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SUSTAINABILITY
OUR RESPONSIBILITY

IS TO CREATE VALUE FOR OUR SHAREHOLDERS, CUSTOMERS, PATIENTS, STAFF AND
COMMUNITIES IN A SUSTAINABLE MANNER WITH DUE RESPECT FOR THE ENVIRONMENT.

The success of our customers and the quality of care provided
to their patients are priorities for Straumann. This is articulat-
ed in our vision, mission, and core beliefs, which also highlight
our commitment to ‘simply doing more’ in all our external
interactions and internal processes. Partnership and trust are
essential for our long-term business success, which is why
we have continued to
engage in open dialogue
withvarious stakeholder
groups, especially with
those who determine our performance and upon whom we
have a major impact, including employees, customers, com-
munities, and shareholders.

OPEN DIALOGUE AND INTEGRITY

In 2008, we completed our first full employee survey and
started implementing action plans based on its findings. We
continued to communicate and collaborate closely with cus-
tomers in developing new and improved products, supported
by our unique partnership with the ITI, which is a broad plat-
form for dialogue with dental professionals. We also interact-
ed with several nonprofit groups to focus our charitable activi-
ties on dental treatment for people who otherwise would not
have access to it. More details on these dialogue activities can
be found in the subsequent chapters on employees, custom-
ers, and communities.

As usual, we engaged with investors and representatives of
the financial community throughout the year (see pp. 86-87),
and collaborated with serval non-profit groups who advise
shareholders and stakeholders on sustainability and environ-
mental excellence. These contacts have encouraged us to re-
fine our environmental reporting and prompted, for example,
our participation in the Carbon Disclosure Project as well as
the Trucost survey on corporate environmental impacts and
resource efficiency.

Company visits provided a further opportunity for direct con-
tact with stakeholders. In 2008, our Swiss sites alone received
well over 1500 visitors. Including customers, educators, sci-

QUALITY APPLIES TO EVERY EMPLOYEE
AND ALL OUR ACTIVITIES.

entists, investors, analysts, members of the public, and busi-
ness/cultural delegations from abroad.

SAFEGUARDING ETHICAL BEHAVIOR

To safeguard ethical business behavior in all our activities,
Straumann has a Code of Conduct and internal policies that
formalize our corporate
stance on nondiscrimi-
nation,
fair competition, truth-
ful marketing etc. As this Code is central to the way we work

anticorruption,

with our key stakeholder groups, it is referred to throughout
the following chapters. Rather than formal subscriptions to
other external economic, environmental, or social charters or
association memberships, the Code is the basis of Straumann’s
identification with, and management of, sustainability issues
and goals. Employees are obliged to report any violation or
suspected violation of the Code or any other suspected mis-
conduct. In 2008, there were no reports of alleged violation or
suspected misconduct. The Code of Conduct is aligned with
national and local rules, including those of the FASMED (Fed-
eration of Swiss Medical Devices’ Trade and Industry Associa-
tion).

To promote responsible and transparent business conduct in
our sector, Straumann spearheaded an initiative in 2008 to
encourage membership of AdvaMed (Advanced Medical Tech-
nology Association) compliance program. Straumann USA and
other leading dental implant companies in the US will belong
to AdvaMed in 2009.

SAFEGUARDING QUALITY

Straumann recognizes that quality is an essential element
in conducting business responsibly. In 2008, we continued
to strengthen our Corporate Quality Management function,
adding leadership, resources, procedures, and experience at
all levels. We also updated our global quality policy, which
emphasizes high standards of quality not just in our prod-
ucts and their effectiveness, but also in our services, infor-
mation, training, and support. The policy and our quality
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objectives emphasize the importance of both internal and
external quality and apply to every employee and all our
activities. They reinforce our commitment that ‘we never
compromise on quality.’ In 2008, we trained our staff on the
revised quality policy in Switzerland and relevant training
will be organized at each site worldwide.

The health and safety of patients and the ‘“fitness for use’ of
our products are overriding priorities for Straumann. The
safety and effectiveness of our products is assured over the
entire product life cycle, from conceptualization, research,
development, and manufacturing through storage, distribu-
tion, and in-market support.

Straumann has never accepted nor will accept shortcuts to
market in order to boost short-term sales. Our products are
launched only after thorough preclinical and clinical test-
ing, which continues after launch. The results are often pub-
lished in peer-reviewed scientific journals.

Our quality system and products are subject to regular au-
dits by external bodies to demonstrate our compliance with
the requirements of the US Food and Drug Administration
(FDA), as well as the European and other applicable regula-
tions worldwide.

