TwoPac solves the practical details
At TwoPac in Eslöv, Reuteri is inserted into
straws for delivery to the customers.
read more on page 13

communication is key

Product development

Cristián Contreras, BioGaia’s newly appointed
Director of Marketing, is focused on giving
customers the best possible support.
read more on page 9

Innovative products are one of BioGaia’s hallmarks, and Lund is where
their development takes place.
read more on page 11

biogaia’s development
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A magazine from BioGaia about past year

2006

In several parts of this publication we talk about
BioGaia’s ”model”, what it consists of and that it
works. Another way to describe the model is by
drawing two curves, as in the diagram above. The
blue curve shows sales and the red curve operating
expenses over the past four years. As you can see,
there is a growing gap between the two. That’s
where the model comes in.
read more in the annual report and in the magazine

Discoverers
In the mid 1980s, Walter Dobrogosz and Sven Lindgren met at the Swedish University of Agricultural
Sciences in Uppsala where their shared efforts led
to a discovery that laid the foundation for BioGaia’s
business, namely Lactobacillus reuteri.
read more on pages 4 and 5

many languages
in many countries

healThy grOwTh
Products for children are showing fast growth and good profitability.
BioGaia’s Probiotic drops give children around the world a good start in
life and help them to grow up healthy. With its portfolio of high quality
and profitable products, BioGaia is also experiencing healthy growth.

BioGaia strives for close partnership with its customers and distributors. Jonas Weimer, BioGaia’s new
Director of Sales, provides good examples of how
the BioGaia brand is being handled around the world.
read more on pages 6 and 7

new study highlights
beneﬁts of probiotics
Professor Svante Twetman’s study confirming the
role of BioGaia Prodentis in oral health was published
in autumn 2008. “The study gives greater weight
to our message to dentists and oral hygienists and
indicates additional areas for future studies,” says
Anders Zachrisson at BioGaia.
read more on page 8
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The model
works

• BioGaia has 42 employees, of whom
17 work in Stockholm, 18 in Lund,
3 in Raleigh, USA, and 4 in Hiroshima,
Japan.

O

• The company’s class B share is
quoted on the small caps list of
the Nasdaq MX Nordic Exchange
Stockholm.
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objective standpoint we have not seen
any indications that our business has suf
fered. There has perhaps been a slight de
crease in the dairy products segment, but
thanks to our strong agreements this has
not led to any loss of revenue.
It is difficult to predict what lies
around the corner. We remain alert and
are continuing to explore and develop
new indications and delivery systems that
will be our future sales successes.
2009 looks to be a very exciting year
with a number of clinical studies under
way and launches in several markets. Our
partner Nestlé is launching infant for
mula and follow on formula with Reuteri
and is ambitiously marketing Kid’s Boost
Essential with our straw in the USA. In
the past year we signed no fewer than ten
agreements under which we will launch
products in 2009.
s
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O r ale have ri en by an average of

nearly 40% annually since 2002. We
have been profitable since 2006 and our
Board has now proposed a dividend to
the shareholders. I am naturally deligh
ted that we have the means to give some
thing back to our shareholders, and can
do so without impairing our ability to
seize the opportunities ahead.
Regardless of what happens in the eco
nomy, we are sticking to the business
model that has proven sustainable and
capable of generating substantial profits. I
am convinced that there is a fundamental
and growing need for our products and I
look to the future with confidence! q
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• Extensive clinical studies have shown
that BioGaia’s various probiotic
products stimulate the human immune system, protect against GI
tract and respiratory tract infections,
alleviate the side effects of anti
biotic treatment and reduce the level
of H. pylori infection. Studies also
show that Reuteri relieves infantile
colic, reduces the risk of infection
in pre-term infants and reduces gum
inflammation, plaque and the risk for
dental caries.

Peter Rothschild, Managing Director
of BioGaia
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• BioGaia also sells and develops
unique delivery systems, such as
probiotic-containing straws and caps.

• BioGaia’s research is focused on
selection of different probiotics for
gut health, the immune system and
oral health.

RIAL

• The products, such as drops, tablets
and baby formula with Reuteri, are
sold in some 40 countries worldwide.

I

• The products are based primarily on
different strains of the lactic acid bacterium Lactobacillus reuteri (Reuteri).

• In Sweden, BioGaia’s products are
sold under the brands Semper
Magdroppar and Gum PerioBalance
chewing gum in pharmacies, as well
as Semper whole grain cereal and
infant formula with active culture
and Probiomax gut health tablets in
grocery stores.

The US marke i also showing signs of
burgeoning growth, albeit from a low
level. There, our partner Everidis is wor
king hard to get things rolling, in line
with the model, and I am certain that we
will see excellent results in the future.
In Japan we have attempted to adapt
our model to this large but challenging
market. It has proven difficult to reach
physicians, but we have also made direct
contact with hospitals and tried to get a
foothold among pharmacies and drug
stores. But while sales are increasing, the
actual sales and marketing process is a
drain on resources and we have therefore
decided to find one or several suitable
distributors in Japan. Based on rising
sales and a close partnership with a
local supplier, I believe the Japanese
venture will show a profit in the second
half of 2009.
These days it’s hard to avoid mentio
ning the economic situation. Dire head
lines fill the news day and night and it is
easy to become passive and take a “wait
and see” approach. We naturally have
to be observant to what is happening in
the world around us, but from a purely

E

• BioGaia is a biotechnology company
that develops, markets and sells
probiotic products with documented
health benefits.

probiotic drops in Europe. It’s fantastic
to see how enthusiastically our produc
ts are being received in countries like
Ukraine, Bulgaria and Slovakia. Spain
and Portugal are other countries where
sales have picked up good momentum.
Our partners Delta Medical, Ewopharma
and Ferring are ideally suited to our mo
del and are doing a superb job in their
respective markets. And we are amazed
at the strong sales growth in established
markets like Italy and Finland. Verman
in Finland and Noos and Italchimichi in
Italy are doing outstanding work in their
countries.
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In 2008 BioGaia branded products
accounted for 20% of our total finished
product sales, which is no small achie
vement in view of the strong increase in
products sold under partner brands.
To support these sales and implant
the BioGaia brand in the consciousness
of healthcare providers, we take part in
medical conferences and exhibitions and
host our own seminars for physicians fea
turing lectures by researchers who have
worked with Reuteri. In 2008 we were
very active in this type of marketing and
will remain so in 2009 and onwards. The
intention is to position BioGaia as a well
known brand and a symbol for quality
probiotics among health professionals so
that they recommend our products to
their patients.
Product sales are rising in all markets,
with the strongest growth for BioGaia’s
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’ clear
ee that the business model
we’ve been using since 2000 is working,
and working well. Our strategy is to find
local distributors, often smaller ones,
who see our products as a significant part
of their offering and to maintain good
contact with their managements and of
ten also their owners.
It is important that our distributors
have sales forces targeting relevant seg
ments of the medical profession, which
in the case of our probiotic drops me
ans paediatricians. The products are sold
in pharmacies and are recommended by
doctors. Another part of the model is to
encourage the local partners to initiate
clinical trials as a means for awakening
interest in our products among doctors
and other healthcare personnel. Today
we choose partners that want to sell pro
ducts under the BioGaia brand.

