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As the broad-market block-
buster model breaks down and the 
biggest pharmaceutical companies grow 
beyond the scope of a single personality’s 
influence, it is no surprise that much of 
the top talent in the industry is finding 
its way into the burgeoning field of spe-
cialty pharmaceuticals. Each of the lead-
ers profiled in this year’s Med Ad News 
Executives on the Rise feature was nomi-
nated independently by experienced 
industry-watchers from a variety of ex-
ecutive recruiting companies, with no 
theme suggested by the magazine’s edi-
tors; the fact that all of those industry-
watchers came up with stars of specialty 
is no coincidence. As one of the profilees, 
Francois Nader, says, “The combination 
of M&A and a challenging business en-
vironment has created a huge pool of tal-
ented people who are willing – and often 
prefer – to look at smaller, more entre-
preneurial opportunities.”

Another characteristic shared by each 
of this year’s profilees is a varied back-
ground. No one in this group has spent a 
long period of time in a single role, and 
only one has spent most of her career 
with a single company. Few of these ex-
ecutives saw the business of pharma in 
their future when finishing their various 
degrees, in areas as diverse as medicine, 
economics, and chemical engineering. 

And several have spent significant time 
outside the pharma industry, as consul-
tants or venture capitalists or in other in-
dustries like aerospace and agribusiness. 
Through one path or another, however, 
those diverse experiences led them to 
the top of the pharmaceutical industry, 
while giving them the perspective to see 
beyond “business as usual.” 

“None of these leaders allowed them-
selves to be boxed in by the traditional 
‘pharma’ way of doing things,” says De-
nise DeMan, chairman and CEO of the 
executive recruiting firm Bench Interna-
tional. “Far from it. They each have con-
structed environments that are narrowly 
focused on the patient, with company 
vision, mission, and execution flowing 
from that focus.”

Helen ljungdAHl Betsill
Helen Ljungdahl Betsill, head of inte-
grated operations and strategic execution 
for Merck & Co.’s (merck.com) Global 
Vaccines Division, is the only leader on 
this list to spend most of her career with 
one company – but that doesn’t mean 
she’s been a homebody. Before assum-
ing her present role in February 2011, 
she served as executive director and head 
of business development for Merck’s Eu-
rope and Canada region; senior director 
of business development for Europe, 

Middle East, Africa, and Canada; senior 
director of marketing for hypertension 
and respiratory franchises in EMEAC; 
business unit director of the cardiovas-
cular department in Belgium and Lux-
embourg; and marketing manager for 
Fosamax in the UK, all in a period of 
ten years. Over a twenty-year career in 
pharma, almost entirely with Merck, 
she’s worked in a long list of locations: 
Tennessee, New Jersey, Sweden, Den-
mark, Switzerland, several cities in the 
UK, Belgium, and (presently) Pennsyl-
vania. Not surprisingly given her inter-
national background, one of Ms. Betsill’s 
key goals in her present position is to se-
cure access to Merck Vaccines in markets 
around the world, through development 
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Leading is their specialty
Though coming from a variety of backgrounds, this year’s group of Med Ad News executives on 
the Rise are all involved in the rapidly growing specialty pharmaceutical field.
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of commercial organizations and local 
manufacturing capabilities. 

Like many young people at the begin-
ning of their careers, Ms. Betsill’s arrival 
at her first job came largely by accident. 
She knew coming out of her MBA pro-
gram at the Thunderbird School of 
Global Management that she wanted to 
work in a field where she would be able 
to make a difference and contribute to 
the wellbeing of people in general. The 
medical field had always interested her, 
but she was open to a variety of options.

“Joining Merck in the early 1990s 
was more of a coincidence than a spe-
cific goal of mine,” she says. “I came in 
contact with Merck through Thunder-
bird and the more I learned about the 
company the more impressed I was. At 
this time, Merck was featured in Fortune 
Magazine and recognized as one of the 
leading companies in America. I was of-
fered a position in the Merck Interna-
tional Marketing Management Trainee 
Program.”