In mid-year, the quality system of our Biora unit was suc-
cessfully reinspected by the FDA. As a result, we were able to
make our oral tissue regeneration products available again
to US dental professionals and their patients. The objective
to establish an effective, compliant, and sustainable quality
system at Biora was reached. In September 2008, our Basel
and Villeret sites were subject to routine FDA inspections,
which were concluded successfully. For the year under re-
view, we are not aware of any incidents of non-compliance
with regulations or voluntary codes concerning the health
and safety of products throughout the Straumann Group.
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CEO STATEMENT

Gilbert Achermann

For Straumann, quality, integrity (reliability), and respon-
sibility are at the core of successful business development,
allowing us to thrive in times of market expansion and to
prevail through challenging and uncertain times. The activi-
ties presented in the following four chapters of this report
reflect these attributes and show how they contributed to
strengthening our stakeholder relationships.

Dialogue and feedback are essential if we are to improve —
not only as a provider of products and services, but also as
an employer. This is why we conducted our first global em-
ployee survey, and have taken steps to address the deficits
and build on the strengths it revealed.

To ensure that our environmental management is based on
robust data, we commissioned a consulting firm specializ-
ing in sustainability to develop a Group-wide environmen-
tal data monitoring tool. We also continued our charitable
dental care commitments from Alaska to Cambodia, know-
ing that non-profit programs need reliable sponsors partic-
ularly in economically uncertain times.

In the prevailing economic downturn we — like most com-
panies — shall have to adapt our organization and costs to
the market conditions. However, we will not make cuts that
compromise our ability to bring proven innovations to mar-
ket and to provide a superior service to customers, because
our long-term success depends to a great extent on these
factors. Nor will we neglect our social responsibilities to our
staff and the communities in which we operate.
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CLEAR RESPONSIBILITIES

Clear responsibilities ensure that issues relating to sus-
tainability are managed effectively and with direct lines
of reporting to the top executive level. Product responsi-
bility issues are monitored by our Product Safety Officer,
who reports to the Head of Corporate Quality, who in turn
reports directly to the CEO. Labor issues fall within the re-
sponsibilities of the Head of Corporate Human Resources,
and dialogue with external stakeholders are the responsibil-
ity of the Head of Corporate Communications, both report to
the CEO. Compliance with our Code of Conduct — including
human rights issues — is managed by our General Counsel.
Environmental management is carried out by local environ-
mental officers at our research and production sites, ensur-
ing closeness to operations, and is overseen by the Head of
Operations.

At the governance level, strategic aspects of sustainability
management are ultimately the joint responsibility of all
members of the Board of Directors, which has delegated op-
erational aspects related to sustainability to Management.
The Board reviews sustainability performance data annu-
ally. While there are no formal procedures for determining
qualifications of Members of the Board, for example on en-
vironmental social issues, or for assessing the Board’s per-
formance on them, the tradition of success at Straumann is
based on its Board of Directors taking a long-term view of
business performance. This includes protecting the reputa-
tion Straumann has gained as a responsible business partner
and employer with a good environmental record.

To protect our partners and our reputation, Straumann gener-
ally applies the precautionary principles of risk management
(see pp. 108—111). Products are designed and produced with
stringent requirements concerning safety and effectiveness.
In the rare case of a complaint indicating a potentially seri-
ous product safety issue, our Product Safety Officer can call
a Safety Board meeting at extremely short notice to initiate
field safety corrective actions and a product recall.

Our production processes are optimized for environmen-
tal protection wherever possible, without compromising
on quality or health and safety. We continuously strive for
environmental excellence, extending and refining our en-
vironmental monitoring and reporting to adapt it to the
needs of our business development. For example, in 2008
our recently acquired etkon sites were included in our new
environmental data monitoring system.

SUSTAINABLE DEVELOPMENT AND STRAUMANN
Key issues regarding the sustainable development of our
societies and our planet are summarized in the UN Mil-
lennium Development Goals. Most of these are related to
poverty, hunger, basic education, and life-threatening ill-
ness — areas where Straumann, as a provider of dental re-
generative, restorative and replacement products that im-
prove quality of life but are not life-saving, does not have
a direct impact. Two UN Millennium Development Goals,
however, have direct application in our internal operations:
the promotion of gender equality and of environmental
sustainability. We exercise a policy of equal opportunity
and non-discrimination. We also monitor and minimize
our environmental impacts carefully, even though they are
moderate. This is mainly because our products are high-value
but small and light devices produced in well-contained
modern facilities.

Sustainable development can be seen as a balanced evo-
lution of social, environmental, and economic systems that
allows the present generation to meet its needs without
compromising the ability of future generations to do the
same. The ageing of populations around the globe and the
health impacts of this are the major global development
trends that impact Straumann, increasing the incidence of
tooth damage and loss. Implant treatment is ultimately the
best replacement solution in many cases, and our ability to
provide our customers with proven and reliable products
that preserve dental function and esthetics is our main con-
tribution to a sustainable future.
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The scientific basis of our products, and the high quality of
service provided by our competent and motivated employ-
ees, allow us to excel in our industry and to achieve high
treatment success rates and lasting customer satisfaction.
Our unique partnership with the ITI, renewed in 2008, is an
important part of ensuring that our customers are able to
deliver the highest quality of care, and that future patients
can benefit from the constant stream of proven innovations
that we are able to create through this partnership.

