantonal Hospital and the (private) 
Swiss Paraplegics Centre in Nottwil. The 
two partners together deliver services in 
the field of spinal surgery, pain medicine 
and neuromuscular disease, thereby 
joining forces to ensure medical care. 
This cooperation is often cited in spe-
cialist circles as a successful example of 
such a partnership and as «Switzer-
land’s first genuine PPP». There have 
not as yet been any PPP projects in the 
healthcare sector at the federal level, 
where scope is restricted because re-
sponsibility for most healthcare projects 
lies with the cantons. However, cooper-
ation with private-sector partners exists 
at a national level in many areas. Pri-
vate company involvement ranges from 

the short-term deployment of tempo-
rary staff, e. g. in connection with pan-
demic flu such as H1N1, to long-term 
cooperation with institutes such as pri-
vately owned laboratories. But these are 
not full PPPs, being more about the pur-
chase of goods and services (outsourc-
ing, service agreements, etc.). 

Starting points available
The new alcohol campaign constitutes a 
specific departure point for PPP-based 
cooperation, as the possibility of having 
industry players take on a key role in the 
financing and implementation of the 
campaign is under discussion. PPPs are 
also an option in the field of e-health 
(IT). In connection with the «Migration 
and Health» Strategy, there are plans to 
invite tenders for a nationwide inter-
preter-phoneline service for intercultur-
al translation. The aim is to establish 
the technical infrastructure, set up a 
network of interpreters and assure op-
eration of the service. The PPP could be 
a model for delivering this service. The 
idea would be for a private-sector com-
pany to finance, develop and operate the 
nationwide interpreter-phoneline serv-
ice and be able to use the solution drawn 
up for the FOPH in another context. This 
would increase the benefits for the com-
pany and make the project more attrac-
tive as an investment.
For the time being, it is difficult to esti-
mate the opportunities and risks that 
any PPP might present for the FOPH. But 
the future will see greater recourse to 
PPPs in Switzerland. Under the revised 
Financial Budget Ordinance, the differ-
ent administration units are urged to ex-
amine the possibility of concluding long-
term, contractually agreed PPPs for the 
provision of services.

Contact: Ursula UlrichVögtlin, 
Joint Head of 
Multisectoral Projects Division, 
ursula.ulrich@bag.admin.ch

Public-private partnerships: increase in future use in the health sector as well? 

Tobacco control. As part of the 
«Smoke-free companies» cam-
paign, the Lung League advises 
Swisscom on smoking regulations 
and offers training on quitting 
smoking to employees throughout 
Switzerland.

«Smoke-free companies» is a nation-
wide project initiated by the Basel Lung 
League and financed primarily by the 
Tobacco Prevention Fund. It provides 
four areas of support to companies 
seeking to plan and implement health-
promoting measures.
1.  Advice to companies on improving 

their smoking regulations and 
adapting these to the Federal Law 
on Protection against Passive 
Smoking.

2.  Information events for smokers and 
non-smokers in the companies aimed 
at increasing acceptance of the new 

smoking regulations and at motivat-
ing smokers to take part in training 
courses on quitting smoking.

3.  Training courses on quitting 
smoking. The courses are based  
on scientifically sound, behavioural 
and cognitive therapy methods.

4.  Communication services designed  
to create a positive image of the 
smoking regulations and the 
assistance with quitting smoking.

138 smoke-free  
Swisscom apprentices

Swisscom takes protecting the health of 
its workforce seriously. In 2010, with 
support from the «Smoke-free compa-
nies» project, it drew up a set of smok-
ing regulations in line with modern re-
quirements and scheduled to come into 
effect early in 2011. In the last quarter 
of 2010, in the run-up to the change, 
Swisscom offered all its employees an 

opportunity to take part in the Lung 
League’s «stop smoking» course. Ac-
cording to Susanne Buri, Head of Health 
& Case Management, «We’re particular-
ly proud of the 138 apprentices who’ve 
opted for a smoke-free apprenticeship. 
We’ve received valuable input from 
‹Smoke-free companies’ to help us draw 
up our smoking regulations. Our em-
ployees are particularly appreciative of 
the accompanying courses on quitting 
smoking. These scientifically based pro-
grammes are popular.» 

110 employees have succeeded 
in quitting smoking

A total of 180 smokers took part in the 
course. Just under 110 were successful 
and are now enjoying a smoke-free life. 
Markus Schumacher, Key Account Man-
ager, is happy about his success: «I pre-
pared myself to quit smoking with help 
from the group and the workbook, and I 

had a lot of fun but was also nervous 
about it. It’s not quitting that’s the prob-
lem, it’s the following hours, days and 
weeks that are the challenge. Quitting 
became an experience. My very own 
personal goal plan came about as part of 
my preparations. It reminds me every 
day of what I’ve achieved and its bene-
fits – I love my goal plan and my smoke-
free life.»

Contacts:

Claudio Paulin, project manager, 
«Unternehmen rauchfrei», 
claudio.paulin@llbb.ch
www.unternehmenrauchfrei.ch

Grégoire Vittoz, project manager, 
«Entreprise sans fumée», 
gregoire.vittoz@lpvd.ch
www.entreprisesansfumee.ch

Swisscom: successful «smoke-free company»


