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Who are we?
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The story of our company starts back in 1839, on

June 23rd, when Julius Wilhelm Braun bought his

ñRosen-Apothekeò,a drugstore, in Melsungen, in the

German countryside.

Nowadays, more than 170 years later, B. Braun is a

global company that has over 40,000 employees

worldwide and revenues of over four billion euros in

2010, being present in more than 50 countries and

offering more than 30,000 products on the

healthcare market.

Through its four business divisions, B. Braun offers
products and services to different healthcare areas:

From Germany to the World 

Divisions Specialities

Hospital Care Hospitals

Aesculap Surgery

OPM Private practitioners as well as the hospital 

and homecare nursing sectors

Avitum Therapy systems for hemodialysis, acute 

dialysis and apheresis
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40,000 Employees
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Over ú4 billion in Sales
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More than 30,000 Products
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A Philosophy
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ÁObtain, retain, expand and pass knowledge on to

the healthcare market.

ÁShare and expand knowledge through the dialog

with all of our partners.

ÁTransform knowledge into products and services

that bear the three fundamental values of our

corporate culture:

Sharing Expertise is our Commitment
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1908 ïCatgut

Sterile absorbable surgical suture.

2000 ïMonosyn

Sterile synthetic absorbable monofilament suture.

We Continually Contribute to the Progress of Medicine
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1930 ïSterofundin®

Tyrode's solution, the basis for all later infusion 

solutions.

1998 ïNutriflex® Lipid

The three-chamber system for parenteral nutrition 

therapy offers safety and convenience.

We Continually Contribute to the Progress of Medicine
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We Continually Contribute to the Progress of Medicine

1962 ïBraunüle®

The first one-piece plastic cannula for continuous 

infusion.

1998 ïIntrocan® Safety

The first peripheral IV device to have a passive 

safety system.
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We Continually Contribute to the Progress of Medicine

1930 ïGlass bottle 

Used as a container for infusion solutions.

1997 ïEcoflac® plus

Combines the benefits of a bottle with those of a 

bag. With the outer appearance of a bottle the 

container is easy to handle in all clinical routines.
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1997 ïSearch® Evolution Tibial System

Conventional.

2009 ïOrthoPilot®

Computer assisted navigation system for 

orthopedic surgery.

We Continually Contribute to the Progress of Medicine
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We Continually Contribute to the Progress of Medicine

1951 ïSyringe pump

1971 ïInfusomat® I

2004 ïPerfusor® Space and Infusomat® Space
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1996 ïFad 100

Machine for continuous renal 

replacement therapy. Only two 

operational modes available.

2008 ïDiapact® CRRT System

System for high-flow continuous or 

intermittent renal replacement therapies 

and plasmapheresis, with nine 

operational modes.

We Continually Contribute to the Progress of Medicine
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We Continually Contribute to the Progress of Medicine

2004 ïProntosan® Wound Irrigation Solution and Gel

Ready-to-use products for cleansing, moisturizing and 

for the decontamination of acute and chronic wounds.

1956 ïSaline Solution
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We Continually Contribute to the Progress of Medicine

Askina® Transorbent 

Hydrocellular adhesive dressing.

Gauze

Outdated technology, with low absorption capacity.
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1988 ïNutrimat

Infusion pump for Parenteral and Enteral Nutrition

2005 ïEnteromat

Infusion pump for Enteral Nutrition

We Continually Contribute to the Progress of Medicine
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Present in more than 50 countries
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B. Braun in Brazil
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In 1954, the Laboratório Americano S.A. was founded in the City

of Niterói by Dr. Americano Freire. The plant produced 20 glass

bottles filled with basic solutions a day.

In 1959, Dr. Freire contacted B. Braun in Germany, after seeing

the companyôsplastic containers for large-volume parenteral

solutions (LVPS) in German magazines.

In the middle sixties, empty plastic containers for injectable

solutions, the 'Plast Braun', started to be manufactured by a third

party in Brazil, and they gradually replaced the glass bottles.

As a natural consequence of technical evolution, B. Braunôs

collaboration became stronger and, in March 1968, under the

leadership of Ludwig Georg Braun, the German company took

over the Brazilian company, which became Laboratórios B. Braun

S.A.

That was, then, when the company started a new phase marked

by high technological development in the preparation and control

of basic solutions and in the introduction of sophisticated lines of

amino acid solutions and of fatty emulsions for Parenteral

Nutrition.

Currently, under the Otto Philipp Braun administration, the

company is making its way to stand out in the Brazilian

healthcare market and become a benchmark in South America.
Laboratório Americano

B. Braun, current 

headquarters in São 

Gonçalo

From Germany to Brazil
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Vision

To be recognized in the healthcare market as the main reference in knowledge, excellence

in products and services, and in meeting our customers needs with customized solutions,

always oriented by ethical values and social responsibility.

