
ENTREPRENEURS 
a re individuals who make 

i n n ovation po s s i b l e ;
t h ey are the people who stake their 

re p u t at i o n , f i n a n ce s, and future
on running their own businesses and

a c h i eving something diffe re nt.

These individuals

re cog n i zed a void in the

i n d u s t ry and had the

fo re s i g ht, fo rt i t u d e,

and pe r s eve ra n ce to 

b ring their ideas to

f ru i t i o n , all in the hopes of

i m p roving the way 

business is done in the 

l i fe - s c i e n ces industry.

Ma rketing Solutions is a full-serv i ce medica l

e d u cation co m p a ny that provides 

i nte g rated marketing solutions and custo m i ze d

t a ctics that maximize salesfo rce utility. For more

i n fo rm at i o n ,visit phoe n i xs t at u s. co m .

DOUG ENGFER. Fo u n d e r, p re s i d e nt, and CEO,

i nv i vod ata Inc. , Pi t t s b u rg h ;i nv i vod ata 

combines be h av i o ral science, i n fo rm at i o n

te c h n o l ogy, and clinical ex pe rtise to ca p t u re

c l i n i ca l - t rial data of the highest inte g ri ty 

d i re ctly from pat i e nt s. For more info rm at i o n ,

visit inv i vod at a . co m .

J O N ATHAN ENGLER, M . D. Co founder and joint

managing dire cto r, Cl i n Ph o n e,No t t i n g h a m ,

Un i ted Ki n g d o m ;Cl i n Phone provides elect ro n i c

c l i n i ca l - t rial management solutions using 

i n n ovat i ve Inte rnet and telephone-based 

s e rv i ces to the global clinica l - t rials industry.Fo r

m o re info rm at i o n ,visit clinphone. co m .

THE ENTREPRENEURS ...

S COTT D. F R E E D M A N ,M BA . Co founder and

p re s i d e nt, Mo n i to rfo rh i re. co m , Lowe r

G wy n e d d, Pa . ; Mo n i to rfo rh i re. com is an online

co m m u n i ty dedicated to indepe n d e nt 

c l i n i ca l - re s e a rch monitors and the co m p a n i e s

s e e king them. For more info rm at i o n ,visit 

m o n i to rfo rh i re. co m .

D AVE HANAMAN. Co founder and chief 

m a rketing and sales office r, C3i Inc. , New Yo rk .

C3i is devo ted to helping life - s c i e n ces 

d ri ve pe rfo rm a n ce through custo m e r -

re l ationship management.For more 

i n fo rm at i o n ,visit c3i-inc. co m .

MARK E.KO L B. Fo u n d e r, c h a i rm a n ,and CEO,

Ta rate c, Bri d g ewate r, N . J . ;Ta ratec is a 

l i fe - s c i e n ces co n s u l t a n cy that provides 

i nte g rated business,i n fo rm ation te c h n o l ogy,

and re g u l ato ry co m p l i a n ce serv i ces to 

p h a rm a ce u t i ca l ,b i o te c h n o l ogy, and medica l -

JASWINDER S. C H A D H A . Fo u n d e r, p re s i d e nt,

and CEO, Ma rke t RX , Bri d g ewate r, N . J . ;Ma rke t R x

is a marketing info rm atics co m p a ny that 

p rovides innovat i ve softwa re-based prod u ct s

and serv i ces to pharm a ce u t i ca l ,b i o te c h n o l ogy,

and medica l - d ev i ce manufact u rers wo rl dw i d e.

For more info rm at i o n ,visit marke t rx . co m .

LANCE CO N V E R S E. Founder and CEO,

e Ph a rm a Le a rn i n g, Co n s h o h oc ke n , Pa . ;

e Ph a rm a Le a rn i n g, a provider of e-meeting and

e - l e a rning solutions to major pharm a ce u t i ca l

companies and leading co nt ra ct re s e a rc h

o rg a n i z at i o n s, helps to improve site 

pe rfo rm a n ce and quality by delive ring highly

p rod u ct i ve online sessions that improve 

o pe rational and quality metri c s. For more

i n fo rm at i o n , visit epharm a l e a rn i n g. co m .

T RACY DOY L E. Founder and pre s i d e nt,Ph oe n i x

Ma rketing Solutions LLC ,Wa rre n ,N . J . ; Ph oe n i x

F LYING HIGHon a vision
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E N T R E P R E N E U R I A L s p i r i t

s pharm a ce u t i cal and serv i ce co m p a-

nies co ntinue to merg e, b u s i n e s s

leaders are choosing to step out on

their own and take some ca l c u l ated ri s k s.

These individuals dare to be diffe re nt ;t h ey

e m b ra ce challenges and stri ve to make a diffe r-

e n ce.

Few,t h o u g h ,would chara cte ri ze themselve s

as risk seeke r s, and many would go so far as to

s ay they are, by nat u re, ri s k - ave r s e.

Neve rt h e l e s s, the statistics would suggest

o t h e rw i s e. Being an ent re p reneur is pre ca ri o u s.

Ac co rding to the U.S. Small Business Ad m i n i s-

t rat i o n ,m o re than 50% of small businesses fail

in the first year and 95% fail within the first five

ye a r s.

Some ent re p reneurs descri be their decision

to set up their own business as a ca l c u l ated ri s k .

For the co u nt ry at larg e, these individuals are

p roviding va l u e.

Small businesses provide 75% of the net

n ew jobs added to the eco n o my and employ

50.1% of the pri vate wo rk fo rce,a c co rding to the

U . S . Small Business Ad m i n i s t rat i o n .

d ev i ce org a n i z ations around the wo rl d. Fo r

m o re info rm at i o n ,visit tarate c. co m .

