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Daiichi Sankyo Italia SpA

Interview with Dr. Massimo Grandi, Country Manager of Daiichi Sankyo Italia SpA

Excellence in research globally 
closer to customer locally

In pharmaceutical research, it seems like a small eternity passes before a medication is fi-
nally approved for sale, following long years of trials and testing. Last year, Daiichi Sankyo, a 
leading global pharmaceutical company, announced that its latest product Edoxaban, finally 
made its entrance in some European pharmaceutical markets. At the moment, the Japanese 
company is about to pave the way for market introduction in Italy. Its Italian affiliate Daiichi 
Sankyo Italia SpA is eagerly awaiting the new product for the treatment of atrial fibrillation 
conditions and venous thromboembolism.

Daiichi Sankyo has always taken a 

vanguard position when it comes 

to pharmaceutical research. A 

large percentage of its turnover 

is continuously reinvested in new 

product development. In fiscal 

year 2014 almost 21% of total 

turnover was invested in R&D 

activities, which is a considerably 

higher percentage than the aver-

age investment rate of 15%. 

“We are working hard to improve 

patients’ health and their quality 

of life,” says Country Manager Dr. 

Massimo Grandi. “Our key focus 

is on fighting and preventing car-

diovascular disease. We have to 

acknowledge that every year about 

four million people die from cardio-

vascular disease.” 

Daiichi Sankyo’s new product  

will improve the quality of life of 

people suffering from atrial fibril-

lation and venous thromboembo-

lism, and its market launch was 

prepared with great commitment. 

Daiichi Sankyo invested heav-

ily in clinical trials. For instance, 

it tested the new medication on 

more than 29,000 patients in the 

trials ENGAGE AF-TIMI 48 and 

Hokusai-VTE, the largest studies 

ever conducted in the field of anti-

coagulation. 

Daiichi Sankyo can look back on 

more than 100 years in the phar-

maceutical market. Today, the 

Japanese company has extended 

its presence to over 20 countries 

and ranks among the top 20 phar-

maceutical companies worldwide. 

Its global headquarters is in Tokyo, 

while the European one is located 

in Munich. In Europe alone, the 

company employs a workforce of 

2,000 people. “Our Italian affiliate 

focuses on commercial opera-

tions and works together with over 

700 hospitals and clinics in Italy,” 

points out Dr. Grandi. In addition to 

its traditional focus on cardiovas-

cular disease, Daiichi Sankyo has 

added research on oncology to its 

portfolio. 

“Following the market launch 

of our new oral anticoagulant 

Edoxoban, which will give an add-

ed value in the treatment of atrial 

fibrillation and venous thrombo-

embolism, we will establish a new 

oncology product portfolio. 

››› 

Daiichi Sankyo’s production plant in Pfaffenhofen 
carries out production for the global market

Daiichi Sankyo invests almost 21% of its turnover in its 
Research and Development activities

The company offers innovative treatment options in 
the field of cardiovascular disease

http://www.european-business.com
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Daiichi Sankyo Italia SpA

Daiichi Sankyo Italia SpA
Via Paolo Di Dono, 73 
00142 Rome 
Italy

 +39 06 852551 
 +39 06 85255233 

 info@daiichi-sankyo.it 
 www.daiichi-sankyo.it

Here, we can fall back on our 

experience in developing new 

medications. Currently, our on-

cology compounds have entered 

stages 2 and 3 in clinical trials, 

which means that we have already 

reached an advanced stage. The 

products will include medication 

for indications like hepatocellular 

carcinoma while others target 

acute myeloid leukaemia, cell 

tumour. Cardiovascular diseases 

will remain our core market, but 

we will strengthen our efforts in the 

field of oncology,” says Dr. Grandi.

Daiichi Sankyo is aiming to switch 

from a centralized approach to a 

more local one. “We want to build 

a ‘value’ as close as possible to 

stakeholders,” adds Dr Grandi.  

“We deliberately chose an organi-

zational model which is no more 

hierarchical but decentralized. 

This helps us to be flexible, adapt-

able to local needs. This is why 

Daiichi Sankyo is now organized 

in various self-governing Customer 

Focus Units  – Macro-Regions 

and 9 Local Units in Italy. This 

structure supports a concept of 

co-creation with clients on high 

standard projects, and adds value 

to services specifically created for 

different local realities.” ❙

About 150 staff members work for  
Daiichi Sankyo Italia in Rome

›››  Interview with Dr. Massimo Grandi, Country Manager of 

Daiichi Sankyo Italia SpA

http://www.european-business.com
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Interview with Ralph Schulz, CEO of Farmers Land Food GmbH

Green with spinach, apple and fennel; yellow with pineapple, mango and agave syrup; or 
orange with carrot, peach and orange juice – frozen smoothies have turned into the latest 
bestsellers for Farmers Land Food GmbH, combining health and innovation in a delicious cold 
drink. The food producer and importer has been focusing on frozen food for almost 20 years 
and has earned a sound reputation as a frozen food innovator in Germany and beyond.

“We have always thought about 

bringing food innovations to the 

market,” points out CEO Ralph 

Schulz. “No doubt, good quality 

and taste are essential prerequi-

sites in the food market, but we 

have never underestimated the 

impact of food innovation, which 

adds a new dimension to food in 

general.” 

Back in the 1990s, Mr. Schulz 

experienced excellent food in 

various European countries and 

could not understand why they 

were simply not available in Ger-

many. “That got me thinking. I 

saw a frozen sushi product at a 

food fair, complete with wasabi 

and ginger, and I was convinced 

it could be a success in German 

food retailing.” Mr. Schulz offered 

the product to Aldi, the leading 

German discount store, which 

promoted it during its Asia weeks. 

“It became an instant success, 

and demand soared. As a conse-

quence, we got a national listing 

with Aldi, and soon other discount 

stores and food retail chains ap-

proached us. This is how our suc-

cess story really started.”

Since 1996, Farmers Land Food 

has been a leading name for 

producing and importing interna-

tionally authentic and innovative 

frozen food for the food retail 

market, with a special focus on 

discounters and bulk consumers. 