Peter Rothschild, Managing Director of BioGaia.
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The key to successful clinical studies lies
in the collaboration with our partners, feels
Director of Research Eamonn onnolly.
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Digging deeper in
research

of

n mber highly successful
Italian studies in recent years
have gained widespread atten
u

• Reuteri’s full name is Lactobacillus reuteri. It belongs to
the lactobacillus family, also
known as lactic acid bacteria.
Both names are correct, in the
same way that bacteria and
germs mean the same thing.
• Lactic acid bacteria occur
naturally in both humans and
animals and belong to the
category of “good” bacteria
that we depend on to maintain our health.
• If we compare with mammals,
Reuteri is a separate species
within the lactobacillus family
just as dog is a species in the
mammal family.
• The species of dog consists
of countless breeds of vario
us shape, colour and size, but
they are all dogs, even though
there is a great difference
in the appearance between
a Pekinese and an Irish Wolf
Hound.
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tion. Savino’s studies on how
Reuteri affects infantile colic
and Indrio’s study on preterm
newborns are two such examp
les that were given extensive co
verage in the media, and led to
an immediate pick up in sales.
Eamonn considers this work
model strategically important
and would like to see it used
among the company’s partners
in all countries.
“By cooperating with our
partners in new clinical trials,
we create a closer strategic in
terplay between research, mar
keting and sales that has very
bright prospects for the fu
ture.” q
-

on digging deeper and deeper
and we are working at a more
basic level than earlier,” explains
Eamonn Connolly. “This is
partly due to advances in gene
tic techniques and the fact that
the bacterium’s genome, its ge
netic makeup, has now been
fully sequenced.”
Research projects are un
derway around the world and
Eamonn’s task is to gather the
results and continue building up
the company’s bank of know
ledge about probiotics in general
and Reuteri in particular.
“Research results provide new
knowledge, but the practical be

nefits and potential in new app
lication areas for Reuteri or a
new strain are first seen in well
controlled clinical trials. Clini
cal studies are crucial for Bio
Gaia to move forward and deve
lop new products.”
“The key to successful clinical
studies often lies in the collabo
ration with our partners,” says
Eamonn Connolly. “We plan
to continue on this path. Expe
riences from Italy show that it is
an effective approach that bene
fits both us and our partners.”
A
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The network of researchers studying Lactobacillus reuteri is
expanding steadily and at the centre of this web is Eamonn
onnolly, BioGaia’s Director of Research, a role that he enjoys
and that is becoming increasingly interesting for every year
that passes. Although there are rarely any revolutionary break
throughs in this field, there is an exciting journey to be made in
the world of microbiology.
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• Within the Reuteri species
there are a number of different strains, just as there
are many different breeds
of dog.
• Unlike dogs, however, the
various Reuteri strains look
almost identical. The differences lie in their genetic
make-up and are visible when
the DNA of the strains is
compared.
• Reuteri is an unusual lactic
acid bacterium and differs
from most other lactobacilli
in that it is adapted to reside
in the gastrointestinal tract.
• At present BioGaia has some
50 Reuteri strains in its
research bank, and it is here
scientists are searching for
strains with properties that
can contribute to improving
human health.

3

pioneering
microbiologists…
Research can be defined as the process of seeking answers to given
questions based on a set of assumptions. But the results may not be what a
researcher is expecting, and may in fact be the answer to totally different
questions. The secret is to be open to whatever emerges – and suddenly you
have a whole new discovery on your hands. That’s what happened to sven
Lindgren and his colleagues the day they discovered reuterin.
he grew Up in the Swedish pro
vince of Jämtland but has none
of the hallmarks of a taciturn
northerner, quite the contra
ry. After graduating from high
school in Sundsvall in the
1960s, one thing was clear – all
roads led to Uppsala.
So also for Sven Lindgren,
who began studying mathe
matics, zoology, chemistry and
microbiology and was soon im
mersed in the academic world.
After earning a bachelor’s de
gree, he was hired by the Swed
ish University of Agricultural
Sciences (SLU) as a teacher’s as
sistant, which also meant work
ing on this own thesis in micro
biology.
In those days the study of
microbiology was far removed
from today’s modern methods
and tools, not least in the area
of genetics.
“My research was on the use
of microorganisms as a preser
vative,” says Sven Lindgren, “to
make silage without using orga
nic acids, such as formic acid,
which was the most common
method back then. Somewhere
along the line I became inter
ested in studying how to use
bacteria in a positive way in dif
ferent environments, not least
in the food area where they had
been used for some time in cer
tain dairy and meat products.”
bUT aT ThiS STage, the path

leading to an academic career
was not a clear one. Music was
another powerful influence in
his life, and has remained so to
this day.
Despite his musical pursuits,
Sven managed to complete his
thesis on time and also found
several viable alternatives for the

4

use of microorganisms as food
preservatives.
Among the useful microbes,
lactobacilli were an important
group that displayed positive
attributes.
Around this time people
started looking at ways to phase
out antibiotics as an additive in
animal feed.
Together with two colleagues,
Lennart Björk and Torkel Wad
ström, Sven was given the task
of evaluating whether it was
possible to use lactic acid bact
eria for preventative purposes.
The first step was to create a
model system on which to build
further.
“At the same time, I was visit
ed by Walter Dobrogosz from
the USA and we were discus
sing this model system. We were
wondering how we could get
the E. coli bacteria to grow, but
not the lactobacilli, and came up
with the idea of adding glycerol,
a byproduct from saponification
of fats. What actually happened
was that the bacteria produced
a substance we called reuterin,
which proved to have a powerful
inhibitory effect and the E. coli
just disappeared.”
ThiS previOUSly UnknOwn phen
omenon and the discovery of
reuterin, a substance produced
by Lactobacillus reuteri, awaken
ed an interest in the Reuteri
bacteria. The next step was to
identify how reuterin was form
ed, as part of doctoral student
Lars Axelsson’s research.
Studies were performed on a
number of different lactobacilli,
but Reuteri showed such a dis
tinct inhibitory effect on E. coli
that the team chose to focus on
it exclusively.

The discoveries made back
in the mid1980s provided
grounds for a patent on Reu
teri and laid the foundation for
what is today BioGaia.
Continued development
work was carried out in the
USA by Walter Dobrogosz, and
together he and Sven founded
a company there. The idea was
to find partners who could as
sist in developing products that
could be taken to market.
“One observation I made
during this period was that as
a scientist, you have to learn to
hand over good ideas to the real
entrepreneurs. We almost always
lack the necessary skills. What
Jan Annwall and Peter Roth
schild have achieved after nearly
20 years with BioGaia and Reu
teri, we would never have come
close to on our own.”
hOw biOgaia came inTO the pic
ture is a whole different story
and shows, just as in the discov
ery of Reuterin, that you never
know what’s waiting around the
corner. Or in this case, in the
Swiss ski resort of Verbier.
There, Sven ended up sharing
a chairlift with Per Hellström,
who was working with Jan
Annwall and Peter Rothschild
in a venture to export organic
produce from southern France
to Sweden. They were having
problems keeping the vegetables
fresh and Sven explained how
it was possible to preserve food
products by natural means with
the help of microorganisms.
Contact was established and
BioGaia ended up acquiring
Sven and Walter’s company to
gether with its patents and of
fice in Raleigh, USA.
Sven’s career took a new di

on the wall at BioGaia’s head office hangs a picture of
Lactobacillus reuteri’s discoverers, Walter Dobrogosz (at
left) and sven Lindgren.

rection at the beginning of the
1990s when he accepted a pro
fessorship at the Swedish Na
tional Food Administration
(NFA), but without losing con
tact with BioGaia and its re
search on Reuteri. During his
time at the NFA, Sven worked
extensively with food safety at
the international level. And al
though recently retired, his in
ternational commitments have
continued and he still devotes
about six days a month to as
signments mainly for the Eu
ropean Food Safety Authority
(EFSA) – a panel of experts that
provides independent scientific
advice in the food safety area.
Nor has he not forgotten his
Jämtlandic origins, and helps
indigenous Same people in Idre

to develop their selfproduced
products.
Even so, Sven has plenty of
time for his music and family –
his wife, three children and two
small grandchildren.
And of course his saxophone.
“i’m a member OF a big band
called the Sunshine Orchestra
which mostly plays music from
the 1940s, and we have a smal
ler ensemble that plays jazz. As
a recent retiree, I also play in a
pensioners’ orchestra between
one and four in the afternoon
on Wednesdays. But I have so
much work that I’ve missed
quite a few sessions,” confides
Sven Lindgren, who still hasn’t
quite decided whether to go for
music or microbiology. q

walTer DObrOgOSZ waS
bOrn and raised in Erie,

…laid the
foundation for
biogaia of today
it’s not possible to talk about the discovery of Lactobacillus reuteri
and origins of BioGaia’s core business without also mentioning
Professor Walter Dobrogosz. He has a long and illustrious career
as a microbiologist behind him and is still active in this field despite
the addition of “Emeritus” to his title.

