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Advancing 
Global Business

Talking with Hiro Ozaki, President,
Astellas Pharma Canada, Inc.

Having joined Fujisawa Pharmaceutical Co., Ltd. in 1981, I have
been involved in Fujisawa’s North American business develop-
ment throughout my career. My experience is diversified and
includes licensing, joint-venture management, generic business
development, merger and acquisitions, corporate venture capital
management and strategic planning. From 1988 to 1993, I was
assigned the position of Manager, Business Development for
Fujisawa’s U.S. operation. In July, 1993, I was transferred back to
Japan as Manager, Corporate Planning. From 1993 to March of
2002, my key responsibilities were Global Strategic Planning and
Corporate Special Projects. In March, 2002, I was assigned to the
role of General Manager/President of Fujisawa Canada and, effec-
tive April 1 of this year, I became the President of Astellas Pharma
Canada, Inc.

Please review
your career path
to date, leading to
your appointment
as President of
Astellas Pharma
Canada, Inc.

Astellas Pharma
Canada, Inc.



14 Canadian Pharmaceutical Marketing / June 2005

I see more similarities than differences. Among the advanced
nations, only the U.S. has a different health-care model. The dif-
ferences among European countries, Canada and Japan seem
more subtle. Direct or indirect, in those countries, the government
intervenes in reimbursement and pricing. The level of public
financing seems to determine the degree of intervention.

There are no health-care systems without issues, and the issues
are always highly political. One of the key problems with the
Canadian marketplace is its lack of global recognition. Canada is
the tenth largest market in the world, and the quality of science
and labour is as high as other western countries. Located between
the largest single market, the U.S., and, across the ocean, the
European Union, Canada is treated as a small entity in the west-
ern world and performs accordingly, particularly in its regulatory
processes. Canada currently has one of the slowest regulatory
approval processes for new drugs in the world. We believe Canada
could do better and have more impact in the global market. It may
be worthwhile to explore a loose regulatory alliance different
from the European Agency for the Evaluation of Medicinal
Products model, perhaps with Pacific Rim countries such as
Australia, New Zealand and, possibly, Japan and South Korea. We
feel it is important to try something new beyond the status quo.

Given your
international
experience and
previous positions,
what differences
and similarities
have you noted in
the Canadian
marketplace as
compared to
other markets?

As
te

lla
s 

Ph
ar

m
a 

Ca
na

da
,I

nc
.

From left to right: Barbara Reynolds, Director of Marketing; Michael Tremblay, Director of
Sales; Vicki Rickard, Senior Manager, Human Resources; Kathryn Wright, Corporate
Controller; Hiro Ozaki, President; William Harvey, Vice-President Regulatory and Scientific
Affairs.
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.These two Japanese pharmaceutical organizations, founded in 1894

and 1923, respectively, have complementary health-care expertise,
products, practices and business models. Astellas now ranks among
the top 20 global pharmaceutical companies in the world in terms of
annual sales.

Fujisawa’s research strength lies in its fermentation capabilities,
while Yamanouchi is savvy in chemical synthesis. They both had been
very aggressive in international business development since the
1980s, and expanded their global reach primarily through acquisi-
tions: Lyphomed, Inc. in the U.S. (1990), Klinge Pharma GmbH in
Germany (1988) and the pharmaceutical division of Royal Gist
Brocades in the Netherlands (1991). Yamanouchi maintained strong
business holdings in Europe, while Fujisawa’s North American fran-
chise was one of the best among Japanese pharmaceutical companies.

In Canada, Astellas will operate commercially under the name
Astellas Pharma Canada, Inc., with offices located in Markham,
Ontario.

The key benefits of the merger are the enhanced product pipeline, the
broader global business base and the sound financial base to maxi-
mize product development capabilities. 

In Canada, it was a fairly easy transition for us. Fujisawa was the
only operating company in Canada. Astellas Pharma Canada will be
able to enjoy the full benefits of the combined company with mini-
mal disruption from the merger. 

