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ABOUT THIS BOOK 
STRAUMANN TURNS 30

On the face of it, a thirtieth anniversary may not seem all that 
spectacular, especially as Straumann’s origins date back further 
than 30 years. Nevertheless, the company’s development over 
the past three decades is unique, as this book reveals. It is a 
piece of family history that began when Reinhard Straumann 
founded Institut Straumann with the support of his son Fritz  
in 1954. Since then, the company has been driven by a 
pioneering spirit, a commitment to science and a desire for 
innovation and change. 

Its history has been punctuated by many turning points, of 
which one of the most significant came in January 1990 and 
led to the creation of the company that exists today. When 
Fritz Straumann died prematurely in 1988, his son, Thomas 
Straumann, decided to shift the focus of company, which had 
evolved over four decades in the field of metal alloys, to dental 
implantology. This was a fortuitous decision that marked the 
birth of the Straumann Group. At that time, the company was 
based in the small town of Waldenburg in the canton of Basel-
Land in the Swiss Jura mountains – with 25 original employees 
and Thomas Straumann as CEO. It developed over three 
decades into a global market leader in esthetic dentistry, with 
7,500 employees, a presence in more than 100 countries and a 
greatly multiplied enterprise value. 

This is the success story you are about to read – with all 
of its ups and downs. It is a story of rapid growth, fast 
internationalization, successful inventions and products, a 
smooth transition to becoming a public company in 1998, 
economic crisis and recovery, numerous acquisitions and a 
steady journey to becoming a provider of total solutions. 
Above all, it is a story about the employees and their 
recollections. They are the key to a corporate culture that  
is still characterized by entrepreneurship and curiosity. 

As this book was being written, another page was turning in 
the company’s history. Marco Gadola, who had been the CEO 
since 2013, handed the helm of operational management over 
to Guillaume Daniellot, his internal successor – and no doubt 
change will continue. Despite the company's success, it aims to 
remain unpretentious, vigilant and open to new opportunities. 
Its rapid development from a small/mid-sized enterprise in the 
medical device sector to a global brand is firmly anchored in its 
Swiss roots and values of quality and precision – to which the 
company is firmly committed now and going forward. 

Gilbert Achermann 
Chairman of the Board of Directors of the Straumann Group
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 AT THE AGE OF 20, 
I COULDN'T IMAGINE

TAKING OVER MY 
FATHER'S COMPANY. 

 I WANTED TO STRIKE 
OUT ON MY OWN.

DR H.C. THOMAS STRAUMANN
PRINCIPAL SHAREHOLDER, FORMER CEO AND CHAIRMAN OF THE BOARD OF DIRECTORS
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When their father, Fritz Straumann, died in 1988, Thomas Straumann and 
his siblings faced a huge decision: What should they do with the company 
they were about to inherit? It had grown into a collection of businesses, 
the most significant being orthopedic implants to treat bone fractures 
and – even then – dental implants. But it also included Nivaflex watch 
components and Six Madun, a company specialized in heating and water 

LOOKING BACK

Waldenburg is at the end of a valley of the same name, a small town in  
the upper Basel region with a good deal of tradition and an imposing castle 
that protected the Jura pass to the Swiss Plateau 30 kilometers south of 
Basel. The town is accessible today by a winding road and a quaint narrow-
gauge railway with a track width of 700 mm. Straumann was founded 
in Waldenburg. Until the end of the 1960s, the Waldenburg Valley was a 
prominent address for the Swiss watch industry and precision engineering. 
In former times, its main industry had been silk ribbon weaving. Despite  
the intense structural change in its industry, the region has continued to  
be known for expertise, innovation and precision.

technology. Thomas Straumann soon knew that he wanted to build 
something of his own and he was particularly interested in the dental field. 
As a result, in 1990 the orthopedic (osteosynthesis) implant business – 
which was marketed under the 'Synthes' brand – was sold to Rudolf Maag, 
who was head of that business unit. The new company was named Stratec 
Medical and from that point on wrote its own success story.

Focus on dental implantology
Thomas Straumann's new company, Institut Straumann, was launched in 
1990 in Waldenburg in the canton of Basel-Land with barely 30 employees 
and himself at the head – a CEO who was just 27 years old. 

Thomas Straumann's original plan was to study at a technical institute, 
but after the death of his father he decided to enter business. "Dental 
implantology was an up-and-coming field", says Thomas Straumann, 
"three years later, this window of opportunity would perhaps have closed". 
Subsequently, he attended the New Language and Business School  
(Neue Sprach- und Handelsschule) in Basel, the Basel Management  
School (Basler Kaderschule) and the Business Management School of  
Basel-Land (kaufmännische Führungsschule Baselland). Much of his 
experience came from learning by doing: "My grandfather was an 
entrepreneur, so was my father, who was also a tinkerer with the talent 
to recognize opportunities and make something of them. The company 
was part of our family." It was also like father, like son with the youngest 
member of this entrepreneurial family.

“Dental implantology was 
beginning to emerge.”
THOMAS STRAUMANN

WALDENBURG – STRAUMANN'S BIRTHPLACE
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The ‘Vetro’ building in Waldenburg, which accommodated the company’s administrative headquarters until 2005. The original building dates back to 
before the company’s beginnings and was significantly modernized in the mid-nineties, when the glass extension was added.
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In the early years, Thomas Straumann was helped in particular by 
Walter Widmer, who had previously headed the dental business; Max 
Wiesendanger, his co-CEO and Head of Finance; and Franz Sutter, one of 
the most important figures in the company, as Straumann underscores. 
"He was the developer and technical ‘father’ of the dental implant system, 
from which our current system has derived. He made an incredible 
contribution and was a true inventor", Straumann says enthusiastically. 
Sutter developed the first hollow implants. Samuel Steinemann was also 
there from the beginning. He was mainly responsible for the development 
of the successful SLA and SLActive implant surface technology and the 
high-strength material Roxolid.

Fast-paced internationalization
Straumann grew rapidly. From 1990 to the end of 1997, revenues increased 
from CHF 23 million to CHF 102 million and the number of employees 
rose to 450. New markets were tapped, in particular North America. 
The company established distribution subsidiaries in the UK, Finland, 
Sweden, Norway and Spain. In 1992, it acquired Affentranger, its tooling 
supplier with 30 employees, located in Niederdorf, a few kilometers from 
Waldenburg. Soon afterwards Straumann merged with its production 
company in Saint-Imier in the Bernese Jura Mountains, adding a further 
70 employees. In 1995, Straumann first set foot on the South American 
continent, in Brazil, and two years later, established a subsidiary in 
Singapore, setting its sights on Southeast Asia.

Rapid success
The focus on oral implantology proved to be extremely successful. Annual 
growth rates reached 20% and the production sites in Saint-Imier and 
Niederdorf reached their capacity limits.

The strategy of internationalization that Fritz Straumann had initiated 
in the 1980s was pursued and gained momentum in the 1990s. Initially, 
the company addressed small-volume markets through third-party local 
distributors. However, these often distributed more than one brand 
and Straumann had no or little control over distribution. For this reason, 
Straumann actively pursued a strategy of buying out distributors in order 

One of the great advances 
made by Straumann was 
the development of Tissue 
Level (TL) implants, with the 
advantage that a specialist 
places the implant and 
a general dentist then 
completes the prosthetic 
restoration without further 
surgical intervention. This 
differentiated Straumann from 
other companies that used bone-
level designs. The surface of the 
implant also plays a key role. The 
faster the bone fuses with the 
implant, the sooner the implant 
can withstand strain. To this end, 
Straumann introduced the innovative SLA implant surface in 1997.  
The sandblasted and acid-etched surface became the gold standard 
for dental implants. The remarkable structure of the surface supports 
osseous healing and thus enhances integration of the implant with the 
bone. Healing time was practically cut in half. Later, in 2005, the company 
introduced SLActive, which further reduced healing times. This innovation 
was followed in 2007 by the launch of Straumann’s bone level implant 
design and, in 2009, the introduction of Roxolid, a titanium and zirconium 
alloy. This was a significant milestone in terms of strength and stability and 
enabled the company to offer smaller, narrower and therefore less invasive 
implants. One particular advantage of these small diameter implants is that 
they can be used in patients who have insufficient bone for regular implants 
(see the chapter on INNOVATION).

GOLD STANDARD IN DENTAL IMPLANTS
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Renowned for simplicity and predictability, the Straumann Tissue Level implant (bottom) 
was introduced in 1986. It provided the foundation for the company’s success and still 
is one of the most popular implants on the market today. In 2007, it was complemented 
by the Bone Level design (top). Both the implants pictured are made from biocompatible 
titanium have been cut to reveal the internal connection and screw (which measures just 
1.5 mm in diameter).
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to gain control over the distribution channels and customer relationships. 
Gradually these agencies, which were often family firms, were partially  
or fully acquired. However, the acquisitions required special finesse  
to retain key people whose departure would have been a huge loss of 
network and expertise for Straumann. In some countries, distribution  
and marketing were handled by Straumann subsidiaries themselves, 
as brand development and service quality were key factors in the 
international business. The strategy paid off and allowed Straumann  
to benefit directly from sales margins. 

