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Improving Lives Through Science

Tell us about the career
path that led to your 
current position as 
President and CEO of
Bayer Inc.

My history with Bayer dates
back more than 20 years, when I
started my career with the com-
pany as a management trainee in
Japan. Working in a culture so
vastly different from my own
provided me with an exceptional
opportunity to not only hone my
business skills and to better un-
derstand the dynamics of work-
ing in an international business
environment. I believe that un-
derstanding your environ-
ment — the culture and the way
business is conducted, for exam-
ple — is a critical factor for suc-
cessful leadership. 

Since then, I have taken on
many roles around the world
leading a variety of initiatives.
I’ve been fortunate to work in
several countries, including
Japan, Poland, and Germany.
Over the years, I’ve also
worked in a number of areas
across the health care value
chain — from business devel-
opment, strategic marketing,
and launch management to or-
ganizational structure and com-
mercial regional management. 

Before coming to Canada two-
and-a-half-years ago, I was in a 

regional coordination and lead-
ership role for Bayer’s largest
product, Xarelto®. All of these
experiences have provided me
with invaluable experience in
preparation for my latest leader-
ship role in which I’ve had the
pleasure of being President and
CEO of Bayer Inc., and calling
Canada my home.

Based on your 
international experience,
do the challenges facing
the Canadian industry
differ from other markets
in which you have
worked?

The pharmaceutical industry 
is facing major economic and
operational challenges. Common

If you were not working 
in the pharmaceutical 
industry, what would you
be doing instead, and why?

I could really see myself as an 
executive coach. Over the years, I’ve
discovered that I find great fulfil-
ment in helping people maximize
their personal and professional 
potential. I like the thought process
involved and, in particular, how you
can positively impact someone’s
way of thinking, motivation, and 
underlying ability to enhance 
personal performance and business
results. 

Which superhero power
would you like to possess
and why?

He might not have superpowers, 
but I would definitely want to be
Batman, because he is by far my
son’s favourite superhero.

?
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Two minutes with 
Christian Lauterbach

Christian Lauterbach, 
President and CEO, 
Bayer Inc.
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challenges, to name  a few, include
greater pharmacovigilance re-
quirements, stringent regulatory
restrictions, patent protection, and
a greater government focus on
controlling health care costs. But
there’s an added level of complex-
ity in Canada, particularly in terms
of market access and public pay-
ers. Each province manages and
administers a parallel but separate
health care system. In some ways,
dealing with the 10 provinces can
be like dealing with 10 different
countries. As a result, the quality
of care often varies across
provinces.

Equal access to quality health care
is an admirable Canadian value.
All patients should have equal
access to innovative new therapies
and potentially life-saving med-
ications. Private payers play a lim-
ited role, and access to treatment
is highly regulated, which creates
a somewhat inflexible system that
can limit patient access to new and
advanced medical therapies. The

intention is noble, but it does make
for a more challenging environ-
ment from an industry perspec-
tive. Industry and government
need to work in partnership to
strengthen health care and im-
prove access to such medicines
through accelerated development,
reduced regulatory timelines, and
a better understanding of the in-
cremental societal value that niche
therapies and orphan drugs truly
bring. With quickly changing de-
mographics in Canada, new solu-
tions are needed for the future to
sustain a well-functioning health
care system. These solutions need
to look at various financial and de-
livery models. 

How does Canada differ
from other markets, and
how does this impact
Bayer’s business model in
Canada?

I’ve found that Canada is very
consensus-driven, especially com-
pared to countries like the United

If you could travel back to
a specific time and place,
when and where would you
choose to visit?

I’d travel back to ancient Egypt,
specifically to when the pyramids
were being built. It would be 
fascinating to know how they
built these incredibly precise,
massive structures using ancient
techniques and technology. It 
really boggles the mind. 

What are the top three
things remaining on your
bucket list?

As a lover of the culinary arts, I’d
really enjoy a private cooking 
lesson from Johann Lafer, a
world-renowned German chef.
I’m also an avid golfer so I’d love
to travel to Scotland to tee off an
18-hole round at St. Andrews,
which many view as the epic
“home of golf.” And last, but not
least, I have always secretly
wanted to travel across the world
in a hot air balloon. 

If you were to compete in
the next Olympics, what
would be your event and
why?

Definitely soccer, but what I’d really
love would be to play for the German
team in the next World Cup!

?

?

You don’t celebrate your 150th anniversary every year, so when
Bayer did in 2013, it threw a party worthy of a century-and-a-half 
of innovation. Pictured here are Christian Lauterbach and Dr. Marla
Shapiro.