In the absence of reimbursement, the general economic
conditions determine the ability of patients to afford treat-
ment. The current economic environment is thus a clear
challenge for all participants in our markets. However, this
also presents an opportunity for those players who have
their houses in order to improve their market position and
increase profitable growth in the long term. Throughout
this report, we discuss why we are confident that Strau-
mann will be able to turn the current challenges into an
opportunity in this manner.

The general lack of reimbursement and the lack of trained
implantologists in many parts of the world compel us to fo-
cus our business activities on markets with a certain degree
of consumer affluence — for example, Europe, North Ameri-
ca, and parts of Asia. Notwithstanding, we believe that part
of our responsibility as a good corporate citizen is to help
other patients with particular needs, which is why we sup-
port initiatives around the globe that provide underprivi-
leged patients with access to dental implant treatment and
general dental care (see pp. 56-57).

The importance that Straumann attaches to sustainability
is underlined by the fact that the sustainability reporting
guidelines of the Global Reporting Initiative (GRI) were fol-
lowed in preparing the present Annual Report.
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GRI REPORT

FTSE4Good
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EMPLOYEES

BECAUSE PEOPLE ARE OUR GREATEST ASSET, WE FOCUS ON ATTRACTING,
TRAINING, DEVELOPING AND RETAINING COMPETENT, ENGAGED EMPLOYEES
WITH THE RIGHT MINDSET AND SHARED OBJECTIVES.

EMPLOYEES (WORLDWIDE)

2008 2201

EMPLOYEES BY REGION

10.5% '
20.1% ( """""" 36.8%
Curope -
EMPLOYEES BY FUNCTION
6.2% !
oo o

30.4%

To support strong sales growth and business expansion we
have almost doubled our workforce over the past five years.
At the end of 2008, we employed 2201 people in more than
25 countries, having created 246 new jobs, almost all of which
were filled in the first eight months. The economic downturn
in the fourth quarter made it necessary to stop recruiting for
the time being and even to introduce temporary reduced
working hours in our implant production. With no turn
around in the market, we took measures to reduce our global
team by 3% early in 2009.

Keeping our team aligned with market needs, attracting, de-
veloping and retaining people to sustain our business in the
future are challenging objectives and keys to success. To this
end, we have continued to globalize our Human Resources
(HR) function and to make it more process-oriented.

ATTRACTING AND DEVELOPING THE RIGHT TALENT
As part of our Strategic Management Development (SMD)
program to assess, develop, and deploy key people, we con-
ducted our first international internal talent development
program with participants from various levels and regions.
This supports our mid-term goal of filling at least 50% of key
management positions with internal candidates.

We continued to invest substantially in staff learning, spend-
ing approximately CHF 3 million globally. An average of at
least 3 days per employee was devoted to training and learn-
ing over the year, with the emphasis on sales and products.
We established a systematic conceptual framework for de-
velopment and learning and created a Straumann Academy.
Due to launch in 2009, the latter is a cost-effective, virtual
campus open to all employees. It features an e-learning por-
tal with a ‘self service’ approach to web-based training on
teamwork, managerial and other skills.

SECURING EMPLOYEE ENGAGEMENT

To leverage employee engagement — and thus to add value
for stakeholders- we conducted our first global staff survey
assisted by Towers Perrin ISR (TPI), a leading international
specialist. In April 80% of our 2115 employees participated in
the survey, which was both voluntary and anonymous.

The results compared very well with TPI's benchmarks for
high performance companies, and showed that engagement
is generally very high at Straumann. We scored exception-
ally with regard to innovation, image and brand. In contrast,
several weaknesses were revealed, for example the percep-
tion of leadership capabilities and communication between
management and staff. Action plans to address the issues
at all levels are being implemented. Follow-up initiatives have
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included: improvements in our onboarding programs, broad-
ening the scope, reach and managerial content of our in-
ternal magazine, and the inception of a project to create a
Group-wide information portal.

INSPIRING PERFORMANCE THROUGH DIALOGUE
Performance Management and SMD activities are based on
core competencies that are linked to our core beliefs (see
p- 11). In our annual performance appraisals, personal objec-
tives, development and improvement are discussed with
each employee and direct feedback and robust dialogue are
encouraged. It is also part of our open dialogue culture that
we inform our staff about operational changes appropriately
and as early as possible.

All of Straumann’s units allow freedom of association in
compliance with relevant laws and regulations. There is,
however, a general preference for informal employee dia-
logue rather than union representation. Our labor contracts
are therefore individually negotiated rather than through
collective bargaining.