Today, the frozen food company 

operates a distribution company 

in the USA, which supplies a 

growing number of US custom-

ers, operating quality control for 

all purchased food products. 

As many frozen food products, 

especially fish and seafood, are 

sourced in Asia, Farmers Land 

Food has installed local quality 

control at production premises 

overseas. “We apply high safety 

standards throughout and employ 

our own quality manager, who 

guarantees that all products are 

checked prior to shipment,” ex-

plains Mr. Schulz.

Last year Farmers Land Food 

generated turnover of 24 million 

EUR, and the prospects are highly 

promising. “Four years ago, turno-

ver amounted to 19 million EUR 

and has been growing ever since,” 

adds Mr. Schulz. “We have con-

tinuously expanded our portfolio 

and have established close links 

with Aldi in Germany as well as 

with Aldi USA and Trader Joe’s 

in the USA. In addition, we have 

become a service provider to the 

fish trader Nordsee, for which we 

carry out quality management.” 

››› 

Healthy, fresh and frozen

Farmers Land 
Food imports and 
retails authentic 

international frozen 
food specialities, 

including Asian 
shrimp and French 

macarons
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Thaw, stir and enjoy – the new 
colourful smoothie range is full 

of flavours and vitamins

Big names in food retailing like 

Aldi and Nordsee as well as food 

service and catering companies 

are Farmers Land Food’s key cus-

tomers. About 90% of the portfolio 

is frozen food, including fish and 

seafood, convenience food, des-

serts and cakes as well as a new 

smoothie range. 

“About 60% of our frozen foods 

are fish and crustaceans, while 

the rest comprises all kinds of 

desserts. We have developed 

scrumptious mini desserts and 

mini cakes that are unique in the 

market. Most of them are offered 

in food retailing, but we also sell 

them to the food service market,” 

points out Mr. Schulz. “However, 

we havejust launched our new 

smoothie range, which will become 

a great success for all parties 

involved.” At last year’s Anuga in 

October, Farmers Land Food intro-

duced various colourful smoothies 

that meet the current zeitgeist. “A 

smoothie combines good nutrition 

with convenience. People want to 

eat well, but they hardly have the 

time to cook properly when they 

come home from work,” stresses 

Mr. Schulz. “This is where the 

smoothie comes in. We have taken 

the idea to the next level by intro-

ducing the frozen smoothie.”

The new frozen smoothies are 

available in different flavours – 

and colours – ranging from green 

and range to yellow and red. The 

company uses a special freezing 

process for vegetables and fruits. 

“The consumer has to defrost the 

smoothie first before mixing it with 

a small amount of apple juice. All 

vitamins are preserved, never-

theless, and it is really a healthy 

convenience product,” says Mr. 

Schulz. “Our smoothies are very 

much in line with the trend to-

wards healthy eating. Food retail-

ing is well aware that the consumer 

wants healthy and easy-to-prepare 

meals. I personally think that the 

pressure on food prices is just one 

side of the story.” 

Consumers want cheap food, but 

Farmers Land Food has also ob-

served a growing awareness for the 

food we eat. This is why innovation 

has become an important factor 

as it can open doors for a new 

way of healthy eating that appeals 

to all the senses. Farmers Land 

Food is determined to continue 

its attempts to promote fresh and 

healthy frozen food – with innova-

tion playing a vital role. Until today, 

it has successfully built up a port-

folio that is all about frozen food. 

The new addition of healthy eating 

is will earn the company many new 

customers. ❙

Farmers Land Food 
GmbH
An der Pönt 48 
40885 Ratingen 
Germany

 +49 2102 740250 
 +49 2102 7402519

 mail@farmersland.de 
 www.farmersland.de

›››  Interview with Ralph Schulz, CEO of Farmers Land Food GmbH

Farmers Land Food GmbH

http://www.european-business.com
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Laboratoire 
AGUETTANT SAS

Interview with Eric Rougemond, Chief Executive Officer of Laboratoire AGUETTANT SAS

Drug delivery made easy
An effective, medication-based treatment of diseases generally depends on two things: the 
right drug and the right delivery system. Rarely are these two fundamental prerequisites 
provided from a single source. An exception is Laboratoire AGUETTANT SAS. The privately 
owned French pharmaceutical company not only delivers highly effective, injectable drugs 
but also easy-to-use delivery systems which make administering the drugs efficient, conveni-
ent and perfectly safe.

Laboratoire AGUETTANT is an 

independent, medium-sized fam-

ily enterprise which specializes in 

injectable medicines. The pioneer-

ing pharmaceutical company has 

been focusing on injectable solu-

tions since 1903 and was founded 

as a distributor of chemical and 

pharmaceutical products by Louis-

Joseph Aguettant and Bruno Tav-

ernier in 1880. Today, Laboratoire 

AGUETTANT operates globally 

with over 500 employees, annual 

revenues of 110 million EUR, 

two modern production plants in 

France, and sales and service of-

fices in Belgium, Germany, the 

UK, Singapore and Vietnam.

The comprehensive product range 

of Laboratoire AGUETTANT covers 

four main application areas: emer-

gency medicine, neurology, nutri-

tion and infusion. The Emergency 

Medicine division offers a wide 

selection of essential, life-saving 

drugs, particularly in the areas of 

catecholamines, anaesthetics and 

algology, and includes a growing 

range of sulphite-free products. 

The Neurology business unit of 

Laboratoire AGUETTANT is a ma-

jor player in developing effective 

treatments for Parkinson’s disease. 

In particular, it offers injectable 

solutions to manage motor fluctua-

tions, which affect many patients 

suffering from the terminal illness. 

In addition, Laboratoire AGUET-

TANT has developed specific 

drugs for the therapy of epilepsy 

disorders. The third product divi-

sion comprises injectable trace 

elements for parenteral nutrition. 

As these micronutrients should be 

combined with macronutrients, 

Laboratoire AGUETTANT also 

offers a complete range of elec-

trolytes and vitamins. The fourth 

product line includes infusion solu-

tions for urology, rinsing and care.

