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Small oppo rtunities are turn i n g

i nto big business for Joe Kri v u l ka

and Re l i a nt Ph a rm a ce u t i cals LLC ,
the company he co-founded just two years ago.
M r. Krivulka is seizing the opportunity to
b reathe new life into products being cast off by
the pharmaceutical giants. 

“Big pharma has products that are doing
$100 million to $200 million in sales, but are
u n d e r-loved,” Mr. Krivulka says. “Big phar-
maceutical companies just don’t have the time
to do line extensions or create additional value
for some of the products in their port f o l i o s .
T h e y ’ re focusing, and rightfully so, on bigger
p roducts that will add shareholder value.”

Reliant Pharmaceuticals, one of the fastest-
g rowing pharmaceutical companies in the
U.S., acquires, develops, and markets pro d u c t s
with the potential to significantly improve the
t reatment and management of diseases aff e c t-
ing large sectors of the population.

With more than 25 years experience in the
pharmaceutical industry, Mr. Krivulka
believed that if a company could take smaller
p roducts, ones that still had value, and give

them the right kind of attention and re s o u rc e s ,
it could be successful.

“That was really the concept of why Stefan
and I got together,” Mr. Krivulka says, re f e r-
ring to his business partner and Reliant co-
founder Dr. Stefan Aigner.

Drawing on his experience as CEO of
B e rtek Inc., a subsidiary of Mylan Laboratories
Inc., Mr. Krivulka, 49, perceived an opport u-
nity in the marketplace, and along with Dr.
A i g n e r, he put together a business plan. The
company got under way in September 1999,
with operations starting in July 2000. 

M r. Krivulka and Dr. Aigner appro a c h e d
several companies, found two products that
seemed to have good potential and quickly
won contracts for those products. The next
step was raising capital. After meetings with
four diff e rent venture funds, the young com-
pany found a match with Bay City Capital, a
life-sciences merchant bank based in San Fran-
cisco, and Bay City’s financial part n e r, the
Pritzker family. Other investors include
Invemed/Gladwyne Catalyst Fund, Ve r s a n t
Ve n t u res, and the Morgan Stanley Dean Wi t-
ter Equity Fund.

Until they began pitching their idea to

investment groups, Mr. Krivulka and Dr.
Aigner hadn’t come up with a name for their
c o m p a n y. 

“Stefan and I were getting ready to make a
p resentation to an investment-banking gro u p
and we had on our slides ‘TPC,’ which stood
for The Pharmaceutical Company. We
thought that was a little generic,” he quips. 

One thing was certain, the partners wanted
a company that sounded, and would be, re l i-
able. “We spun off the word reliable, which
became Reliant and it stuck.”

Five months after naming the company,
Reliant launched the first of its acquired pro d-
ucts. In August 2000, the company launched
D y n a C i rc CR, which is indicated for the tre a t-
ment of hypertension. Reliant purchased the
D y n a C i rc product franchise from Novart i s
P h a rmaceuticals. Two months later, Reliant
launched the gastroesophageal reflux disord e r
d rug Axid, which it acquired from Eli Lilly &
Co. At the end of 2000, Reliant launched
Lescol XL, a cholesterol-lowering tre a t m e n t .
In December the company signed a U.S. pro-
motion agreement with Novartis on the Lescol
family of products. 

“ D y n a C i rc gave us an opportunity to build
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our infrastru c t u re with a product that was a
good size, but not huge,” Mr. Krivulka says.
“Axid was a much larger opportunity with
m o re than $200 million in sales. Axid gave us
the opportunity to build our salesforce. Wi t h-
out the other two, Lescol would pro b a b l y
never have happened for us. Lescol gives us
entrance to the statin market, which is the
f a s t e s t - g rowing market in the industry and
clearly dominated by some big players.” 

All three products are being promoted to
physicians. Reliant has tapped Parsippany,
N.J.-based To rre Lazur McCann Healthcare
Worldwide to handle Lescol XL, the compa-
n y ’s largest brand. For Axid and DynaCirc the
company is tapping the talents of a smaller
a g e n c y, called Metaphor Inc., of Sparta, N.J.

A c c o rding to Mr. Krivulka, the company’s
sales and marketing programs are built on
d i rected communications to the physicians,
including showcasing and supporting

R e l i a n t ’s products through a variety of medi-
ums. 