The IPO
Growth continued unabated and the factory in Saint-Imier began to 
burst at the seams as it struggled to meet the volume demand and high 
quality requirements. As a result, Straumann planned a completely new 
facility just a few kilometers away in Villeret, but the expansion required 
capital quickly. To raise it, Straumann went to the stock exchange in 1998, 
although a majority of its shares remained privately held. "The building 
in Villeret was huge and largely empty at first", remembers Virginie 
Gagnebin, who worked at the reception desk at that time and is now head 
of HR in Villeret. A total of 70 people initially worked at the site; today 

Straumann’s main production facility in Villeret in the Bernese Jura. This photo was taken prior to the construction of an additional story in 2009.

The region surrounding Villeret is the heart of the Swiss watch-making 
industry. Its people have a passion for precision and micro-engineering  
and there is a vibrant network of innovative companies specialized in  
high-precision products and machinery. The Straumann production unit in 
Villeret was opened in 2000, when Straumann’s production team of  
750 were making more than 12 million components and more than 
two million implants. The present site has reached full capacity, despite 
expansion. A new facility is currently under construction to create  
16,000 m2 of additional production space and a 70% increase in capacity.

VILLERET – PRODUCTION IN THE SILICON VALLEY  
OF PRECISION ENGINEERING
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Introduced in 2005, the innovative SLActive surface 
cut healing time by half. To maintain their hydrophilic 
properties, the implants are processed in a nitrogen 
atmosphere.
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there are more than 700 – a tenfold increase. The stock exchange listing 
brought Gilbert Achermann, a financial specialist at UBS, onto the stage. 
His task was to arrange the initial public offering, (IPO) and he was so 
impressed with the company that he stayed on as CFO. In 2002 he became 
CEO and took over as Chairman of the Board of Directors in 2010.

Innovation, a driving force
2000 marked the opening of the Technology Centre in Waldenburg, 
bringing together all the departments involved in the innovation process: 
Research, Technology Management, Engineering and Marketing. The move 
shortened communication channels, enhanced interdisciplinary cooperation 
and strengthened networks. Implant design and surface technology were 
the key success factors in implantology. But Straumann was concerned 
with more than implants. Two-thirds of patients needing implants have 
lost bone in the jaw and require augmentation – either with a graft of their 
own bone or with a bone substitute. Straumann initially sold bone graft 
material supplied by third parties but went on to develop its own fully 
synthetic bone substitute, becoming the first dental implant manufacturer 
to invest in biomaterials, which was a pioneering step towards becoming 
a total solution provider. In 2002, the global economy weakened, but 
Straumann was scarcely affected: revenues climbed 19% and earnings 
rose 20%, although the share price dipped 9.5%, which was not bad in 
comparison with the 25.4% slump in the stock market. One milestone in the 
company's development was the introduction of SAP. Starting at the turn of 
the millennium, this management information system was gradually rolled 
out worldwide. Even newly acquired companies were integrated into the 
system – which was a monumental task in some cases. The system includes 
practically all of the company's business processes: budgeting and finances, 
controlling, human resources, production, logistics, product cycle and 
customer relationship management, etc., ensuring uniform processes and 
terminology across the Group.

Move to Basel and production in the USA
Growth continued and space became tight at the headquarters in 
Waldenburg. In addition, "the location was far from ideal and often 
difficult to reach in winter", recalls Regina Voegelin, who worked at 

In 2003 the Executive Management team visits the construction site in Basel that would 
become the company’s new headquarters.

the reception desk back then. Furthermore, Straumann was becoming 
more international each year and growth abroad remained robust. The 
availability of a new building in a prime location close to the main railway 
station in Basel led the company to move in 2004. Suddenly, Straumann 
was easily accessible, which is crucial for an employer. It had landed in 
the middle of the healthcare cluster in northwest Switzerland. In addition 
to meeting the urgent need for space, the move to Basel provided the 
company with further momentum. Straumann subsequently matured into 
a global group and was on its way to becoming the market leader in dental 
implantology. To everyone's satisfaction, the share price continued to rise. 
The company built its first production site abroad, in Andover, USA.
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Rigorous laboratory testing in Basel 
to ensure the strength and long-
term performance of new implant 
system components.
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Going digital amid global economic crisis 
However, challenging times lay ahead. The global economic crisis that 
was emerging in 2007 shook the financial sector and affected practically 
every industry. Undeterred by the circumstances, Straumann took some 
important strategic decisions and expanded its technology portfolio 
further by acquiring etkon, a manufacturer of prosthetics made by 
computer-aided design and manufacturing (CADCAM). This marked 
Straumann’s entry into digital dentistry. In 2009, it added IVS, a company 
specialized in computer-controlled surgery. This was another major step 
towards offering total solutions in dentistry. The focus was not just on an 
implant (and biomaterials) but on tooth replacement as a whole. 

False sense of security
In 2008, Straumann still considered itself to be safe, as the premium 
implant segment seemed to be immune to global economic fluctuations. 
This was a mistake with severe consequences. The recession took a 
huge toll on people all around the world. Investments lost substantial 
value, household incomes shrank and consumer behavior changed. The 
macroeconomic environment forced many people to postpone non-
essential dental procedures, which are not covered by health insurance 

Easily reachable: the Straumann headquarters in Basel at the SBB railway station. In the white building complex, Straumann occupies the first two buildings on the left.

and are thus self-paid. In the ten years since its IPO, Straumann had never 
experienced anything like it and the measures it took were either weak 
or ineffective. It recovered slowly in subsequent years. Nevertheless, the 
company continued to develop and was able to make further acquisitions. 
Digitalization progressed. Straumann was a visionary in the field and 
entered into a partnership with Dental Wings and 3M ESPE to create the 
first open CADCAM software platform for dental restorations. 

Foray into the value segment
The greatest coup came in 2012 with the acquisition of a 49% stake in 
Neodent, the dental implant market leader in Brazil. It was a surprise for 
many because until then Straumann had positioned itself exclusively as 
a premium brand. However, it had already entered into discussions with 
Neodent two years earlier, although without any notable consequences.

Straumann's desire to enter the non-premium, or value, segment is easy to 
explain. During the global recession, the manufacturers of inexpensive copies 
gained significant ground. Within five years, the total market share of the five 
leading implant companies fell from 86% to 65%. If Straumann was to benefit 
from the growth in the industry, it would have to penetrate this segment.

16
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The perfect storm
Things became particularly difficult in 2012. Margins shrank and 
Straumann was suddenly confronted with negative organic growth. The 
operating profit margin tumbled from well above 30% to less than half 
that figure. What's more, the company had steadily continued to invest 
with the expectation of further growth. "All of a sudden, we were sitting 
on unused capacity", recalls Chairman of the Board of Directors Gilbert 
Achermann. "We had to acknowledge that our industry was not immune 
to economic trends." The demand for high-quality tooth replacement 
solutions with premium implants had suffered a massive blow and the 
manufacturers of lower-quality products had gained ground. Achermann 
remembers: "For me this was the perfect storm." The situation became 
critical and the company needed a managing director who was prepared 
to deal with its problems effectively. He recalled Marco Gadola, as CEO. 
Gadola had already served as Straumann’s CFO from 2006 to 2008  
before moving to Panalpina as CFO. He still had emotional ties to 
Straumann and was concerned about the situation. He knew that this 
would not be a ‘walk in the park’.

Straumann’s North American Headquarters and production center in Andover opened in 2005.

From left to right: in 2005, Pascal Couchepin was President of Switzerland, Mitt Romney 
was Governor of Massachusetts, Gilbert Achermann was Straumann’s CEO, and  
Russ Olsen was Head of Sales North America. They and other dignitaries took part in  
the groundbreaking ceremony of Straumann’s North American headquarters.

17

h
iS

to
ry



Radical restructuring
In the second quarter of 2013, rigorous restructuring was implemented 
to reduce costs. Across the entire company, 500 people were affected and 
one in seven jobs was eliminated. The headquarters in Basel cut more 
than 150 staff, one-third of its headcount. This was unexpected and many 
employees were shocked, especially those who had little or no insight 
into the market situation. "A lot of irreparable damage was caused by the 
manner in which this was executed", says a long-time employee. There are 
also those who say that the job cuts were excessive. 

In fact, Gadola does not disagree. "We told ourselves that it was better to 
cut deep and do it only once. And not to fall short. We didn't want to take 
a piecemeal approach, like other companies had done. We were convinced 
that we had to get it done quickly and move on." The goal was to refocus 
on the future and concentrate on growth.

"We never want to experience a situation like that again", asserts Wolfgang 
Becker, member of the Executive Management Board, who had to lay off 

20 people in his department at the time. "We always need to scrutinize 
ourselves." This is particularly true today, as the company has just had 
another five excellent years.