In all therapeutic areas, Labora-

toire AGUETTANT fulfils the most 

stringent pharmaceutical quality 

and safety requirements. Simulta-

neously, the French pharmaceuti-

cal group is committed to making 

the use of its products as easy 

and convenient as possible, both 

for healthcare professionals and 

patients. This is why Laboratoire 

AGUETTANT has developed an 

innovative delivery system for its 

drugs. “Our unique drug delivery 

system is ready and easy to use 

and minimizes waste,” explains 

Chief Executive Officer Eric Rou-

gemond, who has advanced the 

company’s globalization in the 

past three years. “Thanks to the 

combination of the right drug and 

the right delivery system, we have 

achieved a leading market position 

and a sustainable competitive ad-

vantage in the international phar-

maceutical industry.” 

››› 

Ready-to-use syringes offer the highest standards of safety and  
hygiene in every situation

Laboratoire AGUETTANT specializes in injectable medicines and easy-
to-use delivery systems

http://www.european-business.com
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The special AGUETTANT drug 

delivery system is a result of the 

company’s constant efforts in 

bringing effective pharmaceuticals 

and efficient technology together 

to provide hospital staff and pa-

tients with an easy-to-use, safe 

solution. The patented AGUET-

TANT System® currently consists 

of two highly advanced devices: a 

ready-to-use, pre-filled plastic sy-

ringe and a multi-dose, multi-use 

auto-injector pen. When Labora-

toire AGUETTANT introduced the 

system five years ago, the plastic 

syringe received an award at the 

annual Pharmapack Europe con-

ference and exhibition in Paris, the 

leading European event for innova-

tive pharmaceutical packaging and 

drug delivery solutions.

The ready-to-use injection so-

lutions offered by Laboratoire 

AGUETTANT present a completely 

new drug delivery system. They 

are provided as fully drawn-up 

syringes. “This saves health 

professionals valuable time, es-

pecially in emergency situations,” 

Mr. Rougemond describes a major 

benefit of the AGUETTANT Sys-

tem®. “Ready-to-use syringes are 

also very safe and hygienic and 

minimize the risk of mistakes. Last 

but not least, they contribute to the 

reduction of waste, compared to 

the use of ampoules containing the 

liquid. The preparation of ready-

to-use injection solutions requires 

in-depth knowledge of the produc-

tion process and also of the drugs 

themselves, particularly as regards 

Laboratoire AGUETTANT sells 

the vast majority of its products to 

hospitals. In France and countries 

with its own subsidiary operations, 

the company serves its customers 

directly. In all other markets, Labo-

ratoire AGUETTANT works together 

with wholesaling businesses. In the 

past, the pharmaceutical company 

was focused on the domestic 

market to a large extent. Only in 

the last few years has Laboratoire 

AGUETTANT developed a sizable 

international position. Today, the 

company ships 25% of its injection 

solutions abroad. 

››› The Aguettant pre-filled syringe

Laboratoire AGUETTANT SAS
1 Rue de Alexander Fleming 
69007 Lyon 
France

 +33 478 615141 
 +33 478 610935

 www.aguettant.com

Laboratoire AGUET-
TANT is a global player 
with subsidiaries in 
Europe and Asia

their stability. In this area, we have 

accumulated great expertise and 

filed many patents.” Laboratoire 

AGUETTANT also excels in individ-

ually composed injection solutions. 

“Injection solutions are generally 

subject to very high safety and 

quality standards,” states Mr. Rou-

gemond. “In the case of composi-

tions, these standards are even 

higher and require even greater 

expertise.”

›››  Interview with Eric Rougemond, Chief Executive Officer of Laboratoire AGUETTANT SAS

Laboratoire 
AGUETTANT SAS

http://www.european-business.com
http://www.aguettant.com
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“We see great potential in foreign 

markets for our innovative drug de-

livery system and are determined 

to further grow our international 

marketing activities,” states Mr. 

Rougemond. “In particular, we 

intend to develop the US market, 

which is one of the largest and 

most dynamically evolving health 

industries worldwide. We are 

currently investing in new, state-

of-the-art plants to meet the high 

standards of the American Food 

and Drug Administration. In addi-

tion, we plan to open new subsidi-

ary companies in Italy and Spain 

by Q1 2016 to further extend our 

European presence.”

Laboratoire AGUETTANT operates 

two production sites in France un-

der the supervision of the French 

Agency for the Safety of Health 

Products: one in Lyon at the com-

pany’s main location and one in 

Ardèche in Champagne. The Lyon 

facility produces syringes, pens, 

vials and ampoules. To meet the 

stringent safety and hygiene de-

mands, the plant is outfitted with 

its own Controlled Atmosphere 

Area for the most sensitive step in 

the processing chain: filling. At the 

heart of the Lyon production unit 

is a new line for the company’s 

award-winning, patented pre-filled 

plastic syringes. The second plant 

in Ardèche focuses on the pro-

duction of plastic ampoules and 

pouring bottles. The ampoules and 

bottles are blown up just before 

filling to guarantee the highest 

safety and hygiene standards. With 

its injection solutions, Laboratoire 

AGUETTANT is operating in a 

highly dynamic market with signifi-

cant growth potential. “At the same 

time, however, the health sector is 

governed by many legislative regu-

lations, limiting the expansion op-

portunities,” says Mr. Rougemond. 

“In addition, there is strong pricing 

pressure, not least due to more 

and more generic medication. This 

is why we are placing great em-

phasis on constant innovation to 

sustain our competitive edge and 

further enhance our market pen-

etration at home and abroad.”

The outstanding innovative power 

of Laboratoire AGUETTANT is 

combined with more than a cen-

tury of experience in drug develop-

ment and delivery systems and the 

company’s coverage of the entire 

value chain, from development 

and production to distribution and 

logistics. Yet the main competitive 

advantage of the French phar-

maceutical company is its unique 

combination of effective medicine 

and efficient delivery solutions. 

“There are competitors offering the 

same drugs as we are,” explains 

Mr. Rougemond. “But these do not 

have comparable delivery systems. 

This allows us to evade price wars. 