Pennsylvania, and edu
cated at Pennsylvania
State University, whe
re he also earned his
Ph.D. He stayed active
in the research sphere
and eventually became
a Professor at North
Carolina State Univer
sity, where he spent a
large share of his pro
fessional life. Listing
all of his awards and
grants would take up
far too much space,
but it was in fact a
grant that brought
him to Sweden and
Uppsala in the mid
1980s.
“At that time I
was doing research
on Ecsherichia coli
and had started to
wonder what role
lactic acid bacteria
could play in this
context. Around
the same time,
my eldest son had
moved to Stock
holm, so my wife
and I investigated
whether anyone
in Sweden was
interested in re
searching lacto
bacilli. I came
in contact with
Sven Lindgren,
who was keen
to know more
about what I was
doing. I then applied
for a grant from the Fulbright
Commission, came to Sweden
on 1 August 1983 and initially
stayed for one year. I later re
turned to Sweden in 1985 for a
few months as a Guest Professor
in Lund.
is there anything special you
remember from your work
leading up to the discovery of
Reuteri?

“It started out with Sven iso
lating a number of unidentified
lactobacilli strains from healthy
sows. He asked if I had any idea
how to determine whether these
strains could produce an un
known antimicrobial/antibiotic
substance. I had a new method
that was capable of doing that
and we were able to prove that
these strains, identified by Sven’s
student Lars Axelsson as Lactobacillus reuteri, could produce
this new antimicrobial substance

which was later named reuterin.
I then took the strains home
to my lab at NC State Universi
ty and continued working with
reuterin. After filing for patent
we then founded a company,
ProBiologics International Inc.
(PBI), based on our discoveries.
How did you end up deciding
to start a company based on
Reuteri?

“It was an idea that took
shape in the course of our work,
when we saw that Reuteri had
unique attributes. We contin
ued to isolate strains from
different species. Dr. Ivan
Casas, our Research Director,
tested the effects of Reuteri on
turkeys, with successful results,
and similar trials were carried
out on chickens. Eventually,
we also used a human strain.
At that point we knew there
was a market for our product.
The research and developments
carried out by PBI provided a
foundation for what today is
known as BioGaia AB.
Now that you have left the
academic world, are you staying abreast of developments
related to Reuteri?

“I continue to take an interest
in and work with Lactobacillus
reuteri in various ways. Among
other things, I hold seminars on
this topic, examine the future
potential and do some teaching
here at home in Raleigh.
A completely different question
– steve Dobrogosz is a well
known musician in sweden, is
there any connection?

“Absolutely! Donna and I have
been blessed with four wonder
ful children and nine equally
wonderful grandchildren. Steve
is our eldest. He met Katarina
Fritzén, a flautist, at the Berkeley
School of Music in Boston and
they married in Sweden while
Steve was attending the Royal
Academy of Music. Their eldest
son Jonathan is following in his
parents’ footsteps. He recently
graduated from the Academy
and has released his own CD.
One magazine wrote that Steve
is the new Chopin, but we think
he’s better!”
so it’s actually thanks to steve
that you came to sweden,
Lactobacillus reuteri was
discovered, and BioGaia is a
successful company today?

“Yes, I guess you could say
that!” q
5

Our partners are doing a
S

Jonas Weimer, BioGaia’s former Regional
Director for Europe, is the company’s new
Vice President of ales. He describes
BioGaia’s business model and how it is
implemented by three partners, all of which
work with BioGaia’s own brand. These three
rather different companies have one thing
in common – in a short span of time they
have significantly increased their market
shares.

-

“Not only do they provide
clinical results that can be used
in other markets, but our part
ner also gains a lot of product
related attention in its market.”
The perhaps best example
of this so far was the attention
focused on BioGaia’s Reuteri
drops in Italy last year follow
ing the studies by Dr. Savino
on infantile colic and Dr. Indr
io on the effects of Reuteri on
preterm newborns. Both news
paper and TV coverage was ex
tensive and sales took an imme
diate leap forward.
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vide all customers with uniform
marketing material, a cohesive
and consistent message that
provides a platform on which to
build the BioGaia brand. The
more partners who work from
this platform, the greater the
scope to gather tips and ideas
from others in the network.
The next important aspect is
to support the partners in their
efforts to initiate local clinical
studies. Jonas Weimer sees
several advantages in this.
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“Based on
the Italian
example, we
are in the
process of
rolling out this
model on a
global level.”

d

Few lac bacilli are backe up
by as much documented sci
entific research as Reuteri, and
this is stimulating interest in its
use for clinical studies. By mak
ing the documentation avail
able, BioGaia can help its part
ners to get interesting studies
started.
“Based on the Italian example,
we are in the process of rolling
out this model on a global
level,” says Jonas Weimer. “In
recent years we have also search
ed for partners that have close
relationships with specialists in
the paediatric field. The agree
ment with Ferring is one such
example.”
Ferring is a traditional phar
maceutical company based in
Switzerland. Because BioGaia’s
probiotic products are not clas
sified as drugs, this is a new
situation for the company.
Ferring has a decentralised orga
nisation in which each national
unit has a high degree of au
tonomy. The company focuses
mainly on specialists and has
not yet started targeting phar
macies and consumers the way
other partners do to widen the
to
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close cooperation with its custo
mers, more accurately refer
red to as partners. These are the
companies responsible for mar
keting and sales at the next lev
el, in their own respective mark
ets. BioGaia’s regional directors
have continuous contact with
the existing customers and also
follow up new leads.
For several years BioGaia has
applied a business model for
the partner relationship that is
adapted to their individual con
ditions and resources. One key
aspect of this model is to pro

base for volume growth.
But having specialists on
your side is critical, according
to Jonas Weimer. Their good
will and opinions are crucial for
other distributors to succeed in
selling the products.
Another company highlight

ed by Jonas Weimer is Ewo
Pharma, also a well established
Swiss pharmaceutical company
that instead uses a centralised
approach. EwoPharma has an
organisation that targets spe
cialists, pharmacies and consu
mers.

“EwoPharma has surpassed
expectations in several of its
Eastern European markets,” says
Jonas Weimer. “They were al
ready selling a number of other
OTC products in pharmacies,
and our products fit well into
the mix right from the start. My

g a fantastic job!

The logotype and packages look the same when the products are sold under the BioGaia brand. But the language
and tone are adapted to the conditions in each market. Here
are examples from three different countries and partners.

hope, and theirs, is that we can
add additional products to their
portfolio.”
a ThirD parTner ThaT has achie

As newly appointed Vice President
of sales, Jonas Weimer supports
and monitors sales of BioGaia’s
products in more than 40 countries
worldwide.

ved rapid success is Ukrainian
Delta Medical, a young com
pany started by American Will
Wickham after he spent a few
years in Ukraine as a representa
tive for a major pharmaceutical
company.
Delta Medical serves the
Ukrainian and Kazakhstani
markets with a wide range of
products that are sold via phar
macies, not only drugs but
also dietary supplements and
some medical equipment. In
a short amount of time, they
have achieved excellent sales of
BioGaia’s drops and will also

launch BioGaia’s tablets in
2009.
“Delta is a young and dyna
mic company that has a very
Western approach, for obvious
reasons,” explains Weimer. “It
has been interesting to follow
its progress and I am certain
that they will do very well with
several of our products.”
Ferring, EwoPharma and
Delta Medical all work with
the BioGaia brand. All three
have a firmly established rela
tionship with health profes
sionals, i.e. paediatricians and
other medical specialists whose
support is necessary to success
fully launch the products to
pharmacies and eventually also
consumers. All according to
BioGaia’s marketing strategy. q
7

dentis, which aside from acting
directly on the pathogenic bac
teria also has anti inflammatory
properties. As a result, Proden
tis not only reduces the cause of
the inflammation but also inhi
bits the inflammation process.
What makes this especially in
teresting is that research shows a
clear link between inflammation,
not least in the oral cavity, and
cardiovascular disease.
-

Anders Zachrisson is responsible
for research and development of
oral health products.

