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Bridging the Gap between the Pharmaceutical
Industry and Health Care Practitioners’ Needs,
One Acquisition at a Time

Tell us about Valeant
Canada. You have been
under the radar for many
years and now we keep
hearing about you 
almost every week.

Something many people are not
aware of is that Valeant is the only
major international health care or-
ganization to make Canada the
home of its global headquarters.
Valeant is listed on the Toronto
stock exchange as well as on the
Dow Jones. We are proud to have
more than 1,100 employees in
Canada, with approximately 700
of them working in one of our
four manufacturing facilities. 

Valeant Canada is active in seven
business sectors. We work in
pharmaceutical specialty prod-
ucts, with a key focus on car-
diometabolism and the CNS. We
are the market leader in dermatol-
ogy prescription. Our Medicis Di-
vision offers total solutions in
aesthetics. With the acquisition of
Bausch & Lomb, we are a major
player in eye health. We have a
consumer health care division
with several leading brands, some
of which include COLD-FX®,
Contact, and SWISS NATU-
RAL™. We own Laboratoire 
Dr. Renaud, which specializes in
skin care. Finally, our manufac-
turing operations are producers

not only for Canada, but also for
multiple partner companies out-
side Canada. 

Tell us about the career
path that led to your 
current position as 
President and General
Manager of Valeant
Canada.

My first position was in the food
industry at Nabisco during uni-
versity. After graduating with a
business degree, I worked for 
one of the first microcomputer re-
sellers in Canada and at the 
same time, I co-owned a small
microprogramming shop with a

What is your chosen
method for “burning off
steam” and/or escaping
from the daily stresses of
work life? 

Working out — lots of physical
and outdoor activities. I have 
been doing martial arts for 20
years, including Kyokushinkai and
Shaolin Kempo Karate. It is a total
body workout that “stretches” you
both mentally and physically.

In your high-school 
yearbook, you would have
been voted most likely to
… what? Would you care to
elaborate?

I would have been the one voted
most likely to go fishing versus
partying. 

Is there anything you can’t
live without? 

Beyond my family and the dog, it’s
my fishing rod and martial arts 
kimono.
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Two minutes with 
Jacques Dessureault

Jacques Dessureault, 
President and General Manager,
Valeant Canada
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friend. After a few years, I joined
the pharmaceutical industry with
Glaxo as a retail representative; I
then became a medical specialty
representative in hospitals before
pursuing a career path at the head
office of Glaxo Wellcome.

Following the shift to head office,
my first position was as a research
analyst. From there, I moved to a
brand manager role and then tran-
sitioned to a sales manager posi-
tion. 

In the mid 1990s, I moved to San-
doz, which shortly after became
Novartis through the Ciba-Geigy
merger. I then held several in-
creasingly senior roles ranging
from Sales Director and Commer-
cial Operation Director to the
Head of Marketing. In the early
2000s, I had the opportunity to
move to Europe to take on a global
marketing division head role.

After this international rotation, I
moved back to Canada to lead
business units at both Novartis and
BMS. In mid-2012, I was ap-
proached by Valeant to join 
as their President and General 
Manager. 

As I have advanced in my career,
I have always strived to maintain
secondary roles outside of my
main line of work. In my experi-
ence, opportunities that push me
beyond my comfort zone and con-
tinue to develop my entrepreneur-
ial spirit while bringing enormous
value to my pharmaceutical and
life science mandates are of the ut-
most importance. 

For example, I have been 
engaged with McGill as a 
lecturer and member of their 
international expert panel for
the last eight years. I have
taught international marketing

What is your favourite
sport to watch and/or 
participate in, and why?

Karate, as I have mentioned. I also
love downhill skiing and all water
sports. I like sports that pump 
endorphins as well as those that 
enable me to really relax and 
immerse myself in nature.

If you were not working in
the pharmaceutical 
industry, what would you
be doing instead and why? 

Most likely, I would be an entrepre-
neur and have my own business in
the advertising industry 

I love to work with creative people.
the pharmaceutical industry requires
a great deal of creativity. It is a very
complex and highly regulated envi-
ronment. Because of that, you need
to be very creative to generate busi-
ness growth — to differentiate your-
self, your company, your employees,
and your product portfolios. Advertis-
ing would provide a nice mix of busi-
ness in a creative environment.