JOEL H. M O R S E. Co founder and CEO, C3i Inc. ,

New Yo rk ; C3i is devo ted to helping 

l i fe - s c i e n ces companies dri ve pe rfo rm a n ce

t h rough custo m e r - re l ationship management.

For more info rm at i o n , visit c3i-inc. co m .

MICHAEL RO S E N B E RG ,M . D. ,M P H . Fo u n d e r,

C E O, and pre s i d e nt, Health Decisions Inc. ,

Ch a pel Hill,N . C . ; Health Decisions is a 

re s e a rch co m p a ny that offers 

c l i n i ca l - re s e a rch serv i ce s, including 

i nte rnally deve l o ped inte g rated softwa re 

solutions to speed data processing and

i m p rove accura cy. For more info rm at i o n ,

visit healthdec. co m .

NEIL ROT H E R H A M ,M . D.Co founder and joint

managing dire cto r,Cl i n Ph o n e, No t t i n g h a m ,

Un i ted Ki n g d o m ;Cl i n Phone provides elect ro n i c

c l i n i ca l - t rial management solutions using 

i n n ovat i ve Inte rnet and telephone-based 

s e rv i ces to the global clinica l - t rials industry.Fo r

m o re info rm at i o n ,visit clinphone. co m .

ROD M. S A P O N J I C ,P H . D. ,M BA . Co fo u n d e r

and senior V P, Mo n i to rfo rh i re. co m , San Di e g o ;

Mo n i to rfo rh i re. com is an online 

co m m u n i ty dedicated to indepe n d e nt 

c l i n i ca l - re s e a rch monitors and the co m p a n i e s

s e e king them. For more info rm at i o n , visit 

m o n i to rfo rh i re. co m .

FRIEDRICH VON BOHLEN,PH.D.Fo u n d e r,

c h a i rm a n , and CEO, LION bioscience AG ,

He i d e l be rg, Ge rm a ny; LION provides prove n

i n fo rm ation and kn owledge management

solutions to significa ntly improve life - s c i e n ce

R&D pe rfo rm a n ce and prod u ct i v i ty. For more

i n fo rm at i o n , visit lionbioscience. co m .

The fighter I have is an

Ae ro Vod oc h ody L-39. It’s a

Ru s s i a n - d e s i g n e d, Cze c h - b u i l t

a i rc ra ft that used to belong 

to the Russian Air Fo rce.

It is a lot of fun to fly,

WHICH PERHAPS REFLECTS 

SOME OF MY PERSONALITY.

D R . MICHAEL RO S E N B E RG
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Defining a L E A D E R
S A P O N J I C .Someone once told me that a good
leader is a person who can tell people to go to
hell and make them look forw a rd to the trip.
On the flip side, a good management team
should be able to do the same thing. Leaders
tend to be individuals with the charisma and
vision to enable the people around them to suc-
ceed. Managers harness the power of those indi-
viduals to achieve the organizational objectives. 

C H A D H A . Leaders do the right things; man-
agers do things right. My colleagues have told
me I’m a better leader than manager. Both are
key to the success of the business in every org a-
nization. Sometimes these can coexist in one
individual and sometimes not. I believe leaders
a re more visionary and have the power to influ-
ence others to follow their vision. Managers are
people who are adept at understanding and
achieving these visions. I read once that vision
without execution is a daydream, and execu-
tion without vision is a nightmare .

M O R S E. Leaders articulate an end-point. A
leader doesn’t tell people how to get there, but

rather explains where the company is today,
w h e re it needs to go, and gives people the con-
fidence and empowerment to achieve day-to-
day business goals.

CO N V E R S E. I would say I’m more of a leader
than a manager, and I’ve tried to surro u n d
myself with good managers. Often leaders
a re n ’t good managers and managers don’t
always have the strategic vision or mindset to be
good leaders. Leading is setting the vision, the
examples, and the goals and milestones for the
c o m p a n y. Managing is organizing the time,
people, and projects for the goals that are set. 

VON BOHLEN.Leading is convincing people
in their hearts and minds that what they’re
doing and where they are going is the right
thing. Managing is more about comparing,
s o rting out, and defining the tools, and then
using the tools in the right way to get where
you want to be. A company needs both good
leaders and managers, and very few people
have both talents. I think I’m a better leader
than a manager. 

ROT H E R H A M . Leading is
all about setting the tone of
how business is conducted
and putting the overall
strategic framework togeth-
e r. Leadership is about strat-
egy and tactics, while man-
aging is the every d a y
decisions as to how a pro c e s s
should work, who should be
doing which processes, and
so on. In some ways, I’m
p robably better at practical
management because I’m
good at handling people.
But both are intertwined. 

KO L B. Leadership is having a vision and then
giving the team the specific objectives and
guidance to make that vision happen. I’ve
always been pretty good at having an idea,
then getting a good team in place, part i c u l a r-
ly a good leadership team, and guiding them
in the right dire c t i o n .

RO S E N B E RG . I view management as more of
the day-to-day tasks to be done. Leadership is a
matter of inspiring people. I have a vision, and I
want to make sure that I inspire individuals to
s h a re that vision. A gro u p ’s capabilities emanate
f rom its effective functioning as a team of com-
p l i m e n t a ry and overlapping capabilities. 

D OY L E. A hallmark of a good leader is some-
one who listens and who identifies the needs of
the individuals within the organization to
move the company forw a rd. Leading is more
v i s i o n a ry with re g a rd to looking ahead and
paving the way and leading the team in the
a p p ropriate direction. Many times my mind is
on the industry in terms of where it is going,
so bridging the gap between getting the

E N T R E P R E N E U R I A L s p i r i t

Neither of us has been to business schoo l .We’ve neve r
t a ken any big management co u r s e s, but we

RUN A THRIVING BUSINESS WITH AN 
E XCITING CULTURE AND HAPPY STA F F.