“ We also work closely with the managed-
c a re industry to develop and implement pro-
grams that will improve the quality of patient
c a re,” he says. “By building strong re l a t i o n-
ships between Reliant, its physician audience,
the patients who use out products, the indus-
t ry ’s key opinion leaders, and the managed-
c a re payers, we will only strengthen Reliant’s
reputation in the healthcare industry. ”

Key to Reliant’s success has been its re l a-
tionship with physicians. “We believed that if
we could get to the primary - c a re market,
which prescribes 70% to 75% of pre s c r i p-
tions, we would be able to help the share value
(of smaller products) as well as adding value
t h rough line extensions,” Mr. Krivulka says.
“That doesn’t mean we don’t go to specialists.
We call on cardiologists and endocrinologists
and gastro e n t e rologists, but for the most part

we are working with the primary - c a re physi-
c i a n . ”

An important aspect of that relationship is
educating physicians on Reliant’s pro d u c t s .
“ We’ve taken a more educational appro a c h
than a hard-sell approach to the physicians,”
he says. “They like it better and it helps build
respect for our company. ”

Reliant believes to improve health and
overall quality of life, it must develop pro d-
ucts that offer a combination of practical, yet
meaningful, benefits to patients. 

“ We seek to enhance Reliant’s products by
i m p roving their bioavailability and/or eff i c a c y
p rofiles, reducing the size or frequency of dos-
ing schedules, and improving the safety and
tolerability profiles, while keeping the price
competitive,” Mr. Krivulka says. “Pro d u c t
development and life-cycle management pro-
grams will continue to be a top priority for the
c o m p a n y. We do not rest when the drug is on
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AUGUST 2001
● Law re n ce Gye n e s

joined Re l i a nt as

Chief Financial Of f i ce r

✔ J U LY 2001
● Ap po i nted Irw i n

Le rner to position of

C E O

✔ JUNE 2001
● L i censed No rt h

Am e ri can ri g hts to

Et hy p h a rm’s

m i c ro n i ze d

fe n o f i b rate
● Greg Fu l ton joined

Re l i a nt as senior V P,

m a rketing 

✔ M A RCH 2001
● Moved co rpo rate

h e a d q u a rters to

L i be rty Co rn e r, N . J .

✔ DECEMBER 2000
● Launched Le s col XL

✔ N OVEMBER 200
● Signed U.S.

p romotion agre e m e n

with Nova rtis on Le s c

family of prod u ct s

✔

W H AT DETERMINES WHETHER A PRODUCT OR PRODUCT LINE IS A

WO RTHY CA N D I D ATE FOR ACQ U I S I T I O N ?

We apply a list of stri ct cri te ria when eva l u ating po te ntial ca n d i d ates fo r

our po rt fo l i o. Most notably, p rod u cts should be promotionally sensitive

and have a supe rior safe ty and effica cy pro f i l e. In addition, the prod u ct’s

l a rgest target audience must be the pri m a ry - ca re phys i c i a n , the most

d i verse group of healthca re providers in the U.S.Tod ay, we have a sales-

fo rce of about 750 who are marketing our prod u cts to this impo rt a nt

g ro u p, as well as medical spe c i a l i s t s.

H OW ARE THE RECENT SPATE OF MERGERS AND ACQ U I S I T I O N S

I M PACTING YOUR BU S I N E S S ?

The co ntinuing co n s o l i d ation in the pharm a ce u t i cal industry is cre at i n g

companies with vast re s o u rces to develop and market bloc kb u s te r

t re at m e nts for high-profile diseases, e s pecially ca n ce r, H I V / A I D S , a n d

n e u ro l og i cal disord e r s. As a co n s e q u e n ce, companies must focus deve l-

o p m e nt and marketing effo rts on prod u cts that promise to provide the

g re atest co m pe t i t i ve adva ntage over their co u nte rp a rt s. These re s u l t s

c re ate a wealth of valuable and effe ct i ve, though lowe r - p ro f i l e, p rod u ct s

re ceiving little suppo rt. Ul t i m ate l y, p hysicians and pat i e nts may be

denied access to thera pe u t i cally beneficial and co s t - e f fe ct i ve tre at-

m e nts for widespread co n d i t i o n s.

