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esaote’ s new man at the top 
talks of his first year in charge

Carlos Alonso joined the 
Esaote company as Chief 
Executive Officer just over a 
year ago. 

A leading player in the 
biomedical equipment sector, 
Esaote has a particular focus 
on ultrasound, dedicated 
magnetic resonance and soft-
ware for managing the diag-
nostic process. The company 

is internationally recognized as one of the “Top Ten” 
principal diagnostic imaging companies in the world. 

Diagnostic Imaging Europe  caught up with Carlos 
at the recent ECR meeting and asked him about his first 
full year in charge. 

Q .  Before we get on to your time at Esaote could you 
please tell us about your career path prior to when 
you took over as CEO of Esaote in February  2013. 

Sure. It’s a long time ago now, but  I began my profes-
sional career more than 22 years ago, when I was coun-
try manager for Dentsply in Spain. After that I spent 15 
years working for Baxter, the multinational diversified 
healthcare company, with products ranging from medi-
cal devices, pharmaceuticals through to biotechnology. 

I ended up as president of Baxter’s renal division, 
based at corporate headquarters in Chicago, IL, USA and 
with responsibility for a global business worth more than 
3 billion dollars. I then decided to go back to Europe . 

Q . So why did you join Esaote? 
Well I wanted to use my experience  in the 

healthcare business in general, but I was particularly 
attracted to the medical imaging sector within health-
care since there is no doubt that imaging is set to grow 
at a faster rate than many other areas in healthcare. 
This is particularly true for ultrasound, where growth 
is being pushed by several factors such as the increasing 
diagnostic power of sophisticated technology as well as 
the more general factor of the increasing needs of the 
ageing population. 

Also I looked forward to the challenger of trans-
forming a company with a basic Italian background 
into a truly multinational company capable of taking 
on and succeeding in the very competitive market place 
which is currently dominated by conglomerates. 

And speaking of the perception that many people 
have of Esaote being Italian, the facts are that actually 

more than 70% of our company’s  annual € 325 mil-
lion sales are  generated in non-Italian, international 
markets. 

Likewise, we are based in Genoa, Italy,  but have 
R&D and production plants in Italy, the Netherlands 
and China.  More importantly, we  have  active scien-
tific and clinical collaborations with clinical research 
centres and universities throughout the world. 

Q .  So what has your first year in charge been like?
Basically my first year in charge was devoted 

to strengthening the underlying basic conditions of the 
business  to accelerate growth in 2014. This of course is  
‘preparatory’ work, involving changes in our structure, in 
the functionality of the organization and in investments 
in terms of geographic expansion. The overall objective 
of the changes are aimed at making the company more 
agile, more competitive and more customer-oriented. 

Q .   Now with one more than one year in charge 
under your belt, how do you see the strengths of 
the company ? 

Of course it takes some time to get the true feel of a 
company when you take over as CEO. But now I can see 
clearly that Esaote has several unique  aspects which 
make us very competitive. These are:

1) Horizontal integration. We have a unique value 
proposition: providing a full spectrum coverage, from 
prevention and diagnosis to therapy and follow-up. 
We can provide global clinical solutions for specific 
pathologies, offering systems which help users to make 
good analyses and diagnoses (through US/MRI) but 
also allowing them to perform therapy, for example by 
US-guided laser ablation,  and follow-up.

 2) Another feature, which is sometimes taken for 
granted but is nevertheless vital, is our intense cus-
tomer-focus. We really believe that the way to suc-
ceed is to be very clinically oriented. We know that 
we must understand our customers’ needs to provide 
the most suitable solutions. This is one of our main 
values and strategic imperatives. Being customer-ori-
ented means not just offering our customers products 
with the right level of engineering and technology but, 
above all, in enabling clinicians to actually do their job 
better, such as being competitive e.g. in the face of a 
larger competitive hospital or of a another clinician. 
Or putting it another way, our mindset is about what the 
customer can actually DO with our products and what 
benefits they bring. 
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In practice, one way that we used 
to reach this aim was the creation of a 
Scientific Affairs function in our orga-
nization, in order to give a more clini-
cal orientation to the company.