Globally, more than 5% of the work force had to leave the new
company. It is certainly a painful process to consolidate two different
business models into one system in such a short period of time. We
trust the leadership of our senior corporate management in Japan to
create a new global company, born in Japan, and the benefits of the
merger will significantly surpass any short-term turmoil.

Astellas is a merger
of Fujisawa and
Yamanouchi. Can
you give us an
overview of each
company?

What are the
major issues and
benefits of the
merger and 
formation of
Astellas?
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Dermatology continue to be the most important therapeutic areas.
The company will continue to support its mainstay of prescription
products, including Prograf®, for the prevention and treatment of
organ rejection after liver and kidney transplants and Protopic®, a
topical immunomodulator and part of a class of non-steroidal
eczema therapy indicated for the second-line treatment of moder-
ate to severe eczema. We are expecting several new product
launches in both areas in the next five years.

Infectious Disease is another key area of focus for Astellas
Pharma Canada. The important new asset that Yamanouchi will
bring to Canada is its strong pipeline in the urology and cardiolo-
gy areas. We have submitted the new drug submission of our first
Yamanouchi product, VESIcare™, for the treatment of overactive
bladder in Canada. For the next five years, Astellas Pharma
Canada will be focusing on specialty therapeutic areas with lim-
ited reach to the primary-care field with its dermatology product
line and VESIcare™.

Astellas also has several promising early-stage pipeline products
in Alzheimer’s disease, diabetes, irritable bowel disease and urolo-
gy. Once those products are ready for launch, we will be geared up
to compete in the primary-care therapeutic areas.

Yamanouchi has been one of the most innovative research-based
companies in Japan. Their originally developed products include
Pepcid®, Cefotan® and Flomax®. Those products were licensed to
western pharmaceutical companies for distribution in Canada.

What will be the
current product/
therapeutic focus
for the new 
company? 
What has each
company brought
in terms of 
product pipeline
and when will
these products
reach the
Canadian 
marketplace?
How will these
new products
affect your 
corporate focus?

Are any of the
Yamanouchi-
developed 
products currently
marketed in
Canada under
licensing 
agreement by
other companies?
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Internationalization of the Japanese pharmaceutical companies
began only two decades ago, with a primary focus on the two
largest markets, the U.S. and Europe. Yet with the massive efforts
made by the Japanese companies, only a handful of companies
have been successful in establishing a solid presence in the U.S.
and in core markets in Europe.

I know of one outreaching company interested in moving into
the Canadian market, but, for others, Canada is not a priority.
They prefer managing the Canadian market through their U.S.
headquarters or directly from Japan, and usually end up licensing
their products to other western companies in Canada.

Astellas has been fortunate in that their acquired company
Lyphomed, Inc. had an independent Canadian corporation already
established. We know that the successful business model in
Canada is to operate autonomously from a U.S. head office.

Our long-term objectives and priorities are to continue to focus
our efforts on developing breakthrough pharmaceutical products
that meet the greatest unmet medical needs of patients. Like other
innovative pharmaceutical companies, successful product devel-
opment is our number one strategic objective.

Short-term, we would like to further enhance our initiatives in
three core therapeutic areas—Transplantation, Dermatology and
Infectious Disease—and successfully launch Mycamine™ (an
injectable anti-fungal drug), Aczone™ (a topical acne drug) and
VESIcare™ (for overactive bladder). In addition, Astellas Pharma
has a licensing deal with the Vancouver-based Cardiome Pharma
Corp. for the intravenous formulation of RSD1235 for the treat-
ment of atrial fibrillation and flutter.

In the long term, we hope to use our enriched pipeline to build
a stronger presence in Canada and eventually enter into the 
primary-care market.

Cefaton®, Flomax® and VESIcare™ are trademarks of Yamanouchi
Pharmaceutical Co., Ltd. Pepcid® is a registered trademark of
Yamanouchi Pharmaceutical Co., Inc.
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Astellas is the
only Japanese
pharmaceutical
company 
operating in
Canada. Why
haven’t other
Japanese 
companies been
interested in the
Canadian 
marketplace?

What are your
key business
objectives and
priorities for
Astellas in the
short- and long-
term?