Once on board, Ms. Betsill quickly re-
alized the value of the opportunity she 
had been given, and she was just as quick 
to make an impression. Starting off as a 
professional sales rep for hospitals in Ten-
nessee, she developed an electronic sales 
and market share analysis tool which 
was subsequently implemented across 
all territories in the district, and earned 
a Merck Discretionary Award for Excel-
lence. In her next role, as an internation-
al marketing associate, she worked on 
the worldwide launch team for Fosamax, 
developing the physician education pro-
gram on osteoporosis for worldwide use 
and leading the development of training 
material for all countries, which earned 
her another Discretionary Award for 
Excellence. Earning awards has become 
a bit of a tradition for Ms. Betsill; she 
received three Merck Marketing Awards 
while serving as marketing manager for 
Fosamax, and was a member of the team 
that was awarded the Merck Brand of the 
Year Award,  a highly recognised internal 

award based on recognition and financial 
reward. 

“It does not matter whether you work 
in sales, marketing, research, manufac-
turing, or any other area in a pharma-
ceutical company; you have the chance 
to make a difference to patients around 
the world,” she says. “We collaborate 
with leading experts in many therapeu-
tic areas to identify, develop, and pro-
vide novel treatments aimed to improve 
the care of patients.  In a cost contained 
healthcare environment, this collabora-
tion becomes even more important to 
ensure that appropriate treatments are 
available in a timely manner to the pa-
tients and their healthcare providers.  
Since joining Merck, I have never even 
thought about leaving the industry.  For 
me, I have been given many opportuni-
ties to continue to deliver on innovative 
and appropriate care to patients in many 
different countries.”

The many different countries Ms. 
Betsill mentions are a critical part of the 
equation for her; the global experience 
she has gained in a variety of positions 
with Merck has been invaluable.

“I have worked locally in small mar-
kets, mid size markets, and large mar-
kets,” Ms. Betsill told Med Ad News. 
“I have held global positions and also 
regional roles covering Europe, Mid-
dle East, Africa, and Canada.  Hav-
ing worked in this many countries and 
healthcare systems allows me to draw on 
these experiences almost daily. The chal-
lenge is that you never become an expert 
in one area or one market, but you learn 
to draw from trends.”

Having this sort of global experience, 
Ms. Betsill believes, is critical for any 
prospective pharma leader. 

“If you want to work more at the 
regional or global level then I think it 
should be a requirement to work in mul-
tiple areas of the world,” she says. “If you 
plan to work in one country than it would 
also help to have some degree of global 
exposure so that you appreciate different 

points of view which would help to make 
you a stronger global marketer. Having 
had multi-country experience provides 
you with a different kind of appreciation 
for how different markets are, sometime 
very subtle but important.”

According to Tig Conger of the ex-
ecutive search firm Heritage Partners In-
ternational, who nominated Ms. Betsill 
as an Executive on the Rise, her rapid 
promotion into Merck’s vaccines orga-
nization represents the continuation of a 
strategic shift for the company.

“During the last ten years, the vaccines 
business has emerged from a second-tier 
business to one of the strategic drivers at 
Merck,” Mr. Conger says. “[Ms. Betsill’s] 
appointment last year as chief operating 
officer for Merck Global Vaccines is a re-
flection of both her accomplishments in 
the international markets and the need 
to establish a larger international foot-
print for this specialty business. She is 
highly regarded by those in her organi-
zation.  Helen’s experience in business 
development will also play to the overall 
development of this business unit.”