REWARDING EXCELLENT ACHIEVEMENTS

Overall, we spent more than CHF 250 million on salaries and
benefits worldwide in 2008. Details of these and our remu-
neration system are provided in the Compensation Report
on pp.90—99. Our compensation is in line with local practices
and bonuses are directly tied to economic profit. Besides bo-
nus payments Straumann regularly presents ‘Simply Doing
More Awards’ — cash awards of up to CHF 1000, given to em-
ployees on a quarterly basis. Recipients are nominated by
their colleagues for having gone beyond the norm in serving
customers, colleagues or other stakeholders.

COMMITMENT TO FAIR AND EQUAL TREATMENT

We aim to comply with the standards of the International
Labor Organization, and are committed to fair and equal
treatment of all our employees. We offer equal employment
opportunities to disabled persons. Our Code of Conduct pro-
hibits discrimination, defined in internal regulations as dis-
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crimination based on gender, race, background, religion, and
sexual orientation. In 2008, our Chief Compliance Officer re-
ceived no reports of alleged cases of discrimination.

Staff diversity is constantly monitored. The proportion of
women in our global workforce was approximately 45% at
year-end. Women occupied 25% of our managerial positions,
and more than 15% of our extended SMD pool were female.
28 nationalities are represented in our workforce in Switzer-
land and the average age of our global staff is 38.

To allow men and women flexibility in balancing work and
family obligations, we offer part-time employment in a num-
ber of positions: 7% of our staff used this option. We contin-
ued our support for child care to enable staff to pursue their
careers in parenthood. We also joined the Swiss national
‘Daughter’s Day’ initiative, inviting staff at headquarters to
show their children what they do at work.

Staff fluctuation was slightly above 15%, which is unremark-
able given our dynamic business environment. In Switzer-
land, where we track data on workplace absence, there were
virtually no absences related to workplace accidents in 2008,
and, at less than 2.5%, the absence rate due to sickness was
very low.

OUTLOOK

In 2009, we will continue to manage our human resources in
line with the dynamics of our markets and therefore do not
foresee staff increases in the near term, except in critical po-
sitions. We will continue to refine and implement our search
and select processes with the objective of strengthening our
global talent base. Our efforts to develop our team will con-
tinue with the launch of the Straumann Academy, starting
with a scalable e-learning portal. Follow-up actions from the
employee survey will also continue, as we work towards the
next global survey in 2010.
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CUSTOMERS

WE COVER ALL CUSTOMER SEGMENTS IN DENTISTRY AND SIMPLY DO MORE
TO MEET ALL CUSTOMER PREFERENCES AND EXPECTATIONS.

CLOSE TO CUSTOMERS ALL OVER THE WORLD
Straumann conducts business with thousands of customers
around the world using a direct sales model. We serve them
through a team of several hundred highly trained dedicated
representatives and customer service professionals. Less
than 6% of our business comes through distributors. Direct
access means being close to customers and enables us to
provide a unique service that includes education, practice
building, networking etc.

Regular personal contact provides us with insight into the
use and performance of our products and enables us to in-
tegrate customer needs into development. It also enables us
to ensure that every customer experience with Straumann
is positive.

REACHING NEW CUSTOMERS

Some of the principal channels for reaching new custom-
ers are: personal contacts, events (such as study clubs, trade
shows and scientific congresses), education courses, the
internet, and publications such as our customer magazine
‘Starget’. In 2008, we intensified these activities to make our
value proposition even more distinct.

To extend our reach and service, we increased our global
sales team. In key countries we added specialists to support
our CAD/CAM and regenerative franchises. At the same time
we began implementing a global sales process to optimize
territory allocation, targeting, call planning and customer-
specific business proposals. In addition, we extended our
web-based services with the launch of a webshop, adding
convenience for customers.

Our presence at key dental congresses throughout the year
was very impressive, not just in terms of exhibition format
and customer events, but also with regard to the high level
scientific presentations by key opinion leaders. More than
30 leading clinicians presented and discussed their results and
experience with our products at the top ten international
scientific meetings in 2008.

A STRONG FOCUS ON EDUCATION

Training & Education are of utmost importance to the success
of our customers and the well-being of their patients. We there-
fore offer extensive training and continuous education courses
in every country where our products are sold. The program ad-
dresses all specialties and skill levels, and the clinical curricula
are jointly developed with our academic partner, the ITL

As in previous years, the number of customers trained in our
courses continued to expand. Course participation rose 10%,
with the majority of courses taking place in established key
markets, such as the US, Germany and Switzerland. The biggest
increases were in the Asia/Pacific Region (+27%) and Eastern
Europe.

A PORTFOLIO OF PRODUCTS AND SERVICES

TO COVER THE DENTAL NETWORK

The combination of the aforementioned activities and the
strength and range of our products all contributed to a marked
increase in the number of prosthetically active dentists who
use our system. These customers are particularly important
because they drive patient referrals to specialists for implant
placement or periodontal treatment.

Apart from this, the distribution of our global customer base
of specialists (oral and maxillofacial surgeons, prosthodontists,
periodontists), general dentists (GPs) and dental technicians
remained fairly stable with the latter group increasily, reflect-
ing our growth in CAD/CAM.