WE’VE AC H I EVED THIS BY APPLYING COMMON SENSE.

W H AT MAKES IT ALL WO RTHWHILE 

is when I see that as a co m p a ny we ADD VA LU E to our 
c l i e nt s, t h at we can BE CO M P E T I T I V E, and 
P ROVIDE WO R L D - C LASS SERV I C E S.

D R . NEIL ROTHERHAM AND 

D R .J O N ATHAN ENGLER 

D AVE HANAMAN 

AND JOEL MORSE
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vision in place and executing the vision is a
critical skill set that a leader needs. Bridging
the execution with the vision re q u i res a will-
ingness to listen to the staff and being open to
what the staff suggests and having a bottom-
up approach to get the company to the next
level. We have instituted a program that we

call “creating leaders at every level,” which
means that everyone is asked to think in term s
of what the best needs are to execute our deliv-
erables as a company. A good manager will
motivate his or her staff, encourage them to
develop, encourage them to be the best they
can be, and help them problem solve. 

E N G F E R . Management without leadership is
little more than herding. I don’t know many
folks who like to be herded. Other than cattle
dogs, I don’t know many animals that like to
h e rd. Leadership is absolutely crucial. At the
c o re is enunciating and articulating a vision
and a direction for the organization. This is

E N T R E P R E N E U R I A L s p i r i t

Assessing the Ri s k s

IS ENTREPRENEURSHIP FOR YOU? 
In business, t h e re are no guara nte e s.Th e re is simply no way to elim-

i n ate all the risks assoc i ated with starting a small business. But the

c h a n ces for success can be improved with good planning,p re p a rat i o n ,

and insight.

St a rt by eva l u ating your strengths and we a knesses as a po te nt i a l

owner and manager of a small business.Ca refully consider each of the

fo l l owing questions.

■ ARE YOU A SELF-STA RTER? It will be ent i rely up to you to deve l o p

p ro j e ct s, o rg a n i ze your time, and fo l l ow through on details.

■ H OW WELL DO YOU GET ALONG WITH DIFFERENT PERSON-

ALITIES? Business owners need to develop wo rking re l at i o n s h i p s

with a va ri e ty of people including custo m e r s, ve n d o r s, s t a f f, b a n ke r s,

and pro fessionals such as lawye r s, a c co u nt a nt s, or co n s u l t a nt s. Ca n

you deal with a demanding client, an unreliable ve n d o r, or a cra n ky

re ceptionist if your business inte rests demand it? 

■ H OW GOOD ARE YOU AT MAKING DECISIONS? Small business

owners are re q u i red to make decisions co n s t a ntly — often quickl y,

i n d e pe n d e nt l y, and under pre s s u re.

■ DO YOU HAVE THE PHYS I CAL AND EMOTIONAL STAMINA TO

RUN A BUSINESS? Business ownership can be exc i t i n g, but it’s also

a lot of wo rk . Can you face six or seven 12-hour wo rk days eve ry

week? 

■ H OW WELL DO YOU PLAN AND ORG A N I Z E ? Re s e a rch indicate s

t h at poor planning is re s ponsible for most business failure s. Good

o rg a n i z ation of financials, i nve nto ry, s c h e d u l e s, and prod u ction ca n

help you avoid many pitfalls.

■ IS YOUR DRIVE STRONG ENOUGH? Running a business can we a r

you down emotionally. Some business owners burn out quickly fro m

h aving to ca rry all the re s po n s i b i l i ty for the success of their business on

their own shoulders.

St rong motivation will help you surv i ve slowd owns and pe ri ods of

b u rn o u t.

■ H OW WILL THE BUSINESS AFFECT YOUR FA M I LY ? The first few

years of business start-up can be hard on family life. It’s impo rt a nt fo r

family members to kn ow what to ex pe ct and for you to be able to tru s t

t h at they will suppo rt you during this time. Th e re also may be financial

difficulties until the business be comes pro f i t a b l e, which could take

m o nths or ye a r s. You may have to adjust to a lower standard of living or

put family assets at risk in the short - te rm .

WHY SMALL BUSINESSES FAIL 
Su c cess in business is never auto m at i c. It isn’t stri ctly based on luck —

although a little never hurt s. It depends pri m a rily on the ow n e r’s fo re s i g ht

and org a n i z at i o n .Even then,of co u r s e,t h e re are no guara nte e s.In his boo k ,

“Small Business Ma n a g e m e nt,” Michael Ames gives the fo l l owing re a s o n s

for small business failure :

1 LACK OF EXPERIENCE

2 INSUFFICIENT CA P I TAL ( m o n ey) 

3 POOR LO CATION 

4 POOR INVENTO RY MANAG E M E N T

5 OV E R - I N V E S TMENT IN FIXED ASSETS 

6 POOR CREDIT ARRA N G E M E N TS

7 PERSONAL USE OF BUSINESS FUNDS 

8 UNEXPECTED GROWT H

9 CO M P E T I T I O N

10 LOW SALES 

Un d e re s t i m ating the difficulty of starting a business is one of the

biggest obstacles ent re p reneurs face. Ent re p reneurs need to be pat i e nt,

willing to wo rk hard, and take all the nece s s a ry ste p s.

If an idea is going to be come a successful business mod e l ,
IT HAS TO BE SIMPLE AND IT HAS TO MAKE SENSE to 
c l i e nts from a co s t - benefit standpo i nt. Most impo rt a nt l y,

s u c cess comes from re cognizing the wins,

BUT ABOVE ALL LEARNING FROM THE LO S S E S . LANCE CO N V E R S E



not something that necessarily comes from “the top.” This is something
that comes from everyone within an organization, if the company is org a-
nized and focused corre c t l y. A leader needs to work with the entire team
to make sure employees keep the vision in mind while they are doing
what it is they are doing on a day-to-day basis. In that context, manage-
ment becomes a coaching and supporting activity. 