The market environment was also changing geographically. "Growth  
was no longer driven by the original markets in Europe, but by Asia,  
Latin America and the US", analyses Gadola. 

The company did, in fact, recover quickly and gained market share 
compared with other premium providers. However, the market was 
contracting.

The Euro-Franc crisis
2015 brought the next test, as the Swiss National Bank unpegged the 
Swiss franc from the Euro in January. Suddenly, the franc gained around 
15% in value. The effects were dire: Cost structures in Switzerland rose 
compared with those abroad and competitiveness suffered accordingly.

Conversely, Euro revenues went down in Swiss-franc terms. Earnings and 
costs came under extreme pressure overnight. Profits were halved. The 
currency impact squeezed earnings considerably that year. Nevertheless, 
organic growth remained at 9% and generally speaking, the company 
overcame the shock surprisingly well. It reacted quickly, renegotiating 

Curitiba, Brazil 2012: The top management of Neodent and Straumann signing the initial 
investment agreement that launched one the most successful partnerships in the dental 
industry and led to a full acquisition three years later. 

“We had to acknowledge 
that our industry  
was not immune to 
economic trends.”
GILBERT ACHERMANN
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The birth of a new smile: a Neodent  
Helix GM implant about to be united  
with its new owner.
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A member of Straumann’s dental lab team carefully combines the elements that restore smiles and confidence in an educational model.
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This model illustrates various corrective, restorative and replacement dental solutions that 
Straumann offers.

contracts with suppliers and scrutinizing costs everywhere. But no jobs 
were lost this time and the staff was praised for its courageous efforts 
during this challenging period. Straumann resolved not to scale back  
its growth projects and expanded its technology platform further. That 
year, the company took full ownership of Neodent, its partly-owned 
Brazilian affiliate.

Opportunities in the value segment
Straumann had finally arrived in the value segment. Some market analysts 
and journalists warned that this step would damage the Straumann super 
brand and impair the operating profit margin. They were wrong: neither 
happened. The setback following 2008 had shown that the value segment 
was clearly growing more rapidly. So why forfeit this opportunity? As a 
global leader in dental solutions, the company needed to position itself  
more broadly, and this move also spread its business risk. Moreover, 
according to Marco Gadola, adding the value business did not result in  
high additional costs. "In 2012, we already had a large infrastructure, a 
finance system, an IT department, global regulatory expertise, warehouses 
in many countries and the corresponding sales networks."

And how did the company ensure that the Straumann brand did not  
suffer? "We make a clear delineation between premium and value", 
explains Thomas Straumann. "Value systems are less complex,  
but we don't want to be a discounter. We have the same quality 
requirements as in the premium segment. We want to be the best –  
even in the value segment." Nonetheless, the premium business  
remains the company’s mainstay.

Focus and agility
Consolidation in the dental industry continued in 2015 and Straumann 
became the sole remaining independent company in the top tier with a 
focus on tooth replacement solutions. This brought both challenges and 
opportunities. On the one hand, the company was now competing with 
large conglomerates that covered the spectrum of dental products and 
services. On the other hand, its focus on replacement, restorative and 
regenerative dentistry and its agility offered advantages. Straumann  

was flexible and had sufficient resources to make strategic acquisitions.  
It was a partner of choice for clinics, dental practices and dental chains.

Crossing the billion-franc threshold
2017 was a record year. Straumann Group revenues exceeded one 
billion francs and the company achieved its highest growth since 2007. 
Eleven hundred employees joined the company, roughly half of them 
through acquisitions and the remainder through organic growth. Brazil, 
Switzerland and the US stood out as examples of growth. The most 
significant acquisition was ClearCorrect, a company specializing in 
orthodontic treatment using clear aligners. This marked Straumann’s 
entry into the fast growing orthodontics business, offering huge potential. 
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The Group estimated that the market for dental implants grew by 4% to 
CHF 3.7 billion in 2017. As the company was outperforming the market 
significantly, it extended its leading position and increased its global 
market share to around 24%.

Organic growth and acquisitions
In 2018, performance increased further: revenues climbed 23% to 
CHF 1.36 billion, and even excluding acquisitions, the increase still 

amounted to 19%. By now, rapid growth had extended to emerging 
markets like Brazil, China, Russia and Turkey. The non-premium implant 
segment was growing rapidly and Neodent had spread to more than 
50 countries. Straumann acquired three distribution companies that had 
previously represented competitor brands. It took control of T-Plus in 
Taiwan and Zinedent in Turkey, and its global workforce increased to 5,600.

The journey continued in 2019. Revenues already exceeded the billion-
franc mark in the first nine months of the year and double-digit growth 
continued. A key highlight was the acquisition of Anthogyr, a French 
company located south of Geneva and specialized in the development  
and provision of high-quality, innovative implant and CADCAM solutions. 
With a team of 400 employees, Anthogyr’s annual revenues amounted to 
CHF 57 million.

Becoming a total solution provider
Newly acquired companies, including Anthogyr, T-Plus and Zinedent, 
accounted for 1.5 percentage points of growth. The latter two 
demonstrated Straumann’s increasing activity in the lower value segment. 
The acquisition of Equinox in India provided Straumann with a further 
lower-value option as well as the infrastructure to launch other brands 
there. The Group went on to acquire a 34% stake in the South Korean 
firm Warantec. In July, Straumann took over the Pakistan-based company 
Digital Planning Service Private Limited, whose 300 employees handled 
treatment and case planning for ClearCorrect. 

The dental business was undergoing significant structural change, 
especially in the US and Europe. Single practices were disappearing,  
giving way to large chains of clinics and dental service organizations 
(DSOs). Straumann was able to win one of the largest DSOs as a customer, 
an achievement that was only possible because Straumann had evolved 
into a total solution provider. By building its own DSO team and being  
able to offer comprehensive solutions at multiple price levels, the  
Group continued to lay the groundwork for future success. Neodent  
also benefited from this strategy, as it was able to offer the large US chain 
ClearChoice a complete dental replacement and restoration package.  Waiting for implants – empty vials in an automated packaging unit.

“We want to be the best – 
even in the value segment.”
THOMAS STRAUMANN
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In Straumann’s production process, 
dental implants are subject to more 
than 15 quality checks including 
visual inspections.
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Big Bang in China. A large promotional event in 2017 to launch numerous products including Straumann’s BLT implant range as well as the Anthogyr Axiom PX implant. 
Straumann is a leading dental implant manufacturer in this dynamically growing market.
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By the end of the year, the Straumann Group comprised more than  
7,500 employees.

Leadership change in 2020 
On 1 January 2020, Guillaume Daniellot replaced Straumann Group  
CEO Marco Gadola, who subsequently joined the Board of Directors. 
During Gadola's tenure as CEO, the Group more than doubled its revenues. 
Profitability and headcount grew even more rapidly, and the share price 
increased by more than sevenfold. 

Successes and failures are often attributed to individuals. "This is 
understandable, but perhaps not quite accurate", asserts Gadola. "Our 
success was due to the efforts of a team and was strongly supported  
by the Board of Directors. We had a very stable corporate management 
team. We also had extremely motivated employees in the Straumann 
Group. This success story would not have been possible if they had not all 
been pulling in the same direction."

In early 2020, Guillaume Daniellot (right) replaced Marco Gadola (left) as CEO. This 
succession arrangement stands for continuity, as Guillaume Daniellot has been with the 
company for 16 years.
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Over the past 30 years, Straumann has helped to 
improve the quality of life for millions of people 
worldwide by creating smiles and restoring 
confidence. This is also true for the young people 
on this page, who received dental treatment 
as part of the Straumann Group's commitment 
to charitable causes. The smiling faces on the 
opposite page are the result of implant-borne 
dental restorations from Straumann.

SMILING AND BOOSTING SELF-CONFIDENCE
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“If you can't smile, it closes a 
door and puts a strain on 
the way you relate and work. 
Thank goodness I don’t have 
that anymore.”
GHISLAINE P. (left), nurse
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UNITED FOR 
GLOBAL EXCELLENCE 
IN DENTISTRY
Over the past twenty years Straumann has joined forces with numerous 
partners to bring better and more affordable solutions to dental 
professionals and their patients. In the past ten years alone, the company 
has fully or partially acquired more than 30 companies around the world. 
These entrepreneurial initiatives have brought the company closer  
to customers, expanded its innovation, technology and distribution 
platforms, and enabled it to enter and penetrate new segments.  
By combining the various providers the company has been able to offer 
complete solutions and to create an ecosystem of workflows, networks 
and relationships. In 2016, the Straumann Group was born, bringing  
the multiple brands together under one umbrella with the credo ‘United  
for global excellence in dentistry’. The brands all have their own legacies, 
some of which are summarized in this section.
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Success in dental implantology built on 
inventive spirit. A well-established brand that 
develops, manufactures and sells high quality, 
innovative implant and CADCAM solutions.