53 Roccuzzo M, Agliefta M, Bunino M, Bonino L. Early loading of sandblasted
and acidetched implants: a randomized-controlled double-blind splitmouth
study. Five-year results. Clin Oral Implants Res 2008; 19: 148-152.

54 Bornstein MM, Schmid B, Belser UC, Lussi A, Buser D. Early loading
of non-submerged fitanium implants with a sandblasted and acid-etched
surface. 5-year results of a prospective study in partially edentulous
patients. Clin Oral Implants Res 2005; 16: 631-638.

55 Cochran D, Oates T, Morton D, Jones A, Buser D, Peters F. Clinical field
trial examining an implant with a sandblasfed, acid-etched surface.

J Periodontol 2007; 78: 974-982.

56 Fischer K, Stenberg T, Heden M, Sennerby L. Five-year results from a
randomized controlled trial on early and delayed loading of implants
supporting fullarch prosthesis in the edentulous maxilla. Clin Oral Implants

Res 2008; 19: 433-441.
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STRAUMANN’S CUSTOMERS BY SEGMENT

STRAUMANN'S CUSTOMERS BY REGION

INTERRELATION WITH CUSTOMER GROUPS
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CUSTOMER RELATIONS AND SUPPORT

Throughout 2008, we continued to assist customers in build-
ing their practices. Increasing their long-term success rates is
an integral part of this. Our achievement here is exemplified
by a 5-year clinical study of SLA implants, published in 2008
and showing success rates of 100%°?; this confirms the excel-
lent success rates of more than 95% observed in other 5-year
studies3455:%°,

As part of our commitment to quality and our responsibil-
ity towards customers, we place high value on the truthful-
ness and accuracy of our marketing materials. Much of the
scientific information used to endorse our products is peer
reviewed prior to publication. In 2008, we implemented a
process and guidelines to ensure worldwide consistency of
our marketing materials and the correctness of our claims.

LEARNING FROM CUSTOMER PERCEPTIONS

Understanding customers is fundamental to our future
success. Market research commissioned in 2008 provided
in-depth knowledge on patients, referring doctors, and spe-
cialists across all relevant regions and price segments. For
instance, two US studies, which collectively interviewed
more than 400 dental professionals, showed that we have a
good base of specialists who identify with Straumann. Not-
withstanding, we still have to improve our value proposition
to become the partner of choice among dentists who place
implants less frequently. The fact that our customers value
and are prepared to pay a premium for genuine innovation
is evidenced, for example, by the proportion of our implants
sold with the SLActive surface, which reached 30% in 2008.

OUTLOOK

In 2009 and beyond, we shall continue to integrate customers
in our innovation process. We shall invest in deepening our
understanding of customers and will strengthen our selling
power to create an unparalleled customer experience. In this
context we shall focus on maintaining our leading position in
customer relationship management and care, which we be-
lieve will be fundamental to capturing further market share.
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COMMUNITIES

OUR GUIDING PRINCIPLE OF 'SIMPLY DOING MORE' EXTENDS TO HELPING

THE UNDERPRIVILEGED IN A PRAGMATIC WAY.

One of the most significant contributions that we can make
to the community is to produce high quality, safe, effective
dental solutions that restore lasting dental function and
thereby improve medical health in general. The fact that our
products and solutions significantly improve the quality of
life through restoring esthetics, self confidence, social inter-
action and psychological well-being underscores the impor-
tance of their contribution to society in general.

In 2008, almost a million patients spread across 60 countries
invested in a Straumann dental solution and we have sim-
ply done more to ensure that it will meet their expectations
for many years to come. At the same time, we are aware
that many people around the world are unable to benefit
from tooth restoration/replacement due to geographic and
economic limitations. As a leader in our industry and as a
responsible corporate citizen, we believe we have a duty to
help in a practical, meaningful way. Our aim is to ensure
that our contribution benefits not only the recipients but
also, indirectly, our other stakeholders.

UNBUREAUCRATIC HELP

The structured global program we worked on in 2007 to
assist patients who need implant treatment but are unable
to afford it was rolled out in 2008. Called ‘Straumann AID’
(Access to Implant Dentistry), the program relies on the as-
sistance of dental professionals in the ITI network, who
provide treatment to ‘hardship cases’ free of charge. For our
part, we donate all the Straumann products necessary for
the treatment. True to our core belief that ‘simplicity is our
strength’, we have made every effort to keep Straumann AID
unbureaucratic and simple to administer.

DENTAL SPONSORING AROUND THE GLOBE

Our Corporate sponsoring strategy is to concentrate primar-
ily on charitable activities where we can have the greatest
impact, based on our own competencies and the collabora-
tion of our partners. For this reason, we focus on dentistry-re-
lated charitable programs, helping, in particular, people who
do not have access to dental care or cannot afford implant

dentistry. Our contributions in 2008 included the following:

« Teeth for Alaska: For the fourth consecutive year, we sup-
ported a mission of the American Academy of Prostho-
dontics, which provides dental treatment in a remote part
of Alaska. The six-person team treated 14 patients and fitted
27 full dentures.