Our ready-to-use drug delivery 

system offers a win-win situation 

as it benefits all protagonists in 

the health system: Patients benefit 

from safe and easy administration, 

health professionals benefit from 

optimally prepared products and 

time saving, and health insurers 

benefit from reduced waste and 

expense.” ❙

›››  Interview with Eric Rougemond, Chief Executive Officer of Laboratoire AGUETTANT SAS

In brief
Core Competence
Fully integrated pharmaceutical company 
Injectable medicines

Facts & Figures 
•  Founded: by Louis-Joseph Aguettant and Bruno Tavernier 

in 1880
• Structure: independent, medium-sized family enterprise
•  Branch offices: Ardèche, France; Belgium, Germany, UK, 

Singapore, Vietnam (Spain and Italy by Q1 2016)
• Employees: 500
• Turnover: 110 million EUR
• Export: 25% worldwide

Products & Services 
•  Injectable solutions for emergency medicine, neurology 

and nutrition
• Infusion solutions for urology, rinsing and care

Target Groups 
Hospitals and other healthcare institutions

Fairs & Exhibitions
•  Pharmapack Europe, Paris
•  ESA (European Society of Anesthesiology)
•  EAHP (European Association of Hospital Pharmacists)

Philosophy
Preserving life by combining the right drug with the right 
delivery system

Future  
Investment in new, FDA-approved production lines and  
continued globalization

Laboratoire 
AGUETTANT SAS

http://www.european-business.com
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TOPRO GmbH

Interview with Matthias Mekat, Commercial Manager of TOPRO GmbH

A new level of mobility
Increasing life expectancy, demographic developments and medical progress have all contrib-
uted to the fact that people are becoming older. Mobility aids such as walkers, rollators and 
scooters can help them maintain their mobility and independence. Technical aids for physi-
cally challenged people are the focus of TOPRO GmbH, based in Fürstenfeldbruck, Germany. 
The company distributes premium mobility aids such as the Troja rollator, which is considered 
the best in its class. Based on its experience and knowledge, the company has been continu-
ously working on expanding its portfolio of products.

In September 2005 TOPRO’s Troja 

Classic rollator was selected as the 

winner by German consumer pro-

tection body “Stiftung Warentest” 

due to its high quality and innova-

tive functions. Based on this suc-

cess, the Norwegian manufacturer 

of mobility products founded its 

first subsidiary in Fürstenfeldbruck 

in 2010 to conquer the German 

market.

“Our flagship product Troja was

developed by chance in 2002 in

Norway and no one 

thought that it

would be such a 

great success,” says 

Matthias Mekat, 

Commercial Director 

of TOPRO GmbH. 

He was the first em-

ployee in Germany 

and was responsible 

for building up the 

enterprise. With the 

innovative mobility 

aid, the company set 

the standard in the 

industry, convincing the custom-

ers with high quality and unique 

characteristics such as a folding 

feature. TOPRO Troja 2G is the 

second generation of the success-

ful rollator with increased safety, 

comfort and flexibility for physically 

challenged and elderly people. 

Exclusive designs and accessories 

make Troja 2G the mobility aid of 

choice for people who set a high 

value on quality and functionality.

In 2015, TOPRO’s portfolio was 

expanded by a new scooter called 

minniemobil. This scooter, which 

was developed by a German com-

pany near Munich, stands out 

through its unique design and re-

markable loading capacity, which 

makes it the perfect shopping 

scooter.

In addition, TOPRO’s product 

range comprises rise and recline 

chairs with built-in stand-up sup-

port, as well as walkers for use at

home or care facilities and other

daily living aids.

››› 

Troja 2G is the second 
generation of the  
renowned Troja Classic, 
which can be  
equipped with different 
accessories

The rise and recline chair Bologna offers comfort, safety and independence
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TOPRO GmbH

TOPRO AS with headquarters 

in Gjøvik, Norway, was founded 

in 1966, combining industrial 

manufacturing and vocational 

rehabilitation. Celebrating its 50th 

anniversary this year, the company 

has become one of the largest 

vocational rehabilitation compa-

nies in Norway, employing 440 

people from 23 different coun-

tries. Today, TOPRO’s mobility 

aids and electronic components 

are distributed to more than 20 

countries worldwide. In addition 

to the subsidiary TOPRO GmbH in 

Germany, TOPRO Ltd. in the UK is 

also part of TOPRO AS. About 70% 

of TOPRO’s mobility aids are dis-

tributed in Germany. “TOPRO has 

become a well-known brand and is 

appreciated by our customers for 

the high quality, exclusivity, func-

tionality and safety of our prod-

ucts,” explains Mr. Mekat. “We 

have contributed to the develop-

ment of private labels in qualified 

medical supplies shops and are 

often asked by other producers to 

provide advice and terms of sales 

and marketing.” TOPRO GmbH 

supports the specialized trade in 

the area of sales and has devel-

oped an end-customer-oriented 

marketing strategy. The company 

organizes so called “rollator days” 

in Germany and has been the first 

to provide walker insurance.

Products are currently sold primar-

ily in specialist stores and there 

›››  Interview with Matthias Mekat, Commercial Manager of TOPRO GmbH

are no plans to change this. How-

ever, the firm keeps a very close 

eye on market trends and does 

not rule out the development of 

other distribution methods, such 

as multi-channel distribution and 

other concepts, in the future. “We 

have a lot of new ideas,” states 

the Commercial Director. “In addi-

tion, we plan to further expand our 

portfolio, planning to launch a new 

shopping walker as well as carbon 

rollators this year. Another focus 

will be electromobility and we are 

currently working on new products 

in that area.” ❙

TOPRO GmbH
Bahnhofstrasse 26d 
82256 Fürstenfeldbruck 
Germany

 +49 8141 8889390 
 +49 8141 88893922

 mail@topro.de 
 www.topro.de

http://www.european-business.com
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Magdalena Clinic for  
Cardiovascular Diseases

Interview with Dr. Mihajlo Šesto, Director of Magdalena Clinic for 

Cardiovascular Diseases

A matter of the heart
The human heart is a surprisingly fragile organ. Unrequited love can break it, but a new 
crush can make it skip a beat. Some people have a heart of stone, and others wear it on 
their sleeve. There is no cure for these ailments, but modern medicine is working to treat 
other heart problems, such as arrhythmia and cardiomyopathy. Doctors have been fighting 
diseases of the heart for years, and Magdalena Clinic for Cardiovascular Diseases in Krapin-
ske Toplice, Croatia, is one of the contenders in the battle. The first private clinic in Croatia 
for cardiological and vascular diseases opened its doors nearly 20 years ago to offer patients 
top-of-the-line care – a topic that the clinic views as a matter of the heart. 