1943 
Anthoine Émile et Fils (AEF) 
begin manufacturing light 
dental equipment under the 
Anthogyr brand.

2012 
Anthogyr acquires Simeda, 
specialized in the design and 
manufacturing of customized 
CADCAM prosthetics.

1983 
First implants subcontracted 
to Anthogyr, followed by its 
own line; rapid expansion 
boosted by the success of the 
Axiom implant system.

2016 
Straumann acquires 30% and 
thus gains access to the value 
segment in China.

2019 
Joins the Straumann Group 
with consolidated revenues 
of 57 million Swiss francs.

Anthogyr’s state-of-the-art manufacturing facility in Sallanches reflects the brand’s number-one position in its home market, France (above).  
When the company celebrated its 70th anniversary celebrations in 2017, the staff posed as a human logo (upper right).

FACTS & FIGURES
• Located in Sallanches, 

France, rooted in the 
precision engineering 
region around Geneva with 
a team of 430 employees.

• 70-year tradition in 
developing and producing 
dental solutions.

• Focus on dental implants 
and CADCAM prosthetics 
made in France and 
Luxemburg; available on 
five continents.
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Pioneer in biology-based products for 
periodontal applications. Developer 
of Emdogain, the gold standard for a 
predictable regeneration of periodontal 
hard and soft tissues.

1986 
Founded in Malmö based 
on Lars Hammarström’s 
investigations of enamel matrix 
derivative proteins.

1993 
Emdogain reaches the market 
in Europe; approvals in USA 
(1996) and Japan (1998).

1987 
Collaboration with Ferring 
Pharma, opened lab & 
production facilities in 1988.

1997 
Biora becomes a public 
company listed on the 
Swedish stock exchange 
and the Nasdaq.

2003 
Acquired by Straumann.

FACTS & FIGURES
• 35 employees, located in 

Malmö, Sweden, specialized 
in biomaterials, sterile 
packed products and stability 
studies. 

• Emdogain is one of the most 
extensively investigated 
products in dentistry: more 
than 3 million patients 
treated, 1000 peer-reviewed 
publications, 500 human 
studies. 

• Provided Straumann with 
entry into biomaterials and 
tissue regeneration.

Above: The Malmö team in 2006. 
Left: Biologics production at Biora’s 
facility in Malmö in 2006.
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Since its introduction more than a quarter of a 
century ago, Emdogain has established itself as 
the treatment of choice in periodontal tissue 
regeneration. It has been used to treat more 
than 2.5 million patients and is one of the most 
extensively documented products in dentistry. 
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Making orthodontics 
simple, predictable and 
affordable. Develops 
and produces high-
quality, easy-to-use clear 
aligner solutions that are 
transparent, removable, 
comfortable and 
attractively priced.

2006
Founded in Round Rock, USA 
by dentist Willis Pumphrey, 
producing aligners manually 
for his own patients  
and subsequently for  
other dentists.

2012 
3D-printing used in 
production along with  
robotic trimming and  
thermo forming; e-training 
courses rolled out.

2008 
Digitized process using 
3D scanning and  
computer-controlled  
milling machines.

2017 
Joins the Straumann Group.

2019 
International roll out; 
production established in 
Brazil and Germany.

FACTS & FIGURES
• Based in Round Rock,  

Texas (USA) with more  
than 400 employees.

• Using digital or 
conventional impressions, 
ClearCorrect designs a 
digital treatment plan 
based on the desired tooth 
position and the doctor’s 
prescription. 3D printing  
is used to produce  
models from which 
transparent thermoplastic 
aligners are made and sent 
to the doctor to complete 
the treatment.

• Main market: North 
America; ramping up in 
Europe, Australia, Brazil, 
and other countries.

One of the vibrant life-style images in ClearCorrect’s rebranding initiative that launched in 2019.
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Clear aligners are an increasingly popular form of orthodontic treatment by virtue  
of their transparency, convenience, removability and efficiency. They can be provided 
through both orthodontists and general dentists. 
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Aeronautic technology 
applied to health. 
A pioneer in highly 
advanced CADCAM 
technology, renowned 
for high-precision, 
customized prosthetic 
solutions.

2006 
Established in Mendaro, 
Spain; part of the medical 
division of the Egile XXI 
Corporation.

2017 
Achieved sales of 
CHF 8 million as a one-stop 
shop for dental labs. 

2013 
Straumann acquires  
30% stake.

2018 
Straumann increases  
stake to 100%.

2019
28° screw-channel  
tilt enables a more  
esthetic finish.

FACTS & FIGURES
• Originated in an  

aeronautic company;  
uses new technologies  
to produce structures  
that were previously 
impossible to mill.

• Straumann center of 
competence for innovative 
CADCAM solutions; 
produces bridges, bars and 
abutments for more than 
300 implant systems. 

• 50 employees specialized  
in research, development 
and manufacture; 
collaboration with 
universities, technology 
centers and hospitals. In Mendaro, Createch produces highly sophisticated individualized CADCAM 

prosthetics like the framework on the left, which will be finished with a tooth-
colored ceramic or polymer veneer and attached to implants to provide a fixed 
full-arch tooth replacement. 
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Computer controlled 
milling machines in 
Createch’s modern 
production facility in 
Mendaro, Spain. 
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A leading provider of 
dental CADCAM solutions, 
including software, 
scanning equipment and 
guided surgery. FACTS & FIGURES

• Headquartered in  
Montreal, Canada with 
additional facilities in  
Berlin and Chemnitz, 
Germany, Lyon, France,  
and Shenzhen, China.

• Employs a staff of more 
than 170.

• Pioneer of the DWOS  
open software platform, 
offering dental 
professionals the ability  
to plan, design and 
fabricate dental prosthetics 
within an integrated 
ecosystem of software 
applications.

2007 
Founded in Montreal, 
Canada.

2012
Straumann increases 
ownership to 45% and 
transfers its CAD center in 
Berlin as well as coDiagnostiX 
guided surgery unit in 
Chemnitz to Dental Wings.

2011 
Collaboration with 
Straumann and 3M ESPE 
to create an open standard 
software platform; 
Straumann acquires  
30% stake. 

2017 
Fully acquired by Straumann.

2019
Virtuo Vivo intra-oral 
scanner launched.

Dental Wings specializes in software for treatment planning and design as 
well as scanning solutions.
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The Virtuo Vivo intraoral scanner being demonstrated at an international trade fair.
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A leader in CADCAM dental 
restorations. Cutting-edge 
technology and outstanding 
expertise in state-of-the-art 
prosthetic materials, scanning 
and manufacturing.

1992
Project started at the Munich 
Technology Center MTZ to 
develop dental applications 
for CADCAM technology.

2004
International expansion.

2001
etkon AG founded as 
a private company 
collaborating with specialists 
in dental technology, in  
the fields of 3D software  
and manufacturing. The 
company soon emerged  
as a technology leader.

2005
High-speed milling center  
in Leipzig.

2007
Acquired by Straumann  
for 70 million Euros.

FACTS & FIGURES
• Develops, manufactures, 

sells and leases scanner 
systems; operates 
centralized milling services 
producing prosthetics. 

• Headquarters, production 
and scanner assembly in 
Gräfelfing near Munich, 
Germany; production 
centers in Arlington, USA, 
Leipzig, Germany, Narita, 
Japan, and Shenzhen, China. 

• 60 employees in Germany 
complemented by an 
international team of 40.

Finishing touches 
made to a ceramic 

prosthetic bridge 
at etkon’s CADCAM 
milling center near 

Leipzig in Germany. 
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Multiple prosthetic elements milled from a titanium disc in Markkleeberg, Germany. The elements will be separated from the disc and veneered with tooth-colored ceramic.
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A leading manufacturer of 
attractively-priced implants and 
prosthetics compatible with all 
current implant systems.

2005
Company founded and 
begins production of 
prosthetic components for 
multiple implant systems.

2013 
Straumann acquires 51%.

2009 
Own implant system 
launched.

2016 
Control passes to 
Straumann; investment 
increased to 91% in 2019.

2019
Construction of third 
production center starts  
in Oberreichenbach.

FACTS & FIGURES
• N°1 for prosthetically 

compatible, prefabricated 
and custom-fabricated 
implant components; 
more than 70 implant 
connections offered.

• Medentika implants: 
Microcone, Quattrocone, 
Procone and Minicone.

• Approximately 
70 employees based  
in Hügelsheim and 
Renningen, Germany.

Right: Entrepreneurs united – 
Thomas Straumann and the 

founding partners of Medentika.
Below: Architectural drafts of 
Medentika’s new production 

facility in Oberreichenbach.
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Medentika’s success was built on a broad range of attractively-priced implant prosthetics that can be used with most leading implant and CADCAM systems from a range of manufacturers. 
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Neodent has established itself as a leading 
global brand for straightforward, progressive 
and affordable dental solutions.

1993
Founded by dentists  
Drs Geninho and 
Clemilda Thomé.

2008
International expansion 
continued; Cone-Morse 
implant launched.

2004
ILAPEO research and 
training center founded.

2012
Straumann acquires 
49% and increases to full 
ownership in 2015.

2018
Launch of Grand Morse 
implant.

FACTS & FIGURES
• Brazil’s number-one 

implant company, 
headquartered in Curitiba 
with approximately 
1,560 employees.