+ Orphans in the Caribbean: We contributed to a dental re-
lief project conducted by five dentists from the Dental
Institute at Zurich University. They provided treatment
and instruction on oral hygiene to 200 orphans in the
Dominican Republic.

+ Cambodia: ‘Hope for All' provides basic medical care to the
underprivileged in the Phnom Penh region. The project was
expanded to include a dental clinic, for which Straumann
donated the dental chair in 2008. We also committed to
sponsoring the training of two dental students at the clinic.
In addition, we supported a team of young dentists from the
University of Basel for the fifth consecutive year to provide
treatment and preventive care to orphaned children and
their carers.

+ Chile: we supported a team of eight dentists from the Uni-
versity of Connecticut on a mission to provide dental care
to indigenous patients in Chile.

- Nicaragua: for the third year running we supported the
provision of dental treatment and care to children in need.
This year, the ‘Sonrisa’ project treated 300 orphans.

Our support of these and similar charitable projects in 2008
totalled approximately CHF 45 ooo. Thanks to the assistance
of our partners in dentistry, these projects have been an
extremely efficient use of funding and have made a real
difference to hundreds of people, most of whom are children.

ECTODERMAL DYSPLASIA RELIEF

Ectodermal Dysplasia (ED) refers to a group of genetic dis-
orders characterized by abnormal development of the skin
and associated structures. Patients typically have missing or
severely malformed teeth. Today, several thousand individu-
als are affected by ED around the world, but very few are
covered by insurance. The National Foundation for Ectodermal
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Dysplasia (NFED), based in Mascoutah, Illinois, is committed to
providing help to affected patients and their families around
the globe. Straumann offers free implants and prosthetics to
ED patients. We also supported the NFED with financial aid
for the fourth year run-
ning. Our sponsorship for
ED in 2008 amounted to
CHF 25 000.

ETHICAL BUSINESS BEHAVIOR AT ALL TIMES

A significant contribution to the communities in which we
operate is the provision of jobs. We added in the region of
246 new jobs worldwide in 2008. However, the global eco-
nomic slowdown made organizational alignments neces-
sary shortly after year-end. In the absence of a turnaround
in the market, approximately 8o job reductions could not be
avoided early in 2009. We have approached this issue in a
socially responsible manner, using natural attrition and early
retirement wherever possible.

The joy of dentistry! One of several hundred underprivileged
children treated through dental projects sponsored by Straumann

in 2008.

AS A RESPONSIBLE CORPORATE CITIZEN,
WE BELIEVE WE HAVE A DUTY TO HELP IN
A PRACTICAL, MEANINGFUL WAY.
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HIGH ETHICAL STANDARDS

Straumann applies high standards of ethical behavior, as re-
flected in our Code of Conduct, which is integrated into all our
employment contracts. All new employees are made aware
of the Code as part of the
‘onboarding’program.
The code requires the
company and our em-
ployees to act ethically
and uphold human rights at all times. Although child labor
and forced labor are not significant risks in any of the loca-
tions where we operate, we have strict internal regulations
prohibiting both throughout our organization.

Working with suppliers who respect human rights is important
for us. In 2008, we asked all our suppliers of titanium, a key
input material for our production, to renew their prior written
confirmations that they do not use child or forced labor. The
Straumann Code of Conduct furthermore strictly prohibits
all forms of corruption.

In our sponsorship activities, we maintain political neutral-
ity and do not provide financial support or contributions in
kind to politicians or political parties. Furthermore, we do
not make statements on public policy positions, or partici-
pate in political lobbying.

OUTLOOK

We intend to continue our global charitable activities aimed
at providing the disadvantaged with access to treatment,
including the continuation of Straumann AID, our support
for the NFED and other relief projects. In difficult economic
times funding for charitable activities is often cut. We will,
therefore, continue our level of support in 2009, not least
because the projects we sponsor strengthen our reputation
and thus add value for our shareholders.
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ENVIRONMENTAL PROTECTION

ENVIRONMENTAL PROTECTION IS AN INTEGRAL PART OF RESPONSIBLE BUSINESS
PRACTICE. WE ARE THEREFORE COMMITTED TO REFINING PRODUCTS AND PROCESSES,
CONSERVING RESOURCES, RECYCLING, AND MONITORING ENVIRONMENTAL

PERFORMANCE.

ENVIRONMENTAL PROTECTION -

A CASE OF 'SIMPLY DOING MORE’

Straumann duly regards all applicable laws and regulations
relating to environmental protection, health, and safety in the
workplace. The company
is regularly assessed to
ensure compliance. Be-
yond this, our Code of
Conduct obligates every
employee to comply with all laws and internal regulations re-
garding environmental matters. The Code also requires man-
agers to encourage employees to consider environmental pro-
tection as part of their daily responsibility.