Da re to be D I F F E R E N T
S A P O N J I C .When it comes to establishing a business, it’s a matter of what
risk one is willing to take. From a nascent startup such as our company
opposed to running a large corporation, there are similar challenges
although the scale of some of the challenges might be diff e rent. People who
s t a rt their own company are looking to do things their way, to make a dif-
f e rence. This is a common theme among entre p reneurs. Entre p reneurs tend
to be a bit more resilient in nature and tend to focus on what they can
accomplish as opposed to what may be in their way. Of course, there is the

ON THE UPSIDE 
For the ri g ht pe r s o n , the adva ntages of business ownership far out-

weigh the ri s k s.

■ YOU WILL BE YOUR OWN BOSS.

■ HARD WORK AND LONG HOURS DIRECTLY BENEFIT YO U, rat h e r

than increasing profits for someone else.

■ EARNING AND GROWTH POTENTIAL ARE FAR GREAT E R .

■ A NEW VENTURE IS AS EXCITING AS IT IS RISKY.

■ RUNNING A BUSINESS PROVIDES ENDLESS CHALLENGE AND

O P P O RTUNITIES FOR LEARNING.

SMALL BUSINESS STATISTICS 
■ Th e re we re abo u t 22.9 MILLION small businesses in the Un i te d

St ates in 2002.

■ Th e re we re an estimated 550,100 NEW EMPLOYER BU S I N E S S E S

IN 2002, a 0.9% increase over the previous ye a r.

■ Small businesses hire a larger pro po rtion of employees who are

younger wo rke r s, older wo rke r s, and part-time wo rke r s.

■ Small businesses provide abo u t 75% OF THE NET NEW JOBS

added to the eco n o my.

■ Small businesses re p re s e nt 99.7% OF ALL EMPLOY E R S.

■ Small businesses employ 50.1% OF THE PRIVATE WO R K F O RC E.

■ Small businesses provide 40.9% OF PRIVATE SALES in the co u nt ry.

■ Small businesses acco u nted for 39.1% OF JOBS IN HIGH T E C H-

N O LOGY SECTO R S in 2001.

■ Small businesses acco u nted for 52% OF PRIVATE SECTOR OUTPUT

in 1999.

■ Small businesses re p re s e nt 97% OF ALL U.S. E X P O RT E R S.

So u rce :U . S . Small Business Ad m i n i s t rat i o n , Wa s h i n g to n , D. C . For more info rm a-

t i o n , visit sba.gov.
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possibility that entre p reneurs such as myself
may just have had some head trauma early in
life that prevents us from thinking about every-
thing we’re going to go thro u g h .

VON BOHLEN. The fate of a company is
d i rectly linked with the founder’s and CEO’s
own fate. For a visionary founder of a compa-
n y, success and failure are tied to his or her re p-
utation. On the other hand, as a founder and
CEO, doing a good job, playing fair, and suc-
ceeding are so very satisfying. People admire
successful entre p reneurs; everyone would like
to be that type of person, but few are willing
to take the necessary risks. 

ROT H E R H A M .An entre p reneur has to be pre-
p a red to be diff e rent, and many people are
afraid of being diff e rent and want to conform .
Jonathan and I have never been afraid of look-
ing in the opposite direction of everybody else.
We ’ re both doctors and that outlook is fairly
unusual within the profession in England. Pro-
fessionals are branded for life as being a doctor,
a lawyer, or an accountant, and can never envi-
sion themselves beyond that role. For us, when

we left mainstream medicine, people were quite
excited but at the same time couldn’t see them-
selves taking the same chance.

CO N V E R S E. Risk takers or entre p reneurs are
v e ry driven to win. They’re very critical, if not
overly critical, of what the final product is
because it’s something they’ve built and they
want the end product to be perf e c t .
E n t re p reneurs also are well-aware of what the
competitive landscape is, almost to the point of
paranoia. 

C H A D H A . I believe entre p reneurs are etern a l
optimists because the facts and figures of start-
ing businesses show that 95% of new busi-
nesses fail in the first few years, so the odds are
stacked against them. An entre p reneur is
someone who has the personality to
take a risk. Having said that, it’s
i m p o rtant to know how to mitigate
this risk for investors, employees, and
customers. It’s a question of under-
standing what the customer re a l l y
wants, building a strong team, and
f rom a financial perspective, making
balanced decisions. A lot of people have
made mistakes by either underc a p i t a l-
izing or overcapitalizing. We started in
mid-2000 when the bubble had burst
but no one yet realized it had burst.
Most of the people who raised capital
in those days died of indigestion. I
would rather starve from hunger than
die of indigestion. No one realized that
raising too much capital was a risk. 

RO S E N B E RG . Establishing a business
has something to do with a dissatisfac-
tion with the status quo. I don’t view
myself as a risk-taker; in fact I’m quite
risk averse. I don’t re g a rd having start e d
the company as a real risk. I re g a rd it as
doing something diff e rent from what
most people do. It is true that doing
something diff e rent involves some
d e g ree of risk, but one of the fundamen-
tal pieces of what we do as a company,
and what I do as an individual, is risk
mitigation. Everything we do involves
multiple backup layers. The only re a l

risk I took in starting Health Decisions was to
have people depending on me financially, a
rather weighty re s p o n s i b i l i t y.

