
Differences that make a difference

A “secret weapon” in 
an evolving sector
In the past few years, pharmaceutical 
marketing has borne witness to two 
general shifts: first, from print to tablet 
as a presentation medium and, second, 
a general trend toward emphasizing 
patient benefits. 

A few companies are ahead of the curve 
on both pharmaceutical marketing 
shifts, using increasingly sophisticated 
digital presentations in a patient-centred 
context. Many of them share an agency 
some refer to as their “secret weapon” — 
a diligent and responsive team that 
focuses on the client. 

On the cusp of its 25th anniversary, 
Lemieux Bédard has become less of a 
secret, as it is increasingly recognized as 
a national leader in digital work. The 
agency, located in Québec, established 
itself first in print, then in digital, as a 
company that gets things done in health 
care, prescription drugs, OTC and CPG 
products, and animal health. 

“We’ve carved out a reputation as the 
go-to, can-do agency for tools that enrich 
exchanges,” says Josée Gagnon, 
Vice-President of the agency’s Health 
Care Division. “Clients come to us 
because they need responsive and 
forward-thinking tools, and we deliver 
impeccable quality on deadline.” 

That’s a common claim among agencies, 
but Gagnon is confident. “We can say 
these things because we’ve got some key 
differences from other agencies — 
starting with how we’re structured,” 
she says.   

Built for making a difference

One point of pride is the agency’s fully 
staffed Digital Division. The agency 
internalizes its tablet and Web design, 
programming, and implementation 
service, running a tight shop that 
combines strategists, creative talent, 
and developers. 

“We don’t outsource,” Gagnon says. 
“We hire the best, and we keep them 
in-house. It’s a simple choice, but one 
that has deep implications.” Those 

implications run the gamut from 
increased security to better creative 
results — projects stay securely internal, 
and designers, programmers, and writers 
have constant access to each other. 

“Our structure encourages cross-talk,” 
Gagnon explains. “A designer can just 
ask a programmer a question about 
implementing a feature, that programmer 
can talk to a strategist, and so on. This 
results in a tighter workflow, fast project 
delivery, and on-target results.” 

That communication is enabled by the 
agency’s other in-house components. 
Within a mid-sized agency division, it 
has the aforementioned digital team, a 
group of medical writers, including a 
scientific planner, and the standard 
complement of designers, copywriters, 
and client services personnel needed 
to make an agency function.

Women at the helm 
As anyone in the sciences knows, 
correlation is not causation. So, it’s 
impossible to conclude that there’s a 
firm connection between an agency 
where the president and all three 
vice-presidents are women and a 
collaborative atmosphere where doing 
the right thing for a client or project 
always trumps winning an argument.
However, empirical evidence has 
demonstrated a strong correlation 
between these two elements.   

Lemieux Bédard is also a rarity among 
agencies in Canada: one where women 
hold all the key roles. “I can say with 
authority that nothing prepares you to 
be a detail-oriented, multitasking 
master of scheduling — as well as being 
empathetic to others’ needs — like being 
the mother of two girls,” Gagnon says, 
laughing. “I like to think that’s one of 
the secrets behind our efficient work.”

It’s that balance between keen 
attention to detail and a developed 
sense of empathy that has helped 
Lemieux Bédard excel in a field that’s 
focusing ever more on patient benefits.  
“Physicians fundamentally want what’s 
best for their patients,” Gagnon 
explains. “If reimbursement is an 
obstacle, or if a product has attributes

beyond efficacy that make it better for 
patients, using an approach that tells a 
patient story can really help bring its 
benefits to light.” 

National vision, 
regional insights

Lemieux Bédard is a national agency, 
serving most of Canada’s top 10 
pharmaceutical companies, so it’s  
to be expected that it has its own way of  
approaching pan-Canadian strategies. 

“We’re located off the island of Montréal, 
which makes us sensitive to the fact that 
Québec represents 30% of national sales 
in the pharmaceutical industry,” says 
agency founder and president Suzanne 
Lemieux Bédard. “That’s why we have a 
process that develops all of our work in 
parallel, with French and English writers 
participating in the creative process and 
working in tandem. It allows us to create 
concepts that resonate in both English 
and French Canada from their very 
conception… sometimes through direct 
translations but other times by creating 
material that recaptures a brand story or 
essence in a subtly different way.”

“Every part of Canada deserves special 
attention,” Lemieux Bédard continues. 
“We bring the same sort of attention to 
detail and insight to every part of the 
country, with our understanding of the 
complex regulatory and reimbursement 
environments of every province across 
the country.”

