
W H AT ’ S on your mind

Entrepreneurialism 
at the local level

T h e re are many dimensions to successful
b u s i n e s s e s .

At Brand Institute, we empower re g i o n a l
o ffices to operate in an entre p reneurial envi-
ronment with the support of the corporate
h e a d q u a rt e r s .

Brand Institute’s business model aff o rd s
clients’ local servicing and the consistency,
c o n t rol, accuracy, and timeliness of a central-
ized corporate support system. It is a winning
solution to manufacturers’ branding needs.
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Leadership, a priority
At Flashpoint Medica, leadership develop-

ment is a top priority, as it really reflects on the
a g e n c y ’s future. From our past experience, we
know that the best way to develop talent is to

invest time in people’s careers and leadership
potential. This means mentoring and coach-
ing our top talent, providing role models, and
giving people the right opportunities to devel-
op their skills with clients and on projects. 

It also means allowing them room to gro w
and to make mistakes so they learn from them. 

P roviding the right culture is an equally
critical component of developing leaders.
T h a t ’s why we encourage open discussions and
debate and dialogue to help expand our staff’s
thinking and develop their leadership poten-
tial. Along the way, we make sure to off e r
plenty of encouragement, so that employees
can gain greater self-confidence in their abili-
ty to make decisions, act as leaders, and take
action on their own. 

We also take advantage of outside semi-
nars, encouraging key staff members to hear
new ideas and learn new leadership skills.
A d d i t i o n a l l y, we encourage our employees to
take on leadership roles in industry volunteer
o rganizations, which is another outlet that
helps them develop additional skills and learn
f rom their experiences. 

Investing in the agency and our staff sends

a message that we
value our employees and we
want them to be part of our future leadership
team — a vital intangible that builds morale,
confidence, motivation, and satisfaction.

Charlene Pro u n i s
MA N A G I N G PA RT N E R A N D CO P R E S I D E N T

FL A S H P O I N T ME D I C A

Identify character traits
While formal programs to develop leader-

ship exist, they deal primarily with the skills
that leaders need to function eff e c t i v e l y, such
as communicating clearly and eff e c t i v e l y,
developing the ability to analyze situations,
and managing a staff eff e c t i v e l y. While these
a re essential to a leader’s success, they do not,
by themselves, make a leader.

One of the most essential characteristics of
leaders, for example, is their ability to take
responsibility for their actions. Being able to
s a y, “I made a mistake” is a crucial first step
that gains respect from everyone. A second
step, and one that clearly separates leaders
f rom the pack, is their ability not only to spot
p roblems, but also to solve them. 

Leaders also have the courage to make
unpopular decisions they know are sound and
to make critical, time-sensitive decisions when
all eff o rts to get further information have been
exhausted. 

At Adair- G reene, we believe that the key to
developing leaders is to identify these traits
early in people’s careers and nurt u re them over
time. We look for professionalism and depth of
knowledge, of course. But we also look for the

kind of people who will continue to be
patient, dedicated mentors for

those under them, tru s t e d
advisors to our clients, and

s t rong, positive forces for
the agency as a whole. 
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M o re on Leadership Development 

Ph a rm a VOICE re ce i ved such an ove rwhelming re s ponse to our leadership deve l o p m e nt opinion question

— how exe c u t i ves throughout the industry develop leaders — for the Ap ril issue, we are pleased to pub-

lish additional insights on this hot to p i c.

What’s Your Opinion?
AN INDUSTRY IN CRISIS?
The HBA’s April Seminar, hosted by GlaxoSmithKline (GSK), addressed the subject of restoring public trust in the phar-

maceutical industry. A panel of executives, including Catherine A. Sohn, Pharm.D., Senior VP, Worldwide Business

Development and Strategic Alliances, GSK Consumer Healthcare; Nancy J. Pekarek, VP, U.S. Corporate Media, Cor-

porate Communication, GSK; Donald Phillips, Pharm.D., CEO, Vo x Medica; Beth Herskovits, Health Reporter, P R We e k;

and Christopher A. Vi e h b a c h e r, President, U.S. Pharmaceuticals, GSK, who also was the guest speaker, discussed the

challenges the industry faces. 

Some of the themes covered in the meeting focused on the need for the industry

and its companies to: treat patients as customers; reach out to all stakeholders,

including pharmacists and nurses; and increase awareness of the benefits that the

industry brings to public health. Another key take-away was the need for compa-

nies to proactively teach their own employees how to be good “ambassadors.” 

PharmaVOICE wants to know: Does your company have a program to

teach employees how to be industry ambassadors and advocates?

WHAT’S YOUR OPINION? 

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