M O R S E. T h e re is a hypothesis that
e n t re p reneurs are risk takers by nature. But I’m
not sure that I’m a bigger risk taker than Ken
Chenault who runs American Express or Peter
Dolan who runs Bristol-Myers Squibb. An
e n t re p reneur who heads a small company with
limited capital can only take one or two bets and
those bets have to be right. Senior managers at
big companies make bets all the time but
because of the size of the company they can take
a portfolio approach — be conservative on some
things, maybe take a few bets on some others.
But if those bets don’t pan out, net-net the com-
pany has grown or at least sustained status quo.

E N T R E P R E N E U R I A L s p i r i t

WE DON’T HAVE TO HIRE 30 PEOPLE.

We can scale things appro p ri ate l y, s o
WE HAVE THE LU X U RY OF CHOOSING PEOPLE WE MAY
H AVE WORKED WITH IN THE PA S T,
people we kn ow will be loyal to the org a n i z at i o n .

S COTT FREEDMAN

FRIEDRICH VON BOHLEN



E n t re p reneurs have to have nerves of steel to stay with a bet when things
d o n ’t go well. When we went out and raised venture capital, our strategy
was to focus on the pharmaceutical industry rather than across industries.
Also, we didn’t focus on salesforce automation or CRM software, but on
Siebel. We made some pretty big bets on this decision, and if we didn’t do
well in the pharmaceutical space, we’d have been out of business. In re t ro-
spect those were great decisions, great bets, but if we’d focused on telecom
or high tech, we probably would not have appeared as smart as we do today.
If we were wrong, we’d be leaving the table.

St a rt-up I N S P I RAT I O N
VON BOHLEN. F rom early in my studies, I knew I wanted to do some-
thing entre p reneurial in the biotech area, which is why I studied bio-
c h e m i s t ry and economics at the same time. That’s a relatively rare com-
bination in Europe. At that time, I had no idea what that entre p re n e u r i a l
company would be. In 1996, during the Bioregional Contest — a com-
petition between German biotech cities and centers — a friend who was
a university professor suggested we start a business based on his ideas and
my ability to run a business. The ideas he had were in genome sequenc-
ing, and though our focus now is on life-sciences informatics, this was
what sparked my interest and the start of LION. 

C H A D H A . I’ve always had a keen desire to do something on my own,
having watched friends and family who had been very successful
e n t re p reneurs in their own ways. While I was working for another com-
p a n y, it became apparent that technology and analytics had far outpaced

the serv i c e - d e l i v e ry models that vendors could provide to
p h a rmaceutical companies, particularly in the areas of
solving sales and marketing problems. I saw an opport u-
nity where I could combine technology and analytics to
a d d ress the sales and marketing problems facing the
p h a rmaceutical industry by providing better data analy-
sis to help companies make smarter decisions. 

E N G F E R .The motivation to start invivodata was two-fold.
On a personal level, I come from a long line of self-start e r s
and entre p reneurs. My grandfather started his business,
which he and my dad ran for 50 years. So, it’s in my blood.
S t a rting invivodata was an opportunity for me as a tech-
nology guy — with a background in software development
— to be able to apply this expertise to something that can
touch people’s lives. Pre v i o u s l y, I was involved with devel-
oping products such as the Palm handheld Apple’s Quick-
Time and FedEx Ship. Today in drug development, on a
day-to-day basis, I can see the impact of the work that we

If I can say one day that I 
h e l ped found and run an 
o rg a n i z ation that was able to
HELP CO M PANIES AND PEOPLE
TO BETTER UNDERSTAND THE 
BASICS OF DISEASE,

T H AT IS THE ULT I M ATE SAT I S FAC T I O N .
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do on people’s lives. At my previous company,
the Wi n d w a rd Group, we developed the pre c u r-
sor to the invivodata eDiary system while my
cofounders were still at the University of Pitts-
b u rgh. Our collaboration began around 1996.
In working together, we realized there was
applicability not only in the smoking-cessation
re s e a rch being conducted at the university but
m o re broadly in the context of fixing a bro k e n
aspect of drug development: the inability of
re s e a rchers to be able to get reliable, valid data
f rom their subjects and there f o re their inability
to make confident conclusions based on those
data. We saw that the system we were building
a d d ressed that need and gave us a chance to use
our technology in the service of re s e a rch science
and make a diff e re n c e .

H A N A M A N .Joel and I were involved in a cus-
t o m e r- relationship management project at
American Express and struggled to find a com-
pany that understood the entire ecosystem of
CRM and interdependencies of the user: the
application, the training, the support, and so
on. The inspiration behind C3i was to develop
a holistic solution for CRM services. On a per-
sonal level, it was an opportunity for me to
influence the direction of a company and be
able to make decisions and then live and die by
them. I really thrive on the constant change and
the re q u i red innovation. In the 10 years we’ve
been in business, we’ve had a lot of dramatic
successes and failures. Neither is permanent and
t h e re ’s a constant expectation and absolute need
to innovate, and I love that. We never have
m o re than half a day to rest on our laure l s .

E N G L E R . Neil and I had both worked in two
l a rge organizations — the National Health
S e rvice and for a major pharmaceutical com-
p a n y. We realized we’d rather work for our-
selves and be in charge of our own destinies
and that’s what drove us to set up ClinPhone,
which has been in business for 10 years. 

ROT H E R H A M . Setting up the business
involved a fairly rigorous thought process. We
took about two years to apply logical criteria to
d e t e rmine what the business should be, first
f rom a broad perspective then on an area where
we had direct experience — clinical trials. We

realized we couldn’t compete with very larg e
CROs, and that what we needed to do was
something clever and innovative, using our
skills. It took us another year to realize what
that would be. The thing that is common to all
clinical trials is the joining together of a patient
and the treatment. A company that contro l s
that process controls a huge number of things
within the clinical trial. 