d

ll w- p two weeks after

the study, bleeding in the pla
cebo group was almost back to
the starting level while that in
the two Prodentis groups had
increased to a significantly les
ser extent.
In the Prodentis groups, the
amount of fluid in the gum
pockets decreased by 43% for
those taking one chewing gum
per day, and by 53% for those
taking two per day. A signifi
cant decrease in inflammato
ry mediators was also found in
those who had taken Prodentis.
“The importance of this stu
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n er Zachri n a i aia is
very satisfied with the results
of Professor Twetman’s study,
which he feels is of a high qual
ity and opens up new angles of
attack for the future.
“A study that so clearly con
firms earlier results is a major
asset and gives greater weight
to our message to dentists and
oral hygienists,” says Anders
Zachrisson. “Due to the study’s
wide scope, it provides indica
tions of other areas for future
research. The scientifically pro
ven link between inflammation
in the oral cavity and cardiovas
cular disease is another interes
ting line of study. We can also
draw the conclusion that Pro
dentis not only eliminates the
’bad’ bacteria, the pathogens,
but that is also interacts directly
with the immune system.”
n here are her implica
tions that are of interest for
further study, according to
Anders. There is a known
connection between gingivitis
and periodontal disease, or
tooth loss, and bad breath.
The latter of these is a wide
spread problem that has creat
ed an enormous market for
mouth wash, an antiseptic flu
id that kills harmful bacteria.
The problem is that like anti
biotics, they kill all microor
ganisms, good and bad alike.
Many people are not aware that
the good bacteria are needed to
maintain oral health. q
d
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ond the ability of fighting off
pathogens,” comments Profes
sor Svante Twetman. Our im
mune system involves media
tors that promote inflammation
when they are ‘turned on’. Our
results suggest that these medi
ators can be down regulated by
L. reuteri Prodentis.”

A

50% of all people over the age
of 30. If someone suffers from
gingivitis, it is immediately vis
ible when the dentist examines
the patient. If the patient has
no inflammation, the typical
tooth examination we have all
experienced should not cause
any bleeding at all.
The human mouth microflo
ra typically contains more than
500 different species, with
millions of bacteria per ml of
saliva. When an imbalance
arises in this flora it can cause
the immune system to react, re
sulting in some kind of inflam
mation. BioGaia’s oral health
products contain a bacterial
strain, Lactobacillus reuteri Pro


gut health and the immune sys
tem, but for several years we
have known that Reuteri can
also do a lot of good in the oral
cavity. The first clinical studies
showed good efficacy against
Streptococcus mutans, the bacte
rium that causes dental caries.
BioGaia also performed a study
on treatment of bleeding gums,
for which the medial term is
gingivitis. Gingivitis involves
inflamed gums that become
sensitive and bleed easily.
Gingivitis is regarded as a
disease and is more common
than most people think. Fig
ures from the USA show that
inflamed gums affect more than
8
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The latest study carried out by Professor vante Twetman, an
authority in the dental profession, confirms that Lactobacillus
reuteri Prodentis has an inhibitory effect on inflammation of the
gums, commonly known as gingivitis.
“We are delighted that the study so clearly strengthens our own
and our partners’ argument about the benefits of probiotics for
oral health,” says Anders Zachrisson, Vice President, R&D ral
Health at BioGaia.
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Study strengthens
oral health products
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The study was performed on three groups. The first group received only placebo chewing gum (BLA K BAR). The
second received one chewing gum containing Lactobacillus reuteri Prodentis and one with a placebo daily (L GHT
BL E BAR), and the third group received two chewing gums containing Prodentis daily (BL E BAR). The above chart
shows that the number of bleeding sites was radically reduced in the groups taking Prodentis. n a follow-up two
weeks after the study, bleeding had increased to a significantly lesser extent in the Prodentis groups than in the
placebo group.
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4 weeks
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y wa carrie out at
the University of Copenhagen
by Professor Svante Twetman
and his research team at the De
partment of Cariology and En
dodontics and the results were
published in Acta Odontologica
Scandinavia.
In the study, 42 randomly se
lected subjects with moderate
gingivitis were divided into three
groups. The first group received
two placebo chewing gums daily,
the second group one chewing
gum containing Lactobacillus
reuteri Prodentis and one with a
placebo daily, and the third
group two chewing gums con
taining Prodentis daily.
The evaluation was based on
three parameters. First, they
looked at any changes in the
number of bleeding sites. They
also examined the accumulation
of fluid in gum pockets, an
other sign of inflammation, and
the levels of so called inflamma
tory mediators that trigger the
inflammation process.
The number of bleeding si
tes decreased dramatically in
both groups taking Prodentis
chewing gum, by 85% for those
taking one Prodentis chewing
gum per day and by 86% for
those taking two. (See diagram).
The amount of bleeding in the
placebo group also decreased,
which is natural when taking
part in a study. Everyone knows
how carefully we brush our
teeth before visiting the dentist!

The
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“A study that
so clearly
confirms earlier results is a
major asset”
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dy is not only that it supports
earlier findings that L. reuteri
Prodentis can be effective in the
treatment of gingivitis, but also
that it points towards an exten
ded mechanism of action bey
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Communication on a
wide front
As BioGaia’s new Vice President of Marketing, Cristián Contreras sees it as his role to
support the company’s organisation and its
partners around the world.
Marketing is the primary means for brand
building. Although BioGaia’s markets vary
widely, the same message is communicated
to everyone through the Internet, symposiums, research reports, printed materials,
PR and the other tools at his disposal.
He took up duties as Vice Presi
dent of Marketing at BioGaia
the day before the start of the
world paediatric congress, WC
PGHAN, in Brazil. Activities
of this type are a cornerstone of
BioGaia’s global marketing stra
tegy, and in this case were extra
important as Cristián has also
retained his earlier position as
Regional Director for all of Latin
America.
“Our participation at the
WCPGHAN event was a suc
cess and the symposium we
hosted was very well received,”
according to Cristián Contreras.
“There was a strong interest in
BioGaia and our products. On
the day after the symposium
around 600 people visited our
stand, out of a total of 2,500
participants at the conference,
which I think shows that we
did the right things for the right
people in the right place.”
At BioGaia’s symposium, four
independent researchers presen
ted their results from clinical
studies on Reuteri. Dr. F. Sa
vino talked about his colic stu
dies, Prof. Z. Weizman about
the immune health of child
ren, Dr. T. Abrahamsson about
studies to reduce the risk of al
lergies and asthma and Dr. R.
Francavilla about the results of
studies on how Reuteri can con
tribute to more effective
treatment of Helicobacter Pylori
infection.
But because not everyone
with an interest was at con
gress in Brazil, the symposium

was documented in the form
of both articles and films that
are now available on BioGaia’s
website. In this way it is pos
sible to maximise the benefits of
the event.
Participation in conferences

and symposiums is something he
plans to continue working with,
in view of the major advantages
for both local and global marke

“In reality we

serve as a support function
for both our
partners and
our own sales
organisation.”
CRISTIÁN CONTRERAS

ting. In 2009 BioGaia will there
fore take part in the annual con
ferences of the European Society
for Paediatric Gastroenterology,
Hepatology and Nutrition (ES
PGHAN) and American Acad
emy of Pediatrics (AAP), which
is the world’s largest with some
10,000 participants.
Cristián sees the market
ing director’s new role as be
ing partly a result of BioGaia’s
ongoing efficiency optimisation.
Among other things, it is aimed
at achieving better coordination

Vice President of Marketing Cristián Contreras’ most important task is to position the brand internationally.

between marketing and sales.
It also reflects the marketing
strategy now being used by the
company, in which BioGaia
takes explicit overall responsi
bility for marketing to health
professionals, i.e. physicians,
nurses and other healthcare
personnel.
“In reality we function as a
support organisation for both
our partners around the world
and for our own sales organi
sation,” says Cristián Contre
ras. “We produce what they
need, as long as it is consis
tent with our branding strat
egy. Here in Sweden I work
very closely with Jonas Wei
mer, who took over as Director
of Sales at the same time that I

became Vice President of Mark
eting.”
According to Cristián, his most
important task is to position
the BioGaia brand internation
ally through the company’s own
activities and with the help of
partners whose marketing is
targeted toward healthcare pro
fessionals. In order to succeed
and continue building on the
BioGaia brand, it is necessary
to provide all partners with the
same marketing platform no
matter where they operate. Cer
tain local adaptations may be
permitted, but the basic com
ponents are the same.
“We help our partners to
communicate and need to main

tain control over the message,”
emphasises Cristián. “We are
already providing them with a
lot of material, sometimes a bit
more than they can handle when
it comes to research reports and
other scientific information. I
have received feedback from
doctors who are overwhelmed
by information and are asking
for more easily accessible, simple
and inspiring materials from us,
and this is obviously something
we listen to.”
“It’s not enough to have a so
lid scientific foundation, good
results from clinical trials and
the best products,” says Cristián
Contreras. “The challenge is to
make sure that everyone knows
and understands that”. q
9
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Driven by growing interest from the market and a new strategic
alliance with Bericap, one of the world’s largest manufacturers
of plastic closures, BioGaia decided to move LifeTop ap to a
separate subsidiary. taffan Pålsson, BioGaia’s former Director
of Marketing, is co-owner and Managing Director of the new
company that has been named apAble.

