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W H AT ’ S on your mind

Cultivating talent
The CommonHealth organization has been

built on a premise that great leaders can come
f rom within. Our network of 13 operating
companies has been organically grown —
built, not bought — during the past 35 years,
with leadership emerging from within our
ranks to head each one. We certainly seek to
bring in senior talent from the outside as well,
but we’re proud that the majority of our lead-
ership team has been cultivated within the
o rganization. To make this happen, we expand
p a rticipation in leadership through multiple
tiers of planning and management commit-
tees; we have a training system in place called
CommonHealth University, which aff o rd s
employees the opportunity to further their
knowledge in a variety of industry - re l a t e d

subjects; we have both formal and inform a l
mentoring programs; and, wherever necessary,
we use outside coaches to advance the leader-
ship capabilities of our senior staff .

Matt Giegerich
PR E S I D E N T A N D C E O

CO M M O NHE A LT H

Intangible benefits
The recognition and presence of a pro s p e c-

tive corporate mentorship program has many
tangible and intangible benefits through pro-
fessional development (longer retention,
i n c reased morale), as well as project continuity
( m o re complete project history, better new
s t a ff training). Kudos to companies (sponsors,
CROs) that care enough about their employ-

ees to realize the carry-over benefits to pro d-
ucts, care providers, and patients.

Philip T. Lavin, Ph.D.
PR E S I D E N T

AV E R I O N IN C.

“Followership”
This question is wonderfully defined. We

at BASi are terrible at this in any form a l
sense. We are a very small company (head-
count of about 375), and there is no way we
can aff o rd the corporate leadership activities
of a GE or IBM with their formal campuses. I
would hope that bright people would observ e
and learn from observing and doing. It all
s t a rts with hiring. I try to emphasize hiring
people who are brighter and more enthusias-
tic than I am.

I try to hire people who make others better
and not the reverse. We aim for a culture where
we have little fear of experimenting and little
fear of making mistakes. I like to say the more
mistakes we make, the smarter we get. This
applies technically as well as in human interac-
tions. Experience beats theory every time, but
people can’t get experience if they don’t have
the opportunities to fail. 

It is equally important to develop “follower-
ship” as well as leadership. We need people who

can execute in a regulated R&D envi-
ronment with unquestioned
i n t e g r i t y. I believe that to some
real extent leadership has been
o v e r-played in recent years. The
expectations of “charismatic”
CEOs have been unre a l i s t i c a l l y
high; and many of them, in their
a rrogance, have taken short cuts
and even believed in their inflated

p ress, with excessive bonuses and
stock options and private jets. This is

not leadership. This creates an
i n e ffective climate between leaders
and real doers. To succeed, a com-

THE BLOGGING PHENOMENON

Blogging — often a mixture of what is happening in a person’s life and what is happening on the Web, a type

of hybrid diary/guide site — is quickly becoming an important online resource for consumers and patients.

Bloggers share personal information with others about their willingness to try certain pharmaceutical prod-

ucts and why they avoid others. They share their personal stories regarding medical treatments. Furthermore,

bloggers enjoy the freedom of speech. But this information exchange has the potential to influ-

ence compliance and alter perceptions about medicines and

treatment regimens.

PharmaVOICE wants to know what is the potential impact of

patient blogging? How is this new online exchange altering the per-

ception of pharmaceutical companies, the industry, and its products?

And, how, if it all, should the industry react to the blogging phe-

nomenon?

WHAT’S YOUR OPINION? 

Please e-mail your comments to feedback@pharmavoice.com.

What’s Your Opinion?

O P I N I O N S

Leadership Development

In demanding times, leadership is a co m pe t i t i ve edge. Good leaders provide oppo rtunities for others to grow

their co m m u n i cat i o n , d e c i s i o n - m a ki n g, p ro b l e m - s o l v i n g, and other re l ated ski l l s. Leading is 

setting dire ction and guiding others to fo l l ow that dire ct i o n .Good leaders debate, c l a ri f y, and enunciate va l u e s

and be l i e fs ; f u e l , i n s p i re, and guard the shared vision; ask big pict u re questions and “w h at ifs,”as well as 

e n co u rage thinking the unt h i n ka b l e. But leadership deve l o p m e nt is an effo rt, h o pe f u l l y, planned in nat u re, t h at

e n h a n ces the ca p a c i ty to lead pe o p l e.
Ph a rm a VOICE asked exe c u t i ves throughout the industry: h ow do their companies develop leaders.
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p a n y, much like an army division, must have an
exceptional group of sergeants who really make
things happen. They must be recognized for
doing so.

I don’t think one can teach leadership; you
can demonstrate it, and you can learn it if you
have the energy to do so. Anyone who thinks
a MBA is a leadership degree is going to be
v e ry disappointed. It’s a technician’s degre e .
Leadership is something else.

Pete Kissinger
C E O

BI O A N A LY T I C A L SY S T E M S IN C.

E n e rg y, optimism are key
At Clinical CONNEXION (CCX), we

believe that the first step in developing lead-
ers begins with a prospective candidate’s ini-
tial interview and identification process. First
and foremost, CCX looks for people with pos-
itive energy and optimism. This is one of the
most important attributes of leaders. It is
m o re important to us than a resume filled
with experience. Our culture embodies opti-
mistic leaders who have a winning vision.
While our leaders are free to challenge ideas,
they must be problem solvers, not pro b l e m
makers. This type of person tends to have a
v e ry strong work ethic.