Mission

To continuously invest in the professional development of our employees and in our

infrastructure, to promote better quality of life for the patients using our products and

services by offering innovative and efficient solutions developed by means of responsible

partnerships and ensuring the sustainability of our business.

Vision & Mission
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Quality Policy 

The customer and his/her needs steer our actions.

We shall be creative, simple and demanding on the

continuous improvement of our processes, committed to

sticking to our regulatory requirements. We prioritize the

rational use of resources and the elimination of kind of waste

in all of our activities, following the principles of the LEAN

philosophy.

Our policy is founded on five pillars:

Commitment with

Excellence

Client Focus
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Quality Policy 

Professional qualification , including that of healthcare

professionals, a commitment that our employees take up in

order to meet our goals, and team work are key to our success.

We value our workplace and take pains to make it safe and

equipped, as the health and safety of our employees are a

priority. We contribute to the sustainable development of society

by abiding ethical values and being transparent, respecting

diversity and fighting all types of inequalities. We take pains so

that our actions cause the minimal impact to nature, preventing

pollution and preserving the environment.

Respect and trust are the basis of our relationship. Our success

is to be shared among our shareholders, employees, customers,

suppliers and society as a whole.

People

Development

Responsible

Partnership

Social

Responsibility
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Rio de Janeiro

B. Braun Brazil

1,649 Employees

and, among them

Quantity Area

1,097 Production & Quality

337 Administration

215 Marketing & Sales

42 Young Apprentices

66 Physically Challenged People

56 Interns
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Our Business Divisions
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Hospital Care offers solutions for medical

treatments in general, comprising several

different therapies:

ÁAnesthesia

Á Intensive Medicine

Á Infusion Therapy

Through constant dialog with doctors,

pharmacologists, nursing staff, hospital

administrators and medical societies in

general, B. Braun develops new ideas that

make treatments safer and better.

Hospital Care: a Division Dedicated to Hospital Needs

Mio Ŵin Sales 2009 2010 % TTL Sales Growth

Worldwide 1,924 2,023 47.69% 5.19%

Brazil 99.5 99.5 73.58% 0.06%
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Responsible for the development of products and

services for all surgical purposes, Aesculap offers a

vast line of products in different areas:

Á Instruments and surgical motors

ÁOrthopedics

ÁSpine surgery

ÁNeurosurgery

ÁEndoscopy

ÁCardiovascular implants

ÁOncology

ÁSutures

Aesculap: a Division that Is a Partner in Surgeries 

Mio Ŵin Sales 2009 2010 % TTL Sales Growth

Worldwide 1,148 1,222 28.80% 6.45%

Brazil 22.2 22 16.30% -0.80%
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The OPM (Out-Patient Market) division is dedicated

to the development of products and services for

treating patients who are not in a hospital

environment, such as in the case of homecare and

private practices. Its portfolio has items for

Á Enteral nutrition

Á Treatment of chronic wounds

Á Incontinence

Á Infection control

OPM: a Division that Provides Out-Patient Services and Products

Mio Ŵin Sales 2009 2010 % TTL Sales Growth

Worldwide 532.8 541 12.75% 1.53%

Brazil 8.5 8.7 6.45% 2.98%
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B. Braun Avitum is a world leader in the

development of solutions that guarantee high

performance, safety and economy during renal

replacement therapies.

Its product portfolio offers systems for the following

treatments:

Á Acute dialysis

Á Hemodialysis

Á Apheresis

B. Braun Avitum runs 129 dialysis rooms in Europe,

Asia and South Africa.

B. Braun Avitum: a Division Specialized in Renal Replacement 

Therapies

Mio Ŵin Sales 2009 2010 % TTL Sales Growth

Worldwide 422.9 456.7 10.76% 8%

Brazil 5.3 5 3.68% -5.67%
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Services
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The Aesculap Academy has the

objective to promote and improve the

development of resources for the

acquisition of knowledge. Nowadays,

it is present in several places around

the globe and has international

prestige as a forum for leadership and

medical training.

The Aesculap Academy is committed

to the organization and realization of

courses in the following modalities:

International Symposia, Advanced

Discussion Forums, Workshops,

Trainings and E-Learning.

Aesculap Academy ïHorizons of Knowledge
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Technical Assistance B. Braun

Á Quality customer service nationwide;

Á Specialists trained in Germany; 

Á The most sophisticated measurement instruments: 

- Computerized Diagnostic System

- Electrical Safety Analyzers

- Rehearsal Lab;

Á Specialized service and technical consulting in:

- Hemodialysis Equipment

- Maintenance and Calibration of Infusion Pumps

- Surgical Motors and Instruments;

Á Corrective and preventive maintenance contracts;

Á Technical consulting.



