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Please review your career path
leading to your current position
at Gilead Sciences Canada.

I started in the pharmaceutical 
industry as a primary care rep-
resentative in Southwestern 
Ontario for Hoffmann-La Roche.
Then I moved to join Genentech’s
Canadian affiliate as a project
manager in clinical research
working on Phase IIIb and IV
studies in several therapeutic
areas. It was a great experience
being part of a small start-up
biotech operation.

In 1995, Roche acquired all ex-
US operations from Genentech
and so I rejoined Roche Canada.
Over the course of my career at
Roche, I held roles in Health 
Economics and Pricing, led 
the Market Access function,
worked in both product and 
sales management, and acted as
Director of the Transplant, HIV,
and Oncology business units. My
last role at Roche was as Vice-
President, Specialty Care Sales
and Marketing.

I accepted the offer in 2005 to join
Gilead Sciences, Inc., as their first
General Manager for Canada.
Then, from 2010 to 2013, I
worked with Gilead in the US as
the Senior Marketing Director for
HIV, launching two new HIV

brands in that market. In 2013, I
returned to Canada as the General
Manager to prepare the company
for the launches of our hepatitis C
and oncology portfolios.

Since you are a relatively new
company, give us an overview
of Gilead’s history and mission
in Canada.

Gilead’s mission is to discover,
develop, and commercialize in-
novative therapeutics that im-
prove patient care in areas of

If you weren’t in the 
pharmaceutical industry,
what would you be doing 
instead, and why?

I likely would have gone to 
medical school and become an
MD although I still would have
focused on working in some
health-related business even after
medical school. 

If you could eliminate one
thing from your daily 
schedule, what would it be?

Sleep. While you need it, it does
get in the way of things. 

Which superhero power
would you like to possess,
and why?

Ah, the classic Christopher Walken
question. Being a fan of the 
Marvel Universe, I’ll go with the
ability to control things with your
mind. Just look at what Professor
X and Magneto can do!

?

Two minutes with 
Ed Gudaitis
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Ed Gudaitis
General Manager of
Gilead Sciences Canada, Inc.
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Advancing Therapeutics, 
Improving Lives
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unmet medical needs. The com-
pany was first launched in
Canada in 2004 with only an
HIV sales team and a marketing
associate based in Vancouver. In
2005, Gilead corporate gave the
green light for the build-out of a
full-scale operational affiliate in
Canada. It was in June of that
year that I joined the company as
the first General Manager for
Canada.

Some of our key milestones in
Canada include the following:

� In 2006, we built our office
in Mississauga.

� In 2007, we launched
ATRIPLA®, the first single
tablet regimen for HIV.

� In 2008, we launched
VIREAD® for the hepatitis
B indication.

� In 2013, we launched 
SOVALDI® for the treatment
of hepatitis C.

� In 2014, we launched 
HARVONI® for the treat-
ment of hepatitis C.

� In 2015, we launched 
ZYDELIG® for the treat-
ment of chronic lymphocytic
leukemia and follicular lym-
phoma.

� In 2016, we have recently
launched EPCLUSA™ for
the treatment of hepatitis C.

Most know Gilead for HIV. What
are your other areas of thera-
peutic focus in Canada, and is
this similar internationally?

In addition to our HIV portfolio,
our areas of focus in Canada 

include viral hepatitis, both B and
C, and a hematology/oncology
franchise (launched in 2015). We
also have a treatment available for
cystic fibrosis. 

Our Canadian portfolio is similar
to the commercial portfolio in 
Europe except that they market 
an antifungal that we have 
out-licensed in North America.
In the United States, Gilead 
also markets a cardiovascular
portfolio.  

What key business objectives
and priorities have you 
established for Gilead over the
short and long term?

In the short term, we have 
three key objectives for Gilead
Canada. First, we must ensure
that we exceed the needs of our
customers so that we can deliver
our products to as many patients
as possible. This means ensuring
that we continue to grow our
hepatitis C franchise, that we
launch the next generation of our
HIV products successfully, and
that we maximize patients’ ac-
cess to our primary oncology
therapeutic.  

Second, we need to continue to
build the infrastructure and 
systems that will enable us to
operate effectively as we con-
tinue to grow in size. Gilead
Canada has seen exponential
growth over the past three years,
and we need to continue to in-
vest in the foundation of our
company in order to sustain this
growth.

What are the top three
things remaining on your
bucket list?

These may not necessarily be the
top three, but right near the top
of the bucket list are going to the
Goodwood Festival of Speed in
the UK, walking along the Great
Wall of China, and watching the
sun set in Bali.

What have you already
crossed off your bucket list?

I have been on a private tour 
of the Winter Palace and the 
Hermitage in St. Petersburg, 
Russia. My family took a Baltic
cruise several years ago, and we
were able to take a side trip to
Russia to tour St. Petersburg. It
was a memorable experience.

If you could travel back to a
specific time and place,
when and where would you
choose to visit?

1950s Detroit when the US auto
industry was at its zenith. The city
has suffered so much decline that
I am curious to see what it was
like in its prime.  

What’s your favourite
hobby? Are you any good at
it?

My current favourite hobby is
wine collecting. I’m as good as
the import restrictions in Ontario
allow me to be. 

?

?

?

?
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Third, we need to continue to
grow and develop our internal 
talent, readying our next genera-
tion of leaders in all functions so
that we are ready for future ex-
pansion. We also need to ensure
that all employees are developing
in their respective roles so that
they can be the best that they can
be.