We be l i eve there are many oppo rtunities for prod u cts that fall into

this cate g o ry, p rovided they re ce i ve the at te ntion they deserve. But it

t a kes the kn ow l e d g e, s av vy, and ex pe ri e n ce in all areas of pharm a ce u t i-

cal deve l o p m e nt, f rom prod u ct fo rm u l ation and clinical deve l o p m e nt

to nav i g ating the re g u l ato ry rev i ew process to building an effe ct i ve

m a rketing strate gy and salesfo rce.We be l i eve Re l i a nt is well po s i t i o n e d

Growth through acquisition
IN AN EXC LUSIVE INTERV I EW WITH PHARMAVO I C E, JOE KRIVULKA DISCUSSES THE BUSINESS 

S T RATEGIES T H AT ARE PROPELLING RELIANT’S FA S T - PACED GROWT H .



the market; we initiate life-cycle management
strategies, including seeking new indications
and developing line extensions for the pro d-
uct, thereby bringing additional therapeutic
options to caregivers and their patients, while
leveraging the brand and maximizing our
re t u rn on the investment.”

Fast out of the gate
Reliant, which started out as a two-man

c o m p a n y, is now one of the fastest-gro w i n g
p h a rmaceutical companies in the U.S., with
about 200 corporate employees
and a salesforce of more than
750. Mr. Krivulka attributes the
c o m p a n y ’s success to its stable of
topnotch staff. “We have a
whole lot of good people here at
Reliant,” the executive says,
adding that the team was put
together by re c ruiting people he

and Dr. Aigner had worked with in the past,
or through recommendations from former col-
l e a g u e s .

The result is a management team with
extensive experience in the pharma, biotech,
and business worlds. 

“Most of the people here have been in their
jobs at other companies an average of 18
years,” Mr. Krivulka comments. “We put
together a lot of people who had had successes
at other companies.”

The company has attracted such industry
veterans as Irwin Lern e r, who is CEO of the

young company. Mr. Lerner was formerly pre s-
ident and CEO of Hoffmann-La Roche Inc.
“ I rwin is outstanding,” Mr. Krivulka says.
“He is a true icon of the industry. He takes us
to the next level from being a startup to tru l y
being a company that can grow and be a major
player in the pharmaceutical industry.” 

Another coup for Reliant was the re c ru i t-
ment of Jack Bowman as chairman. Mr. Bow-
man was formerly company group vice chair-
man of Johnson & Johnson. On a more
personal note, attracting Mr. Lerner and Mr.
Bowman to Reliant was particularly exciting

for Mr. Krivulka, who counts both
executives as two of his mentors in
the industry. 

The company’s board of man-
agers is comprised of some of the
top thought leaders in the pharm a-
ceutical and financial industries. 

Since the company’s growth has
been so rapid, Reliant also turn e d

J O E K r i v u l k a
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SEPTEMBER 2000
● Ac q u i red U.S. ri g ht s

to Axid from Eli Lilly &

Co.

✔O C TOBER 2000

unched Ax i d

AUGUST 2000
● Launched Dy n a Ci rc

C R

✔ J U LY 2000
● Raised $135 million

in seco n d - ro u n d

f i n a n c i n g
● Ac q u i red U.S. ri g ht s

to Dy n a Ci rc family of

p rod u cts from 

Nova rtis AG and

Nova rtis 

Ph a rm a ce u t i ca l s
● Co nve rted to 

l i m i ted liability 

co m p a ny

✔ APRIL 2000
● Changed co m p a ny

name to Re l i a nt 

Ph a rm a ce u t i cals Inc.
● Established 

h e a d q u a rters in

Bri d g ewate r, N . J .

✔ DECEMBER 1999
● Raised $4.25 million

in initial financing

✔ AUGUST 199
● Fo rmed as Bay 

Ph a rm a ce u t i cals 

a De l awa re 

co rpo rat i o n

✔

to offer an at t ra ct i ve option fo r

these underl oved prod u ct s.

WHAT IS YOUR SALES AND

MARKETING PHILOSOPHY FOR

THE CO M PA N Y ?