10

sson. “Flavoured water is one
such area, and there are many
more where our solution can
be an excellent tool for prod
uct developers. The safety of
the product is critical, since no
one wants to risk compromising
their brand.”
CapAble contributes know
ledge about how to handle sen
sitive ingredients and how to
pack, form and fill the caps.
Staffan Pålsson sees two pos
sible business models for Cap
Able. In one case the customer
delivers a finished ingredient
packed in a special blister that is
placed inside the cap.
In the second case, the custo
mer sends a recipe for what
they want in their caps and al
lows CapAble to provide that
service as well. This is an excel
lent business opportunity, since
BioGaia’s experience of probio
tics gives the company a high
level of expertise in this area.
ff
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re S a an wants
CapAble to increase its capac
ity for ingredient services and
sees major potential to devel
op finished solutions based on
standard ingredients that can be
offered to the market. Further
more, there will be reason to de
velop and upgrade the produc
tion process to meet growing
volumes and rising customer
requirements. This production
process consists of the combina
tion of steps performed by Cap
Able when it packs the ingredi
ents in blisters and attaches them
to plastic caps made by Bericap.
“Since there is essentially no
limit to what can be packed in
a LifeTop Cap other than in
terms of volume, we need to
be alert to new beverage seg
ments,” concludes Staffan Påls
son. “Water has been dominant
so far, but we are looking at
fruit juices, dairy products,
sport drinks, functional drinks
and many other categories.” q
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taffan Pålsson is today co-owner
and Managing Director of apAble.

BioGaia’s patented LifeTop ap stores the Reuteri bacteria
until the time of consumption.
C
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ericap’ r le in he partnership
is to develop new products, to
manufacture them and to con
tribute to marketing and sales
via its wide customer base. The
company’s forefront position in
the beverage industry will be a
valuable asset for CapAble in
its dealings with new customer
contacts. Bericap’s strong brand
serves as a guarantee for high
quality and can open doors that
would otherwise be closed to a
small company from a faraway
country.
“There’s a lot happening in
the beverage industry today and
many producers are searching
high and low for unique pro
ducts to offer,” says Staffan Pål

-

t

The even ha br gh a renew
ed focus to LifeTop was an
agreement signed between Bio
Gaia and Bericap in April 2008.
Bericap is one of the world’s
leading makers of caps and
other plastic closures, with pro
duction plants in 18 countries
around the world. In its hunt
for creative new packaging solu
tions, Bericap carefully search
ed the market and its evalua
tion found LifeTop Cap to be
the most promising. It provided
the best protection for sensi
tive ingredients, it was simple
and cost efficient to manufac
ture and it was well protected
by patents.
Under the strategic alliance
agreement, the two companies
will collaborate in development,
manufacturing, marketing and
sales of LifeTop Cap.
LifeTop was initially develop
ed for bottles with a specific
cap format, but Bericap will
develop new models adapted
to other bottle types, not least
those with a larger opening that
are commonly used for bever

ages like yoghurt drinks, juices,
smoothies, etc.
“The trend toward larger caps
is good for us as it gives us con
tact with whole new customer
categories,” says Staffan Pålsson.
“The bigger caps provide more
storage space and therefore also
opportunities att use other in
gredients and mixtures to create
exciting new products.”
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essentially ready to be launched
for the first time. It had been
developed as a means for Bio
Gaia to offer Reuteri as an in
gredient in beverages where it
was not possible to add the bac
teria directly. Instead, LifeTop
could store the Reuteri powder
in the cap, separate from the
beverage, to be released at the
time of consumption. In this
way it was also possible to ex
tend the shelf life to up to 12
months.
But ten years ago, BioGaia’s
resources and market interest
were more limited than today.
Staffan Pålsson was recruit
ed in connection with the first
launch attempt, but instead of
devoting the following years to
LifeTop he became BioGaia’s
Director of Marketing.

B

Ten year ag LifeTop Cap was

t

N

o o: URBAN STRINDLÖV

From
idea to
finished
product

otices

E

ph

xtended partnership
with Ferring

S

Kristina ilverio is Director of Product Development at BioGaia.

o

Flying start for CapAble
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ap ble
k he ir wavering steps on its own two legs last autumn and by December had already signed its first license agreement giving US-based Mass Probiotics the right to use LifeTop Cap
on its beverages in the USA and Canada. Mass Probiotics has developed two products based on LifeTop Cap that will be marked under
the “Phd, Probiotic health daily” brand.
“This is a milestone for CapAble, since these are the first products
with LifeTop™ Cap to be launched on the consumer market,” comments Managing Director Staffan Pålsson.
The products will reach stores in the first quarter of 2009. An
additional agreement was signed at the beginning of January with
the Mexican water company Aqua Scandik. The company produces and distributes bottled water via local franchisees throughout
Mexico, one of the world’s largest beverage markets. Aqua Scandik
will launch water in three different flavours with Reuteri under the Bio
Scandik brand. The launch is expected to take place in early 2010.
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Antibiotics: Compounds that kill
or inhibit the growth of microorganisms.
Biotechnology: Technical application of natural processes.
linical research: Research on
humans.
unctional oods: Food
products that contain ingredients
with documented health benefits.
Gingivitis: Inflammation of the
gingival tissues, characterised
by bleeding gums.
Lactobacilli: Lactic acid
bacteria, i.e. bacteria that are
able to ferment various types
of sugar and convert them into
lactic acid.
Lactobacillus reuteri:
BioGaia’s patented probiotic
lactic acid bacterium with the
®
brand name Reuteri .
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ri ina ee he in house deve
lopment lab at TwoPac, close to
the product line, as a major ad
vantage since they are now able
to do more of their own testing.
She is satisfied with the com
bination of innovations, line
extensions and customer driven
projects and is equally pleased
with the mix of people on the
team. Lotta Gröön is a hands
on person who gladly throws
herself into new tasks, prefe
rably in the development lab,
while Elisabeth Sjöberg is a
creative thinker and Christoffer
Lundqvist has a very analytical
mind. Whatever they’re up to at
the moment – it’s strictly con
fidential.
“You’ll have to wait and
see. But we haven’t been rol
ling our thumbs, I can tell you
that much,” she adds mysteri
ously. q
-
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The hir ca eg ry i line exten
sion, or the introduction of new
products in the company’s exis
ting product lines. This can also
be a matter of using additional
delivery systems, such as offering
the market oral health tablets in
a bottle as an alternative to the
blister packed chewing gum.
The chewing gum and tab
lets are both flavoured, and att
ractive new taste varieties are
another aspect of product deve
lopment.
When it comes to the pro
duct content, the drivers and
ideas come from the research
sphere and Eamonn Connolly.
These can include new strains
and applications that require
new delivery systems.

