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Fleury Group: a Brief Summary of our History

1983

First tests in the 
diagnosis center -
pioneer in offering 
integrated diagnostic 
medicine solutions 
(one-stop-shop)

1926

Beginning of 
operations with 
medical 
laboratories

1926 - Onset of 
activities: Dr. Fleury 
1936 - Dr. Walter 
Leser
1947 - from Marconi 
to 7 de Abril street
1951 - Merger: 
Multidisciplinary Lab
1962 - moving to 
Paulista Av. region

Implementation of the 
concept of PSC’s
Network -
opening of the second 
service point at Brasil 
Avenue.

2001

Beginning of the 
process of becoming 
a  market 
consolidator by 
acquiring industry 
brands

2006 

Advances in 
diversification with 
Health Promotion

Telemedicine

2008

Launch of 
Chronic 
Disease 
Managemen
t

1975

2005

Start of the business 
diversification 
process in the health 
chain with the Fleury 
Day-Hospital Unit

2009

Beginning of 
operations in the 
Capital Market -
BM&FBovespa 
Novo Mercado

Launch of the 
a+ Diagnostic 
Medicine

2011

Acquisition
Labs D’or

2000

Opening of the 
new
technical and 
administrative 
head offices



Our vision, mission and values

Our Strategy:
Unique strategic position in the Brazilian healthcare market

Bahia

Pernambuco

Rio Grande do Sul

Paraná

São Paulo

Rio de Janeiro

DF



Network  of more than 200 
Patient Service Centers (PSC’s)

Provider of diversified healthcare solutions

55

Complete portfolio of diagnostics tests

– Clinical Analysis (Routine, Pathology & Esoteric tests)

– Diagnostic Center (Imaging, > 40 diagnostic specialties)

In charge of Diagnostic Centers 
in 30 top‐tier hospitals

Nationwide, provider of diagnostic 
solutions to over 3,000 laboratories

Market leader (individualized 
programs for executives)

Wellness programs for companies

PATIENT SERVICE 
CENTERS

OPERATIONS 
IN HOSPITALS

LAB‐TO‐LAB

HEALTH 
ASSESSMENT

HEALTH 
PROMOTION

CHRONIC DISEASE 
MANAGEMENT

Pioneer in the Brazilian market    
Partnership with Healthways

Enhancing service diversification, geographical presence and knowledge base

Strategic Acquisitions:
leveraging future growth opportunities

66

2002 2004 2005 2007 2008

Paraná

Rio de JaneiroSão Paulo Bahia

São Paulo ParanáPernambucoBahiaRio de Janeiro

São Paulo

2009

Rio de Janeiro

Rio Grande 
do Sul

2010

São Paulo

Rio de 
Janeiro

2011 

Bahia

26 acquisitions since 2002



More than 200 Patient Service Centers 
(PSCs) in 7 metropolitan areas

3,500 types of tests in more than 40 
diagnostic areas

More than 35 million tests performed 
annually

More than 7 million customers per year

Gross Revenue (2010): R$ 935 million

Gross Revenue Expected (2011): 
R$ 1,5 billion

More than 8,000 employees

More than 1,200 Physicians

Highlights in numbers

Our team, our people

88

•Years working at Fleury Group

8,000 employees and 1,245 physicians
Professionals by Area¹

2.5%

2.2%

0.1%

42.0%
42.9%

1.2%

8.5%



Employee Qualification and Talent  Retention

(1) source: American Society of Training and Development, 2008
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34.4 hours
Global 
average¹

Hours of training per employeeInvestments in education (R$ million)

Turn Over (12-month average)

Corporate University

• Main goals (dedicated 1,600 m2 facility):

• Using the corporate university to gain a competitive edge and to venture into new markets;

• Creating opportunities for learning to support the organizations' main issues;

• Promoting and encouraging the involvement of leaders in the learning process;

• Enabling involvement of the entire value chain: clients, partners, suppliers, etc.;

• Encouraging stakeholders to find new ways of thinking and working, in order to expand their roles;

• Using an assessment system to assess results and investments in education.



234 themes addressed
136 thousand hours of training ( 15 % x 2009)
65 hours / employee ( 16 % x 2009)
Benchmark (ASTD): 34.5 hours / employee

Average of 4 trainings / employee
408 internal scientific meetings.