tony Coles
N. Anthony Coles, M.D., president and 
CEO of Onyx Pharmaceuticals Inc., has 
followed a career path that has taken him 
from the clinic to big pharma and then 
to smaller pharma, but the constant all 
along has been a focus on the patient. Be-
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fore joining Onyx in March 2008, he was 
president, CEO, and a member of the 
board of directors of NPS Pharmaceu-
ticals Inc. Before joining NPS in 2005, 
Dr. Coles was senior VP of Commercial 
Operations at Vertex Pharmaceuticals 
Inc., which he joined in 2002. Beginning 
in 1996, he held a number of executive 
positions while at Bristol-Myers Squibb 
Co., including senior VP of Strategy 
and Policy; Senior VP of Marketing and 
Medical Affairs, Neuroscience/Infectious 
Diseases/Dermatology; VP, Western Area 
Sales Cardiovascular and Metabolic Busi-
ness Unit for U.S. Primary Care; and VP, 
Cardiovascular Global Marketing. From 
1992 until 1996, Dr. Coles also held a 
number of positions of increasing re-
sponsibility at Merck & Co., including 
VP of the Hypertension and Heart Fail-
ure Business Group.

At the very beginning of his career, 
though, Dr. Coles thought he was going 
to be on the other side of the healthcare 
equation. As a young man, he originally 
decided to pursue a career as a clinician, 
treating patients and helping advance the 
field through his own clinical research. 
He earned an M.D. from Duke Univer-
sity, completed training in cardiology and 
internal medicine at Massachussetts Gen-
eral Hospital, and was a research fellow 
at Harvard Medical School. This back-
ground, he believes, adds a critical angle 
to his decisionmaking as a pharma CEO.

“After completing my medical train-
ing, I became fascinated by the business 
aspect of healthcare, and saw tremendous 
opportunity to make an even broader 
impact on patients’ lives by coming to 
industry,” Dr. Coles told Med Ad News. 
“When I made the move, I was fortunate 
to have a boss and mentor who believed 
that physicians could make good busi-
ness people, and I strongly believe that 
my training as a physician is essential in 
my role today. I understand the needs of 
clinicians and the challenges they face, 
as they work to extend and improve the 
lives of their patients.”

After transitioning from the aca-
demic world to industry, Dr. Coles’ first 
few jobs were in big pharma, where he 
learned valuable skills in marketing and 
commercializing products. 

“At Bristol-Myers Squibb, I had the 
opportunity to launch Plavix and Avapro 
globally,” he says. “Opportunities like 
these come along very rarely, and it was 
a dream come true to be involved in 
the global branding of such exceptional 
products.”

But by the early 2000s, the traditional 
chemistry-based method of discovering 
new therapies was becoming more chal-
lenging, and it became apparent to Dr. 
Coles that sustained growth could be-
come increasingly difficult for the larger, 
more mature companies. He saw sig-
nificant promise and potential at biotech 
companies, and began thinking about a 
move to a smaller company.

“I personally believe that it is impor-
tant to reinvent yourself every ten years, 
taking time at each juncture to reflect on 
what you have accomplished, where you 
want to go, and how you can continue to 
make the biggest impact possible given 
your skills and experiences,” Dr. Coles 
says. “This same idea of constantly pursu-
ing excellence and challenging the status 
quo drew me to biotech. It is an indus-
try that is based on innovation and new 
thinking about biology-based approaches 
to discovery.  It became clear to me very 
quickly that when innovation is the driv-
ing force, the possibilities are endless.”

According to Dr. Coles, the employees 
of Onyx are constantly pushing themselves 
to be leaders in identifying new therapies 
and innovating new solutions. At the same 
time, though, Onyx leaders have to be 
aware of the issues and challenges in the 
present economy, and use the company’s 
strengths to their advantage. 

“While we may not have the financial 
resources of a larger pharmaceutical com-
pany, our success with Nexavar has given 
us a healthy balance sheet and put us in 
a strong financial position that enables us 

to invest in our diversified pipeline and 
drive future growth for the company,” 
Dr. Coles says. “We see cancer therapy 
as an area of strong opportunity, because 
the medical need is significant and the 
levers of success for investors are scalable 
for a company at our stage of growth. For 
example, we can reach patients quite ef-
fectively through modestly sized, highly-
trained field-based teams. And, we have 
chosen to focus on disease areas where we 
can realistically build international infra-
structure for our compounds in key mar-
kets.  We continue to believe that inno-
vation in targeted specialty areas, such as 
oncology, will be a key to future success.”