Corporate Communication ïJanuary, 2011                                                                                         Page 3434 3434 34

B. Braun: a Corporate Citizen
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B. Braun understands that the growth of

its business has to go hand in hand with

a socially responsible behavior. The

company is aware of its responsibilities

as a corporate citizen and take them

quite seriously in every business unit

that bears its name worldwide.

B. Braun acts responsibly towards its

businesses with customers, its

employees and also towards the

regions where it does business.

Social Responsibility

Education & 

Training

Regions/Community Perspectives

Future

Generations
Health

Knowledge

Fields

Focus Areas

Á KnowledgeïTraining and research in the medical fields;

Á Regions / Community ïSupport for Artistic & Cultural, Sports & Health and Environmental projects;

Á PerspectivesïCreation of opportunities that guarantee new perspectives for the future of young generations.



Some Examples of What We Do
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Our administrationôsgoal is to operate in the origin of the

problems, and our projects for inside-the-fence electric

generation and for industrial water recycling simply speak

for themselves.

We are currently making arrangements to make our

corporate Environmental Management System comply to

the ABNT-NBR 14.001 Norm as of the present year.

The Greenhouse Gas Emission Inventory report is intended

to inform on the results that B. Braun has had.

Its elaboration has followed the guidelines established by

the IPCC (Intergovernmental Panel on Climate Change),

observing the specific factors published by the Brazil GHG

Protocol Program.

Greenhouse Gas Emission Inventory Report
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Espaço Vida

Espaço Vida is a leisure area with an infrastructure to

accommodate employees, their families and friends, offering

leisure activities and possibilities, promoting entertainment and

sports, and contributing to their quality of life, all this in a safe and

comfortable environment.

ÁSemi Olympic pool

ÁSports courts

ÁGame-room (snooker, ping-pong, foosball)

ÁBar (open from 7 a.m. to 9 p.m.)

ÁFitness Center with four instructors covering: waterobics, weight training,

swimming, stretching and aerobics.

B. Braun:  Committed to the Quality of Life of its Employees
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Medical Center

To offer an improved quality of life to its employees, B. Braun

maintains a 24/7 medical center in its premises.

The center offers: 

Two consultation rooms; medical lab; emergency room; 

rehydration  ward; immunization room; ward; x-ray facility; 

autoclave to sterilize equipment and two dentist rooms.

For the case of medical emergencies, the center is equipped 

with an electrocardiographic device, a fully equipped bus with 

portable defibrillator and two oxygen tanks.

Main programs developed:

ÁVaccination campaigns

ÁMedical Control of Cholesterol and Dyslipidemia

ÁObesity and Diabetes Control

ÁHigh blood pressure Control
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Social Responsibility Week

B. Braun organizes the Social Responsibility Week, with

several activities related to the theme, with the objective to

promote a moment for reflection and to bring up the need

for environmental preservation. Employees and staff take

part in:

ÁCultural activities;

ÁField-day competitions;

ÁLectures in social institutions, with the objective to 

promote volunteer work;

ÁLectures on family budget planning, responsible water 

and energy use;

ÁSeveral workshops.
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Humanitarian Scavenger Hunt

Donations were given to Pró-Cardíaco Hospital

This is the number of donations our 

employees collected in 2010:

15,000 diapers

500 powdered milk cans

1,650 toys

5,000 personal care items

2,200 pieces of clothing

2.5 tons of non-perishable food items
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B. Braun: Committed to the Future and to Educating the Young

Arsenal do Bem Project

Arsenal do Bem is a project that gives youngsters and

opportunity to get professional qualification and prepare them

for life. It targets the young people from communities in São

Gonçalo, the city where the B. Braun headquarters are

located.

It contributes not only to the professional training of teenage

boys and girls, making them able to compete in the job

market, but it also empowers them by developing in them

critical sense and a sense of responsibility that will help them

evaluate situations and make responsible decisions for them

and for others, so they are able to do team work, respond to

criticism in a proper way and even become leaders.

Several qualification courses have been offered: Quality

Control, Health, Environment Preservation and Safety at the

Workplace, Technical Mechanical Drawing Interpretation,

Basic Pneumatics, Industrial Measurement Systems, Basic

Hydraulics, Pneumatic Systems Maintenance, and Hydraulic

Systems Maintenance.

Partner company:
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Location: Prof. Dalila de Oliveira Costa State School

Duration: 48 hours

Target public: 50 people from studentsôfamilies

Goal: Enable the participants to generate income by recycling

materials (sustainability)

Workshops on Eco Fashion Jewelry and Mosaic Box Making 

Photos by: Marcelle Peres


