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“We Want to Be a Big Fish”

Siegfried CEO Wolfgang Wienand on the Company's Strategy and Future Growth Opportunities

The CDMO (contract development and manufacturing organizations)

business has a bright future, of that Siegfried CEO Wolfgang Wienand

is certain. The economic advantages, among other factors, speak in

favor of outsourcing compared to in-house production by the phar-

maceutical companies themselves. Although Siegfried has already

reached sufficient critical size within its industry, he sees the company

continuing on its growth path. The goal is to take over an even larger

share of the value chain from pharmaceutical companies in the future.

Wolfgang Wienand: It’s the combina-
tion of various success factors. There is
technology, capacity, regional footprint,
cost competitiveness, to mention a few.
However, the most important one is
trust. That is important in any business
of course, but it is especially true be-
tween a pharmaceutical company and

a CDMO. Firstly, of course, because the
products we manufacture ultimately
end up in the bodies of patients. So, the
expectations in terms of quality and
reliability are particularly high, for
good reason.

But there is also a commercial
point. A certain product, manufac-
tured by us, may generate sales in
the tens of millions for us, but such a
product can very well represent sales
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“We will continue
to invest in our
people and our |

network to become |

the leading CDMO
in our space.“

Wolfgang Wienand,
CEO, Siegfried

|

in the billions for the customer. This
means that if we can’t deliver, it’s not
good for us, but it’s even worse for
our customers, because they may lose
hundreds of millions or billions as a
result.

Since our customers can hardly
reflect this risk contractually, for a
pharma company it eventually boils
down to the simple question: Do I
trust this company? Do I trust these
people, for them to stand up and
make it work and deliver what they
promised? Underpinning this trust
with tangible actions and consistent
performance is crucial if you want to
be a strategic partner and success-
fully operate in the high-value seg-
ments of the CDMO market.

W. Wienand: Among other things, by
a proven track record and by having
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critical size. This ensures that you
have a high degree of stability on
the financial side and don’t fall over
at the first gust of wind. It is also ad-
vantageous to have a global pres-
ence so that we can supply and sup-
port customers in all relevant
markets. Since we have several loca-
tions, we are able to offer dual
sourcing within the Siegfried net-
work, i.e., the manufacture of a
product at two or more different lo-
cations. This gives us redundancy in
the network and flexibility on the
capacity side.

W. Wienand: Trust is of fundamental
importance, but of course, it is not
enough if you want to play in the
most attractive CDMO segments.
That’s why there is a whole group of
other important factors. These in-
clude technological breadth, i.e., the
ability to offer customers a solution to
their problems, whatever they might
be. As a CDMO, you have to be able to
handle the full range of chemical
technologies. Otherwise, the cus-
tomer ends up with a scattered sup-
ply chain in which one CDMO per-
forms only one or two steps before
the next one has to take over.

W. Wienand: Price is not everything in
our market. But of course, the cus-
tomer wants to be supplied at com-
petitive prices. While this is a relative
measure, quality, in turn, is absolute.
You have to be able to prove over
decades that you really know how to
manufacture safe high-quality APIs
(active pharmaceutical ingredients)
or drugs. The challenge, which only
the few leading CDMO master, is to
check the box for all of them and not
only a few and fail on the others.
Then and only then you qualify as a
trusted strategic partner to the phar-
maceutical industry to industrialize
their most precious innovations.



W. Wienand: The synergies between
these two segments in terms of equip-
ment, technologies and qualification
of personnel are limited. However, the
integration of these activities in the
hands of one supplier offers a compel-
ling value proposition for our custom-
ers. Taking over such a large chunk of
our customers’ value chain leads to a
maximum reduction in complexity on
the customer side. This includes not
only the manufacturing of APIs and
Finished Dosage Forms (FDFs) for our
customers, but also the management
of the supply chain and a uniform
quality management system. A large
pharmaceutical company often has
thousands of suppliers. This causes
enormous complexity, as all these
suppliers must be managed and kept
on track. As an integrated supplier we
provide everything from a C2 or C3
building block over the complex ac-
tive ingredient to almost any finished
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Siegfried’s headquarters are in Zofingen, Switzerland, where the company was

also founded in 1873.

dosage form from a single source and
within consistent management of
quality, processes and supply chain.

As a partner for efficiency and sustainability, we at Bilfiﬁger support

W. Wienand: That is our conviction.
Basically, with our integrated setting
we are anticipating the future supply
model in our industry as we expect it
to evolve. We believe that in five to
ten years, large CDMO companies
like Siegfried will have taken over an
even larger part of the pharmaceuti-
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the industry to meet their goals. \We provide all services and solutions
for our customers from a single source:from consulting, engineering,
manufacturing, assembly, maintenance and plant expansion to turnarounds

and digital applications.

cal value creation for our customers
comprising both, the development
and manufacture of the active phar-
maceutical ingredient and the fin-
ished dosage form of a drug. We
want to and will be able to support
our customers in the solution of as
many of their tasks as possible.

W. Wienand: We have set our sights
on playing in the top segment of the
CDMO market. This is where we see
the greatest opportunity to differenti-
ate ourselves and earn adequate re-
turns. That was and is our strategic
goal. We have achieved this step by
step over the past decade through or-
ganic growth and acquisitions and
are now number five or six in our
market.