Magdalena was established in 

1996 and began serving cardiology 

patients in 1997. Since then, it has 

added surgery to its offer and be-

came a teaching hospital in 2003. 

A part of the Croatian healthcare 

system, the clinic focuses on cardi-

ological and vascular diseases with 

diagnostics and surgery, covering 

everything except transplants. 

Director Mihajlo Šesto is himself a 

cardiologist and internist, having 

studied in Croatia and Germany, 

and he has been head of the clinic 

for the past seven years. He joined 

the clinic’s team 18 years ago. “We 

have a wonderful image thanks to 

our great results,” he says. “Our 

doctors are renowned throughout 

the country.” Patients from all over 

Croatia are treated at the clinic, as 

are patients from England, Rus-

sia, Kosovo and Montenegro. “We 

would like to become ever better 

known internationally,” Dr. Šesto 

adds. “We’re growing. We already 

have a waiting list of over one 

year for non-emergency cases, 

and during the waiting period, we 

keep a close eye on the patients.” 

The clinic encompasses an area 

of 5,500 m2 with 100 beds, two 

operating rooms, two catheter labs 

and an intensive care unit with an 

additional 14 beds. Patients stay in 

one or two-bed rooms with modern 

amenities for the most up-to-date 

and comfortable care. The clinic 

treats 6,000 inpatients a year, and 

its two affiliated polyclinics in Za-

greb see another 12,000 patients 

annually. Magdalena is just 46 

km from the Croatian capital with 

easy access via the highway, and 

it cooperates with the rehab clinic 

located next door. “We offer care 

of the highest quality without the 

high prices of countries like Austria 

and Germany,” the Director men-

tions another benefit of the clinic. 

“We are also certified according 

to a number of standards, such 

as ISO and Accreditation Canada 

International, platinum level, which 

affirms our claim.” 

The clinic is in the hands of six 

owners and turns over 15 million 

EUR a year. Its staff numbers 220 

people, 26 of them being doctors. 

››› 

Magdalena Clinic for Cardiovascular Diseases is located less than 50 km from the 
Croatian capital

http://www.european-business.com
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Magdalena Clinic for Cardiovascular Diseases
Ljudevita Gaja 2 
49217 Krapinske Toplice 
Croatia

 +385 49 244444 
 +385 49 244130

 info@magdalena.hr 
 www.magdalena.hr

The excellent teamwork between 

the doctors and the rest of the 

personnel creates a positive at-

mosphere where each member of 

staff unfolds his potential, resulting 

in the conception of new ideas for 

truly modern medicine. “Everybody 

works together closely: internists, 

cardiologists, anesthetists and vas-

cular surgeons,” Dr. Šesto explains. 

“We all want to find the best solu-

tion for the patient.” This coopera-

tive atmosphere transfers to the 

doctor-patient relationship, as well. 

Word of the pleasant environment 

at Magdalena has spread to the 

extent that the clinic has to grow, 

which it will do in both size and 

scope. “We are planning a few joint 

projects with European funds,” Dr. 

Šesto says. “For instance, we’ve 

developed a telemedical call center 

that operates 24 hours a day. Data 

from heart scans and other tests 

can be transmitted in real time 

from patients to the doctors. This 

kind of service is especially impor-

tant in more rural areas.” Magda-

lena also aims to introduce new, 

state-of-the-art technologies to its 

treatments to remain at the top of 

its game in cardiology. ❙

›››  Interview with Dr. Mihajlo Šesto, Director of Magdalena 

Clinic for Cardiovascular Diseases
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Ypsomed GmbH

Interview with Dirk Scherff, Managing Director of Ypsomed GmbH 

Making diabetes self-care 
safe and simple 
Diabetes is a serious and complex disease, but people with diabetes can contribute to pre-
venting complications and improving their quality of life by actively taking control of the 
disease. Managing diabetes day by day is challenging, but having the proper tools greatly re-
duces the challenge. The German Ypsomed GmbH offers a full range of innovative high-qual-
ity injection and diagnostic tools and systems that enable diabetics to manage their disease 
simply and safely.

“We are a wholly owned subsidi-

ary of the Swiss Ypsomed Group,” 

says Dirk Scherff, Managing Di-

rector of the German company. 

Headquartered in Burgdorf in the 

Swiss Canton of Bern, Ypsomed is 

a powerful, internationally active 

parent group with 13 subsidiaries 

across Europe, a staff of 1,050 

and turnover of 311 million CHF in 

2014. The name Ypsomed stands 

for the expertise of the Swiss spe-

cialists: Ipso is the Latin word for 

self and med stands for medicine. 

The Ypsomed Group is a leading 

independent developer of injec-

tion systems for self-medication. 

Ypsomed is also a renowned dia-

betes specialist with more than 

30 years of experience. In fact its 

predecessor was a pioneer in dia-

betes pumps, but the acquisition 

by Roche temporarily put an end 

to the pump activities, which were 

resumed in 2010/2011.

Today, Ypsomed offers a com-

plete range of systems for dia-

betes self-care under the mylife 

brand. The range encompasses 

insulin pumps, insulin injection 

systems, pen needles and blood 

glucose monitoring systems. 

“We are the only company to of-

fer such an all-round service for 

people with diabetes,” states Mr. 

Scherff. “We offer high-tech sys-

tems designed to make diabetes 

self-care and self-management 

safe and easy. The result of ongo-

ing research and development, 

our systems are innovative solu-

tions for more user comfort. For 

example, in 2012 we launched 

the new mylife OmniPod, a com-

pletely new kind of insulin pump. 