In the long term, our priority 
is to be prepared for the growth
to come from our developing
pipeline of assets and to be 
ready for any potential business
development-related activities
that may come our way.

What makes Gilead unique and
differentiates it from other 
biopharmaceutical companies?

There are a number of things that
make us unique as a company.
These include the following:

� We focus on a few therapeu-
tic areas with high unmet
medical need where we have
deep scientific expertise.

� We are still a relatively young
and growing company un-
burdened by legacy in-
vestment in infrastructure,
manufacturing and systems.
As a result, we have a 
focused and lean organiza-
tional structure and business
processes.

� Gilead is a direct line-of-
sight organization. Given 
our focused structure, em-
ployees have a clear view 
of decisions, actions and 
outcomes.

� While we are a $32 billion
global company, we retain 
an ownership mentality
throughout Gilead. Senior
leaders know the appropriate
level of details and are en-
gaged in the day-to-day busi-
ness. The level of personal
accountability is high and so
is the level of teamwork.

Another aspect of Gilead that is
unique in Canada is that we 
have a research and development 
manufacturing facility located in
Edmonton, Alberta, that is re-
sponsible for developing and
scaling up the process to produce
active pharmaceutical ingredi-
ents for a number of our new
products. Gilead Alberta em-
ploys over 400 highly skilled
workers and has seen significant
capital investment over the past
several years. While many other
companies have moved manu-
facturing out of the country,
Gilead has invested in this 
capability in Canada.

Can you give our readers any
insights into some of the 
recent corporate initiatives
Gilead has introduced?

As critical as pharmacological
intervention is to managing life-
threatening diseases, we also
know how important it is to 
address social needs. To this
end, the Gilead Canada Grants 
Program was created to help
community organizations meet
the unique needs of Canadians
living with critical conditions.
Additionally, in recognition of

If you could have a starring
role in one film that already
exists, which movie would
you pick, and why?

Ferris Bueller’s Day Off. As a per-
son who was young in the 80s,
this is one of the movies that still
resonates with me. As Ferris said,
“Life moves pretty fast. If you
don’t stop and look around once
in a while, you could miss it.”  

If you were to compete in
this summer’s Olympics,
what would be your event? 

Rowing. I was a competitive 
oarsman when I was younger 
and really enjoyed the sport. 
It takes personal excellence and
a high degree of teamwork to be 
competitive. 

What is one thing you’ve
done, that you never want
to do again?

Getting stuck in Vienna during the
eruption of an Icelandic volcano.
Vienna is a wonderful city, but 
living out of one suitcase for 
10 days can get a bit tiring in the
end. 

Is there anything you can’t
live without?

Family, friends, good food, and
good wine — in that order.  

?

?

?
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the charitable efforts of our em-
ployees, we also provide matching
financial donations and volunteer
grants to our employees’ charities
of choice.  

Since its inception, the Grants Pro-
gram has donated over $8 million to
nation-wide projects and educa-
tional efforts, including research
chairs and fellowships, patient or-
ganizations, and various health care
provision programs.

Do you see the market issues 
facing you as being different from
those facing traditional big
pharma?

For the most part, I don’t see the 
issues that we face as being that dif-
ferent from the challenges facing
our industry colleagues. We 
all face the same issues related to
both the Patented Medicine Prices 
Review Board and its desire to in-
crease its mandate and to those 
associated with the evolution of 
the pan-Canadian Pharmaceutical
Alliance. If anything, these issues
have been more pronounced for
Gilead as public payers have tried to
integrate curative therapy for hepa-
titis C into their drug programs. We
continue to champion the benefits
of innovation and the need for pay-
ers to provide access to innovative
therapies for patients in need.

One area where we face unique
challenges is in our ability to recruit
the right people for the right roles.
Given the size, complexity, and 
materiality of our business, it is 
important that we find people who
can contribute and also develop
within our structural constraints. It
is an ongoing challenge to find the
right people who fit within our 
culture and who can hit the ground
running from day one.  

To what would you attribute
Gilead’s current success, and what
will it take to make Gilead 
successful in the future?

I believe that our success has been
predicated on several factors, in-
cluding our scientific orientation,
our employees, and our close 
customer relationships.

As a scientifically-oriented com-
pany, our researchers and scientific
leaders know the science and data
behind our therapeutic areas and
products. This is why we could take
a risk in acquiring a company like
Pharmasset Inc., which gave us ac-
cess to sofosbuvir and our hepatitis
C franchise. As a result, we have a
strong, innovative product portfo-
lio. This scientific orientation is
present in other areas of the com-
pany, including commercial. The
company is focused on data, 

evidence, and one source of truth.
Decision making is evidence-
based. Metrics and measures are
commonplace. 

Our people make a difference every
day. They are engaged with the
company’s mission and want to
make a difference for patients.
While the pace is fast at Gilead, our
employees are energized by the
magnitude of the impact that our
work has on our patients and our
customers. 

At Gilead, we are also very close to
our customers. As the General 
Manager, I still attend advisory
boards and other key opinion leader
events and make sure that I spend
time in the field. This strong rela-
tionship between Gilead and our
customers allows us to make better
decisions and to gather honest feed-
back on what we do well and what
we need to improve.

Going forward, we need to ensure
that the attributes noted above 
remain a very strong part of our 
corporate culture. As we grow and
add new staff and new businesses,
our ability to retain the best ele-
ments of our culture will be a criti-
cal factor in driving our success. We
want to continue to evolve without
diluting the things that have made
us successful to date. CPM