Ms. DeMan, who nominated Dr. Coles 
as an Executive on the Rise, believes that 
he possesses an underlying characteristic 
rarely spoken-of in business.

“Rarely does one have the opportunity 
to use the words, ‘spiritual,’ and ‘CEO,’ 
in the same sentence,” Ms. DeMan says. 
“Tony Coles is just that. He has told me 
that each day he prays for the wisdom 
to keep his focus keen and clear on the 
ultimate goal, the patient. As the son of 
a minister, he has taken all of the finest 
values learned in life lessons and has de-
ployed them into the role of a CEO who 
drives himself for courage and insists his 
entire organization does the same.”

jACkie Fouse
Jacqualyn Fouse, senior VP and chief 
financial officer of Celgene Corp., has 
moved back and forth between several 
industries in her career, with the com-
mon thread being high science. Before 
joining Celgene in September 2010, 
she previously served as chief financial 
officer for Bunge Ltd., an NYSE-listed 
global agribusiness and food company, 
since July 2007. Prior to that, Ms. Fouse 
served as senior VP, chief financial offi-
cer, and corporate strategy at the eye care 
company Alcon Laboratories Inc., from 
2002, the time of the company going 
public, to July of 2007. Prior to Alcon, 
she was chief financial officer of the Swis-



sair Group in Switzerland, from 2001 to 
2002, and group treasurer of Nestle S.A. 
in Switzerland from 1999 to 2001. Be-
fore becoming treasurer of Nestle, Ms. 
Fouse held various senior level financial 
positions in both the United States and 

Switzerland with both Alcon and Nestle 
from 1986 to 1999. 

After earning her degree in Economics 
from the University of Texas, Ms. Fouse 
started her career like many other young 
people – by falling into a job.

“I started in with an aerospace and 
defense manufacturer in the Dallas area 
(LTV) mostly because they had a finan-
cial analyst job opening,” she says. “I ap-
plied for it and they hired me. It turned 
out to be a great experience because it 
was a large, publicly held company and 
I learned how to navigate big company 
politics early on. In addition, it was a 
male-dominated industry undergoing 
tough times and it had a government-
based revenue unit and a commercial-
based revenue unit so I saw different 
business models and drivers even within 
the same company. Great experience for 
a young person out of college.”

Next up was a chemical company, Cel-
anese – “because I was ready for a change 
and it was both science-based but also 
turned into a commodity business while 
I was there. Seeing an industry go from 
higher margins to lower margins helped 

me see how to adapt a business model.”
Ms. Fouse’s third job, and her first leap 

into healthcare, was the first conscious 
choice along her career path.

“I thought the sector would do well 
and I was interested by the science,” she 
says. “At Alcon I learned the beauty of 
a speciaized, focused business model and 
that lesson has stayed with me ever since. 
The next move to Nestle was related to 
the fact that Nestle owned Alcon and 
that this was my first opportunity to get 
international experience, something I 
had always wanted to do and which to 
this day I believe has been invaluable for 
me, both in my career and personally. 
With Nestle I had the good fortune to 
work for one of the world’s truly global 
companies and that has served me well.”

But Ms. Fouse’s first step into health-
care was not permanent. Presented with 
an unusually challenging opportunity, 
she returned to the aerospace industry 
in 2001.

“[Swissair], at the time, was in a dif-
ficult financial situation and needed to 
undergo a turnaround and restructur-
ing,” Ms. Fouse says. “I was called to 
come in as part of an emergency rescue 
team, as the CFO, and I thought that 
it was a worthy cause, a challenge, and 
that I had something to offer. All of that 
was true though it turned out to be even 
more difficult than anyone could have 
predicted. I learned more through that 
very trying one year than in all the previ-
ous years of experience I had up to then. 
It is very ‘interesting’ to have to file for 
bankruptcy in your first CFO job and to 
do that in a foreign country!”