Mylife OmniPod is the first tube-

free patch pump which is directly 

attached to the skin without a 

tube. Steered by a personal dia-

betes manager (PDM), it results 

in more freedom for active users 

as it is small, lightweight and wa-

terproof.”   

››› 

Eliminating the risk 
of needlestick injuries, 

the patent-covered mylife 
Clickfine AutoProtect and a 

mylife Clickfine pen needle

Mylife OmniPod is an insulin pump system without any 
tubing and enables more freedom in an active life while 
using this innovative system
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pen needles, where experienced 

specialists are constantly engaged 

in further developing the needles 

in close contact with users and 

medical professionals. The unique 

patch pump and our innovative 

go-to market strategy have earned 

us growth far above the average 

of the market, and there is a new 

solution in the pipeline. At the be-

ginning of this year, we launched a 

new pump with greatly increased 

ease of use and comfort for pump 

users. Just like mobile phones, 

the new pump comes with a touch 

and swipe display for the control 

by symbols. With this pump we will 

be the only diabetes care provider 

to offer both tube pumps and 

tube-free pumps.” ❙

Ypsomed GmbH
Höchster Strasse 70 
65835 Liederbach 
Germany

 +49 6196 70070 
 +49 6196 7007100

 info@ypsomed.de 
 www.mylife-diabetescare.de

Pen needles are another example 

of the advanced technical details 

of the mylife range. “We are the 

only provider of pen needles with 

a six-bevel needle tip for smoother 

injection,” explains the Managing 

Director. “And we are leading the 

way in terms of variety. We have 

the largest assortment of needles 

with different lengths. Our blood 

glucose monitoring systems excel 

in their reliably high precision and 

the side-loading test strip, a major 

innovation for more hygiene. The 

test strips are removed blood-free.”

Ypsomed mylife systems are aimed 

at people with diabetes as well 

as at medical professionals such 

as doctors and nursing staff. The 

products and systems are mar-

keted in the whole DACH region of-

Germany, Austria and Switzerland. 

Thanks to their innovative features, 

mylife products and systems from 

Ypsomed rank among the leading 

diabetes care products. “We are 

the number three in diabetes care 

market after Roche, Switzerland, 

and Metronic, USA, and we are the 

number two in pen needles,” Mr. 

Scherff proudly points out. “We are 

determined to further enhance our 

position in the future, and we will 

do so through innovations. When 

I joined Ypsomed at the beginning 

of 2014, I changed my affiliate 

to future-oriented health-care 

concepts, quick decision-making 

processes and having fun coming 

to work. The company now has the 

ability to meet customers’ require-

ments quickly and efficiently. In-

novations are the basis for growth, 

and Ypsomed is innovative by 

tradition. We hold the prominent 

position in needles thanks to 

our own R&D department for 

Headquarters of the Ypsomed Group in Burgdorf

Easy and intuitive operation, 
high-precision blood glucose 
monitoring system mylife UNIO with 
side-loading test strip for hygienic, 
blood-free strip removal

››› Interview with Dirk Scherff, Managing Director of Ypsomed GmbH 

Ypsomed GmbH
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Epitech Group SpA

Interview with Dr. Francesco della Valle, Founder and President of Epitech Group SpA

Focus on neuroscience: the ‘following 
where nature leads’ approach
Being a successful player in today’s highly competitive pharmaceuti-
cal market – which translates into effective medications – requires a 
break from traditional drug development approaches. Epitech Group 
SpA, headquartered in Saccolongo in northern Italy, has become a 
point of reference in this regard, especially in the neuroscience area. 
By thinking outside the box and putting into practice the motto “Fol-
lowing where nature leads”, this Italian enterprise, with its deductive 
approach, has established significant footholds in niche markets, both 
nationally and internationally. 

“A strong industry-academic in-

terface is very important if we are 

to make the most of science and 

technology for society’s benefit,” 

says Dr. Francesco della Valle, 

Founder and President. Education 

and science are the underlying 

elements of a profitable operation, 

something many businesses fail 

to appreciate. The pharmaceuti-

cal sector, by its very nature, is 

intimately linked with science. Dr. 

della Valle himself has many years 

of experience in managing a phar-

maceutical firm and its transfor-

mation into a highly successful, in-

ternationally recognized operation, 

prior to establishing his own busi-

ness. The latter endeavour was 

the culmination of a long period 

of research, inspired by the Nobel 

laureate Rita Levi-Montalcini and 

based on a hypotheticol-deductive 

approach, which follows regulatory 

pathways laid down by nature and 

is intended to maintain a homeo-

static balance in the body when 

challenged by stress or injury. This 

novel strategy differs profoundly 

from the so-called inductive meth-

od of drug discovery traditionally 

employed by pharma, which is 

based on the synthesis of large 

numbers of chemical entities and 

identification of lead molecules for 

the intended target.

Epitech was founded in 2004 to 

bring to market those products 

evolving from this project and 

represent innovative therapeutic 

tools to serve the physician and 

his/her patient. “We have opened 

the Italian market for our products 

and are expecting turnover of 15 

million EUR for 2015,” says Dr. 

della Valle. “At the same time, we 

continue to develop our scientific 

ideas in order to realize new ap-

plications in niche markets with 

future potential.” 

The Epitech Neuroscience Pro-

ject is its core competence and 

business mainstay. In collabora-

tion with partner Italian research 

teams, they discovered for the first 

time that modulating immune sys-

tem cells – defined today as non-

neuronal cells – with the natural 

substance Palmitoylethanolamide 

(PEA) is able to adjust physiologi-

cally the reactivity of such cells, 

in particular mast cells, microglia, 

astrocytes and oligodendrocytes. 

Another essential element of these 

studies was the demonstration 

that the administration of PEA 

was capable of normalizing nerve 

signals in situations of altered 

regulation, for example, involving 

chronic and neuropathic pain, 

especially in fragile subjects such 

as the elderly, and given PEA’s 

excellent efficacy/safety ratio. 