“We have a stronger focus
and higher level of activity in
product development today,”
says Kristina Silverio. “We are
also working more closely with
other parts of the company,
mainly sales and quality assur
ance. This integrated process
has many advantages and en
sures that we’re on the right
track from the very start.”
Once an idea has gained ac
ceptance, it’s time to start a feas
ibility study. If the study shows
that the idea is worth moving
forward with, a project is laun
ched that will eventually culmin
ate in a new product. That’s the
work model in a nutshell.
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n her ca eg ry i ma e up of
ideas from customers, some
times in the form of require
ments for a product to fit into
their offering, and these are
known as “customer driven de
velopment projects”.
In one recent example, the
straw needed to be adapted for
use with Nestlé’s new Kid Es
sentials product for the US
market, and the team was able
to come up with a solution that
everyone was happy with.
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new deli
very systems, i.e. methods and
technologies for distributing Reu
teri to consumers, each of which
must be adapted to a specific area
of use and environment. Good
examples of products in this cat
egory include BioGaia’s straws,
caps and oil drops, all of which
have been designed to give the
Reuteri bacteria an adequate shelf
life and a suitable format for con
sumption.
“We always try to collaborate
with researchers and take part
in any clinical studies that are
being conducted,” says Kristina
Silverio. When it comes to de
livery systems, they need to be
thoroughly tested in a clinical
setting to ensure their quality
and effectiveness.
“Ideas and suggestions for

The ir

new products can come from
many different sources,” she
says. “Everyone in the compa
ny walks around thinking along
these lines, and then suddenly
someone remembers that they
have seen something some
where that could be useful.”
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’ har
alk about BioGaia’s
product development in any de
tail, since the most interesting
concepts and projects current
ly occupying Kristina Silverio
and her product development
team at the Lund office are all
top secret.
But we can describe the
thought process and steps
leading up to the development
of new products. This is a high
ly prioritised area for BioGaia,
and in the past two years the
team has met with the executive
management every two months
to report on its progress and
present new ideas.
BioGaia’s product develop
ment activities can be divided
into three categories.
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uccessful product development relies on a range of different
talents. irst, of course, you need a good concept or a solution to
meet a customer request. This is followed by determined handson design work and innovative thinking to find smart solutions,
and ends with careful testing and analysis. At least, that’s the
process used by BioGaia’s product development team in Lund.

ut

pharmace ical c mpany Ferring is one of BioGaia’s
most important partners and the collaboration, which started in the
spring of 2006, has developed continuously over time. In the past
year three additional agreements were signed that give Ferring exclusive rights to sell BioGaia’s probiotic drops and tablets in a large
number of countries.
“BioGaia’s probiotic drops have been very well received by both
patients and doctors,” says Michel Pettigrew, C
of Ferring. “Now
we can make the drops available to more patients in more countries
and offer a new formulation in a tablet, which some patients will find
convenient. We are very satisfied with the successful partnership
with BioGaia.”
n BioGaia’s part, this means that the BioGaia brand will be
launched on a large number of markets, an important step in the
ambition to create a global brand for probiotic dietary supplements.
ss

The Swi

Lactobacillus reuteri
Prodentis: Name of a combination of Reuteri strains used in
oral health products.
Lactobacillus reuteri
Protectis: Name of the Reuteri strain used in BioGaia’s gut
health and immuno-enhancing
products.
Nutrition: The science or study
that deals with food and nourishment, especially in humans.
Periodontal disease: Inflammation of the gums leading to
tooth loss.
Premature: Born after a
shorter than normal gestational
period.
Probiotics: Live microorganisms which when given in
adequate amounts confer a
health benefit on the host.
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rom the Department of Microbiology at the wedish niversity of
Agricultural ciences ( L ), tefan Roos and Hans Jonsson report
on their progress in the search for answers to how and why Reuteri
works the way it does.
“When it comes to our research, there’s no guarantee that we’ll ever
be able to say ‘Now we know everything!’ But we do know significantly more today that just a few years ago,” says tefan Roos.

operating with each other. Over
the years, BioGaia has function
ed as the hub of the network,
creating opportunities for them
to meet and exchange experi
ences.
Stefan Roos mentions fellow
researchers like Robert Britton at
Michigan State University, Jens
Walter in Nebraska and Jim
Versalovic at Texas Children’s
Center, the winner of BioGaia’s
Ivan Casas Probiotics Award
2007, all of whom are at the

forefront and already have a good
relationship with BioGaia today.
“It is our common hope that
we will be able to gradually
strengthen the independent net
work of basic researchers focus
ing on Lactobacillus reuteri. We
believe this is an excellent way
to reinforce our efforts. By syst
ematically sharing knowledge,
we can assert ourselves more
effectively in competition with
other research constellations,”
believes Stefan Roos. q


o

he c mplex nature of
this field, SLU cooperates with
other disciplines, physiologists
and other departments at Upp
sala University.
The basic researchers studying
Reuteri have a lot to gain by co

D e

How Reuteri helps to keep us healthy is one of the questions tefan Roos is
seeking answers to.
S

In the past year Stefan Roos
and his colleagues at SLU have
concentrated on developing
models to better study how
Reuteri reacts with its environ
ment in the intestine. For that
purpose they have cultivated
intestinal cells and the idea is
to add Helicobacter pylori to see
how the cells are affected by the
pathogen and what happens
when different strains of Reuteri
are introduced. With this model
they can perform experiments
that would not be possible in
clinical studies.
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tives from all of these groups –
or at least should have, to keep
everything running smoothly.
As a result, there is a wide va
riety in the species carried by
every person.
The conclusion is that the
bacterial flora of each individu
al can be very different but still
function in basically the same
way, at least as far as we can see.
Solving this puzzle is a task
that is occupying more and more
researchers, all seeking to iden
tify what functions the bacteria
have and how they are linked to
different illnesses, or rather how
they can prevent them.
It has been proven that lac
tic acid bacteria help to keep us
healthy. But like so many other
things related to the ecology of
our bodies, we don’t yet know
exactly how this works.
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about lactic acid bacteria and
probiotics is growing continu
ously and activities are under
way at several levels. One such
activity consists of clinical stu
dies to show the effects of lactic
acid bacteria on human health.
At another level, researchers are
studying the mechanisms be
hind the effects demonstrated
in these clinical trials.
We know for certain that
Lactobacillus reuteri occurs nat
urally in humans and animals.
We also know that people carry
a huge number of different bac
teria, of which thousands of
species have been identified in
the intestine alone. These in
testinal bacteria can be divided
into around 10 large groups
with similar characteristics, and
every one of us has representa

A clearer and more efficient organisation



BioGaia has grown dramatically over the past five
or six years, by an average of around 40% annually,
which has resulted in a proportional increase in the
number of orders, invoices, lab tests and just about
everything else. They haven’t made it any easier for
themselves by collaborating with more and more
partners in even more countries. This growth is
placing new demands on the company and in 2008
a reorganisation was carried out.
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n he beginning, when they were very
few, everyone knew what everyone else
did and it was possible to have a very
informal organisation. As anyone who
works for a small company knows,
there’s no need for an organisational
chart as long as the entire company can
fit around the same lunch table.
“We have now reached a point where
we need to ‘industrialise’ ourselves, and
have therefore introduced an organisa
tion that will maximise our efficiency
and ability to meet customer require

ments,” says Managing Director Peter
Rothschild. “Among other things, we
have added a middle management level
to create a clearer division of responsibi
lity. One example of this is that we have
separated marketing and sales through
the appointment of Jonas Weimer as
Director of Sales, a position that didn’t
exist before. Cristián Contreras has been
appointed as Director of Marketing
to replace Staffan Pålsson after he was
made Managing Director of the newly
formed CapAble.”