After surviving that experience, Ms. 
Fouse was asked to return to Alcon as the 
chief financial officer and help take the 
public in 2002. 

“It was a great match for what they 
needed and my prior experience so I de-
cided to do it,” she says. “Alcon was the 
epitome of the specialty pharma model 
and it was a pleasure to be the CFO there 
for five years.”

But by the middle of 2007, Ms. Fouse 
felt that she had added most of the value 
that she could add at Alcon and wanted to 
see a different business model because she 
thought pharma in general had become 
complacent. So she went, in her view, to 
the opposite end of the spectrum. 

“I went to Bunge, one of the top 
three agribusiness companies in the 
world,” Ms. Fouse says. “Bunge was a 
fantastic experience because I learned 
how to manage a very, very thin busi-
ness margin model while dealing with 
extreme volatility.”

After three years at Bunge, though, 
the pharmaceutical industry came calling 
again. In an odd example of coming full 
circle, the caller was Celgene; Ms. Fouse 
had been at Celanese in 1986 when Cel-
gene had been spun out of Celanese.

“I subsequently had the good fortune 
to receive a call from Celgene during the 
summer of 2010 regarding the CFO job 
there, and based on Celgene’s position in 
the bio-pharma space and my past expe-
rience in healthcare I decided it would 
be an exciting opportunity and a great 
fit between the company and me,” Ms 
Fouse says. “So here I am now, back in 
healthcare with what I call a specialty 
bio-tech pharma company and one 
where I can leverage my financial skills, 
managerial and leadership skills, and in-
ternational experience. What could be 
better than that!”

As might be expected from her varied 
background, Ms. Fouse believes that try-
ing different things in one’s career is criti-
cal to success. 

“Each experience will teach you some-
thing,” she says. “Be open, take risks, 
and look for the threads that you can use 
from one situation to the next. I think 
in finance we are uniquely positioned 
to do this. In fact, the best way to keep 
challenging yourself and to avoid com-
placency is to try new things. Be able to 
explain to a prospective employer why 
what you have done in the past can relate 
to their situation.”
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When describing Ms. Fouse’s talents 
as an executive, Ms. DeMan particularly 
notes her innovative mind and ability to 
build consensus.

“Jackie is what I call a ‘Velvet Ham-
mer,’” Ms. DeMan says. “She is un-
doubtedly one of the smartest, innova-
tive CFOs and business leaders I have 
ever had the honor to work with. As a 
fellow woman leader, I have the utmost 
admiration for how she has built a career 
where her success has been achieved on 
the very high road. She has an innate gift 
for ensuring everyone walks away from a 
negotiating table feeling better for hav-
ing been there.”

Ameet mAllik
Ameet Mallik is probably the youngest 
executive on this list, with the shortest 
career in pharma and the most rapid 
rise. He joined Sandoz, the generic di-
vision of Novartis, as Global Head of 
Biopharmaceuticals in August 2009. 

In May 2011, he was appointed to 
an expanded role as Global Head of 
Biopharmaceuticals and Oncology In-
jectables. Previously, Mr. Mallik was 
Brand Director for the hypertension 
drug Tekturna for Novartis Pharma in 
the United States.  He joined Novartis 
Pharma in 2005 as Head of Global Stra-
tegic Planning and was a member of the 
Pharma Executive Committee. Before 

joining Novartis, Mr. Mallik spent five 
years at McKinsey & Co. in the United 
States.  He started his career at Abbott 
Laboratories, holding roles in engineer-
ing and business development. 