Extremely important was the ap-

plication of the process of micro-

nization and ultra-micronization 

to enable the oral administration 

of PEA. These key findings have 

been capitalized on to expand the 

company’s therapeutic portfolio, 

which now includes the Epitech 

Pelvic System Project focusing on 

pelvic pain related to gynaecologi-

cal and urological problems, and 

the Epitech Dermoscience Project 

involving research and systems 

relating to the human skin and 

mucous membranes. Epitech 

has succeeded in registering a 

number of patents for each of 

these projects, a confirmation of 

its highly innovative potential. “We 

have often pioneered new applica-

tions and invested considerably in 

our patents, which represent the 

company’s lifeblood,” confirms Dr. 

della Valle. “This is how we have 

become a reference business 

especially in the field of neurosci-

ence, a topic we anticipated long 

before others became involved. 

››› 

Dr. Francesco della Valle, Founder and 
President of Epitech Group SpA
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›››  Interview with Dr. Francesco della Valle, Founder and President of Epitech Group SpA

Epitech Group SpA

Because of this, we are frequently 

called upon to explain new devel-

opments at pharmaceutical and 

neuroscience-related congress-

es.” Participation in conferences, 

along with a growing scientific and 

clinical literature, is finally begin-

ning to impact how pharmacology 

sees the need to follow the princi-

pals of nature.

Of course, what matters is the 

application of scientific findings. 

Following where nature leads, Ep-

itech has developed a number of 

successful pharmaceuticals that 

are marketed in Italy or licensed 

in other European countries. Fur-

ther innovative achievements can 

be expected from the knowledge 

that neuroinflammation may be 

Epitech Group SpA
Via Luigi Einaudi, 13 
35030 Saccolongo (PD)  
Italy

 +39 049 8016784 
 +39 049 8016759

 info@epitech.it 
 www.epitech.it

The Epitech product line for the Pelvic System Project

Product line for the Neuroscience Project, Epitech’s core competence and mainstay of business

the cause or driver of numerous 

peripheral and central nervous 

system pathologies, for example, 

stroke, dementia, Parkinson’s 

disease, and spinal cord and trau-

matic brain injury.

The company’s most recent ven-

ture is an alliance with, US-based 

Prismic Pharmaceuticals Inc., 

which is expected to facilitate its 

successful entry into the Ameri-

can market. Epitech’s heart and 

soul remain in Italy, however, 

where its central facility in Sac-

colongo accommodates research, 

quality control, storage, adminis-

tration and the coordination with 

external operative units. ❙
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WISAP® Medical  
Technology GmbH

WISAP® Medical  
Technology GmbH
Fichtenstrasse 27 
85649 Brunnthal/Hofolding 
Germany

 +49 8104 89080 
 +49 8104 890890

 info@wisap.de 
 www.wisap.de

Interview with Stephan Hilgers, Managing Director of WISAP® Medical Technology GmbH

The gentle alternative
For most patients surgery means long hospital stays, pain, scarring 
and lengthy recovery periods. Minimally invasive surgery, MIS, is an 
alternative that greatly reduces these effects. The German company 
WISAP® Medical Technology GmbH ranks among the pioneers in MIS 
when it comes to gynaecology. Well known as an innovative force in 
minimally invasive gynaecological surgery, WISAP® has come up with 
a viable solution for fighting cervical cancer.

“We have more than 50 years of 

experience in gynaecology and 

MIS,” says Managing Director 

Stephan Hilgers. “The founder of 

the company, Prof. Kurt Semm, 

was a visionary in this field. He 

foresaw the benefits of minimally 

invasive surgery, or so-called key-

hole technology, and developed 

the idea further into ‘Comfort-

Endoscopy’. Surgery by definition 

is invasive, and many operations 

require incisions of some size. 

Minimally invasive surgery refers to 

surgical techniques that limit the 

size of incisions needed and thus 

lessen wound healing time, as-

sociated pain and risk of infection. 

However, at the time there were 

no instruments or systems avail-

able for enabling this type of tech-

nique, so Prof. Semm developed 

the systems and the instruments 

goal of our development work,” 

says Mr. Hilgers. “We develop 

new solutions in close cooperation 

with experts to further improve 

the benefits for patients such as 

lessening pain, shortening hospital 

stays and aiding recovery. WISAP® 

offers systems that provide warm 

irrigation and CO2 gas instead 

of cold and thus reduces post-

operative pain. At present, we are 

engaged in fighting the pre-stages 

of cervical cancer, one of the most 

common cancers among women. 

Cervical cancer is widespread in 

China, India, Latin America and 

above all in Africa. It develops from 

untreated CIN, a chronic infec-

tion which results in abnormal 

growth of cells on the surface of 

the cervix. Based on our existing 

treatment method, WISAP® is fur-

ther developing a thermo-ablative 

system for the removal of the ab-

normal cells which causes as little 

damage as possible. Our cervix 

ablator is an innovative device de-

signed exclusively for the removal 

of cervical lesions by scalding the 

tissue, a fast procedure resulting 

in less pain and no scarring. The 

method is specifically intended 

for low-resource settings with a 

minimal requirement of training 

and low dependency on clinical 

infrastructure.”

WISAP® products are successfully 

used in 34 countries worldwide. 

“We have set up a network of 

trading partners,” concludes Mr. 

Hilgers. “We train our partners 

and present our products at trade 

shows and congresses and via the 

Internet. We will further pursue 

this niche market strategy with in-

novations for the comfort of users. 

Moreover, we plan to add urology 

products to the range.” ❙

Better on-sight treat-
ment of cervical 
pre-cancer stages 
in low-resource 
settings using the 
WISAP® CERVIX-
ABLATOR

himself under the umbrella of the 

company WISAP®, an acronym 

of WISsenschaftliche APparate, 

scientific apparatus. He presented 

his findings at medical congresses, 

but initially he was laughed at. The 

first laparoscopic hysterectomy, 

the minimally invasive removal of 

the uterus, was a milestone and 

the breakthrough of WISAP®.”

Today, WISAP® is well established 

in its market niche. The company 

provides complete system solu-

tions for gynaecology and MIS and 

keeps coming up with innovations. 

“Improving patient comfort is the 

More safety for users, the new therapy probes 
with antibacterial coating and anti-stick effect 
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Unifarco S.p.A.