RO S E N B E RG . I’ve been involved in re s e a rc h
all my life, mostly in the nonprofit sector.
What I saw was a tremendous opportunity to
leverage technology. With Health Decisions,
I’ve sought to redefine the re s e a rch pro c e s s e s
a round technology to make the overall pro c e s s
much more efficient. I’d like to think that we
can set an example by which future industry -
re s e a rch eff o rts will be judged. 

KO L B.My first job out of college was a software
engineer at Merck. I didn’t even know what
M e rck was at the time. It was about a year later
that I realized I’d made a good decision; I re a l l y
loved the industry and what it was doing. I
stayed at Merck for about four years and moved
to Digital Equipment Corp. I wanted
to get a good grounding in technolo-
g y, and in the late 1970s DEC was the
place to be. At this point I looked at
the technology needs of the pharm a-
ceutical industry from my experiences
at Merck coupled with what I learn e d
about the latest technologies at DEC
and thought this is where I could
make a diff e rence. One of my
s t rengths has always been to look into
the future, to imagine what needs the
i n d u s t ry might have, and then
respond to those needs. When we
s t a rted doing computer-systems vali-
dation, many people, including some
of our clients, didn’t know what that
was. And in 1999 when we decided
we needed to create a CFR Part 11
consulting practice, most people were
still focused on Y2K. And now we’re
looking ahead again. The FDA has
just published its new strategic plan,
and the first point in it speaks to eff i-
cient science-based risk management.

We’ve already rolled out a risk-based appro a c h
to compliance — we’ve been working on that
for the past six months. These are examples
w h e re I think we were, or are, ahead of the curv e .

CO N V E R S E. I’ve established three companies
and there were diff e rent reasons as to why I set
up each. RPS was founded, in part, because my
boss heard that I was going to be starting my
own company and said I had to go. That was
the catalyst. But the method and the rationale
behind what we wanted to do was to make a
d i ff e rence in staffing clinical-trial projects. We
knew there had to be a more effective way to
s t a ff clinical-re s e a rch projects than the way
CROs were doing it. CROs do outsourcing, but
what we were doing was staffing clinical pro-
grams using our staffing company, and we
called it “insourcing.” I started Acurian to help
p h a rmaceutical companies make better deci-
sions on selecting investigators. Out of that
spawned the patient-re c ruitment division of
Acurian, which was set up to help investigators
i m p rove enrollment by providing perf o rm a n c e -
based patient-re c ruitment solutions. After Acu-
rian, I took early re t i rement for a while, but got

E N T R E P R E N E U R I A L s p i r i t

JUST BECAUSE PEOPLE STA RT CO M PANIES DOESN’T MEAN 

t h ey are willing to throw themselves off a building.
S TA RTING A CO M PANY AND ATT RACTING INVESTO R S

REQUIRES PEOPLE TO BE CA LC U LAT E D
and analytical in how they go about things.

D R . ROD SAPONJIC
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the bug again very shortly — after just thre e
months. That’s when I started ePharm a L e a rn-
ing. While at Acurian, I had worked with doc-
tors who wanted to conduct studies but didn’t
know how. When these doctors conducted
studies, the quality was terrible and pharm a-
ceutical companies seemed to accept what was
p rovided. It was clear that if investigators were
better trained at the beginning of a pro g r a m
t h e re would be an improvement in the quality
of the trial. So the focus of ePharm a L e a rning is
to use technology and adult-learning tech-
niques to improve protocol and pro c e d u re
training at investigator meetings. 

S A P O N J I C . Why did we set up a company?
Madness. Tru t h f u l l y, there was an opport u n i t y
within the specific area that both Scott and I
had experience with, which was to devise a way
to get trials up and running faster.

Ove rcoming 
O B S TAC L E S
ROT H E R H A M . S t a rting a business that ends
up being successful is not unlike the develop-
ment of life on Earth. A whole series of things
have to come together to create the right con-
ditions for success, ranging from having the
ideas in the first place, to being able to raise the
right amount of money, to then being able to
re c ruit the right people when necessary. When
all of these are executed, it can lead to success.

F R E E D M A N .We were trying to raise money at
the height of the burst of the Internet bubble at
the beginning of 2001. One of the advantages
that we had in terms of our success in raising
money was that we had more than 30 years
combined industry experience and appro a c h e d
g roups that knew the industry, the business,
and also knew us and saw the same opport u n i-
ties that we had identified.

M O R S E. When we started our company we
s t a rted it with sweat equity. We wanted to get
clients, revenue, and profitability before we

went out to raise
m o n e y. It was fru s-
trating to have all
the ideas far ahead
of having the capi-
tal to really imple-
ment the strate-
gies. We wanted to
do great things,
and we had some
ideas that we want-
ed to talk to clients or prospects about, but
t h e re often wasn’t the capital to back up all of
our ideas.

E N G F E R . T h e re were two challenges to start-
ing the business. One was an accident of tim-
ing. invivodata belongs to the Class of 1999,
which was a tough time to start a company.
We’ve been blessed with experienced and loyal
investors who have supported both our A and
B rounds, funds that were necessary to develop
this organization. Second, is education. On a
continuing basis, we are changing the face of
clinical re s e a rch. We are putting the subjects
back at the center of re s e a rch, and there is an
educational component to that. There is a need
to help re s e a rchers understand that what we are
doing addresses the fundamental issues raised
by the current approach. The big diff e re n c e
today from when we started three years ago, is
that the company has the empirical evidence of
what our system can do in the hands of the
p h a rmaceutical industry. Three years ago, we
had a gleam in our eye, a conviction that we
could make a diff e rence based on the work that
we had done in an academic enviro n m e n t .
To d a y, we know that the market opportunity is
defined and growing; it’s less an educational
and market-development process and more a
matter of working with our clients to clearly
define how our self-re p o rt system can work for
them and how they can take advantage of the
o p p o rtunity in front of them. While we are a
technology company, we’ve always had deep
scientific roots. For us, that means applying the
teachings and wisdom of behavioral science to
the process of managing patients in clinical
re s e a rch. 