Re l i a nt’s focused sales and mar-

keting effo rts are based upon ongoing dire cted co m m u n i cations to the

p hys i c i a n s.We cre ate prog rams to showcase and suppo rt our prod u ct s,

including journal adve rt i s i n g, e d u cational seminars, p hysician and fo r-

m u l a ry adv i s o ry bo a rd s, and pat i e nt education and disease state man-

a g e m e nt prog ra m s. Our national acco u nts team wo rks with the man-

a g e d - ca re industry to develop and implement prog rams that will

i m p rove the quality of pat i e nt ca re.

Our goal is to build strong re l ationships be tween our co m p a ny,o u r

p hysician audience, the pat i e nts who use our prod u ct s, the industry’s

t h o u g ht leaders, and the man-

a g e d - ca re paye r s.

W H AT IS THE CO M PA N Y’S LIFE-

C YCLE MANAGEMENT STRAT E-

GY FOR ITS PRO D U C TS ?

Our deve l o p m e nt team imple-

m e nts life - cycle management prog rams for all our prod u ct s. These pro-

g rams include broadening thera peutic indications and package labe l-

ing, extending release profiles, and creating alternative dosing

fo rm u l at i o n s, as well as others, to extend the prod u ct’s market exc l u s i v-

i ty and pate nt pro te ct i o n .

Our re g u l ato ry team wo rks with the prod u ct deve l o p m e nt and

c l i n i cal deve l o p m e nt teams be fo re initiating wo rk , as well as thro u g h-

out the proce s s, to ensure these prog rams meet the re g u l ato ry re q u i re-

m e nts nece s s a ry for approva l .

We spun off the wo rd

re l i a b l e, which be ca m e

Re l i a nt and it stuck.

JOE KRIVULKA
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to external partners for help. One such part n e r
was Ventiv Health Inc., a leading contract
sales organization, which has assisted in
re c ruiting and training Reliant’s salesforce and
bringing the company up to speed. 

To attract dedicated staff, Reliant off e r s
employees a share in the company. “Every per-
son from the CEO to the receptionist has stock
options,” Mr. Krivulka says. 

While the company is still private, and
consequently the options are n ’t worth a gre a t
deal, that will change if and when the compa-
ny goes public.

An initial public offering is one subject
that Mr. Krivulka isn’t keen to discuss in
depth. “Access to public funds is pro b a b l y
something that every company wants to have
and it’s important for us to be able to access
those public funds. When that happens is still
to be determined,” he says, adding that dis-
cussing IPOs in the current market is difficult. 

U n d o u b t e d l y, the combined experience of
both Mr. Krivulka and Dr. Aigner has been a
huge draw in winning over investors and staff .
As CEO of Bertek and a corporate VP of
Mylan Laboratories, Mr. Krivulka developed
experience in such areas as mergers and acqui-
sitions and extensive expertise in pro d u c t
launches, re f o rmulation and line extensions,
clinical development, and manufacturing. He
successfully brought to market numero u s
branded products and managed Mylan’s entry

into the branded pharmaceutical business,
with the acquisition of several pharm a c e u t i c a l
companies. But most important was the phi-
losophy he brought with him. 

“The thing that Bertek and Mylan have is
i n c redible integrity and a real view for quality
assurance and adding therapeutic value to
p roducts, and I think that they are the kind of
things we drew upon to start Reliant,” Mr.
Krivulka says.

Those core values, combined with innova-
tive minds and an ability to focus on niche
markets, have propelled Reliant to its curre n t
position. 

“The company is one of the hard e s t - d r i v-
ing, striving-for-excellence companies that
I’ve ever been associated with,” Mr. Krivulka
says. “I’ve got an awful lot of entre p re n e u r s
who have all joined together. Vi rtually every-
one that we’ve brought in has that same
e n t re p reneurial spirit. If they didn’t it would
be very difficult for them to be a part of our
t e a m . ”

Finding the 
ri g ht niche

To date, Reliant has acquired the U.S.
rights to three branded pharmaceutical pro d-
ucts and their approved line extensions. 

“While our products currently fall into the
c a rdiovascular and gastrointestinal therapeutic
categories, we are assessing products that will
take us across a broad range of therapeutic
a reas, knowing our specialty lies in marketing
p roducts to the primary - c a re physician,” Mr.
Krivulka says. “To maximize our investment
and reduce risk, our interest lies in curre n t l y
marketed branded therapeutics and com-
pounds that are entering or are in Phase II and
III clinical studies. 