• Almost 3 decades of 
research and development 
in oral implantology.

• 1.9 million implants sold 
per year across more than 
60 countries.

2019
Second production  
site and logistics  
center in Curitiba.

Above: Neodent’s production center in Curitiba, Brazil, manufactures several million implant-system components every year. 
Right and opposite page: Neodent’s Novos Sorrisos mobile clinic has brought smiles to needy people in 25 Brazilian cities 
since 2016.
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Sponsored by Neodent, the Novos 
Sorrisos truck is equipped with two 
dental chairs. Treatment is provided 
by local volunteer dentists. Since it 
began, the mobile clinic has been 
visited by more than 5,000 patients.
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WHEN I INVEST 
IN A COMPANY, 

I ALWAYS LOOK 
AT ITS PEOPLE.

RUDOLF MAAG
SHAREHOLDER AND CHAIRMAN OF THE BOARD OF DIRECTORS FROM 2002 – 2009 
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In recent years, the Straumann Group has grown at an astounding pace.  
At the outset of 2020 its workforce had grown to more than 7,500 people 
and its global footprint had expanded to more than 100 countries. 
Straumann employees come from more than 70 nations and speak two 
dozen languages. A few years ago, it was inconceivable that the most 
commonly spoken language in the Straumann Group would be Portuguese, 
or that one of its largest subsidiaries would be in Pakistan. As the company 
grows, so too does the diversity of its employees' cultural backgrounds, 
skills and perspectives, which add tremendous value. 

The origins: quality and precision
At the heart of the company, in Production, lies the precision engineering 
expertise of its workforce. This is particularly obvious in Villeret in the 
Swiss Jura region, where people consider quality and precision to be a 
longstanding tradition. For generations, the Jura has been the homeland 
of watch-making and precision engineering. As a result, the Swiss values of 
accuracy and attention to detail have shaped Straumann. Today, one in five 
people work in production; 20 years ago it was one in four. The reduction is 
the result of increasing automation. In contrast, the number of marketing 
and sales jobs has steadily increased from 43% to more than 50%. The teams 
at Straumann are young: 85% of the workforce is under the age of 50.

Vibrant diversity
Straumann not only employs people from and in many nations, it also 
fosters other aspects of diversity – for example gender. Mixed teams have 
proven to be more effective and help the company serve an increasingly 
diverse customer base. The proportion of female dental professionals 
is increasing steadily as more women than men are studying dentistry. 
Isabel Wojciechowski is a member of the Executive Management Board of 
Straumann Germany and shares her experience working in mixed teams: 
"I am happy to be inspired by anyone, regardless of their gender. I believe 
different perspectives are very valuable."

Training is a key element of employee development at all levels and in all 
countries in which Straumann products are sold. Furthermore, continuing 
training and education are essential to meeting the requirements for 

Ceramics research and testing in a Basel laboratory.

EMPLOYEE EXPERTISE

international companies in the medical technology field. Customers, end 
users, employees, suppliers and legislators all expect this. In addition to 
training related to the introduction of new products and technologies, 
updates and refresher courses are also offered to employees who have 
been with the company for some time. New online tools and modules  
are increasingly implemented to facilitate and accelerate training.  
"I have worked for the company for more than five years and have had 
the opportunity to participate in training courses every year. They keep 
me motivated and provide food for thought – both professionally and 
personally", says Jana Erdmann, who recently moved from a subsidiary to 
the parent company in Basel. Training workshops bring participants from 
various departments together, helping employees to see the bigger picture, 
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Inside a giant 3D printing machine in the Group’s Technology and 
Testing Center in Basel. Straumann supplies compact 3D printers 
and printing materials to dental laboratories and dental practices 
– currently for the production of models and templates. The 
technology is being further developed for other applications.
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Scanning electron microscopy has played an important role in Straumann’s research and development for several decades. The state-of-art instrument pictured on the left page is in Basel, 
while the two predecessors pictured above date back to the Waldenburg era. 

which is appreciated. For many, this training program is a key factor in their 
decision to stay at Straumann because it enables them to develop without 
leaving the company. The company has a longstanding tradition of offering 
training positions, internships and graduate programs – even Thomas 
Straumann began his career as an apprentice in Waldenburg. It also offers 
global development programs for managers. 

On the job for 30 years
The Group's rapid expansion means that a large number of its present 
team have only been with the company for a few years or even less.  
But there are others who have been at Straumann for 30 years – from the 

very beginning of this success story. Wolfgang Becker, for example, began 
his career at the subsidiary in Germany in 1986 and today is a member of 
the Executive Management Board. "I grew up in the company", he says. 
And he never found a reason to leave. "I have always been appreciated as 
a person and I feel safe here." Christian Damm, who has worked on the 
technical side of Straumann for over 25 years, points to the company's 
dynamism, which is also very important to its employees. "Things are 
always changing; it’s incredibly exciting and varied. I have been able 
to change jobs three times." In this context, one needs only think of 
technological progress, which continues unabated. Or the company's 
international expansion, which suddenly brings countries like Brazil a 
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DECADES 
OF LOYALTY
These members of staff joined Straumann  
more than twenty years ago and were still  
with the company in 2020.
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Three experienced precision 
manufacturing specialists 
who joined Straumann in 
1992 with the takeover of 
Affentranger AG.
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step closer. Nevertheless, one's immediate environment still remains 
very important. In particular, Damm values the mutual support among 
colleagues, which makes working together enjoyable. 

A statement by former Chairman of the Board of Directors Rudolf Maag 
is proof that employees are a priority at Straumann. When asked at a 
management seminar in 2005 what his key considerations were when  
he invests in a company, he responded: "The most important thing  
is the people."

“Things are always 
changing; it’s incredibly 
exciting and varied.”
CHRISTIAN DAMM, Head of the Mechanics Competence Center

Setting up a milling machine in the 
Mechanics Competence Center in Basel.
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THREE DECADES 
OF LEADERSHIP 
Current and former members of the Executive 
Management and Board of Directors.
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“Why I never  
changed jobs? 
I feel safe here.” 
WOLFGANG BECKER
Member of the Executive Management Board,  
Head Distributor and Emerging Markets Europe,  
Middle East & Africa, joined the company in 1986

SIX EMPLOYEES WHOSE COLLECTIVE EXPERIENCE AT STRAUMANN EXCEEDS 180 YEARS

MARTIN VOGT
Design Engineer, joined in 1992

RAMONA TRÖSCH
Returns Service, joined in 1984
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“When Straumann 
launches something,  

it works.”
STEPHAN OEHLER

Head Technology & Testing Group,  
joined the company in 1991

PASCAL RÉRAT
Senior Manager/3D CGI Artist, joined in 1992

REGINA VÖGELIN
Assistant Global Distributor Sales, joined in 1995
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CULTURE IS THE
WAY WE GO ABOUT

DOING THINGS.
IT'S ALL ABOUT 

THE EXECUTION.
MARCO GADOLA

CEO FROM 2013 TO 2019
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Corporate culture has been a key factor in the company’s success over 
the past three decades. The Straumann Group’s culture is unique and, 
unlike products, services and business models, it cannot be copied. 
Thomas Straumann and other long-time employees are convinced that 
many characteristics of the current corporate culture can be ascribed to 
the company's Swiss family roots, for example its passion for precision 
and drive to achieve the extraordinary. The key has been, and still is, 
the company's ability to keep adapting culturally in order to respond to 
changes in its business environment and to create new opportunities. 

Simplicity, diversity and reliability have always been the hallmarks 
of Straumann’s dental implant system, and its people. As a premium 
provider, the company needed differentiating attributes to succeed in an 
increasingly competitive market. This is why it always emphasized service 
quality, training, clinical documentation and the customer experience, 
giving rise to the motto 'simply doing more'. This was much more than just 
a catchy slogan – it expressed the internal culture to which the company 
aspired and was reflected in its core behaviors and branding. 

Player-learners
For the first time in its history, Straumann went into a recession from 2009 
to 2013 due to the global economic crisis. It was forced to become more 
open (in order to build the non-premium business, for example), alert 
and agile. In 2014, CEO Marco Gadola initiated cultural change centered 
on a radical new mindset: employees were to shift from being 'victim-
knowers' to become 'player-learners'. The victim-knower sees him/herself 
as a victim, an executor, and thus rather impotent. The player-learner, in 
contrast, is characterized by teamwork, communication and openness. 
Creating a high performance culture across the entire organization was, 
and still is, the Group's strategic priority. This was the start of a new 
'cultural journey'.

THE CULTURAL JOURNEY
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The Straumann logo and famous green signet have accompanied the brand since 1993. 
The motto 'Simply doing more' was added in 2004 to underline the corporate culture 
and mission. The extension 'Committed to simply doing more for dental professionals' 
was used for several years to emphasize the company's commitment to its customers.