?
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States, where more of a top-
down, directional approach is
adopted. Our business model is,
therefore, rooted in maintaining
an open dialogue with key stake-
holders and doing our best to en-
sure buy-in of all involved
parties. This is an approach that
takes time and patience and that
needs to be carefully balanced
with timelines and the needs of
the business. 

On a separate note, I’ve also dis-
covered that work-life balance is
an ideal that Canadians really
value and strive towards. There’s
a distinct separation between
one’s work life and home life —
including socializing with col-
leagues — compared to some
other countries I’ve worked in. 

What makes Bayer 
competitive vis-à-vis 
its competitors?

Simply put, it’s our pipeline, our
ability to adapt, and our people.

These three key qualities have
driven our success and will con-
tinue to serve us well moving for-
ward. 

We have a very rich pipeline with
a lot of exciting products coming
to market in the next few years.
We’ve successfully entered new
areas, like ophthalmology, and
strengthened our position in im-
portant fields like oncology.
Bayer’s been flying under the
radar in recent years, but we have
the pieces in place to really soar.
It’s an exciting position to be in,
frankly. 

History has also shown that to re-
main successful, you have to con-
stantly reinvent yourself and
adapt to changing conditions.
Change is constant, and it is a big
part of our story at Bayer. It’s
about our ongoing thirst to chal-
lenge the status quo and move
forward with creative solutions
never thought possible. 

What was the best piece of
advice you received, and
from whom did it come?

When I first started managing a large
number of people — around 50 to
60 in this case — my manager told
me to always set aside 10% of my
time to deal with the unexpected. It
remains one of my best pieces of 
advice to this day, as there’s always
something that comes up that you
haven’t anticipated or planned for.

What’s the most exotic
place you’ve ever visited? 

Lady Elliot Island. It’s a speck at the
southernmost tip of the Great Barrier
Reef, barely large enough to land a
plane on. It’s surrounded by the
beautiful blue South Pacific Ocean
and is truly an amazing place.

If you could go anywhere in
the world, where would it
be?

I’d head up North to see the Aurora
Borealis. I’ve heard a lot about the
beauty of the Northern Lights and
would like to witness them first-hand.
Most of our employees feel the 
same way and even voted to name a
meeting room after the Aurora 
Borealis in our new office building,
which we’re moving to later this fall. 

?

?

?

The “Science for a Better Life” exhibit travelled the world to 
celebrate Bayer’s anniversary and made its only Canadian stop in
Toronto. Students from across the city came to learn about science
and Bayer through this interactive mobile museum. 
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It goes without saying that none of
this happens without the people
who work each day to deliver on
our mission of “Science for a
Better Life.” Without the right in-
dividuals and the ability to exe-
cute plans that ensure these
products reach patients, we would
not be able to get very far. Fortu-
nately, we have the right people
and, just as importantly, they have
the right mandate. We have dedi-
cated, focused sales and cross-
functional teams with very clear
mandates and roles at Bayer, 
and having that clarity and em-
powerment helps fuel passion
and motivation. Our employees
strengthen our organization with
their passion for innovation.

Can you outline your 
product pipeline and
touch on some of your
recent and upcoming
product launches in
Canada?

We’ve recently had some impor-
tant launches and are excited
about what’s coming down the
pipeline. Early last year, we
launched Stivarga®, the first late-
stage colon cancer treatment in
almost 10 years, which is also ap-
proved for treating a rare form of
sarcoma. We also added prostate
cancer drug Xofigo® to the fold,
and, this year, we rounded out the
oncology portfolio with Nex-
avar’s® expanded indication in
differentiated thyroid cancer. 

Members of Bayer’s Women’s Health team show off their colours at
the company’s National Business Meeting in Montréal. Bayer is
proud to be a leader in women’s health.  

What’s your favourite
hobby? Are you any good
at it?

I am a golfer at heart. I’d like to
think I’ve got a reasonably good
backswing and have been told I
can hold my own on the green.

You came to Canada two
and a half years ago.
What was your biggest
misconception about the
country before you 
arrived?

Quite ironically, when I first 
arrived, I actually joked about my
false impressions of the infamous
Canadian winter. And then last
year, we had one of the longest,
coldest winters Canada has seen
in over twenty years. I since stand
corrected.  

What music do you like?

I like different kinds of music, but
would say I’m mostly a fan of R&B,
soul, and jazz. 

?

?

?
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We also branched out into pulmonary
hypertension with the launch of
Adempas®, a treatment for a very
rare form of the disease (chronic
thromboembolic pulmonary hyper-
tension), and expanded our contra-
ceptive offerings with Jaydess®. In
addition, Eylea® put Bayer on the
ophthalmology map and has kept
growing and adding new indications.