Tell us something you want
people to know about you.  

I was born in Comox, British 
Columbia, and my father was in
the air force. People would not
guess this since I have a French 
accent when speaking English. I
was there for only two years then
moved to the Montréal area. 

?

?

?

LODALIS™ Journal Advertisement



Canadian Pharmaceutical Marketing l April/May 2014 11

at Montréal University at both
Bachelors and Masters levels.
I have been on the board of a
molecular imagery start-up
organization for many years,
and I have been working with
Cirque du Soleil as a strategy
consultant since 2007.

My entrepreneurial roots are
one of the many reasons why
Valeant Canada continues to
be so appealing to me. We are
the fastest growing pharma-
ceutical company in Canada
with more than 1,100 employ-
ees with manufacturing facilities
in Québec, Ontario, and Mani-
toba. We continue to stay nimble
and operate with the same flexi-
bility, intention, and disruptive-
ness — the willingness to take
the road less travelled and do
things differently, which is an in-
credible accomplishment given
our size. 

How would you describe
your leadership style?

Transformational. I have always
been attracted by transforma-
tional mandates, so I am very for-
tunate that most of the mandates
I have been involved in have been
transformational in nature. For
example, I had the opportunity to
take the lead in establishing the
marketing and sales organization
for Novartis following its cre-
ation out of the merger of Sandoz
and Ciba-Geigy in 1996. 

Transformational leadership
is required when significant
changes in market conditions
or business environments trigger
the need for a major business
model shift: status quo is no

longer an option. When I lead a
transformation process, I focus
equally on the financial portion
as well as the human capital side.
From a leadership standpoint, 
it means shaping a vision, build-
ing a strong team of “change
leaders,” and developing new
organizational capabilities. As
a transformational leader, I am
energized by the unknown. I
enjoy dealing with ambiguity,
and I know how to be flexible
and agile as a new business
model is shaped. 

As a result of these mandates, I
have a tendency to develop lead-
ership teams that are focused on
customer needs and that are
aware of market realities —
teams that are truly agile and
flexible and that are enthusiastic
about developing and making
improvements through change. 

The Valeant formula
seems to focus on 
purchasing companies
and established 
products, then 
integrating these 
businesses, and deriving
growth out of them.
With the quantity of 
acquisitions the 
company has made, how
have you accomplished
this successfully? 

Expansion is a core part of
Valeant’s vision. Business 
development is one of our
main growth pillars, along
with driving organic growth.
One of our success factors 
is working within a highly 

When you’re at your best,
how would people describe
you?

I think people would say that I’m
full of endless energy. 

If you could meet any 
person living or dead, who
would it be?

Paul Desmarais Sr., the founder of
Power Corporation of Canada, who
passed away last year. I find him 
intriguing. I would love to talk to him
about his career journey and how his
vision shaped reality and vice versa.
I believe I could learn a great deal
about leadership from him.

What are the top three
items left on your bucket
list?

I find this question a difficult one to
answer, because I really try to live
each day to its fullest. I don’t have
a list of “to do” items, because I
live my dreams. I am very fortunate
that way. Our family is privileged to
have our health and good jobs 
that allow us to truly live our lives
the way we want and to be 
adventurous. 

?

?
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decentralized business model. We
do not operate in a typical “global-
to-regional-to-local” infrastruc-
ture. In a traditional environment,
the need for standardization across
the entire organization often cre-
ates huge gaps between market re-
alities and the company’s local
operations. This infrastructure also
creates the need for substantial 
reporting, which generates a huge
bureaucratic burden — where op-
erational effectiveness can cease to
exist. 

At Valeant, we are achieving our
vision of creating decentralized
Canadian operations that are re-
sponsive to market opportunities
while addressing local customer
needs and realities. With this in
mind, we have developed an inte-
gration framework that is a well-
oiled machine. When acquiring
new organizations or product port-
folios, we apply this framework.
As we integrate them into the
business, we run our operations in
parallel motion so we can continue
to drive organic growth at the
same time. 