EXTENDED ENVIRONMENTAL REPORTING AND CERTIFICATION
2008 was a landmark year for Straumann in terms of en-
vironmental reporting, as we were able to include all our
production and R&D facilities for the first time. In 2006,
we extended coverage to Andover and Malmg, in addition
to our Basel and Villeret sites. The present report features
corresponding data from our recently acquired CAD/CAM
manufacturing and research sites: Leipzig and Grafelfing in
Germany, and Arlington in Texas, USA. This was made possi-
ble thanks to the implementation of a robust environmental
data monitoring tool developed especially for Straumann by
a specialist consultant.

Another achievement was the successful outcome of our ef-
forts to obtain ISO 14001 certification for our Andover facility.
Shortly after year-end our Environmental Management Sys-
tem received the relevant certification recommendation. The
majority of our production is now carried out at sites that
have been certified to ISO 14001.

CAREFUL MONITORING OF OUR LOW
ENVIRONMENTAL IMPACTS

Straumann’s business and product range is focused entirely
on the production of dental implants and abutments (from
titanium), crowns and bridges (from ceramic, cobalt-chrome,
titanium, and polymer), and oral tissue regeneration products

A NEW MONITORING TOOL ENABLES US
TO REPORT ROBUST ENVIRONMENTAL DATA
FOR HQ AND ALL PRODUCTION SITES.

(using proteins, calcium, and PEG). We also manufacture
certain instruments from stainless steel and plastic. Our
packaging materials are predominantly cardboard, plastic,
and paper. Owing to the small size of our products, only a
small surface area of
the package is printed.
Straumann also assem-
bles electrical laser scan-
ners from prefabricated
parts for use by dental laboratories in CAD/CAM tooth
restoration.

We do not produce other products that are typical for dental
supply manufacturers, which range from conventional filling
materials to dental surgery equipment. Thus, we do not use
relevant amounts of metals like mercury, lead, and manga-
nese etc. that may be found in production processes of other
manufacturers serving the dental industry.

Even though our environmental impacts are comparatively
moderate, we believe in the importance of open internal and
external communication and thus disclose our key environ-
mental data in our annual report. Our environmental moni-
toring focuses on the main physical processes, since this is
where our efforts to improve and sustain environmental per-
formance are most meaningful.

Our main product group is dental implants, which are pro-
duced on computerized CNC lathes from titanium rods. The
machining process, in which cutting oil is used as a lubri-
cant, is followed by sand-blasting, acid-etching, cleaning
and sterilization. Thorough testing of raw materials, la-
ser inscription of parts for traceability and — in the case of
SLActive implants — processing in nitrogen followed by stor-
age in purified isotonic saline to preserve surface activity all
contribute to the high quality of our products.

Other product groups include oral tissue regeneration prod-
ucts, the production of which is more similar to that of biop-
harmaceuticals with respect to its environmental footprint.
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Our crown and bridge business relies on compact laser scan-
ners, which are assembled in-house from externally pro-
duced components. Dental technicians use the scanners to
model prosthetics by computer. These are then produced
at one of our milling centers and sent to third party dental
labs for coloring and finishing. In the milling process, we use
modern biocompatible, durable and esthetic materials, in-
cluding high-performance ceramics such as Zerion, a highly
pure zirconium oxide.

Beyond production and research, the physical activities of
Straumann include those typical for any organization of our
size, such as heating and other energy use, water consump-
tion, and solid waste production.

DETAILED MONITORING AND REPORTING

OF ENVIRONMENTAL PERFORMANCE

Asfar as data availability allows, we publish the environmen-
tal performance related to the aforementioned processes for
all our production sites and for Group headquarters in Basel.
Since our other facilities are generally smaller and focus on
sales and distribution, they are not included in this report
due to their minor impact and a lack of meaningful data.

In the discussion of our environmental performance below,
we have compared 2007 and 2008 data for our original en-
vironmental reporting sites (i.e. Andover, Basel, Malmo, and
Villeret). The subtotal change numbers are reflected in the
environmental performance table at the end of this chap-
ter, along with our total 2008 environmental performance
numbers, which now include our Arlington, Grafelfing and
Leipzig sites.

TITANIUM AND OTHER RAW MATERIALS

The consumption of titanium, our primary raw material, in-
creased slightly overproportionately to net revenue. This was
due mainly to an increase in the number of CNC machines and
the introduction of new products, both of which result in an in-
crease in scrap titanium due to calibration etc. Titanium waste
is collected carefully and recycled for non-medical uses.
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The other main raw materials reported on — cobalt chrome,
yttrium stabilized zirconium oxide, and polymethylmethacry-
late (PMMA) — are used in the production of crown and bridge
solutions at our CAD/CAM milling centers. As this is the first
time these materials have been included in our reporting, a con-
sumption comparison will begin next year.