Corporate University
Large Figures 2010

Physicians educated in the most renowned universities in the Brazil and 
abroad: 
100 masters / 130 PhDs / 17 professors / 50 post-doctorate

30 % increase in the number of physicians in the last 3 years

Medical  Excellence  Programme  
• Scientific publications, 
• Academic titles,
• Participation in scientific events,
• Relationship with patients,
• Medical Support  teams,
• Compliments from clients,
• Approved  and/or implemented ideas

Medical training programme
Imaging Fellowship

Medical Excellence



Innovation culture shared by all employees: Idea Center

Promoting organizational creativity

Innovation processes open to all employees

“Wisdom of the crowds”

Example of notice sent to employees

1,621 approved

100%

25%

8%

Sata September 2007 - July 2011
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1. How Quality and Continuous Improvement Built the 
“Lexus” of Laboratories



Technical Differentiation 
Portfolio of 3,500+ different types of exams and procedures

Quality and Continuous Improvement  tolls

• Manufacturing Strategy
– Lean Manufacturing concepts applied to Services Operations

• More than 35 million tests 
• 1 centralized esoteric, specialized and automation lab in São Paulo City.
• 6 decentralized, automation and microbiology labs in 6 different states of Brazil
• 31 hospital fast-response labs
• 43 centrifugation/sample preparation areas
• More than100 imaging/other diagnostic centers

• Quality:
– Lean manufaturing, 6 Sigma, MEG/FNQ (similar to Baldrige Quality Program)
– Certifications and accreditations: CAP, ACR, ISO (9001 and 14001), Joint 

Comission International, ONA and PALC.



From Knowledge to Competitive Advantage

Knowledge Innovation

Knowledge generation

1,245 physicians¹

172 peer‐reviewed published articles

313 abstracts in scientific meetings

95 book chapters

Integrated solutions

Artificial intelligence tools to 
analyze test results

Medical Consultancy  
Services 24/7

Physicians analyze complex cases and 
suggest subsequent investigation

# of consultancies registered in electronic medical records

New products

Revenues in BRL millions ²

# of new products¹ june 2011

39 medical specialties branches, 
71 types of integrated reports 

1717

² Last 24 months revenue from products launched 
in the 24 month period 

Integration of  medical reports as an integrated 
solution for the patient and physician

Comprehensive report:

. Core information at a glance;

. Each report represents the result of  the 
medical expertise accumulated at Fleury
. Diagnostic conclusion and eventually 
treatment recommendation.



Example of  Integrated Report – thyroid 
investigation

Examples of  Integrated Report: breast and prostate

ProstateBreast 



Example of Integrated Report - Lymphoma

Example of Integrated Report - Lymphoma



Example of Integrated Report - Lymphoma

Example of Integrated Report – Stroke



Example of Integrated Report – Stroke

Comprehensive approach, definitive diagnostic conclusions

Tests performed in a rapid, sequential and prioritized way 

Specialized medical consultancy 

Integrated reports: conclusive elucidation of complex clinical cases

New centers: 2010/2011
Integrated Neurology Center & Center for Sleep Disorders
Advanced Gastroenterology & Endoscopy Center
Lymphoma Center
Center for Investigation & Rehabilitation of Urology Disorders

Fetal Medicine Center
Center of complex diagnostics procedures

From Integrated Reports to 
Integrated Diagnostic Centers

2626
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2. How Customer Service Built the “Lexus” of Laboratories

* The disciplines of market leaders, Treacy & Wieserma
** “What’s Strategy?” – Michael Porter; Analysis of the Strategic Planning of the Fleury Group

Customer 
Experience
Customer 

Experience

EXCELLENCE IN CUSTOMER 
SERVICE

• Customer Relationship
• Better solutions for customers
• Focus on customers' needs and 

problem-solving
• “One-stop-shop” Strategy

Customer 
Relationship

Service ExcellenceService Excellence Presence in large 
economic centers

Presence in large 
economic centers

Larger role in the 
healthcare value 

chain

Larger role in the 
healthcare value 

chain

Innovation, Research 
and Development

Knowledge in 
Medicine and 

Health

Competitive Positioning* Map of Activities**

Strategic Positioning of our Businesses



How we learn what the needs 
and expectations of our clients are

Seeing things from our customers' perspectives 
(every client  has unique needs)

Listening, observing, and then talking

Clients do not state what is really important for them 
when answering our questions

We must pay attention to all the signs they give out

Strategic Indicators – Balanced Score Card 

Strategic Indicators Fleury Weinmann a+ Campana

Retention Index

New Clients

ASD ‐ Average Service 
Duration

AWT = Average Waiting 
Time

Satisfaction survey

Complaints Index

To increase organizational 
involvement to further 
promote customer 
relationship and loyalty to 
our brands;

To increase focus on our 
attitudes as a group towards 
clients

Strategic Goals

To further increase our staff's 
sensitivity to manage and 
build relationships with 
clients



