
PV: Where are you taking Takeda 
as a company?

SEQUEIRA: It is an exciting time for Takeda and to 
see some of the successes we’ve had with some 
of our recent launches, particularly Entyvio for the 
treatment of ulcerative colitis and Crohn’s disease, 
and Brintellix for the treatment of major depressive 
disorder in the United States. It’s clear these prod-
ucts are touching an unmet need in the market. 
Our goal to focus on adding the most value for 
patients in the IBD space and MDD space and 
continue the good work we have done with our 
broader portfolio across GI, diabetes, and gout. Our 
business is healthy and our products are touching 
a need with customers. We’re excited about being 
able to put more focus on our core portfolio and 
continue to deliver value to patients.

With both Entyvio and Brintellix, the feedback 
we’re getting from providers and from patients is 
that these products are truly meeting an unmet 
need in their practices. We want to be able to build 
on this momentum.

Since I came on board with Takeda, we have 
been making very deliberate choices on where 
we’re going to invest and where we’re not going to 
invest. This focus and those deliberate choices are 
what is going to help the company continue to be 
successful, both globally and in the United States.

PV: What is behind the effort to create two new 
business units?

SEQUEIRA: On the heels of our successful Entyvio 
launch we have formed a specialty business unit. 
We have brought in Stephanie Brown to head up 
that unit.  This is an effort to consolidate all of our 
commercialization activities in the specialty area 
to be able to meet the needs of customers and 
patients. We also formed the general business unit. 
We brought in Tom Gibbs to head up this unit.  

Previously at Takeda, sales and marketing were 
not integrated across the value chain and that’s not 
what our customers need from us. In the United 
States, our customers are very integrated and they 
need us to be thinking about how to best serve 
them across all of our commercialization efforts — 
from marketing to sales to evidence generation to 
access and reimbursement. We have to make sure 

all of our strategies are integrated. Forming these 
business units helps us to have a much more inte-
grated approach to our marketing.

PV: In what ways is Takeda now more 
integrated, and what can customers expect?

SEQUEIRA: When we looked at providers and 
health systems, we saw that there was a great deal 
of integration across primary care, specialty care, 
hospitals, and care pathways.  When we examined 
the way that the health system is evolving in the 
United States, we saw that providers and payers 
are taking an integrated and a patient-centric 
approach. Taking a patient-centric approach and 
working with our customers to help support their 
patients and deliver better outcomes will help us 
grow in the United States. 

PV: How do these new units help Takeda to 
better meet patients’ needs?

SEQUEIRA: The business units are helping us to 
get a much clearer, more direct line of sight to the 
patient and be much more patient-centric in our 
commercialization activities. Putting the patient 
first is a big focus within Takeda. In fact, at Takeda, 
everything we do follows a specific algorithm: a 
patient-trust-reputation business model.  

We look at what the right things are for the 
patient, what the right things are to do to build 
trust with customers, and what the right things are 
for our reputation. 

Ultimately, these elements help and enhance 
our business. For me this a reflection of a strong 
philosophy at Takeda and of our culture. 

Creating these business units and integrating 
our commercialization plans allows us to more 
effectively put the patient at the center and focus 
on patients’ needs across all of our activities. 

The LAST Word

  Ramona Sequeira, President of Takeda Pharmaceuticals U.S.A., is 
transforming the centuries’ old Japanese pharmaceutical company to lead 
in the United States in the 21st century.

Takeda Strengthens 
U.S. BUSINESS OPERATIONS

Ramona Sequeira

Takeda Takes a  
Patient-Centric Approach 

Ramona Sequeira was appointed president 

of Takeda June 1, 2015. She leads all business 

operations for Takeda’s U.S. business units 

and reports to Christophe Weber, Takeda’s 

president and CEO. She also serves on  

Takeda’s Executive Team.

As Takeda looks to expand its global 

presence outside of Japan, particularly in the 

United States, which is Takeda’s largest  

business outside of Japan, the company 

established two separate business units to 

create a more customer- and patient-centric 

approach to its business model. According to 

the company’s Feb. 3, 2016, earnings release, 

Takeda had global revenue growth of 4% 

year to date, with the U.S. market  

contributing 11.6% year to date top-line  

revenue growth.

The recently created Specialty Business 

Unit is led by Stephanie Brown, in the newly 

created role of VP of specialty business. Also 

as part of the targeted focus, Takeda has 

created a General Medicine Business Unit, led 

by Senior VP Thomas Gibbs, most recently of 

Vanda Pharmaceuticals. 

Takeda recently acquired a U.S.-based 

biologics manufacturing facility, which will 

produce Entyvio along with other biologics. 

The acquisition of the facility allows Takeda to 

maximize global efficiencies and further  

enhance supply chain flexibility for Entyvio. 
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The Last Word

TrialCard helps you find patients 
with rare diseases faster – because 
every day counts.

trialcard.com  

Contact us to today to learn how TrialCard’s Lead Generation Services 
can help get your orphan drugs to the patients who need them.

Mark Droke, VP Sales  |  mark.droke@trialcard.com  |  919-415-3341

TrialCard’s Lead Generation Services connect physicians who 
treat patients with rare diseases to orphan drug manufacturers, 
helping patients get the relief they desperately need.
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There are heroes among us.
Pharma Heroes  is a movement designed to shine a light on the heroes who walk among us.  

It’s time to celebrate the heroic and largely unrecognized daily acts that move our industry forward. 

We need your help! Join the movement by recognizing a Pharma Hero you know:

www.PharmaHeroes.com(c
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