VON BOHLEN.The biggest challenge was not
finding money, it was convincing scientific
e x p e rts to understand that the business envi-
ronment is about making money and not about
becoming Nobel Prize winners. Making money
is unexciting in their eyes, but it is extre m e l y
i m p o rtant for a company’s success. While it’s
not the biggest challenge today, it’s still a chal-
lenge, because scientists don’t see the world
t h rough these glasses. But it’s more than found-
ing a company and living the scientific dre a m s ;
i t ’s about building a sustainable business. 

RO S E N B E RG .S t a rting was pretty easy. What’s
much more difficult is getting out the message
in an effective way, especially as we compete
against more than 1,000 CROs. We’ve won sev-
eral awards for improving the ways drugs are
developed, such as the Enterprise Value Aw a rd .
I thought once we won this award, the way we
i m p roved the process would be self-evident and
people would beat a path to our door. And some
people have, but not as many as I’d like. I do
think what we’ve done as a company has begun
to change the way the industry works. 

S A P O N J I C . We ’ re in a fairly conserv a t i v e
i n d u s t ry and convincing people to adopt an
enabling technology such as the one that we
w e re developing can be difficult. In some sens-
es, we were pushing what some people call the
“bleeding edge” of technology with re g a rd to
our industry. That, combined with the same
d i fficulty that everyone faces in raising fund-
ing for a concept, can be a difficult pro c e s s .

CO N V E R S E. T h e re ’s the challenge of change
management from the pharmaceutical perspec-

THERE’S NO QUESTION T H AT I ALWAYS WANTED 

TO ESTABLISH MY OWN CO M PA N Y.

For people who are willing to wo rk 
h a rder and smarter than someone else,

C R E ATING THEIR OWN CO M PANY MAKES T H E M
FEEL T H EY CAN MAKE A DIFFERENCE.

MARK KO L B
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tive. With a novel solution, it can be challeng-
ing to get people in the industry to make a
change. From our perspective, it re q u i res the
w h e rewithal to do pilot programs and the cash
to survive those slow periods. Intro d u c i n g
online investigator meetings and being one of
the first companies to do it was not easy. Com-
panies now are starting to understand the value
of the concept and adopt our solutions, not only
on a pilot basis but on a corporate basis. 

D OY L E. The single biggest challenge to start-
ing a business is finding the right people who
a re willing to work within its culture. We do
things diff e rently here. People are used to
being confined to a box and relegated to cer-
tain duties and tasks; our three divisions mean
our people have to have diff e rent skill sets.
Some people who come from a corporate cul-
t u re are a little uncomfortable here at the start .
I look for people who are similar to me in
t e rms of problem solving. I look for people
who can think outside of the box. To be a suc-
cessful problem solver people have to be will-
ing to challenge their current way of doing
things. In addition, I look for a person who has
collaborative experiences to ensure success.
And I truly look for a team player, and I don’t
mean someone who can play in the sandbox,
but someone who can be insightful and iden-
tify weaknesses and fill in the holes when nec-

e s s a ry. A person who is a true asset to the team
is someone who is willing to openly commu-
nicate positives and negatives in terms of pro-
cesses to improve the company. An open com-
municative style is one that fosters a team
e n v i ronment. I look for people who are open
to a nontraditional approach, who are less con-
fined to the box, and who are willing to
s t retch. 

Passion for S U CC E S S
CO N V E R S E. I’m very competitive. I love to
t ry to be the best we can be in the niche we
focus on. There ’s nothing else I’d rather do. I
read a Chinese proverb once that said “a man
who loves his job will never work a day in his
life,” and that’s exactly the case for me. I don’t
do it for the money, I don’t even take a salary.
I just do it because I love it.

ROT H E R H A M . I don’t think it’s about having
a passion for doing clinical trials. But we’re
passionate about running a business. We
would be passionate about any business in
which we were involved. We hadn’t re a l i z e d
why we were both dissatisfied in large org a n i-
zations until we realized that what we re a l l y
wanted to do was run our own business. 

H A N A M A N . We have a passion
for customer management and the
technology that supports it. There
is no better or more valuable place
to practice CRM than in the phar-
maceutical sector.

KO L B. The pharmaceutical indus-
t ry is a great place to be. Arg u a b l y,
the pharmaceutical industry has

done more to enhance the quality of life and
i n c rease the longevity of life than any other
i n d u s t ry. I love having a business that support s
this industry.

E N G F E R . My drive is something I call the
“goosebump” moment. Hearing on a weekly,
and sometimes daily basis, how studies are
running and the results that are being deliv-
e red for the clients — the extraord i n a ry
insights that our clients are getting into their
subjects and their treatments — is moving. 

C H A D H A .This is a very large industry from a
dollars and cents perspective. The pharm a c e u-
tical industry spends more than $20 billion in
the United States selling and marketing pro d-
ucts to physicians and consumers. So the abil-
ity to make a big impact is intoxicating. And
bringing top technology and analytics talent
into the industry is very re w a rding. In spite of
the problems the industry is facing in terms of
revenue and pro f i t a b i l i t y, our business has
g rown tremendously in the past three years,
which is a wonderful validation of what we set
out to do. 