3) Of course all this may sound 
like fine words, but backing it all up, 
we also have a really strong product 
portfolio. We have good diagnosis 
systems with very easy and unique 
software systems that help users 
make reliable analytical and diagnos-
tic decisions in multipurpose envi-
ronments, which boils down to us 
needing us to produce high quality 
images. In addition to our full port-
folio of ultrasound and dedicated 
MRI systems we also have PACs and 
quantitative analytical software but 
are also strengthening our position 
in the interventional  business, where 
we give our customers the ability 
to make therapeutic interventions 
through ultrasound-guided laser 
ablation systems. 

Q . What about the future? 
I am optimistic about growth 

in the rest of 2014. We will accelerate 
growth in our key markets. These are :

• The USA which is one of key tar-
gets for growth in next 5 years, where 
we are investing in quality and in 
quantity.

• However, although I said that we are 
more and more internationally oriented, 
the fact is that Italy still provides over 
35% of our sales, which of course we 
must continue to nurture. To do this, we 
have reorganized the structure of the Ital-
ian business, with the aim of reinstating 
Esaote’s growth at home.

• But we are also counting on 
growth in UK, France and Germany, 
where we made big changes in 2013. 

After all that it will then be time 
to focus on growth in emerging 
economies:

 
• China: we’ve grown consistently 

year on year in China, and will con-
tinue to do so in 2014. In China, 
we’re extremely proud of our ultra-
sound systems, and the fact it’s our 
second biggest market. Twenty  years 
ago, we identified that China would 
be a key market, and so far our strat-
egy there has been good: we occupy 
fourth position as far as  market share 
is concerned. The challenge is how to 
continue to  grow and maintain our 
market position. We plan to increase 
our penetration in the provincial and 
regional hospitals and later  on in very 
small, local clinics/practices.

• In Brazil, we carried out impor-
tant adjustments in 2013 and we are 
ready to grow in 2014.

• We’re making important invest-
ments in terms of our geographic 
expansion where previously we 
operated with distributors – e.g. 
in Nordics, Australia, New Zea-
land, Mexico and Colombia (Latam 
North).

In summary, all this boils down to a 
combination of getting growth back in 
Europe (Italy), growth in key markets 
such as the USA - and in new markets 
(i.e. Brazil, New Zealand etc.)

Q . So to sum up? 
It’s simple: It’s all about the 

evolution of the company. Our efforts 
are twofold: 

1.To make Esaote a global company, 
a real corporate organization

2. To manage successfulli the tran-
sition from a product/technology 
focussed to a much more customer-
oriented company. 

All that will be made possible by 
improving our portfolio, sales and 
marketing  effectiveness and organi-
zational efficiency. 

I look forward to the future with 
confidence. 

With its ability to synchronize in real-time with thera-
peutic applications such as the Echolaser ablation 
device, the newly introduced Crystaline system from 
Esaote is an example of the company’s policy of hori-
zontal integration..

Innovative clinical ultrasound 
hardware and software

The technical capabilities of the new 
CrystaLine system from Esaote provide  a 
valuable interventional tool which breaks 
away from “diagnosis - only” ultrasound 
into the therapeutic arena. This latest hard-
ware and software upgrade significantly 
improves the image quality and depth of 
field and enable clinicians to undertake 
interventional procedures with confidence.

 CrystaLine incorporates specific 
hardware and software features that build 
on the advanced eHD ultrasound tech-
nology that Esaote introduced last year. 

Other major technical improve-
ments provided by CrystaLine include 
Combined Pulse Imaging Technology 
which effectively increases depth-of-
field, improving the imaging of structures 
deeper in the body. Combined with the 
new XView+ speckle-noise reduction 
system, fully adjustable by the operator, 
helps to produce an optimal personalised 
image. The reality of higher quality, clearer 
imaging at increased depth, now enables 
clinicians to confidently use ultrasound 
in borderline examinations and interven-
tional ultrasound procedures. 

Carlos Faustmann, Esaote’s Chief 
Global Marketing Officer, explains: 
“Ultrasound is highly valued for its safe, 
non-invasive nature.  One of the chal-
lenges has been capturing high qual-
ity images in those technically difficult 
patients. CrystaLine changes all that.”  “In 
addition, CrystaLine enables clinicians to 
synchronise with interventional systems 
such as medical lasers,” continues Faust-
mann. “This feature is an example of the 
huge potential for Esaote and ultrasound 
in direct therapeutic applications.”
ESAOTE 
GEnOA, ITAlY, 
www.esaote.com

eHD is the Esaote technology that innovates  
ultrasound imaging by optimizing all the aspects 
of the chain through which a signal has to travel..


