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Greek company, the influence of the
ancient Greek physician, Hippocrates —
considered by many to be the father of
modern medicine — was never far from
APIVITA's mind. The two companies now
operate side-by-side — Apivita sourcing and
manufacturing the products, and
Drogopharma distributing them.

“They give products to customers that
are not only natural and holistic, but
effective,” Aristos says of APIVITA, whose
work was given high plaudits by the
Chancellor of Austria when he visited their
factory in Greece in June. “Their approach
is a scientific one, based on chemistry.
Every ingredient in their products must
prove itself in the pharmaceutical way."
Both companies see the strength of
collaboration, not just between one
another, but with other expert institutions.
“We couldn't just mix herbs and leave it at
that — we cooperate with researchers in
universities and so on. Apivita has their
own research and development
department so they themselves invent
products and work with other universities.

Drogopharma began in 1996 with just four
staff operating out of a small backroom
office in the Cypriot coastal town of
Limassol. In two decades it has grown to 25
staff, and now requires a warehouse to
conduct its operations.
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'ﬂ 2 CASE STUDY

‘WE HAVE TRIED TO GET
PHARMACIES TO ENGAGE
IN MERCHANDISING; WE
GIVE THEM TRAINING, WE
TELL THEM QUR
PHILOSOPHY; WE BRING IN
PROFESSORS FROM
ABROAD TO TEACH THEM
SO THEY CAN BUILD ON
THEIR OWN WORK"

ARISTOS PETRIDES

» |ts growth mirrors a trend in Cyprus
towards more halistic healthcare — one that
started with Drogopharma, but which has
evolved and grown to include a number of
other similar outfits. The growing awareness
of the benefits of natural products can be
attributed to Aristos and his team — which
now includes his wife, Chryso, the Managing
Director, and daughter Stalo, who heads the
administration department — and the work
they have put into cultivating a positive
attitude in Cyprus towards effective natural
products that are free of side effects.

Stalo runs the company's Facebook page,
where around 11,000 followers, ranging from 17
to 60, can both keep track of the latest produce
being distributed the company, but also ask its
staff questions about the positives and negatives
of whatever they are purchasing. That user
interaction is key to Drogopharma’s success —
not only are they a supplier of products, but
also an approachable source for up-to-date
information on the latest trends in the industry.
Avristos’ own good relations with players in the
Cypriot pharmaceutical industry — he has been
on the Board of Directors of the Pancyprian
Pharmaceutical Association for 25 years —
meant that he and his team could converse
directly with pharmacies across the country and
educate them on the merits of natural products.

“We have tried to get pharmacies to engage
in merchandising; we give them training, we
tell them our philosophy; we bring in professors
from abroad to teach them so they can build
on their own work, " he says. “We stand side
by side with pharmacies — we've created
bonds between them and us."

Life hasn't however always been easy for
Drogopharma. It was only three years ago that
Cyprus was hit by a severe financial crisis that
forced a €10 billion bailout from the EU and
IMF. The memoaries of that period are still sore
in the collective psyche of Cyprus — businesses
across the country were forced to close their
doors, and families had no option but to
queue for handouts in order to buy food and
other supplies. It was a time of great concern
for the economy and all those invalved, but
Aristas' commitment to his company, and the
service it provided, saw him persevere.

“"We didn't cut any credit lines to our
customers, but instead told them that the
crisis was an opportunity. Because we have
products that are value for money then we
can continue to sell them," he says.
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Importantly, the company remained confident,
buoyed by a consistently healthy cash flow in

ARISTOS PETRIDES

the years prior to the crisis. \Where others
were buckling, Drogopharma stood strong.
“We didn't cancel any programme events, "
he says. "Most companies pulled out of

opposite and stuck with it and tried to give
confidence and strength to our customers.
We stand by them.”

His career in the pharmaceutical industry
was what stood Aristos in good stead to
become one of his country's leading
purveyors of natural health and beauty
products — not just the products themselves,

whole enterprise.

“We are sensitive as pharmacists to the
risks of medicine, " he says. “We know what
it means to use a product - to put it on your
skin or to drink it. We could recognise which
ingredients are not so safe to use, and those
that are. And because we want to preserve
the planet and its resources, and to keep the
environment safe, we consider this to be
something worth promoting. We want to use
something that is as effective as other
medicine but which doesn't cause the same
harm to the people or planet.”

Drogopharma is thus both a business and
an ethos for the Petrides family. It's about the
broader movement towards encouraging
holistic healthcare as much as it is about the
profitability and health of the company itself.
“We try to inspire our customers,” says
Aristos. “For the people it is much better to
accept a healthier way of life — not only to use
natural products but also to try to exercise
more and to be more active.” In short, says
Aristos, “to give them a better life” — and
that's as good as any company philosophy.
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events because they felt the fear — we did the

but the progressive philosophy underlying the

LEARNING POINTS

= Don't be afraid to strike out on
a new path. If you're aware of
the shortcomings of traditional
products, then seek pastures
new — there'll be a market
waiting for you.

+ Stick to your core philosophies
if you're confident in their
outcome. Dedication to your
belief is what separates
confident companies from
those that will waver when
times are hard.

EUROPEAN BUSINESS AWARDS QO ®

Scanned with CamScanner