As a result, the process of business
integration is one of our core areas
of expertise. It shows in our 
systems, processes, and in the
strengths of our people. For new
employees who have never expe-
rienced a success formula based
on a business integration model
like ours, they are sure to learn it
quickly!

As we actively pursue our 
vision of growth, we also remain
obsessed with business continuity.
As is often the case in dynamic 
environments, such as ours, from

time to time, we face hurdles, un-
planned issues, and, occasionally,
some disruption. When this hap-
pens, we roll up our sleeves, and
we fix it. We then bring these new
lessons into our integration frame-
work to ensure that we are always
fine-tuning our approach. 

What do you identify as
the biggest change 
drivers in our health care
environment, and what
challenges do these bring
to marketing and sales
departments? 

For many years in the health care
arena, Canada has been outper-
forming relative to its “interna-
tional weight.” Canada makes up
less than 3% of the world’s popu-
lation, but the industry has driven
close to 10% of global revenues.
Unmet patient needs combined
with favourable access environ-
ments are factors that used to drive
this growth. 

When market conditions were
good — like what we experienced
in Canada in the 1980s, 1990s,
and early 2000s — marketing and
sales were much simpler. How-
ever, with an economy that has
been struggling since 2008 and an
aging population that requires in-
creasing support, there are huge
pressures on the health care 
system. The system has reacted to
multiple measures, including re-
duced access to new medicines.
As a result, the health care system
has put pressure on the profitabil-
ity of pharmaceutical organiza-
tions. This strain has been further

What is the best piece of
advice you have been given
and from whom did you 
receive it? 

My dad always taught me that
success is not only about over-
performing the activities you 
undertake and goals you achieve.
It is most importantly about having
a positive impact on everyone
around you. He warned me that
you can have every success in 
life but still fail if you don’t pay 
attention to the things that matter
most.

What is your biggest pet
peeve and favourite 
attribute in people? 

Biggest pet peeve: people who lack
integrity. Favourite attribute: people
who have energy and passion. 

If you were to suggest a
question for the next “Two
Minutes with […],” what
would it be?  

Add something lighter: Since 
we just closed the 2014 winter
Olympics, if you were a 
professional winter athlete what
would you be and why? 

?

?

?
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compounded by challenges, such as
major patent expiries and less 
productive R&D. Today, there is a
“disconnect” between what the
pharmaceutical industry wants and
asks and what the health care system
wants and can afford. We need to
reinvent the business model: this
reinvention is the biggest challenge
we are facing as an industry. 

Most health care practitioners, for
example, are now working in an in-
tegrated health care team system.
Practitioners need the industry to
offer solutions to the total system,
not only to prescribers. A more ho-
listic approach is required — simply
detailing the product features and
benefits is not enough. Providing
clinical applications information at
the point of care is also necessary. 

As we move forward, helping differ-
ent players in the system to connect
will be of high value. Moving be-
yond the detailing of a single brand
toward robust product portfolios —
including prescription and over-the-
counter (OTC) products under one
umbrella — that manage diseases,
conditions, comorbidities, will also
be of great value.

What drove Valeant to
move its corporate 
headquarters from the 
US to Canada?

The move happened as a function of
our reverse merger with Biovail in
2010. Biovail had a significant pres-
ence, with a substantial revenue base
in Canada. The positive fiscal envi-
ronment in Canada was also a factor
in the decision.

Tell us more about
Valeant’s innovation 
strategy. What innovations
have and will play a role
in Valeant’s future business
endeavors?

Valeant’s innovation strategy differs
from that of a typical pharmaceuti-
cal organization. It is based on a
company and product acquisition
model. In the past five years, we
have made well over 60 acquisitions.
Some of these organizations have
late-stage pipelines that generate
multiple innovations. 

In 2014 alone in Canada, we will
launch nine products from our late-
stage pipeline — many of which we
believe will be “game changers.” To
accomplish anything similar using a
more traditional innovation strategy
would be virtually unheard of in this
industry. 