As Director of Sales, Jonas Weimer is
responsible for overseeing and develop
ing BioGaia’s sales around the world
with the help of the regional managers.
Cristián Contreras’ foremost task is to
implant the BioGaia brand in the con
sciousness of health professionals, which
is a top priority for the company.
The oral health products constitute
more of a separate business area under
the direction of Urban Strindlöv. He is
backed up by Anders Zachrisson, re
cently returned from Japan, who will be
responsible for R&D and marketing in
this area.
The department that has expanded
most in recent years is Quality and Re
gulatory under the supervision of Björn
Lindman, which is no wonder conside
ring that BioGaia works with complex
products that are subject to extensive
rules and regulations, which often vary
from country to country. Quality assu
rance covers the process from ensuring
a sufficient number of live bacteria in a
batch to making sure the packages meet

all quality standards. Today these activi
ties are handled by a team of six employ
ees with placement in both Lund and
Stockholm.
Virtually all areas have been reinforced
and the entire reorganisation was carried
out in stages during the past autumn.
“In 2008 we launched an efficiency
improvement programme in which we
are defining our work duties and rou
tines in a whole new way,” says Peter
Rothschild. “In the early days we were
all prepared to roll up our sleeves and
do a little of everything, many employ
ees had several parallel areas of responsi
bility. As both the number of employ
ees and the volume of work has grown,
we need greater specialisation to manage
our business efficiently. We can already
see the effects in a better focus on the
most important tasks.”
“But that doesn’t mean that we have
lost flexibility and the will to help out
wherever needed,” emphasises Peter
Rothschild. “BioGaia is still a small and
agile company.” q
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The packaging company TwoPac in Eslöv, weden, is
50 % owned by BioGaia and the result of the search for
smart and practical solutions to deliver Reuteri to
consumers in a safe and sustainable way.
“ t’s feels good to work with healthy products and think
we’ll see a real upswing when people start realising
what probiotics are all about,” says the company’s
Managing Director Per Hjalmarsson.



Lotta Gröön,
who develops
products at
BioGaia in
Lund, is happy
with the
in-house
development
lab at TwoPac.

-

The years of problem solving
and continuous development
have given BioGaia and TwoPac
a major lead on any competi
tors thinking along the same
lines, believes Per. This lead is
not easy to overcome, especially
since both the straws and caps
are protected by patents.
o
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l h gh he pr c i n volume
has grown dramatically in re
cent years, keeping up has not
been a problem. But what will
happen if Nestlé’s new product
using straws from TwoPac is a
big hit or the collaboration with
Bericap brings a tenfold in
crease in demand for caps with
Reuteri?
“That’s a problem I would
welcome, and one we already
know how to solve,” laughs Per
Hjalmarsson. “We just mul
tiply. After all, we build our
own equipment and control
the entire process, so it’s simply
a matter of placing new ma
chines alongside the old ones. If
needed, we can also increase the
capacity of the machines. And
if we grow out of our factory,
there are bigger ones we can
move to!”
Per Hjalmarsson is confident
that volumes will increase, the
only question is which product
will grow fastest. q
t

dangled by a thread.”
Not unusual in this line of
business – in fact, Astra came
close to giving up on Losec,
which later became a block
buster.
Today TwoPac has 10 employ
ees who apply Reuteri in straws
and caps and fill small bottles
with Reuteri in oil. Due to the
unique nature of this product
ion, the company has been for
ced to design, build and improve
the packaging machines used in
the process, and has accumulated
unmatched expertise in hand
ling and packaging of lactobacilli
along the way.
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“ y baby i he oil drops, a pro
ject I started working on in the
late 1990s,” she says. “It may
be our most successful product
today, but there were moments
when the survival of the project
s

s

st

st

ep wa to start build
ing a prototype machine that
could insert Reuteri into a straw.
“It didn’t seem very compli
cated when we started, but it
turned out to be more difficult
than expected and the farther
we came the more setbacks we
encountered,” says Per. “Small
details we weren’t aware of forc
ed us to continuously raise the
bar so that the product would
meet BioGaia’s standards. And
we still look for ways to make
things better – as recently as last
week we started using a new
material that will radically im
prove product quality.”
“That’s basically how we
work,” according to Per.
TwoPac’s task is not only to
package but also to continuous
ly deal with any problems that
arise along the way. This makes
TwoPac an integral part of
BioGaia’s product development
with responsibility for technical
and practical aspects.
One tangible sign of this
close collaboration is that Bio

The ir

Gaia’s development lab is now
housed in TwoPac’s facility, only
15 minutes from Lund. The lab
is used mainly by Lotta Gröön,
who sees major advantages in
working so close to production
which creates a first hand und
erstanding of the opportunities
and limitations. The path to
developing a new product can
be a very winding one.
M

of straws that Per Hjalmarsson
came into the picture around
ten years ago. After having re
cently left Tetra Pak, Per and his
business partner Ingvar Kris
tensson had set up an organisa
tion for manufacturing straws.
f

s

ea have never been in short
supply at BioGaia. At an early
stage they saw the limitations in
adding Reuteri to different food
products. The company’s focus
at that time was on Reuteri
as an ingredient in function
al foods.
The main concerns were the
bacterium’s ability to survive
in its new environment and
how to guarantee that consu
mers would receive the promi
sed dose.
Fairly soon, they began seek
ing solutions in which Reuteri
could be delivered separately
and then later mixed with juice,
yoghurt, water or some other
suitable medium at the time of
consumption. This would sig
nificantly extend the product’s
shelf life and avoid the need for
refrigerated transports, which
are not even available in many
markets.
In the early 1990s a couple of
interesting paths emerged that
would later prove to be viable
– a straw containing a dose of
Reuteri for use together with
Tetra Pak packages or similar
package types, and a cap for
different bottle formats with a
dose that is released directly into
the bever age.
It was in the hunt for so
meone with expert knowledge
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TwoPac
ready for
growing
volumes
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exciting launch in the USa
Although it must be admitted that BioGaia
has found it difficult to gain a foothold in the
us market, Americans are now starting to
understand the benefits of probiotics. Media
interest is increasing rapidly and the
attitude that all bacteria are evil is starting
to change.
Expectations are therefore high following
the launch of Boost Kid Essentials, a
nutritionally complete drink for children.

notice

biogaia in the
wall Street Journal
iT haS been DiFFicUlT to introduce “healthy bacteria” on
the US market due to a traditional aversion to bacteria in
any form, whether good or bad.
However, attitudes are changing as more and more
people discover the benefits of probiotics. In a major article in January this year, the respected Wall Street Journal
took an in-depth look at players in the probiotics market
and their documented research. BioGaia was mentioned
by name and the article referred among other things to
Reuteri’s positive effects on children with colic.

14

The prOceSS leaDing Up to the
need to supplement their daily
launch of Boost Kid Essentials
diet, perhaps because they are
in the USA has been a long one
growing slowly or are very active
by BioGaia’s standards, though
and need extra nutrition. The
other companies in the industry
main reason for using Reuteri in
would probably consider it un
the product is that it strengthens
usually fast.
the immune system.
The producer behind Boost is
“The launch started in 2008
Nestlé, the world’s largest food
and the first products were de
company. It all started with the
livered to retailers in the au
agreement signed between Bio
tumn,” says Nigel Titford. “The
Gaia and Novartis Medical Nu
product is distributed national
trition in 2006 to use Reuteri as
ly through drug and mass retail
an ingredient in
channels. Two of
Novartis’ nutri
the major drug
tion products, in
store chains,
cluding Meritene
Walgreens and
ProVital.
CVS, are stock
In 2008 No
ing the product,
vartis Medical
which will ensure
Nutrition was
good distribution
taken over by
throughout the
Nestlé and is
country.”
now part of its
“iT will be exHealthcare Nu
Nigel Titford, Regional Director,
ciTing to follow
trition division.
usA and canada.
developments
Already during
during the year,” feels Nigel Tit
the Novartis period, there were
ford. “Sales have been promoted
discussions about the potential
through TV commercials in the
to develop a complete nutrition
first few weeks of 2009 and in
product for children up to the
terest in probiotics is growing
age of 13 containing Reuteri as
fast. Every day, new articles are
a key ingredient.
appearing in the newspapers. In
The aspect that makes Kid
January there was a very positive
Essentials especially interesting
article in the Wall Street Journal
from BioGaia’s perspective is
where it said that the number of
that Nestlé has also chosen to
retail products containing pro
use LifeTop Straw, meaning that
biotics had risen from 35 to 231
the bacteria will not have to be
in just three years.”
mixed into the drink from the
“We won’t know how the
start. A successful launch on the
product has been received until
US market would naturally
the end of the year, and in the
create fantastic exposure for
meantime we’ve been a bit con
LifeTop Straw.
cerned that the financial crisis
nigel TiTFOrD iS reSpOnSible for
and economic downturn will
the Nestlé partnership and is
make the launch especially dif
BioGaia’s Regional Director for
ficult. On the other hand, this
the USA and Canada, station
is not a luxury product, but a se
ed in Raleigh, North Carolina.
rious nutritional supplement for
Kid Essentials is intended for
children with health problems
children who for various reasons
or special needs.” q