Looking forward, we have a virtu-
ally unmatched pipeline, spanning
all stages of clinical development
and core therapeutic areas with a
focus on oncology, CV diseases,
women’s health, and other specialty
areas that address important and
unmet medical needs. We expect 
to launch about seven new prod-
ucts/indications by early 2015.

Speaking of Xarelto, 
what’s made it such a 
successful product?

Xarelto is a product that we are ex-
tremely proud of, not just because of
its sales, but, more importantly, be-
cause it represents advancement for
physicians and patients in treating a
wide range of CV diseases. Xarelto
has an extensive lifecycle program,
and we continue to identify areas of
unmet medical need and opportuni-
ties for this product. Part of what has
made it so successful, apart from its
efficacy and the convenience of
once-daily dosing, is our extensive,
global research and development
(R&D) program. We’ve been able to
develop it for different diseases and
different patients, and this flexibility
has enabled us to build on its success
and extend it into the future. 

What do you identify as
the biggest challenges to
marketing and sales 
departments in the 
primary and specialty 
care arenas?

One of the things that struck me
when I first arrived in Canada was
the sheer vastness of the country.
While it is geographically three
times the size of Europe, Canada
has a significantly smaller popula-
tion and its population density is
30-times smaller. So, the question-
for specialty care in particular is
how do you best serve patients
across such a vast territory with a
limited number of specialists and
treatment centres that are spread out
across the country? How do you
work with these specialists in an ef-
ficient and effective way? 

Market access is another key chal-
lenge. Approval of new medicines

can take up to 18 months from filing,
and funding decisions to make them
available under public or private drug
plans can take an additional three
years. Planning and resourcing,
therefore, become problematic as un-
certain timelines increase operational
risk, making it difficult to decide on
allocation of people and resources.
For example, recent queuing at the
Canadian Agency for Drugs and
Technologies in Health (CADTH) 
introduces an element of the un-
known which makes planning more
challenging. 

What main business 
objectives and priorities
have you established for
Bayer in the short- and
long-term in Canada?

Our driving focus over the next three
to five years is threefold: 1) to ensure
the successful launch of pipeline as-
sets 2) to, more importantly, ensure

Christian Lauterbach and colleagues celebrate employees who have
worked as part of the Bayer team for more than 20 years. 
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their availability to patients; 3) to
yield a positive return and above-
market growth. I am confident that
we will become a long-term, top
player in the Canadian health care
field —both in pharmaceuticals and
over-the-counter consumer goods.
With Bayer’s recently announced ac-
quisition of Merck’s consumer busi-
ness, which we hope will close soon,
we are well on our way to securing a
leading role in consumer health,
while our launches, pipeline, and pa-
tient focus will establish us as a phar-
maceutical partner of choice in our
core therapeutic areas.

How central is R&D to
your strategy, and what
role does Canada play
here?

R&D is key. It’s part of Bayer’s
DNA, and it’s at the heart of our mis-
sion, “Science for a Better Life.” The
business needs to constantly renew
its portfolio, and we have a lot of ex-
perience with that — over 150 years
of experience, in fact, in turning 
scientific discovery into new prod-
ucts that fulfill real needs in society.

Bayer’s history consists of continu-
ous, groundbreaking innovations
with R&D playing a central role.
Globally, we have a research budget
of around €3 billion, so we consis-
tently place R&D at the heart of our
efforts to find the next breakthrough
in helping people lead healthier lives.

Canada is an important piece of the
R&D picture for Bayer, and we rec-
ognize the country’s strength as a
world leader in innovation. We have
excellent researchers and facilities to
foster world-class scientific discov-
eries in this country. In the last ten
years, we’ve conducted more than
500 Bayer clinical trials and invested
approximately $300 million in Cana-
dian R&D — $61 million of that in
2013 alone. Over the next several
years, we plan to match this invest-
ment through our robust pipeline and
with our constant focus on innova-
tion, including addressing areas of
unmet medical need. 

There’s the Canadian talent factor 
as well, and Bayer’s taking full 
advantage; a number of important,
global R&D roles are based here. We

have Canadian employees leading
trials and research occurring in other
parts of the world, such as China,
Germany, and the US. It’s a real tes-
tament to the strength of Canadian
scientific research and researchers
themselves. 

What drives people at
Bayer to succeed?

It’s no secret that our industry has a
somewhat negative image, and that
those outside of it do not always per-
ceive our contribution to society as
particularly valuable. Within Bayer,
things couldn’t be more different.
We’re driven by a passion to help pa-
tients; it is a passion that lives within
every employee. Understanding the
diseases we treat, appreciating how
our products help patients and care-
givers, and knowing that the work we
do each day benefits people in our
communities is a powerful driver. We
go to work everyday inspired by the
knowledge that we’re helping bring
the “Better Life” part of our mission
to Canadians.

CPM