Like Dr. Coles, who begain his career 
as a clinician, Mr. Mallik earned his aca-
demic chops in fields more oriented to-
wards the science than the selling side of 
business. He earned a BSc in Chemical 
Engineering and an MSc in Biotechnol-
ogy from Northwestern University, only 
later (in 2000) receiving an MBA from 
the Wharton School at the University of 
Pennsylvania.

“I was always keen to apply my existing 
skills in new areas, and had the opportu-
nity already during my time at Abbott to 
move from engineering into business de-
velopment,” Mr. Mallik says. “From then 
on, it was a natural progression – and my 
technical background certainly comes in 
handy sometimes on the production line 
or in the development lab.”

Asked about the secrets behind his rise 
up the pharma ladder, Mr. Mallik offered 
Med Ad News a detailed list, which could 
easily double as guidelines for young 
people seeking success in pharma or any 
complex industry. First up: a high level of 
ambition and performance orientation.

“Set ambitious targets and achieve re-
sults the right way,” Mr. Mallik told Med 
Ad News. “Focus on the job in hand and 
don’t be distracted by thinking about 
what might come next.”

Second is a strong focus on people. 
According to Mr. Mallik, attracting, re-
taining, and developing the right people, 
creating the right culture, and ensuring 
streamlined decision-making processes 
are keys to a successful organization. 
“This is almost certainly THE definitive 
leadership skill, particularly in our inno-
vation-driven business,” he says.

Third is developing strong networks. 
“Developing and maintaining strong 

formal and informal networks, both in-
ternally and externally, is crucial,” Mr. 
Mallik says. “In a large company like 

Novartis, knowing whom to contact to 
make things happen is something you 
have to be good at. I would also stress 
the importance of strong mentoring re-
lationships.”

Fourth is an ability to assess options, 
integrate and synthesize ideas, and oper-
ate cross-functionally to make top-qual-
ity decisions, maximize synergies, and 
apply learnings from one area to others 
– “even,” Mr. Mallik notes, “if the con-
nection is not immediately obvious.”

And finally, communications.
“Good communications skills at all 

levels (from dealing with peers to talking 
to employees and external stakeholders) 
are essential to success,” Mr. Mallik says. 
“Good communications is not a one-way 
process – what matters is the message 
that comes across, not the one that was 
meant to.”

Underlying all this careful thought 
about how to succeed as an executive, 
though, is a simple truth probably neces-
sary for any successful leader – Mr. Mal-
lik relishes his role and the opportunities 
it offers him. 

“I love the challenge of running an in-
tegrated global business (two leading and 
complementary businesses within the 
Sandoz division of the worldwide No-
vartis Group); the dynamic, rapid nature 
of both businesses; the pride in leading 
a business unit that has established itself 
as the clear global leader in biosimilars, 
with approximately 50 percent of regu-
lated markets share; and the by-product 
of successful growth – the opportunity 
to attract, build, and develop the lead-
ers of the future,” Mr. Mallik told Med 
Ad News. “Most of all, though, I love the 
knowledge that every day I come to work 
I am playing a key role in driving patient 
access to affordable, high-quality medi-
cines – this is a feeling not every industry 
can offer, and I treasure it.”

Helga Long, managing partner of the 
executive search firm CT Partners and 
Mr. Mallik’s nominator, believes that his 
rapid advancement reflects a keen intu-
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ition, and may presage greater responsi-
bilities in the future.

“Ameet Mallik has had a meteoric 
rise, and he’s obviously been singled out 
at Novartis, not just as an up-and-com-
er, but somebody who is really a strong 
contender to run one of their biggest 
business units in the future,” Ms. Long 
told Med Ad News. “They would not 
have given [biosimilars] to someone that 
they did not believe had all the charac-
teristics and the drive to put that entire 
group of products on the map. He has 
a powerful intuitive sense, which is key 
to someone who is leading an organiza-
tion. But he also has the drive. Novartis 
is the kind of company where you al-
ways have to set the bar very high for 
yourself each year, and achieve that bar. 
And Ameet is one of those people who 
can consistently do that.”