"…allowed to make mistakes once in a while"
"Culture refers to how an organization does things, how they are executed. 
I am convinced that our mindset and cultural change are the backbone 
of our consistent outperformance. Both my successor and my colleagues 
on the Executive Management Board agree", says Marco Gadola. The 
tremendous pace of development in the market and in the fields of 
information technology and science amplify the pressure on companies 
and their organization. Gadola: "Everything is changing very rapidly. If you 
want to control everything from the top, you can't keep up nowadays." 
Development also happens from the bottom. "We want to employ 
people who have their own experiences and develop this learner mindset. 
Individuals who have the drive and will to keep learning. And people who 
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Straumann’s 2015 Annual Report bore the 
title 'We love what we do' and featured the 
pictures on these two pages. They underline 
the enthusiasm of the employees for the 
company's Cultural Journey.

WE LOVE WHAT WE DO
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“It means a lot to me to 
work in the med-tech field 
and to find solutions for 
patients and customers.”
DANIEL GUENTER, Design Engineer
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want to apply what they have learned, both in their professional and 
private lives. Who are always looking forward – agile, trying new things. 
Yes, that's right: people who are allowed to make mistakes once in a  
while." However, Gadola adds: "What I naturally expect is that they learn 
from their mistakes, because ultimately we have to deliver results and 
make money."

The cultural journey is not a free ride. It was and is driven by a global 
training program which is intended to include all employees worldwide 
and will continue to foster transformation. Building on the program's 
success and potential for improvement, management worked on an 
additional concept, Cultural Journey 2.0, which was introduced in 2019. It 
helps managers to unlock their full potential in order to achieve maximum 
performance and promote the corporate culture. 

Cautious integration
Over the past seven years of growth, the company has made targeted 
acquisitions worldwide. At the end of 2013, Straumann was active in 
22 countries; today it operates in more than 100. Over the same period, 
headcount increased from 2,200 to more than 7,500, requiring additional 
effort when it comes to the corporate culture and alignment. To what 
extent should, can, must the new subsidiaries be integrated? One practical 
example is Neodent, where the entrepreneurial spirit that permeated the 
company was an important consideration in the acquisition. It had to be 
preserved and Straumann therefore approached its integration with care. 
Although Neodent’s entrepreneurial spirit is quite similar to Straumann’s, 
there are cultural differences. Straumann's recipe for success is a healthy 
mix of local managers with those from the head office, who bring with 
them the unique Straumann culture and serve as bridges to the Group's 
various other companies. 

Not all of Straumann's integration efforts have been successful. Mistakes 
such as those made with etkon in Germany should not be repeated. The 
market leader in the field of scanners, which was acquired in 2007, was 
a bustling startup with 100 employees. "But we simply 'Straumannized' 
and stifled them in the integration instead of encouraging and supporting 
them", reflects Executive Management Board Member Wolfgang Becker. 
Culture is the way things are done. Corporate culture can and sometimes  
has to change.

CEO Marco Gadola suspended upside down from four tiny dental implants, demonstrating 
their strength. This ‘stunt’ resulted in a social media campaign that achieved more than 
100,000 hits and exemplified the can-do spirit and player-learner mindset that are central 
to Straumann’s corporate culture.

64

Co
rp

o
rA

tE
 C

U
Lt

U
rE



Learning on the job. A student in Straumann’s 
further education program in the company’s 
warehouse in Freiburg, Germany.
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LIFE IS MUCH
TOO SHORT TO 

      BE COMPLICATED 
BY POORLY 

HEALING WOUNDS.
SAMUEL STEINEMANN

INVENTOR OF SLACTIVE AND ROXOLID
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At Straumann, innovation and technology are interdependent and  
would both fail if they were separated from each other. Together,  
however, they are synergistic and generate growth. Both Reinhard  
Straumann (1892 – 1967) and his son Fritz Straumann (1921 – 1988)  
had been tinkerers with a yearning for scientific knowledge, but they  
knew how to put their inventions to practical and credible use – and  
how to commercialize them. Straumann literally has these virtues  
in its genetic makeup. New technologies and innovations often come  
into play at Straumann: the practical implementation of an invention,  
a flash of inspiration. 

The International Team for Implantology (ITI)
The unique selling proposition of the Straumann brand has always  
been its close ties to science. In 1980, Fritz Straumann and Professor  
André Schroeder from the University of Berne created the ITI (International 
Team for Implantology) as a scientific partner of Institut Straumann.  
The ITI is the largest international scientific organization in the field  
of dental implantology and oral tissue regeneration. It is also a force for 
the promotion of continuing professional training and the exchange of 
knowledge between science and practice. "Medical research requires 
independence, leeway and opportunities for discussion. A paid expert  
no longer debates and is often held back by practical constraints", 
explained Professor André Schroeder at the time. "The ITI is intended to 
be a forum in which basic research can be performed without distraction, 
because the development of every implant must be perfected before  
it can be applied in patients." 

Exchange of expertise
One of the areas of focus of the ITI is the development of well 
documented, empirically backed treatment guidelines and the 
consolidation of long-term data. The ITI has thousands of members  
around the world who actively engage, network, participate in  
ITI courses and exchange their expertise and know-how.

Thanks to its excellent relationships with leading universities and dental 
schools around the globe, the ITI serves as a key liaison between industry, 

THE POWER OF SCIENCE AND INNOVATION

Strengthening the partnership – Thomas Straumann (right) and Prof. André Schroeder, 
who founded the ITI with Fritz Straumann.

“If Tommy (Straumann) 
hadn’t taken the decision  
to brave a giant leap into 
the unknown, the ITI would 
not exist as it does today.” 
DAVID COCHRAN, ITI President 2013 – 2017
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The successful partnership between 
Straumann and ITI in the areas of 
science, research and training is 
underpinned by a common goal:  
the ongoing improvement 
of treatment methods in 
oral implantology and tissue 
regeneration for the benefit  
of patients.

Until the early 2000s, Straumann 
implants were sold under this  
ITI brand.

The World Symposium is the ITI’s flagship event. Most recently in Basel, it attracted  
4,800 participants from 90 countries.

From right to left: the current ITI President Stephen Chen and two of his predecessors, 
Professors Daniel Buser and David Cochran.

science, academics and practice. The ITI is not simply the 'scientific arm' 
of Straumann, i.e. 'science here, production there'. It is more – it is an 
ingenious working concept. The ITI’s scientific seal of quality allows 
Straumann to reach its customers – dentists, surgical specialists, clinical 
staff and opinion leaders in the market. This not only gives Straumann 
direct access to its target group, but it also ensures that the company has 
an international reputation thanks to the cumulative know-how of the ITI. 

Brand name
Until the early 2000s, Straumann implants were sold under the ITI brand. 
However, CEO Gilbert Achermann saw value in strengthening Straumann's 
brand as a manufacturer and the ITI's reputation as an independent 
academic organization by removing the latter’s name from the product. 
This would also safeguard the non-profit nature of the foundation. 

As a result, the ITI Dental Implant System was rebranded the Straumann 
Dental Implant System. Thomas Straumann, who served on the  

PARTNERSHIP WITH ITI
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Inside Straumann’s global headquarters in Basel – an artistic photo of the atrium.
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ITI’s Board of Directors for more than 20 years and headed its Technical 
Committee for several years, says: "We started with 40 members. Today, 
the ITI has 18,000 members and is by far the most important scientific 
organization in dental implantology." Training and further education 
have always been a key and gave the ITI a name. "This gave the company 
incredible momentum." 

From the perspective of David Cochran, ITI President from 2013 to 2017, 
Thomas Straumann's contribution to the ITI was groundbreaking for 
another reason: "Tommy took the critical decision and an enormous risk 
to keep the dental implantology business division – and to invest in it. If 
Tommy hadn’t taken the decision to brave a giant leap into the unknown, 
the ITI would not exist as it does today."

At the turn of the millennium, life-science companies 
had cultivated an interest in biotechnology with  
the hope of developing new therapies. Straumann 
also grasped this opportunity and entered into 
partnerships with Life Health in the US, botiss 
in Europe and other providers. Today, the Group 
offers a broad range of biomaterials for oral  
tissue regeneration. 

It began in 2002, when Straumann acquired Kuros Therapeutics 
and gained access to expertise in biomaterials, in particular carrier materials 
for tissue regeneration. Just a year later, it took the next step by acquiring 
the Swedish company Biora in Malmö. Biora was a pioneer in the area of 
biological gum regeneration and its flagship product, Emdogain, had already 
been proven in more than 400,000 procedures.

BIOMATERIALS FOR TISSUE REGENERATION

Materials science has been one of Straumann's core competencies for decades.

Commerce and science: Straumann considers this combination to be a 
skilled art – and yet so simple. The recipe? "We have to understand one 
another, listen to one another and develop solutions together." Many tried 
to copy Straumann, but it proved a hard nut for imitators to crack.
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Not reinventing the wheel
Reinventing the wheel is not a prerequisite for success. Other reputable 
development companies may have marketable products that are just 
the right fit for Straumann, which is why the Group has partnered 
with, invested in, or acquired a number of firms in the fields of tooth 
preservation, tooth replacement solutions, digital support and oral  
wound healing. They have helped Straumann to become a global market 
leader with a broad range of complete systems and solutions. Companies 
that aspire to global market leadership need to have a comprehensive 
portfolio covering all the relevant needs and offering high-quality dental 
treatment solutions. 