“ We ’ re looking at other therapeutic are a s
that make sense,” he says. “We ’ re cert a i n l y
looking at the neurological area and the anti-
infective area as two opportunities for us to
g ro w. ”

M r. Krivulka says the company will be fil-
ing two NDAs this year for line  extensions,
though he wouldn’t specify what the pro d u c t s
would be.

Pa rt n e ring with  
the big boys

The company has managed to develop sig-
nificant co-marketing relationships with
N o v a rtis and with Eli Lilly. 

“ We look at companies that will be part-
ners with us for a long period of time and on
multiple fronts,” Mr. Krivulka says. Those
relationships have been strengthened, Mr.
Krivulka says, thanks to Reliant’s speed in the
way it does business. 

“Our ability to act and move quickly to
meet the needs of our strategic partners is of
g reat benefit,” he says.

But the company doesn’t intend to rest on
its laurels. “The greatest challenges that we
have are making sure that we can drive the
sales of the products that we have and to con-
tinue to work with our strategic partners. I’m
c e rtainly thinking of ways we can gro w
Reliant,” Mr. Krivulka says. 

One avenue for growth is the biotech
i n d u s t ry. “We can be great partners for com-
panies that have products that will reach $300
million, $400 million, $500 million in peak
year sales,” Mr. Krivulka says. 

The company’s mid-term to long-term
goals are ambitious. “We’d like to grow the
company to a multi-billion dollar org a n i z a t i o n
and the way to do that is through acquisitions,
line extensions, and new products coming into
the company,” Mr. Krivulka says.

And given the company’s growth to date,
f rom two people to several hundred in just two
years, with three products on the market,
those ambitions may not be so far- f e t c h e d .✦

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 a l i n x . co m .
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1 9 9 9 . Co - founded Re l i a nt Ph a rm a ce u t i cals with Stefan Aigner with a view to acquiri n g,

d eve l o p i n g, and marketing prod u cts that slip through the cracks at big Ph a rm a

1997 TO 1999. Chief ope rating officer at Hogil Ph a rm a ce u t i cal Co rp. ;o rc h e s t rated the suc-

cessful acquisition of Efidac 24 from Nova rtis and Al z a

1993 TO 1997. CEO of Be rtek Inc. and pre s i d e nt and co rpo rate VP of Mylan La b s, a division

of Mylan La bo rato ri e s ; re d i re cted the co m p a ny from a manufact u ring-based org a n i z at i o n

to a high-tech tra n s d e rmal re s e a rch and deve l o p m e nt and manufact u ring org a n i z at i o n ,

adding more than $5 billion in market ca p i t a l i z ation to Mylan La b s

1990 TO 1997.VP at Mylan La b s ;s t rate g i cally planned and managed Mylan into the bra n d-

ed pharm a ce u t i cal business with the acquisition and deve l o p m e nt of ethical prod u ct s

1989 TO 1990.Exe c u t i ve dire cto r, m a rke t i n g, at Janssen Ph a rm a ce u t i ca ,a division of Jo h n-

son & Jo h n s o n ; relaunched Hismanal, a c h i eving a 50% increase in sales during the first ye a r

1986 TO 1989.Group business dire ctor of Sa n d oz Ph a rm a ce u t i cals Inc. ;i n c reased sales 22%

per year and deve l o ped strategic alliances with Gl a xo We l l co m e, S c h e ri n g - Pl o u g h , a n d

Wa rn e r - La m be rt

1977 TO 1986. Le d e rle Labs from a re p,to distri ct sales manager in Ph oe n i x ,to special coo r-

d i n ator of co m m u n i cat i o n s,to manager of new pharm a ce u t i cal prod u ct s ;d eve l o ped an in-

house adve rtising firm , Leda Adve rt i s i n g, which prod u ced $1.6 million in pro f i t s

E D U CAT I O N . Temple Un i ve r s i ty, Bachelor of Phys i o l ogy, 1 9 7 7 ; West Vi rginia We s l eyan Co l-

l e g e ; Bachelor of Science,1 9 7 3

Building a co m p a ny
JOE KRIVULKA - RESUME