OPERATING MATERIALS

Consumption of cutting oils increased significantly in
2008, both in absolute terms and in relation to net revenue
growth, due to the addition of further CNC machines both
in Andover and Villeret. The increase was also due to the
scheduled maintenance of machines installed in Andover
in 2005/6. To keep oil consumption and recycling as low
as possible in the future, analytical methods to determine
the optimal time for oil changes have already been imple-
mented in Villeret and are planned for Andover in summer
2009.

The overall amount of consumed/recycled cleaning solvents
decreased. While cleaning solvent use increased in Andover
as a result of implant production expansion, the increase
was more than compensated by a reduction achieved in
Villeret through the more consistent use of container lid
closures.

The amount of acid recycled increased both overall and in
relation to net revenue. This was almost entirely due to the
increase in SLActive production in Villeret. The main single
reason for the overall increase in paper consumption was the
increase in documentation related to tracebility and quality.

ENERGY AND CO>

While electricity consumption increased overall due to pro-
duction increases, it decreased on a per capita basis. The na-
ture of our production is energy-intensive, but this is partly
offset by energy optimization at our Basel facility, where we
do not operate an air-conditioning system, and electricity-
saving systems in Andover, which include room occupancy
sensors to control lighting.
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Heating energy use increased both in absolute terms and per
capita. While the heating energy at our sites using district
heat decreased, these savings were surpassed by increased
heating energy use in Andover and Villeret, which use natu-
ral gas for heating. This was attributable to lower climatic
temperatures at both of these sites toward the end of 2008,
as compared to 2007.

We monitor our carbon footprint in tons of CO, equivalent
that result from our electricity consumption and heating.
Business activities with minimal impact or for which mean-
ingful data are not available, such as emissions resulting
from the transportation of our products (which are small and
light), sales representative travel, or employee commuting,
are not included. To provide a comprehensive perspective on
our global warming potential impact, the carbon footprint
numbers reported reflect emissions from ‘primary energy’
use caused by the final electric and heating energy we con-
sume®”. The results show that our global warming potential
values increased overall, but remained approximately constant
per capita.

WATER

Water consumption increased both overall and per capita. An
increase in SLActive production in Villeret, a new machine for
implant washing, and maintenance of a cooling system for
special testing equipment in Basel all contributed to this in-
crease. To limit water consumption, restrooms, showers, and
kitchens at most sites are equipped with low-flow devices.

Our untreated waste water contains comparatively low con-
centrations of cleaning detergents, solvents, acid, and oil.
This water is disposed of separately by authorized special-
ist contractors, and is mainly due to maintenance work on
our waste water treatment station in Villeret. The amount
of untreated waste water needing disposal decreased signifi-
cantly by comparison with 2007, when special maintenance
had to be conducted.

WASTE

Hydroxide sludge, which results from the treatment of indus-
trial waste water in Villeret, increased due to higher implant
output and the related use of water for washing and acid
treatment. Contaminated materials, such as oil-contaminat-
ed cleaning rags, air filters, and oil filters, also rose slightly
due to increases in production. Solvent waste increased sig-
nificantly, mainly due to the increase of implant production
in Andover, which involves multiple rinse steps prior to vi-
sual inspection of implants.

A reduction in refuse was achieved both overall and per
capita. This was because the increases in Andover and Vil-
leret were offset by a strong decrease in Basel, where paper
recycling was successfully started in 2008, and 23 ooo kg of
paper were recycled.

OUTLOOK

We will continue to monitor our environmental impacts
carefully. Our goal is to keep the use of resources and emis-
sions in line with, or lower than, increases in production
wherever possible. The introduction of geothermal heating
in part of our Leipzig site is one initiative that will reduce our
impact on the environment in 2009 and beyond.

57 This accounts for the energy required globally to produce, transform,
refine, transport, and distribute the energy we use. These primary energy
figures are then franslated info greenhouse gas emissions related
to each type of energy source used, which are consolidated info an
overall global warming potential expressed in tons of CO, equivalents.
Further details on our carbon accounting methodology can be found
in the GRI Addendum on the Straumann website.
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SUMMARY OF ENVIRONMENTAL PERFORMANCE FIGURES 2008 2008 2007
All 7 sites' Original 4 sites?
Performance indicator Unit (sum or individually) ~ (sum or individually)  (sum or individually)

Raw materials

Titanium Consumption ] K 12254 11938 9983
............................................... Recycled (consumption minus produet) kg 987 9592 7762
............................................... Consumption/net revenve  kg/CHF milion 16 15 .14
Cobalt chrome Consumption @ ) L 3493 .. O 0
............................................... Recyeled 3208 O .0
Zirconiom® Consumption ] K 4014 O 0
Polymethylmethacrylate Consumption kg 11 0 0

Operating materials

er not include

on (ﬁ[ \%’\, eI U’(\"% S