Fleury 

May/10 Oct/10

Phone Services 9,39 9,38

Scheduling 9,22 9,19

Vallet Parking 9,19 9,21

Customer Services at Reception 9,34 9,34

Nurse 9,44 9,46

Physician 9,53 9,46

Physician's assistant 9,66 9,52

Appron for testing procedures 9,41 9,24

Infrastructure of the Unit 9,39 9,37

Kids' Space 8,84 9,10

Café Services 9,34 9,35

Time for Test Results to be Delivered 9,53 9,48

Types of Services 
Summary of Averages

WEIGHTED AVERAGE 9,38 9,36

Fleury´s client satisfaction surveys - 2010 

Service flow integration: from the call center to the 
patient service center

Scheduling Reception desk Pre-testing Procedure

Healthy
Breakfast

Accurate information
Fast response
Solve all questions at the 
first contact
Customized contact

Attention to each step
C.R.M. registered information 
Understanding needs and 
feelings
Pleasant atmosphere

Customer - focused Service Centers + Customer - driven Diagnostic Medicine

Reports

Result



Innovation Platforms

Identification of opportunities, ideas production

Use of management and innovation tools

Multidisciplinary teams

Itaim Unit
Center of Innovation in customer experience

Arts and culture changing customers' experience                
in healthcare services

Combines with process innovation

Ideation Room -
Corporate University

Itaim Unit

Expanded Innovation: 

a new concept of patient service center

PEDIATRIC SEGMENT

Innovation in service segmentation: 
pediatric service



Fleury’s Health Village

Parking

Fleury’s Health Village

Reception and waiting room



Breakfast room

Fleury’s Health Village

Fleury’s Health Village

Backyard



Support materials

Mural interno Intranet

Backdrop

PREGNANCY CARE SEGMENT

Innovation in service segmentation: 
pregnancy care service



From Knowledge to Differentiation

2009

2006

2008

2005

2007

2002 2003 2004

Test results 
with historical 

data

Introduction of health 
promotion programs

Introduction of disease 
management program

Knowledge 
management

Health assessment 
diversification

Image results 
on the internet

Itaim Patient 
Service Center

Tempo de Protrombina

0,00

8,00

16,00

24,00

32,00

40,00

16/11/2009 25/10/2009 5/10/2009 19/9/2009 7/9/2009 29/8/2009

Data

Va
lo

r (
se

gu
nd

os
)

Resultado Referência Máxima Referência Mínima

An incubator for Client 
Experience Innovations

Use of art & culture in 
Service Innovation 

Introduction of 
integrated reports

2010

Integrated Medical 
Centers
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Innovation in online presence: from internet result 
reporting to social network real time monitoring 
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Online service center – www.fleury.com.br

• Third generation website (interaction):

• Relationships with stakeholders:
• Physicians
• Patients
• Employers

• Schedulling of exams or procedures;

• Highly secure access to test results and  
medical reports;

• Health page most followed in Brazil:
•13,500 followers (november/2011)

• 7th page in engagement rate in Brazil

Social Networks
Monitoring Flowchart

Customer 
at the PSC

PSC 
Identification

Contact with 
the 

Coordinator
Client 

Identified at  
the PSC

Action 
with client

Contact with 
the 

ombudsman

Client creates a 
post and is no 
longer at the 

PSC

Complain is 
reverted and 

converted 
into a 

Compliment



Social Networks Cases: 
the Wheelchair Case

“Examination of Conscience
Look, I arrived at Fleury Laboratory at 10am, as 
scheduled. However, I could only go to the reception 
desk one or two minutes before 10:30 am. Calmly, I will 
try to explain: During these 25 or 27 minutes…”

“Clear Conscience
(Facade of the Fleury Laboratory, aware of the 
importance of its role in a society facing the future.) 
This is exactly how I feel: a citizen with enough 
importance to perform my role in a society always…”

According to BrandAnalytics and Millward Brown, the 36th most valuable Brazilian brand

The 6th most valuable brand among the service companies

The most valuable brand in Diagnostic Medicine

• Millward Brown is a leading 
global research agency 
specialized in advertising, 
marketing and communications, 
media and brand equity 
research.

• BrandAnalytics is one of the 
most important Brazilian brand 
consulting.

One of the most valuable brands in Brazil



Sustainability Project: twelve platforms

Interaction 
with 

Stakeholders 
Programme

Sustainability 
for Customers 

Programme

Cleaner 
production

Fleury Zero 
Carbon 

Footprint 
Programme

MEG/FNQ
Lean6Sigma 

Program

Sustainable
Units

Programme

Social 
Programs

Sustainability in the 
Fleury Group

Regional ISO 
Certifications

Ethics and 
Code of 
Conduct 

Programme

Sustainability 
Ongoing 

Education

Diversity 
Promotion 
Programme

Volunteering 
Program

Soccer field and tournaments in the Corporate University

Thank you! E-mail: 
rogerio.rabelo@grupofleury.com.br