Interview with Luigi Corvi, Sales Director of Unifarco S.p.A.

Ambassadors of health 
and well-being
Pharmacies are synonymous with integrity, probity, competence and professional advice – 
they simply do a lot more than dispensing medicines. Pharmacies promote health and well-
being; they offer healthy lifestyle advice that covers topics such as healthy eating, physical 
activity or losing weight. Unifarco S.p.A. is a partnership of highly committed pharmacists in 
Italy who all share the passion for science – and the respect for people and their well-being. 

“We are a company founded by 

pharmacists for pharmacists,” 

sums up Sales Director Luigi Corvi. 

“The company’s name mirrors this 

very well. We all share the same 

ideas and values, and we are in-

spired by the power of nature. The 

culture of well-being has always 

been the dominating characteristic 

of Unifarco’s philosophy.” 

Unifarco’s history dates back to 

1982 when the Dolomiti Cosmesi 

was founded in the heart of the 

Dolomites area. It was Unifarco’s 

current Chairman Ernesto Riva 

and Managing Director Massimo 

Slaviero who successfully turned 

a revolutionary idea into reality. 

They aimed to produce a range 

of cosmetics – a range that was 

to be distributed under the brand 

name of individual pharmacies. 

Back then, it was a new concept 

– a successful concept that, still 

today, is a crucial trademark. In 

1984, Unifarco started produc-

ing cosmetics in larger quantities 

and subsequently expanded in 

geographic terms. The business 

grew all over the Italian regions of 

Veneto, Friuli-Venezia Giulia and 

Trentino-Alto Adige – and did not 

stop growing for the next years. 

In 1994, the two pharmacists 

Luigi Corvi and Gianni Baratto, the 

company’s Sales Director and Re-

search and Development Director 

of today, joined Unifarco bringing 

fresh impetus. By then, 500 phar-

macies in Italy stocked Unifarco’s 

cosmetics labelled with their own 

brand. 

To underpin the high quality 

standards of its products, Unifarco 

started working on certifications in 

1999. Today, the company has four 

important certifications: ISO 9001, 

ISO 14001 (environmental protec-

tion), OHSAS 18001 (workplace 

safety) and ISO 22716 (good man-

ufacturing practice). They illustrate 

that sound quality and safety 

standards are vital to Unifarco. 

With the beginning of the new cen-

tury, Unifarco started entering new 

European markets: Austria was the 

first one, and Spain and France 

soon followed. The company has 

always focused on countries where 

pharmacists were independent and 

able to distribute products under 

their own brand. In 2005, Unifarco 

became a stock company. “After 

ten years, 250 Italian, Austrian and 

German pharmacists have become 

shareholders of Unifarco,” states 

Mr. Corvi. “This is an important 

and remarkable characteristic of 

the company. Today, due to our 

great international network, we are 

supported by Unifarco GmbH in 

Germany and Unifarco sl in Spain. 

Here in Santa Giustina, we want to 

be recognized as the one company 

that is responsible for the manage-

ment of products and brands. We 

look after the relationship between 

shareholders and services. This is 

what makes the difference, what 

sets us apart from the market. We 

are pharmacists and so are our 

shareholders.” 

››› 

More and more pharmacies are joining Unifarco and stock the exquisite range of 
cosmetics, hygiene products and food supplements

Unifarco S.p.A.
62, Via Cal Longa 
32035 Santa Giustina (BL) 
Italy

 +39 0437 806192 
 +39 0437 806223

 info@unifarco.it 
 www.unifarco.it
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Unifarco S.p.A.

›››  Interview with Luigi Corvi, Sales Director of Unifarco S.p.A.

To further strengthen our posi-

tion we created a network that 

in Italy is called ‘Rete Farmacisti 

Preparatorii’. So far, 250 Italian 

pharmacists joined the coop-

eration; together, we join forces 

to promote wellbeing. We want to 

inform clients that pharmacies are 

unique and independent, that they 

are ambassadors of wellbeing and 

health.”

The company also expanded prod-

uct-wise. New cosmetic lines were 

integrated and today, Unifarco 

presents three different lines: Re-

search Pharmacists, Unifarco Bio-

medical (Ceramol and Ceramage) 

and Dolomia. Research Pharma-

cists is the pharmacist’s own brand 

line representing a personalized 

range of cosmetics, hygiene prod-

ucts and food supplements guar-

anteeing safety for both the people 

and the environment. This line 

makes up 80% of turnover. 10% of 

sales are contributed by Ceramol, 

a special line created by derma-

Sales Director Luigi Corvi – an ambitious and passionate 
entrepreneur 

Ceramol – a broad range of dermatological cosmetics that help to rebuild the epi-
dermal barrier

Ceramage - a Unifarco Biomedical brand of anti-aging creams

tologists. “Ceramol products are 

the result of intense research and 

development,” stresses Mr. Corvi. 

“We worked together with scien-

tists, doctors and dermatologists to 

develop cosmetic products help-

ing the skin to reconstruct its own 

natural defences. The products 

contain active ingredients that are 

able to rebuild the epidermal bar-

rier, which makes them the perfect 

choice for hyper-reactive, sensitive 

and allergy-prone skin types.” Cer-

amol products are only available in 

pharmacies in Italy, Germany and 

Austria. With Dolomia the company 

presents a range of make-up that 

combines health and wellbeing 

with the world of fashion, beauty 

and elegance. Dolomia, too, is 

distributed in Italy, Germany and 

Austria. “At the end of the day, 

we are a service provider”, states 

Mr. Corvi. “We offer a mixture of 

services and products to improve 

health and wellbeing of clients and 

patients. This is what sets us apart 

from most competitors. Our vision 

is to promote wellbeing through 

a qualified pharmacist. We are 

interested in a three-dimensional 

relationship between shareholder 

and end user. A pharmacist is the 

only health professional providing 

qualified advice for free. Today, it 

is easy to get information online; 

internet research is more common 

than ever. However, it can be risky. 

A pharmacist on the other hand al-

ways represents a serious, reliable 

reference point.” ❙
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