From repair to care
"We are evolving from repair towards care", emphasizes Thomas Jaberg, 
who started as an assistant to the Executive Management in Waldenburg 
and now heads the Medentika value brand. The field of prevention 
broadens the range. "We are moving from a niche into an industry. 
Implantology is becoming a mass market and in future, Straumann’s  
target audience will include consumers".

The dental practice as a dental laboratory
Dental practices will also change fundamentally, as dentists begin to 
produce their own prosthetic crowns out of ceramic and other materials 
while the patient is still in the chair. This is referred to as chairside 
technology and involves using an intraoral scanner to create a digital 
impression of the patient's teeth in the treatment room and a milling 
machine in the dental practice – all connected by the corresponding 
CADCAM software. Today, Straumann offers a broad range of  

high-performance intraoral scanners supplied by its own subsidiary,  
Dental Wings, or by partners like 3Shape and Carestream. The compact 
chairside milling machines are produced by Amann Girrbach. Scanners  
and milling machines are seamlessly integrated thanks to Straumann’s 
CARES software, which designs the prosthetic crown and sends the digital 
data to a milling machine on-site or in a local laboratory or in one of 
Straumann's milling centers.

“We are evolving from  
repair towards care.”
THOMAS JABERG, Head of Medentika

Neodent, based in Curitiba in southern Brazil, is a specialist in the  
low-priced value segment. The company had already been stirring up the 
Latin American market since 1993 and the brand is the clear market leader 
in Brazil. In Europe, the German company Medentika, which primarily 
supplies prosthetic components, operates in the same segment. Anthogyr, 
the leader in the French market, offers a similar range as Neodent and has 
been active in China for several years – the latter being one of the reasons 
Anthogyr has been a partner of Straumann since 2016. Anthogyr entered 
the market with its fist proprietary implant in 1997.

ADDITION OF THE VALUE SEGMENT

Straumann launched this 
laboratory scanner at the 
International Dental Show 
in Cologne in 2011. Since 
then, intraoral scanners and 
chairside milling machines 
have brought CADCAM into 
the dental practice.
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This full-ceramic prosthetic component was individually 
designed and manufactured using CADCAM technology.
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Samuel Steinemann
Invented SLActive  

and Roxolid

Lars Hammarström
Discovered Emdogain 

PIONEERS OF INNOVATION
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Franz Sutter 
Invented the first 
Straumann implants

Geninho Thomé
Invented Neodent implants
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Using smart-phone technology and artificial intelligence, Straumann DenToGo enables dentists to monitor the progress of 
orthodontic treatments without patients having to visit the practice.
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New Digital Business Unit 
Strong demand for intraoral scanners, 3D printers and orthodontic clear 
aligners recently prompted the Group to create a separate business unit 
dedicated specifically to this fast-growing young business. 

Learning from mistakes
Straumann has also experienced developments that were not beneficial. 
For a long time, perhaps too long, it considered parallel-wall implants to 
be the trump card, while competitors banked on conical implant designs 
that provide greater primary stability. In the meantime, Straumann has 
closed this gap in the premium segment, with its Bone Level Tapered 
(BLT) Implant complemented by BLX, the most recent implant design for 
immediacy treatment protocols. 

Some regret that nowadays there is less room for fundamental science in 
Straumann’s research. "The scientific approach can be attributed to the ITI 
and is still important. But I feel as though it is emphasized less in projects 
now. What matters is the time to market", says design engineer Martin 
Vogt, a long-standing Straumann employee – and he's probably right. The 
key factor is striking the right balance. Innovation and technology may be 
interdependent, but at the end of the day what matters is the market. It 
wants to be served as fast as possible with all the best options.

Leeway for innovation
Right from the pioneering days of implantology, Straumann has been 
a leader in the field thanks to its strength in innovation. The company 
continually invests in research and development to maintain a pipeline 
full of innovative products and procedures – all with the aim of providing 
distinct advantages to patients and customers. Innovation is infused into 
all activities and the Group considers itself to be a true change maker. The 
company has overhauled its core competencies and technologies during 
the past 24 months to gain further competitive advantages. 

Innovative products, processes and solutions are the key drivers of 
Straumann's global success. In this context, ideas germinate from a 
wide variety of sources. One significant feature of the Group's culture of 

innovation is expressed in the principle of 'freedom to flourish' – which 
refers to the ability to welcome and provide resources for innovations 
across businesses, brands, locations and functions within a central, 
organized framework that is coordinated, shared and prioritized. 

Becoming a total solution provider
The Straumann Group is in the unique position to identify and introduce 
technologies and expertise from outside and to consolidate them into total 
solutions that cover the entire dental ecosystem. Often, innovation does 
not lie within the individual elements but in their intelligent combination 
and commercialization. 

Anthogyr, Bay Materials, ClearCorrect, Createch, Dental Wings, etkon, 
Neodent, Yller Biomateriais and other companies in the Straumann 
Group each have their own strengths in innovation. They have expanded 
Straumann's access to customers and they help the entire Group to 
identify current and future customer needs, generate new ideas, develop 
products and solutions and market them successfully. At Straumann 
Group, the whole is greater than the sum of its parts.

In 2016, Straumann launched the Bone Level  
Tapered (BLT) implant. Like the BL it ends at  
bone level, but some BLT models now have  
a conical form that considerably increases  
primary stability and thus reduces the treatment  
length. It is becoming a success model. It has allowed  
Straumann to catch up with the competition, some of which  
had pursued conical implants from an early stage.

THE BLT SUCCESS MODEL
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THE FUTURE IS
ESTHETIC, DIGITAL

 AND CONSUMER
FOCUSED.

GILBERT ACHERMANN
CHAIRMAN OF THE BOARD OF DIRECTORS
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BEYOND CONTINUITY

It is with pride that we look back at the past 30 years of the Straumann 
Group. In hindsight certain things appear easier and more straightforward 
than they actually were. Sometimes the road was bumpy – but it was 
always characterized by the principle that we as employees, managers and 
entrepreneurs are in charge of our own destiny. 

We owe our success to people: our employees, customers and 
shareholders, managers, partners and scientists. The constant strategic 
development that has propelled us – voluntarily or sometimes forcibly –  
is based on critical scrutiny of the status quo. Luck has played a role as  
well, as we have been fortunate to operate in a growing industry that still 
offers unexploited potential. This puts us in a position to create sustainable 
value and benefit for patients, doctors, dental professionals and all other 
parties involved. 

The next few years will again bring major changes. As we look ahead to 
the strategic expansion of our business from 'repair' to 'care', an exciting 
future lies ahead. Whether it be digitalization, new materials, different 
business models, new partnerships, ecosystems, alternative manufacturing 
technologies and distribution models – combined with economic and 
political upheaval – we see it all as an opportunity, not a threat, that we 
shall embrace with a creative, entrepreneurial spirit.

The question is, after years of sustained, double-digit growth, can we 
maintain this momentum?

We think we can because of the significant steps we have taken. Our 
corporate culture is strong. We have a team of highly motivated employees 
and experienced leaders. The market for esthetic dentistry continues to 
offer excellent potential and our innovation pipeline is full. We have one  
of the broadest ranges – across all price segments and in nearly all 
markets. If we remain reliable and agile in our decisions and actions, if we 
are able to tackle new projects, protect proven concepts and embrace the 
challenge, we can look to the future with optimism. For the Straumann 
Group, this means 'beyond continuity' – which is our ambition. 

We look ahead to the next exciting chapter in the history of Straumann.

GILBERT ACHERMANN 
Chairman of the Board of Directors
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Looking ahead – Straumann is using 
innovative digital technologies 
everywhere, for example virtual reality 
in marketing and education.
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Learning from one another, sharing experience 
and safeguarding valuable know-how are 
essential for sustaining future success. Straumann 
nurtures these principles everywhere – even at 
its Future Days events for employees’ children.

FACES OF TOMORROW
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“Our future depends on 
preserving know-how 
and passing it on to the 
next generation.”
SUSAN-ANN WELZBACHER, Head of Post Market  
Management & Product Safety Officer
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STRAUMANN GROUP: 
1990 UNTIL NOW

SHARE-PRICE DEVELOPMENT  
(indexed)
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There are only six Swiss stocks that have generated four-digit growth over 
the past 20 years. Way at the top is the stock with the ticker symbol STMN, 
which gained 4,600% from its IPO in June 1998 to mid-January 2020. 

