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PV: What are your goals for Daiichi Sanyko?
GARGIULO: The healthcare industry is currently
experiencing unprecedented challenges and op-
portunities. I am excited to lead DSI through this
new environment by continuing to build on our
successes and by fostering a vision of operational
excellence among our employees that will con-
tinue to drive our growth. We will continue to
maintain our focus in the therapeutic areas of car-
diovascular/metabolic and oncology. In fact, our
lead compounds in cardiovascular and oncology
are currently in Phase III trials. Our global strategy is
to be first or best-in-class in the drugs we bring to
market and to ensure that our research is focused
on offering patients and society clear benefits over
existing therapies. Moving forward, we will strive to
communicate the benefits of our approved prod-
ucts to our customers through operational excel-
lence across our organization.

PV: What do you hope to accomplish in the first
90 days of your leadership?
GARGIULO: I am asking every employee to re-
main focused on the fact that the ultimate cus-
tomer we serve is the patient. To address unmet
medical patient needs, we must focus our energies
on driving innovation. Only those companies that
can continue to innovate — not only in their prod-
uct offerings, but in all aspects of their business —
will succeed. 

We must continue to be passionate about in-
novation, and we must be passionate about pa-
tients. At DSI, our employees hold themselves and
each other accountable for fulfilling the work that
will drive our business forward while adhering to
the highest ethical standards. Remaining focused
on who we serve is the key to our success. 

PV: What is your management style and how will
it be different from your predecessor?
GARGIULO: For the past 15 years, I have had the
privilege to work alongside Joe Pieroni as we grew
the company from just 25 people to 3,000. During
this time, I have touched nearly every aspect of our
business operations, from sales and pipeline, to
business development and the payer environ-
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adapt to the challenges of the post-healthcare re-
form environment. The future of the industry de-
pends on our continued ability to develop the in-
novative new products to meet unmet medical
needs. Any developments that negatively impact
our ability to fund costly innovation to produce
new therapies for unmet medical needs will have
negative consequences for our industry and,
therefore, for society. It’s important that healthcare
reform policy continue to foster a more favorable
environment for innovation, as well as beginning a
national dialogue about how to sustain continued
leaps in medical knowledge. It is shortsighted to
view medicines as simply a cost, rather than a sav-
ings. Medicines play an important role in helping
control overall healthcare costs.

PV: Has there been a defining moment in the
 industry for you?
GARGIULO: Healthcare reform is and will continue
to be the defining moment for the pharmaceutical
industry — and the healthcare community at large.
As policymakers continue to grapple with ways to
address increasing budget deficits and achieve fis-
cal stability, it’s critical to recognize the significant
value that our innovative pharmaceutical sector
can provide to our nation’s economic health. From
patent reform and Medicare Part D to reimburse-
ment issues and biosimilars, reform will impact all
areas of our healthcare delivery system. 

PV: What issue outside of the industry most
 concerns you?
GARGIULO: The only way our industry can con-
tinue to help improve the lives of patients is if we
continue to innovate through science and discov-
ery. It’s the core of what we do. Investing today in
science and math education — beginning with
children in grade school — are investments that
will lead toward meeting the medical challenges
of the 21st century. As the demand for science pro-
fessionals continues to increase, we have to give
students the tools to succeed. Setting this prece-
dent reinforces our commitment to ensuring that
science will remain a key priority in our nation’s ed-
ucation system. PV

ment. Having an operational background, I believe
I have a strong attention to detail and process that
is necessary for success in today’s highly scruti-
nized and regulated pharmaceutical industry. My
marketing background will prove to be an impor-
tant asset, not only in relation to the commercial-
ization of our products, but in supporting employ-
ees’ creativity.