Our innovation strategy has also lead
to the acquisition of product lines
that are highly complementary. Let
me give you an example that best il-
lustrates our approach to skin care
and aesthetics, where we are the cur-
rent market leaders. Our value
proposition to a dermatologist en-
gaged in the management of med-
ical conditions and also aesthetics is
to provide the widest portfolio of
prescription products, fillers, laser
technology, and topical products for
each layer of skin, including anti-
aging solutions and OTC brands. A
full team of specialized trainers
complements our Key Account
Managers, a team of technology ex-
perts, and topical skin care experts
working with the integrated team in
dermatology clinics. We also have a

Canadian skin care R&D operation
that develops solutions specifically
for the needs of the Canadian market
as well as for several other Valeant
affiliates. 

Has Valeant recently
launched any new 
initiatives you would like
to share with us? 

We are very excited about our par-
ticipation in ARTERIA, an inte-
grated research program formed
with the Montréal Heart Institute
and Government of Québec to im-
prove treatment for patients suffer-
ing from CVD, which accounts for
30% of the causes of death 
worldwide and affects 1.3 million
Canadians.1

ARTERIA is a great example of our
involvement in bringing integrated
health care initiatives to the 
forefront. The program will include
genetic and plasma biomarker
analysis and leverage state-of-the-
art imaging technologies to help
identify patients who need a specific
treatment. As a result, the integrated
medical teams will be able to pro-
vide more adapted patient care, in-
creasing the efficacy of the

COLD-FX® a Valeant Product
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treatment and reducing its side 
effects. 

While improving the effectiveness
and safety of several drugs, ARTE-
RIA will help the health care system
save money, create new jobs, and en-
courage knowledge sharing among
the partners.

Will Bausch & Lomb 
remain as a stand-alone
company, or will it be 
integrated into Valeant 
as a division? 

Bausch & Lomb accounts for ap-
proximately 20% of our revenues,
making it an important part of our
growing business. Our vision for
Bausch & Lomb is for it to continue
to maintain its brand identity and op-
erate as a company of Valeant
Canada with its own commercial 
organization. 

What’s also important to know about
Bausch & Lomb is that until we 
acquired it, Canada was predomi-
nantly just a marketing and sales or-
ganization for the company. Valeant
Canada is investing in it to have a to-
tally decentralized organization that
operates independently in Canada.
We have no plans to move it to Laval.
It will remain in Ontario where many
of the key stakeholders, including
customers, decision-makers, and tal-
ent, reside. 

Valeant is now in many
business sectors. How can
you dominate any one 
market being spread so
wide? 

On the contrary, we see ourselves as
being highly focused on delivering
health care practitioners a portfolio
of related products in three key areas,
including eye health, skin care and
aesthetics, and cardio metabolism. 

Our strategy is to move away from
just offering the core prescription
products to provide a full comple-
ment of products in the portfolio, 
including OTC offerings. This ap-
proach allows us to establish a sig-
nificant presence and footprint in
any health care space or disease area
we choose to be in. 

What makes working at
Valeant an enjoyable and
fulfilling experience for
employees? 

Valeant Canada is not a typical
global pharmaceutical company. 

We operate with an entrepreneurial
mindset where everyone has 
an equal opportunity to make a 
difference and reap the rewards of
collective success. With our wide
product portfolio, there are many op-
portunities to build knowledge and
capabilities across almost every sec-
tor of health care — from prescrip-
tion to technology to OTC. 

An employee that joined a year ago
told me, “After one year at Valeant, I
have learned more than in my last 10
years in the industry.”  

We are a fully decentralized and au-
tonomous organization from Valeant
International, which allows us to op-
erate independently with minimal
bureaucracy and reporting. We are
empowered to make local deals to
complement our product portfolios
and meet the specific needs of Cana-
dian health care practitioners. As a
result, we are an agile and fast-grow-
ing organization where entrepre-
neurship, creativity, and bold moves
are highly valued. We don’t spend
countless hours and resources on
building and presenting slide decks,
market research, and pilot programs.
We invest in making things happen
by implementing and adjusting as
needed. 

Above all, we value our employees
and we are customer-obsessed. 
We have incredibly strong relation-
ships and are close to our clients,
which creates an amazing working
environment.
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