With the exception of three weak phases, the share price trend has always 
been positive, with particularly steep gains in the past seven years. It only 
experienced one slump, in 2012, when it dropped to just below CHF 100 
owing to a general downturn in the markets and falling demand for 
premium implants. Straumann is, of course, much more broadly diversified 
today and less exposed. The stock had faltered once before, in 2009, due 
to the global financial crisis. In February 2020, due to the coronavirus 
outbreak, the markets suffered their sharpest decline since the 2008 
financial crisis. Straumann shares were also dragged into this undertow. 

Solid underlying shareholder base
The company has always enjoyed a solid shareholder base and at least  
one-third of the shares are still held by Straumann family members and 
people close to the family. "The Board of Directors must ensure that 
shareholders are well integrated, and we have always been successful 
at this", notes long-serving Board Member Sebastian Burckhardt. The 
shareholder base has become more international over the past 20 years. 
Today, 55% of shares are in Swiss hands compared with 75% in 2000.  
The significance of institutional investors has also grown. In 1998 they  
held 11% of shares, today the figure is around 25%.

CREATING SOLID VALUE
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“In 1999, I stated that 
Straumann’s share price 
incorporated still only  
slight growth prospects  
and that we saw 
considerable positive  
surprise potential.  
I believe this still holds  
true today.”
CHRISTOPH GRETLER, Research Analyst, Credit Suisse
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German re-unification / 
Cold War ends

Second Gulf War / Warsaw pact 
dissolved / War in Yugoslavia / Soviet 
Union ends / World Wide Web is born

Apartheid abolished in South Africa

EEC becomes EU / First free  
elections in Russia / Mass production 
of blue LEDs 

Eurotunnel opens / First Sony  
Playstation / Amazon founded

HISTORY
New subsidiary in  
the UK  

HISTORY
New subsidiaries in Finland 
and Canada   

Production site in  
Saint-Imier incorporated

PEOPLE
> 200 employees

PEOPLE
Thomas Straumann 
Chairman of the Board; 
Fritz Kunz Managing 
Director (BELOW)

1990 1991 1992 1993 1994

HISTORY
Thomas Straumann founds 
the new Institut Straumann 
as CEO 

HISTORY
New subsidiaries  
in Norway, Sweden,  
and Spain      

Affentranger AG acquired

New subsidiary in  
France    complements 
existing ones in Germany 
and the USA

PEOPLE
128 employees
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1995 Schengen agreement / 
Standardization of DVDs
1996 Ciba-Geigy and Sandoz combine 
to form Novartis, the world’s largest 
merger at that time

Hong Kong returns to China /  
Harry Potter is the latest bestseller 

Kyōto climate conference / European 
Central Bank founded / International 
Space Station constructed / Google 
founded

World population reaches 6 billion / 
Vladimir Putin becomes President  
of Russia

HISTORY
New subsidiaries in Austria 
and Singapore    

INNOVATION
SLA surface (LEFT)

Maxillo-facial 
osteosynthesis

Endosystem revised

Orthosystem and 
Narrow Neck implants 

introduced

HISTORY
New subsidiary  
in Brazil  

PEOPLE
> 400 employees

INNOVATION
Synocta abutments 

1995/1996 1997 1998 1999    2000

HISTORY
Straumann listed on the 
stock exchange 

HISTORY
New production site  
in Villeret 

Technology Center  
in Waldenburg

George W. Bush elected US President 

PEOPLE
Andreas Stutz CEO 
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HISTORY
Kuros Therapeutics AG 
acquired 
 
 
Entry into biomaterials 

HISTORY
ITI Implant System 
rebranded to Straumann

Biora AB acquired 

PEOPLE
> 1,000 employees

INNOVATION
Tapered Effect implant

HISTORY
New subsidiary in  
Australia  
HQ moves to Basel 

CORPORATE CULTURE
‘From good to great’  
IMD program for 50 senior 
managers

HISTORY
New subsidiaries in Italy 
and Mexico    
North American HQ moves 
to Andover, USA and 
production starts there

INNOVATION
SLActive surface launched

CORPORATE CULTURE
'Simply Doing More' 

HISTORY
New subsidiary in  
Belgium  

Share split 20:1

Angela Merkel elected Chancellor in 
Germany / Airbus A380 introduced

9/11: Terrorist attacks on WTC towers 
and the Pentagon / Swissair becomes 
insolvent

Introduction of the Euro / Switzerland 
joins the United Nations

Tesla founded / Human Genome fully 
sequenced

Tsunami in Indian Ocean / Facebook 
starts

2001 2002 2003 2004    2005

PEOPLE
Gilbert Achermann (LEFT) 

CEO, and Rudolf Maag (RIGHT) 
Chairman
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HISTORY
New subsidiary in  
Denmark  

HISTORY
New subsidiaries in  
Czech Republic and 
Hungary    

PEOPLE
> 2,000 employees

HISTORY
New subsidiaries in  
Japan and Republic of 
Korea    
etkon AG acquired, entry 
into CADCAM prosthetics 

INNOVATION
Bone Level implant  
(LEFT)

HISTORY
Entry into guided  
surgery (BELOW ) through 
acquisition of  
IVS Solutions AG 

Entry into intraoral   
   scanning

   INNOVATION
   Roxolid material (LEFT)

Pluto loses status as planet /  
WikiLeaks goes online

Financial crisis hits / iPhone  
introduced

Lehmann Brothers becomes insolvent Barack Obama elected US President /  
Cryptocurrency and bitcoins 
introduced

Greece slips into crisis / Microsoft 
tablet launched

2006 2007 2008 2009    2010

PEOPLE
Beat Spalinger, CEO (LEFT) 
and Gilbert Achermann, 
Chairman (RIGHT) 

INNOVATION
Digital solutions concept 
introduced
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HISTORY
Entry into dental software 
with Dental Wings Inc.

HISTORY
Entry into value segment 
with Neodent 

PEOPLE
First restructuring

CORPORATE CULTURE
Vision 2020

HISTORY
Entry into ceramic implants

Entry into multi-platform 
solutions with Medentika 
 

PEOPLE
Marco Gadola, CEO 

Further restructuring

INNOVATION
PURE ceramic implant 

4 mm short implant

Variobase abutment (LEFT)

HISTORY
New subsidiary in  
China  

CORPORATE CULTURE
Cultural Journey kicks 
off with ‘player-learner’ 
concept

INNOVATION
Bone Level Tapered  
implant  

Pro Arch restorations

HISTORY
New subsidiaries in 
Argentina and Colombia  

  

Entry into prosthetic 
materials and apically 
tapered implant segments

PEOPLE
> 3,000 employees

CORPORATE CULTURE
New vision: ‘More than 
creating smiles, restoring 
confidence’

INNOVATION
n!ce ceramic material 

Arab Spring in North Africa and 
revolution in Egypt / Tsunami in Japan 
/ Reactor meltdown in Fukushima / 
Microsoft acquires Skype

Barack Obama re-elected /  
Euro crisis – focus on Greece,  
Italy and Spain

NASA’s rover ‘Curiosity’ discovers there 
may have been life on Mars / First 
baby born with HIV cured

Crimea occupation / Facebook 
acquires WhatsApp

Terror attacks in Paris on Charlie 
Hebdo and Bataclan / First refugee 
crisis in Europe / Swiss National Bank 
unpegs CHF from Euro 

2011 2012 2013 2014    2015
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INNOVATION
Wound healing indication 
for Emdogain 

HISTORY
Revenue: > CHF 1bn

New subsidiaries in  
India, Iran and Portugal   

    
Straumann Group umbrella 
brand

Entry into 3D-printing with 
Rapid Shape

Entry into orthodontics 
with ClearCorrect 
 

PEOPLE
> 4,000 employees

CORPORATE CULTURE
‘United for global 
excellence in dentistry’ 

INNOVATION
BLT Ø 2.9 mm

Neodent Grand Morse  
(LEFT)

HISTORY
New subsidiaries in Peru, 
South Africa and Thailand  

    
Entry into artificial 
intelligence with Dental 
Monitoring 

CORPORATE CULTURE
Cultural Journey 2.0

INNOVATION
Mini Implant

PURE Ceramic 2-piece 

BLX 

HISTORY
Gross profit: > CHF 1bn

New subsidiaries in  
Chile, Croatia and Taiwan 
       
Entry into 3D-printing 
resins with Yller 
Biomateriais and 
orthodontic thermoplastics 
with Bay Materials 
 
 

PEOPLE
> 7,000 employees

INNOVATION
Straumann SNOW ceramic 
implant

Straumann Virtuo Vivo 
intraoral scanner

HISTORY
New subsidiary in  
Romania  

New factory in  
Curitiba, Brazil

PEOPLE
Guillaume Daniellot, CEO 

> 7,500 employees

INNOVATION
NUVO, attractively priced 
implant brand

Civil war in Syria / Gotthard base 
tunnel opens

Donald Trump becomes US President / 
PSA takes Vauxhall-Opel over

Women allowed to drive in  
Saudi Arabia / GDPR in Europe

Fire at Notre Dame cathedral in Paris / 
Demonstrations in Hong Kong

Brexit – UK leaves EU / Corona virus 
pandemic spreads worldwide

2016 2017 2018 2019     2020
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