"
BiLFINGER

www.hilfinger.com
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W. Wienand: Pharmaceutical custom-
ers give their most important innova-
tions and products, i.e., their most
precious assets, to the strongest and
most capable CDMO. To be strong and
to be able to offer the broadest range

of capabilities, a CDMO needs critical
size in terms of capacities and
breadth of technologies. In return,
they expect efficient problem solving,
highest quality and security of supply,
but are also prepared to pay accord-
ingly, because only then the CDMO
have the necessary to invest in the
necessary critical size.

CHEMISCHE FABRIK

KARL BUCHER

W. Wienand: The critical size is de-
rived as an imperative from the
aforementioned success factors:
Quality, financial stability, flexibility,
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Congratulations to
our partner Siegfried
on their 150th anniversary
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capacity, technology breadth. Each
individual criterion is always associ-
ated with size. So, how broad is our
technology portfolio? It is only broad
if we can afford to invest in a broad
set of high-end technologies. To be
able to afford a lot, we need a lot of
sales with adequate profits.

On the capacity side, if I want to
offer dual sourcing for security of
supply, flexibility and capacity that
is available also on short notice, we
also need size. As a small CDMO with
200 cubic meters of capacity, I can’t
afford to have 50 cubic meters or
25 percent of my total capacity sit-
ting around idle because a customer
might request additional volumes
on short notice. But if I have a total
of 2000 cubic meters, then 50 cu-
bic meters represents only 2.5 per-
cent. I can afford that. That gives us
spare capacity to help a customer if
needed. A pharmaceutical company
expects that from its strategic part-
ner.

W. Wienand: We want to stay in the
top ten. And to advance further. We
want to be the big fish and consoli-
date, not the small fish and be consol-
idated. That’s our ambition, that’s
what our strategy is geared towards.
To achieve this, we have the neces-
sary will, ideas, know-how and the
necessary financial resources..

W. Wienand: Without having to in-
crease capital, about half a billion
Swiss francs.

W. Wienand: In the area of M&A as
well as organic investments, we are
proceeding in three directions. First,
it is part of our strategy to further
strengthen ourselves where we are
already strong, be it organically or
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through acquisitions. Secondly, we
are pursuing the approach of adding
certain technologies to our portfolio.
am thinking here, for example, of
particle technologies like microniza-
tion, lyophilization or spray drying.
The same applies to drug delivery
platforms in the area of formulation.
The third field of action concerns en-
tering CDMO market segments where
we are not yet active. It is quite con-
ceivable for us to enter the space of
biological drug substances like pro-
teins or antibodies. We would most
likely not build this up organically but
do this through an acquisition. In ad-
dition, there is cell & gene therapy,
which is at the forefront of medicinal
research. We can also imagine an in-
vestment there because we believe
that this segment can be very attrac-
tive for Siegfried.
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W. Wienand: We need to retain and
further develop our strong corporate
culture. This is characterized, among
other things, by a will to grow and, at
the same time, to take good and sus-
tainable entrepreneurial decisions
which hold true not only tomorrow
but far beyond. If you want to grow,
you need a growth mindset in your
teams and a positive attitude towards
change.

Furthermore, of course, we need
sustainable economic success. Be-
cause this puts us in a position to
earn the financial resources we need
to invest in our future and to capture
the many opportunities in this grow-
ing market.

W. Wienand: 1 consider the basic logic
of the CDMO model to be very conclu-
sive and compelling. It is driven by
the fact that pharmaceutical compa-
nies want to invest their cash in inno-
vation and new therapies. They don’t
want to invest it in brick and mortar.
So as long as they can find a reliable,
capable, high-quality partner and the
manufacturing process can be suffi-
ciently well described, specified and
controlled, there is a strong incentive
for them not to invest in their own ca-
pacities but outsource. Incidentally,
this is also what their investors ex-
pect.

In addition, from the point of view
of diversification, we as a large CDMO
can do something that even Big
Pharma cannot: When pharma com-
panies keep their own production fa-
cilities, they can essentially use them
for their own drugs only. This means
that even for large companies their

in-house manufacturing portfolio is
limited. This translates into a signifi-
cant risk of underutilization or even
write-offs of their expensive assets
if an important product fails and the
volumes disappear.

We as a large CDMO, on the other
hand, can go to any pharmaceutical
company in the world and thus can
create a much larger portfolio of proj-
ects and products. These are of course
inherently risky, too, but the individ-
ual risks are much better diversified
in our larger portfolio leading to a
much lower risk of underutilization
and idle costs. In the end, this leads
to greater capital efficiency at the
CDMO as compared to in-house man-
ufacturing by a pharmaceutical com-
pany. These economic benefits for our
customers are tangible and real. And
that’s why I am so confident that the
CDMO business model with its sound
economic logic will continue to thrive.

www.siegfried.ch
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Overviews the latest development and
trend of the global recycling of lithium-ion
power batteries, providing an important
resource for scientists, engineers and
government authorities who would like
to learn more about this area. Features
typical industrial case studies in different
regions like Europe, the United States,

Japan and China.

recycling industry in order to provide sup-
port for the sustainable development of
the new energy vehicle industry via ana-
lyzing the multi-level development status
of resource supply, utilization technology
and equipment, process pollution control,
policies and regulations, and upstream
and downstream industries from the

perspective of the entire industry chain
of power battery recycling.

This book aims to form a roadmap for

the development of spent power battery
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