We have also implemented a Strategic
Leadership Team (SLT) that meets bimonthly.
These meetings are intended as a status
update so that all of our leaders/depart m e n t
heads are working toward the same vision and
goals. In addition, we talk about the impor-
tance of leadership and re i n f o rce our stro n g
beliefs of quality, service, and innovation for
our clients. Our leaders cannot simply mem-
orize our vision, they need to internalize it;
they need to have the courage to motivate and
maximize teams. There f o re, it is critical for
them to be passionate and zealous to their
c o re about our dynamic culture and vision.

Susan Stein 
PR E S I D E N T

CL I N I C A L C O N N E X I O N

Leaders at all levels
At Abelson-Ta y l o r, a very real part of

“ g rowing up” at our agency involves learn i n g
how to lead in a collegial environment. Our
p rogram of developing leaders has given us a
top-notch group of loyal managers, many of
whom have been with us for 10 years or more. 

Unlike most agencies, in which senior
managers supervise a large number of employ-
ees, we expect all but entry-level employees to
lead. It has always been our goal to “grow” our
managers from within, giving all employees
both training and responsibility in leadership,

evaluating them as they pro g ress. For exam-
ple, our entry-level account staff and traff i c
c o o rdinators are paired with account coord i n a-
tors, who generally are recently pro m o t e d
f rom traffic coord i n a t o r. Along with other
responsibilities, account coordinators are
expected to train traffic coordinators. This
p rocess continues throughout our employees’
life within our agency.

Also, rather than giving our directors a larg e
s t a ff of account supervisors, account executives,
and assistant account executives to manage
d i re c t l y, account supervisors have direct line
responsibility for account executives and assis-
tant account executives. A formal part of their
annual review includes how well they lead and
develop that important re s o u rc e .

Personnel decisions for the account team are
managed by a council of five VP account gro u p
d i rectors, rather than by one director of client
s e rvices, ensuring that all these managers gro w
in leadership experience. 

On the creative side, each of the brands in
our agency is shepherded by an associate cre-
ative dire c t o r, who has formal responsibility for
mentoring his or her team.

We also have developed several formal men-
toring relationships among our senior cre a t i v e
s t a ff, giving them responsibility to lead more
junior creative staff and accountability for that
action in their annual re v i e w.

Jay Cart e r
SE N I O R V P, DI R E C T O R O F CL I E N T SE RV I C E S

AB E L S O N- TAY L O R

Leadership principles
At PharmaStrat, we know that the compa-

n y ’s future success depends on our ability to
develop people as creative, analytic thinkers and
to nurt u re an environment of leadership
t h roughout all levels of the organization. The
success we’ve achieved to date stems from a few
key principles.

We set a clear vision from the top without
dictating policy. Each quart e r, Pharm a S t r a t
conducts a staff off-site meeting so I can share
the vision of the company and we can discuss
as a team our plans and objectives for the quar-
ter and year ahead. Similarly, we each share our
key client perspectives and priorities so we can
maintain a cutting-edge service orientation.

We encourage a risk-taking culture that
p rovides opportunities for failure. We chal-
lenge our colleagues and ourselves to innovate
and to apply unique methods and processes to
all business issues. I calibrate the amount of
client interaction to the level of expertise, so
our staff can regularly make mistakes (and
l e a rn from them) without a negative impact
on client satisfaction.

We publicly praise and recognize leadership.
It is a regular occurrence in our office to conduct
an impromptu “awards ceremony” to re c o g n i z e

superior perf o rmance. This often includes
framed thank-you letters from clients, unique
p roject plaques, and so on. Praise and re c o g n i-
tion from well-respected peers are the gre a t e s t
motivators I have as a leader, and I make sure
our firm uses them often.

We create a burning desire to never stop
l e a rning. To make each employee a star player,
we place an extreme emphasis on the value of
education. We encourage employees to never
stop learning. We provide countless opport u n i-
ties for each staff member to broaden his or her
horizons through lunch and learns, confere n c e s ,
trade publications, meetings with industry pro-
fessionals, and more. The employee is given every
o p p o rtunity to develop the professional skills
needed to ensure personal and organizational suc-
c e s s .

Phil Patrick
PR E S I D E N T

PH A R M AST R AT

Learn by doing
The best process to develop leaders is as

basic as exposure to opport u n i t y. As a student
of managerial science, I have always followed
the guidance of Carl Rogers who pro c l a i m e d :
“ L e a rn by doing.” Sure there are natural-born
leaders, but every Fission staff member is cul-
tivated to lead and give our organization a
competitive edge at every level. Our executive
team continues to be dedicated to a pro c e s s
that involves each member of our org a n i z a-
tion making contributions with existing and
p rospective clients.

For example, unlike our competitors, there
a re no “pitch” teams; any member of our staff of
“Fissionaries” has the aptitude and experience
to shine in front of a prospective or existing
client, depending on the need of that specific
client. They are the staff that will be working
with the client when we win the business; they
need to be presented as the team that can deliv-
er at the pitch as well.

Our level of confidence in our staff to lead
at every level is mainly due to our investment
in educating and exposing our strategic think-
ing and tactical execution to every member of
our organization at every level. Clients need
s u p p o rt from a partner that is invested and
passionate for its business, understands their
goals, and provides expertise to help them
obtain and exceed those goals by yielding
results through creative solutions. We take
this best-in-class thinking to the leadership
development of our staff as well. This only
happens to our Fissionaries with more expo-
s u re to our clients and more opportunities to
c a rry forw a rd our vision and mission.

Mario R. Nacinovich Jr.
SE N I O R V P


