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What was your career path
leading to your appointment as
General Manager of Eisai
Limited in Canada?

My educational background was
in business, and I’ve had the op-
portunity to work in a wide range
of commercial roles including
marketing, operations, and sales.

I started in the sales department
at Forest Laboratories, where I
also gained experience in market-
ing. After six years, I joined
Sanofi (pre-acquisition of
Aventis), where I held various
roles in marketing, operations,
and several different specialty
areas, including oncology.

Since joining Eisai eight years
ago, I have held positions in
oncology marketing, supported
the launch of our operations in
Brazil and Mexico, and joined
Eisai Limited in Canada in May
2015. All in all, I have spent
about 23 years in the industry.
Having worked in both big and
small pharma, I prefer working in
smaller organizations. I enjoy
being able to see and feel the
impact that our team has on the
business, our customers, and,
most importantly, on our patients.

Give us a brief overview of
Eisai’s corporate mission, both
worldwide and in Canada.

Eisai Limited is a human health
care (hhc) company that pursues
innovative solutions in disease
prevention, treatment, and care
for the health and well-being of
people worldwide. Our global
mission is to give first thought to
patients, their families and care-
givers, and to increase the
benefits that health care provides. 

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

In pharma, we have the
opportunity to commercialize
products that make a differ-
ence in the lives of patients.
Outside of the industry, I’d
want to own a burger joint. I
love a good hamburger and I’d
like to make a difference by
helping to satisfy similar
cravings for others.

When was the last time
you did something for the
first time? What did you
do?

When I moved to Toronto, it
was the first time I’d ever lived
outside of the US. It’s been
fantastic to experience life in
Canada, and at the same time
it’s an easy trip back to visit
family and friends. 
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We are a unique company
because we make it a priority to
understand what our patients and
their families are going through
when living with a particular
disease or condition. This way,
we can better develop and
provide solutions to help meet
their needs. All employees are
required to spend time with
patients a few times during the
year. The more we understand a
patient’s journey and experience,
the better equipped we are to
provide solutions that have a
positive impact on their life. 

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

As a relatively new organization
in Canada, Eisai and its brands
have yet to realize their full po-
tential. We expect to experience
significant growth in the coming
years, both in sales and in the
number of patients for whom our

brands can provide clinical bene-
fits. We currently promote inno-
vative treatment options in the
fields of neuroscience, for
epilepsy, and oncology, for
metastatic breast cancer and
thyroid cancer.

Over the long term, we are com-
mitted to bringing to market
treatment options for an even
greater number of people in areas
with high unmet clinical needs.
These include products in late-
stage clinical development for
Alzheimer’s disease, insomnia,
and renal cell and hepatocellular
carcinomas.

What does your pipeline look
like for the future?

Eisai’s pipeline is one of our
greatest strengths. We have plans
to commercialize several new
products and indications in our
oncology and neuroscience ther-
apeutic areas of focus. In oncol-
ogy, we are most excited about

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

I’d like to go skydiving, take a
ride in an F-18 fighter jet, and
visit a truly exotic beach
location, like Bora Bora. 

What have you already
crossed off your bucket
list?

I’ve been bungee jumping in
New Zealand, hiked the Great
Wall of China, and completed
two half-marathons.

Tell us a few things most
people don’t know about
you.

I don’t drink coffee (can’t stand
the taste of it), I love watching
movies and seeing Broadway
shows, I’ve been a subscriber
to the Car and Driver magazine
for nearly 35 years, and I enjoy
spending time with my won-
derful niece and goddaughter
named Harper, whom I ab-
solutely adore.
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the potential for combination
therapies, with several clinical
trials under way. In neuroscience,
we are excited about our poten-
tial commercialization of the
first disease-modifying treatment
for Alzheimer’s, which remains
one of the most significant
unmet clinical needs worldwide. 

What are the major issues you
see facing the Canadian phar-
maceutical industry?

I believe there are two challenges
facing the Canadian pharmaceu-
tical industry. First, it has
become increasingly difficult to
gain access to customers.
Doctors understandably have rig-
orous schedules, business obliga-
tions to meet, and must spend
sufficient time with patients. It
can be a challenge for doctors to
make time for our customer-fac-
ing teams. As long as we con-
tinue to bring meaningful and
valuable information to them, the
more likely it is for doctors to

make the time for our people. 

The second issue is related to
reimbursement and market
access. The current system, with
its multiple steps and differences
between each province and
payer, is likely to continue to
create hurdles for achieving
optimal market access. Despite
those challenges, the real oppor-
tunity lies in offering products
with significant clinical differen-
tiation from the treatment
options currently available. We
believe that our brands in
oncology and neuroscience will
do just that for patients. We will
work night and day to ensure that
all appropriate patients have the
opportunity to receive treatment
with our brands. 

To what do you attribute Eisai’s
success?

Eisai is in a period of rapid
growth. I would attribute our ini-
tial success, first and foremost,

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

I’d travel back to when I was
living in New York. I took full
advantage of the city life and
lived close to good friends and
family. I could walk everywhere
and experience the unlimited
selection of restaurants and
nightlife. I’m a big fan of life in
downtown Toronto, but there’s
no city quite like Manhattan.

Is there anything you can’t
live without?

My car. I’m a big car guy, and I
love to drive. In fact, I just got
back from a car racing school
in the US! 

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

I’d want to be Vin Diesel in one
of the Fast and Furious movies.
The combination of fast cars,
action, humour, and close
familial ties definitely appeals
to me.
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to our employees. We have ener-
getic, motivated, and highly tal-
ented people from diverse
backgrounds and experiences
who all share the passion to work
for a smaller, fast-growing com-
pany. We have the opportunity to
strengthen our team’s core com-
mercial capabilities and to make
a difference in the lives of pa-
tients who receive our medicines.

Another key factor is our innova-
tive products. Eisai has
discovered and developed
groundbreaking products that
have represented true advances
in disease states with high unmet
clinical needs. For example, our
products in oncology for
metastatic breast cancer and
differentiated thyroid cancer

have proven clinical benefits. It’s
a great feeling to be able to offer
such unique treatment options to
our customers.

Finally, our success can be attrib-
uted to our smaller size. This al-
lows flexibility and the ability to
adapt quickly to changes in the
marketplace. It also fosters a
cohesive and collaborative envi-
ronment across all functional
areas. Each team member plays
a key role and takes on more re-
sponsibility from a leadership
perspective. This creates a spe-
cial sense of ownership in the
work we do, as well as pride in
the contributions that each
person makes towards the
progress and success of Eisai.

CPM

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

I’m not sure about a specific
power, but, if I had to be a
superhero, I would choose
Batman. I admire the fact that
everything he does is for the
greater good of humanity…
and, of course, I’d get to drive
the Batmobile.

When reading a book, do
you prefer the print copy or
the e-version?

I definitely prefer print copies.
An extra suitcase is reserved
just for my books when going
on a beach holiday.
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The Eisai Leadership Team (Left to Right): Kevin Boyle, Regional Business
Director, Eastern Canada; Alex Flint, Director, Medical & Regulatory Affairs;
Laveena Kamboj, Director, Oncology Marketing, Market Access &
Government Affairs; Daniel Asch, General Manager; Aldona Armstrong,
Associate Director, Neurology Marketing; Scott Lambert, Regional Business
Director, Western Canada.