FRAnCois nAdeR
Francois Nader, M.D., has been presi-
dent and CEO of NPS Pharmaceuticals 
since March 2008. Dr. Nader joined 
NPS as chief medical and commercial of-
ficer in 2006 to lead a restructuring and 
reshaping of the company’s focus, strat-
egy, and operations. He was promoted 
to chief operating officer in 2007 and 
named a director in January 2008. Dur-
ing his tenure, he has shifted the compa-
ny’s focus away from large primary care 
markets and transformed NPS into a 
leading outsourcing-based late stage de-
velopment company focused on orphan 
treatments for patients with rare disor-
ders. Before joining NPS, Dr. Nader was 
a venture partner at Care Capital LLC 
and chief medical officer of its Clinical 
Development Capital unit.  He was also 
senior VP, integrated healthcare markets 
and North America medical and regula-
tory affairs with Aventis Pharmaceuti-
cals, and held similar executive positions 
at Aventis predecessor companies. Previ-
ously, Dr. Nader served as head of global 
commercial operations at the Pasteur 

Vaccines division of Rhone-Poulenc. 
While his own level of success is ex-

ceptional, Dr. Nader represents a single 
point in a growing trend in the industry: 
the migration of talented executives from 
big pharma to emerging specialty and 
biotech companies. One of the biggest 
drivers behind this trend, he believes, is 
the current industry climate.

“We’ve all read about the downsizing 
of big pharma,” Dr. Nader says. “The 
combination of M&A and a challenging 
business environment has created a huge 
pool of talented people who are willing 
– and often prefer – to look at smaller, 
more entrepreneurial opportunities.” 

Such smaller opportunities are at-
tractive to talented big pharma leaders 
because they offer the ability to make a 
direct meaningful contribution without 
the handicap of heavy administrative 
processes and red tape. “This might be 
particularly appealing to individuals 
who find themselves operating in envi-
ronments where R&D productivity has 
slowed and change is difficult to imple-
ment,” Dr. Nader says. “Also, smaller 
companies offer the potential of financial 
upside based on their ability to bring in-
novative products to market and willing-
ness to take some risk for significant po-
tential reward.”

The entrepreneurial environment isn’t 
for everyone, though. For those who 

have spent time near the top of a more 
traditional pharma company, the change 
can be a shock.

“Biotech is not the right pre-retire-
ment environment for most,” Dr. Nader 
told Med Ad News. “You will most likely 
work harder than ever before, and you 
might end up doing so for less short-
term rewards than you used to enjoy. 
Along those lines, you’ll need to be 
comfortable operating with a high de-
gree of uncertainty and a willingness 
to do work rather than simply oversee 
work done by others. There simply isn’t 
the infrastructure in a small company to 
support delegators.”

But after years of working within the 
bureaucracies of big pharma, complete 
with slow decision-making, successive 
reorganizations, and low-yield R&D, 
moving to a company like NPS has been 
a thrill for Dr. Nader.

“As an M.D., the opportunity to lead 
a company that is focusing all of its ef-
forts on improving the lives of patients 
who have few attractive treatment options 
is the best reason to come to work each 
day,” he says. “The energy throughout 
our organization all aimed at one goal is 
contagious. It’s easy to operate in small, 
hyper-charged environment in which ev-
eryone knows exactly what they should be 
doing. Further, we’ve created a company 
with a positive culture based on the values 
of integrity, respect, excellence, personal 
accountability, teamwork, and fun.”

The energy Dr. Nader notes begins at 
the top, according to Ms. DeMan.

“Francois is insightful, tenacious, 
and always a gentleman,” she told Med 
Ad News. “He provides a forum where 
people are empowered to push their 
own boundaries and yet he is pragmatic 
enough to know that all human beings 
make mistakes.  Leaders WANT to work 
very hard for him because they see his 
vision and his passion and they know 
they are moving together for the greater 
agenda.” 0 medAdneWs
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