PV: What has been the most challenging
 assignment of your career to date and why?
GARGIULO: There have been many challenges
throughout my career, and when I look back, I
know all of them have helped define and shape
who I am today. While one of the most significant
challenges I took on was the merger of our com-
pany from a joint venture with Parke-Davis to our
current commercial organization, the most chal-
lenging assignment I took on started with my de-
cision to start my career as a sales representative.
After receiving my MBA, I could have gone into a
more traditional finance position or consumer
marketing, but I chose to build a career in this in-
dustry. I picked pharmaceuticals because I
wanted to make a difference and have a real abil-
ity to do something that made an impact on peo-
ple’s lives.

Being a sales rep taught me a great deal about
myself and the industry. It wasn’t about generating
prescriptions, running speaker programs, or deliv-
ering samples. It was about patients — and I liked
that aspect of the job. I learned how to communi-
cate effectively, think creatively, be humble, and to
embrace the unknown. Learning flexibility was
very challenging, but I had to embrace it if I was
going to be successful and persevere. 

PV: What do you believe is the biggest challenge
facing the industry today?
GARGIULO: Despite having one of the highest-
quality healthcare systems in the world, millions of
Americans still do not have full access to quality, af-
fordable healthcare. Reform was clearly needed
and is the single most pressing issue for our indus-
try. To be successful, we must do things differently
from they were done before and we will need to

The  LAST Word

g

g

John GaRGIulo, Daiichi Sankyo’s new President and CEO,
discusses the future opportunities for the company 
and the industry.
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“BUT” CITATION
LAST NAMEFIRST NAME

ADDRESS MONTH DAY YEAR TIME AM
PM

INITIAL

VIOLATOR’S STATE OF MIND:

FEARFUL

OVERLY
CAUTIOUS

AMBIVALENT

DOUBTING LETHARGIC

ANXIOUS

SITE OF INFRACTION:

HALLWAY CHAT TEXT MESSAGE

CONFERENCE CALL

VIDEOCONFERENCE BLOG POST

PHONE CALL DINNER CONVERSATION

TO BE ISSUED TO COWORKERS FOR FLAGRANT USE OF THE WORD “BUT”
WITH THE INTENT OF CREATING AN EXCUSE FOR NOT PURSUING GREATNESS.

TO PLEAD NOT GUILTY, CEASE AND DESIST IMMEDIATELY FROM ALL USE OF THE WORD “BUT.”

COMMENTS:

RECEIPT OF THIS CITATION RENDERS THE FOLLOWING EXCUSES INVALID:

“But there are too many barriers.” “But the group isn’t sure.”

“But it’s unproven.” “But it makes me nervous.”

“But there’s not enough time.” “But there’s no guarantee.”

“But our budget is limited.” “But it’s never been done before.”

“But the old way works fi ne.” “But it’s too different.”

“But it’s too risky.” “But that’s just not us.”

“But we can’t do that.” “But what about upper management?”

“But now’s not the best time.”

“But that’ll never fl y.”

“But who’s going to do it?”
“But where’s the precedent?”

“But will everyone approve?”

“But I’m just not sure.”

“But we don’t have the people.”

“But that’s not realistic.”

“But the reps may not like it.”

“But there are too many hurdles.”

“But it’s too new to tell.”

“But we have no control over that.”

“But________________________.”
( Other unspecifi ed violation of “But” )

“But things could change.”

FAILURE TO RESPOND TO THE VIOLATION AS CHARGED SHALL BE CONSIDERED AN ADMISSION
OF LIABILITY IN DIRECT OPPOSITION TO THE FOUNDING PRINCIPLES OF INNOVATION.

CITING LIBERATOR I.D. NUMBER

TOTAL POINTS TOTAL FINE

T H E  D E P A R T M E N T  O F  B R A N D  L I B E R A T I O NSend questions to:

h t tp : / /www.gsw-w.com/b log
TW200-1406R
GSW-W FORM 6-10-10
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How do we trade in negativity and naysaying for new ideas? Can changing the way we talk about our

business change the way we think and act? What are other Brand Liberators doing to surgically remove

the “’t” from can’t do? Share your thoughts and download more free “But” citations at gsw-w.com/blog.

       