E N T R E P R E N E U R I A L s p i r i t

WE HAVE A V E RY ENTREPRENEURIAL ENVIRONMENT 

so we hire people with the dri ve and te n a c i ty  
to take ow n e r s h i p. It’s impo rt a nt to 
be able to pri o ri t i ze and to be able to 
DELIVER WITHOUT LOSING SIGHT 
OF THE END OBJECTIVES.

JASWINDER CHADHA

Our four ope rating principles are : ACCO U N TA B I L I TY,
H O N E S TY,T RU S T, AND RESPONSIBILITY.

I ASK ALL OF OUR PEOPLE TO THINK LIKE LEADERS AND LIKE MANAG E R S .

T RACY DOY L E
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VON BOHLEN. What drives passion? It’s dif-
ficult to say. It’s getting up every morn i n g ,
saying it’s another great day, and knowing that
we can win or lose and so we better win. There
is an endless struggle to do something cutting
edge. On the philosophical side, if I were to
say LION is out to change the world, that
would be too much. But by working in
h e a l t h c a re, we are doing something import a n t
for mankind. On the business side, the goal is
to be successful every day. I’m free to live my
life the way I want to. It’s a great opport u n i t y
and not many people can have that. 

D OY L E.My passion and skill are that I love to
identify customer needs and solve pro b l e m s
and come up with innovative ways to educate
people. I believe that knowledge is power, and
with that education physicians can make
i n f o rmed decisions and consumers can make
i n f o rmed decisions. I strive to consistently
deliver quality education.

Flying high and 
F LYING SAFE
S A P O N J I C . I surf and I’m an outdoors kind of
g u y. But even though I’m entre p reneurial, I’m
fairly calculated in the moves I make and will
weigh things carefully and make decisions
about them. Just because people start compa-
nies doesn’t mean they’re willing to thro w
themselves off a building and take risks. Start-

ing a company and attracting investors re q u i re s
people to be calculated and analytical in how
they go about things. Otherwise it’s just a risk,
without measuring how to achieve success.

VON BOHLEN.I’ve always tested boundaries.
Life is too short so I’ve tried to do things that
a re thrilling. Today I don’t do much that could
be classified as risky. My focus is on the com-
pany and my family. But in the past, I did a lot
of risky things: scuba diving, motorbike driv-
ing, parachute jumping, bungee jumping, and
a e robatics. They were all a test of what I dare d
to do, where the borderline was. Once I got
m a rried, I decided to stop those things
o v e rnight. I know I could do it all over again
if I wanted to. And, although a company isn’t
exactly the same, it can be even more chal-
lenging than these “risky” things because it
re q u i res a good mix of brains and stamina,
being fit to work 14 or 15 hours a day.

CO N V E R S E. I do a lot of extreme skiing.
That is risky. But that’s about it. These days, I
spend most of my time in the office, so there ’s
not a lot of time for external risks 

RO S E N B E RG . I do fly a fighter jet, an ex-
Russian military trainer. I am involved in aer-
obatics and formation flying, and part of my
reason for doing that is that I’m very willing
to explore new things. I’m probably a little
higher adrenaline than most people. On the
other hand, I also fly another plane for busi-
ness, a turboprop that’s very conservative. I’ve
always been tremendously interested in flying,
and it is an extremely useful business tool. Fly-
ing enables me to make far more efficient use
of my time. For example, last week I was able
to get up in the morning, meet with thre e
clients in diff e rent parts of New Jersey and be
back in North Carolina for dinner. The same
trip taken commercially would have taken two
full days.

KO L B. I run marathons. I’ve run New Yo r k
and Boston a couple of times. Other than

maybe driving a fast car, I don’t think I go in
for risky activities.

C H A D H A . I would not put myself in a high-
risk taker category. I’m a very conserv a t i v e
person by nature. What appears to be risk is
actually very calculated. And I really believe it
is important never to take a risk that hurts the
fundamental pillars of existence — ethics and
family principles. I wouldn’t do anything that
would compromise these.

ROT H E R H A M . We do no risky sports at all.
In the rest of our lives we’re both fairly con-
s e rvative. We ’ re both settled, family people
who spend most of lives concentrating on
those simple aspects of our lives outside the
b u s i n e s s .

E N G F E R . I don’t know that I agree with the
concept that there is a connection between
e n t re p reneurialism and risk taking. I don’t see
s t a rting a business as risky and I don’t consider
myself a risk taker. Most people who know me
would characterize me as someone who is pre-
p a red and planned, which may eliminate what
may be perceived as risky. Being part of a
focused and dedicated team is the least risky
thing that I could imagine. I do ride a motorc y-
cle, ski, and mountain bike. Take motorc y c l i n g
for example; there are accident statistics that
s u p p o rt that there are foolish folks out there. But
when I’m on the bike, I am totally focused on
what I am doing and monitoring the space
a round me. I feel that I am responsible for that
space, and as such, don’t see it as being any riski-
er than driving a car. My wife and I are raising
two teenage sons, and that’s enough risk for me. 

D OY L E. I wouldn’t say I was a risk taker in
t e rms of activities,. But I did take on the
responsibility of two children, which is pro b a-
bly the biggest risk I’ve ever taken. ✦

Ph a rm a Vo i ce we l comes co m m e nts about this

a rt i c l e.E-mail us at fe e d b a c k @ p h a rm avo i ce. co m .

Going back to what my gra n d f ather taught me,
a satisfied customer is what you aim fo r;
A DISSATISFIED CUSTOMER WILL TELL 10 OTHER PEOPLE.
A co m p a ny has to do eve rything reasonably possible to
m a ke sure it is delive ring in a re s ponsible 
way for all its c l i e nt s.

I THINK T H AT’S DOUBLY IMPORTANT IN THE WORK WE DO.

DOUG ENGFER