around 70 per cent of all inqui
ries I receive, since these have
often come up earlier,” explains
Lotta Johansson. “For the rest
I have to search for an answer,
usually from someone in the
company. For especially compli
cated questions, we sometimes
end up starting an internal pro
ject since this is probably an area
where we will need good answers
in the future.”
Spee y an wer are
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– new products, larger volumes
and more customers.
Over the years the customers
have turned to Lotta an increas
ing number of questions of every
conceivable type. In order to

handle this rising volume she has
built up an “answer bank” that
enables her to give fast answers
to questions the customers find
difficult and time consuming.
The questions she receives are
-
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Lott

a J han n ha been provid
ing customer support at BioGaia
for more than ten years.This
makes her one of the BioGaia’s
veterans, and her workload has
grown in pace with the company

very widely in nature and are
concerned with everything from
product registration and packa
ging to branding issues and re
search results.
“I can give a direct answer to

-



Lotta Johansson’s job is to solve both big and small problems for BioGaia’s customers.
With a growing number of products and customers in more than 40 countries worldwide,
she has few idle moments.

s
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otta is the customers’
best friend
PHo o:

me hing

Lotta knows the customers ap
preciate. Because of the complex
nature of the products, convo
luted regulations and varying
market conditions, the custo
mers rely on fast response times
so that they can move forward
in their work. And by fast, Lotta
means within a few minutes!
Today most contact is made via
email, although the telephone is
still used to some extent.
“One major advantage of my
job is the chance to build per
sonal relationships with many
of the customers I have regular
contact with,” says Lotta. “These
relationships are an important
factor that are valuable for the
entire company and make my
job a lot more fun!”
In keeping with BioGaia’s
commitment to customer satis
faction, customer support is a
top priority for the company’s
management. “Many of these
questions could be answered by
the regional directors,” says
Lotta, “but by gathering
everything in one place we can
maintain higher quality and
accessibility.” Lotta’s services are
also a hot commodity inside the
company, where information
from her “answer bank” is often
needed already at the sell in
stage to new customers. q
t

I

After all these years, can answer
three out of four questions right
away,” says Lotta Johansson.

year, an IPULS course was held
to teach physicians and other
healthcare professionals more
about probiotics. BioGaia has
planned and organised the con
tent which has then been review
ed and certified by IPULS, the
Institute for the Professional
Development of Physicians in
Sweden.
56 participants from different
vocational categories took part
in the course, which was car

ried out over a full day in Lin
köping, Sweden. The featured
lecturers were Professor Bengt
Björkstén from the Karolinska
Institute, Professor Johan Sö
derholm from Linköping Uni
versity Faculty of Health Sci
ences, neonatologist Thomas
Abrahamsson from Linköping
Universiy Hospital and Asso
ciate Professor Maria Jenmalm,
also from Linköping University
Faculty of Health Sciences. Pro
fessor Karin Fälth Magnusson
-
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Probiotics course
for healthcare staff
gave the introduction and acted
as moderator during the day.
BioGaia was represented by
Salme Portinson, dietician,
and Karin Diderot, who is res
ponsible for clinical trials.
“The participants felt it was
a good course and a valuable
learning experience,” says Karin
Diderot. “They especially ap
preciated all the new knowl
edge about probiotics and look
forward to following future re
search in this area.” q

Karin Diderot is responsible
for clinical trials

15

Return address
BIoGAIA AB
BoX 3242
S–103 64 SToCKHoLM
SWEDEN

PHoTo: ULF LoDIN

karlsson’s column

Smart work!
mOST OF US Dream of being freed from all our financial worries
and being able to buy or do whatever we want. There are really
only two ways to achieve that – either trust your luck or be pre
pared to work hard. The tactic favoured by most Swedes is to
buy a lottery ticket, and it’s not such a bad idea considering that
this method creates the most millionaires in Sweden every year
– far more than the number who toil for their millions or make
fast money in the stock market. In fact, last’s year stock market
collapse sent quite a few millionaires back to square one.
For those of us who aren’t lucky enough to win the lottery,
work is pretty much all that’s left. Once you’ve accepted that
fact, there are two main categories to choose from – using your
head or using your muscles, quality vs. quantity. Or to put it an
other way – either working smart or working a lot. I think you
get my drift.
It’s only natural to prefer the smart solution. Most of us are
lazy by nature and the idea of getting a huge payoff from a small
(but smart) amount of effort is enormously appealing. Just imag
ine coming up with a really smart discovery or invention that
solves one of mankind’s universal problems, at a reasonable cost,
and can be sold all over the world!
aFTer having DevOTeD SOme time to describing the company and
its business I’ve come to the conclusion that where work is con
cerned, the people at BioGaia are smarter than most. They have
to be, as long as their goal is to be world’s leading probiotics
company, and as long as they have fewer employees than their
largest customers have reception desk staff or sales reps in a sing
le country.
What’s more, BioGaia’s employees handle everything from
coordinating research in the probiotics area to marketing, sales,
production, product development and distribution of an impres
sive number of products to more than 20 partners that are cur
rently active in 42 countries. This means that BioGaia’s products
are sold in as many countries as there are employees in the entire
company!
Managing that balancing act, and doing it profitably nowa
days, demands more than long hours and hard work.
I think I’ve figured out the secret behind
BioGaia’s smart, but simple, concept. It can be
summed up in a single sentence.
They provide their partners around the world
with thorough scientific documentation, good
products, effective marketing support and a
credible brand, and then let them do the
rest!
I know for a fact that they’re working
hard to capitalise even more on those
smart ideas, and today this is also
visible on the bottom line.
KJELL KARLssoN
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Deputy Managing Director Jan Annwall sees the curves pointing in the right direction

we will continue improving
the proﬁt margin
in recenT yearS biOgaia’S

financial reports have offered
increasingly pleasant reading for
the shareholders, who can now
also look forward to a dividend
for the first time. Jan Annwall,
Deputy Managing Director
and CFO, explains how this is
possible.
Everywhere you turn, people
are talking about financial crisis
and recession. How well equipped are you for the tougher
times that may lie ahead?

– We haven’t been noticea
bly affected by the crisis and as
far into the future that we can
see, it looks very bright. BioGaia
works in a parapharmaceutical
industry that typically weathers
market downcycles fairly well.
These days many people are
worrying about the state of the
economy, and that means a lot
of upset stomachs. Our products
may not be able to solve the fi
nancial crisis, but indigestion
is something we can deal with!

From a purely financial perspec
tive, we have a very strong
balance sheet and no need for
external financing.

within a period of 3–5 years.
With continued growth and ef
fective cost control, I’m convinc
ed we will meet that target.

BioGaia has shown very strong
development in the past few
years. Net sales in 2008 rose
by 36 % and profit before tax
by a full 125 % – how do you
explain those figures?

in the year-end report the
Board proposed a dividend to
the shareholders. How does
that feel after all these years?

– We have essentially the
same gross margins as earlier,
and have succeeded in keep
ing our costs under control de
spite rapid growth. In the span
of three years our net sales per
employee have risen from SEK
1.8 million to SEK 3.5 million.
In other words, a higher share
of gross profit has become pure
profit.
is it possible to keep up this
pace in the future?

– In 2008 year we had a profit
margin (consisting of profit befo
re tax in relation to sales) of 17 %
and our goal is to reach 25 %

– It feels wonderful! We have
taken the final step on our jour
ney from a promising little re
search startup to a biotech
nology company with sales of
proprietary products in more
than 40 countries that generates
healthy profits and pays share
holder dividends.
What would you say was the
most important event of 2008?

– I can’t really point out any
specific event. The most im
portant thing is that we have
good momentum throughout
the entire process from research
to sales; that our business model
works. And this is just the be
ginning! q