A tailored agency, 
a bright future 

“Active listening is what got us here,” 
Lemieux Bédard says with a smile. “That, 
and paying attention to what works. I 
started this agency almost 25 years ago, 
and the structural principles I built it on — 
methodological accuracy, privacy and 
security, and operational transparency — 

are directly responsible for its success as 
a pharmaceutical agency.”

Structural considerations aside, 
Lemieux Bédard’s personal stake in the 
agency a quarter of a century ago is also 
part of the DNA that makes it unique 
today. “I intended to create a different 
kind of agency than those of the 
previous generation,” she says, “one 
that was transparent, honest, and an 
employee-centric place to work. Part of 
that meant accommodating the needs of 
women at work and ensuring this was 
an environment where women felt 
welcome. Listening to what those needs 
were and responding to them is why 
I have talented people in executive 
positions today.” 

“Our fully integrated digital team was 
again the result of listening — this time, 
listening to what our clients really 
needed. Our location has allowed us 
to invest more in quality hires, in 
infrastructure, and in building the 
agency to respond to changes in the 
sector. I define my role as one that seeks 
out the very best talent, provides 
guidance to our creative teams, and 
continues to shape the agency’s future.”

“Our size makes us agile,” explains 
Lemieux Bédard, “and we’ve been 
careful to manage growth to ensure that 
we don’t deliver anything less than our 
best to clients. Quality trumps growth, 
because if we’re not delivering quality, 
the growth doesn’t actually make our 
position any stronger.”

It’s a philosophy that’s served the agency 
well and is slowly helping it gain a 
reputation as a bedrock of dependable 
work in a shifting marketplace. Built for 
flexibility and reliability, Lemieux Bédard 
is leading the way for its clientele in both 
the digital realm and the real world.

Distinctive structures, 
a unique executive team, 
and an unorthodox locale 
add up to marketing success  
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A “secret weapon” in 
an evolving sector
In the past few years, pharmaceutical 
marketing has borne witness to two 
general shifts: first, from print to tablet 
as a presentation medium and, second, 
a general trend toward emphasizing 
patient benefits. 

A few companies are ahead of the curve 
on both pharmaceutical marketing 
shifts, using increasingly sophisticated 
digital presentations in a patient-centred 
context. Many of them share an agency 
some refer to as their “secret weapon” — 
a diligent and responsive team that 
focuses on the client. 

On the cusp of its 25th anniversary, 
Lemieux Bédard has become less of a 
secret, as it is increasingly recognized as 
a national leader in digital work. The 
agency, located in Québec, established 
itself first in print, then in digital, as a 
company that gets things done in health 
care, prescription drugs, OTC and CPG 
products, and animal health. 

“We’ve carved out a reputation as the 
go-to, can-do agency for tools that enrich 
exchanges,” says Josée Gagnon, 
Vice-President of the agency’s Health 
Care Division. “Clients come to us 
because they need responsive and 
forward-thinking tools, and we deliver 
impeccable quality on deadline.” 

That’s a common claim among agencies, 
but Gagnon is confident. “We can say 
these things because we’ve got some key 
differences from other agencies — 
starting with how we’re structured,” 
she says.   

Built for making a difference

One point of pride is the agency’s fully 
staffed Digital Division. The agency 
internalizes its tablet and Web design, 
programming, and implementation 
service, running a tight shop that 
combines strategists, creative talent, 
and developers. 

“We don’t outsource,” Gagnon says. 
“We hire the best, and we keep them 
in-house. It’s a simple choice, but one 
that has deep implications.” Those 

implications run the gamut from 
increased security to better creative 
results — projects stay securely internal, 
and designers, programmers, and writers 
have constant access to each other. 

“Our structure encourages cross-talk,” 
Gagnon explains. “A designer can just 
ask a programmer a question about 
implementing a feature, that programmer 
can talk to a strategist, and so on. This 
results in a tighter workflow, fast project 
delivery, and on-target results.” 

That communication is enabled by the 
agency’s other in-house components. 
Within a mid-sized agency division, it 
has the aforementioned digital team, a 
group of medical writers, including a 
scientific planner, and the standard 
complement of designers, copywriters, 
and client services personnel needed 
to make an agency function.

Women at the helm 
As anyone in the sciences knows, 
correlation is not causation. So, it’s 
impossible to conclude that there’s a 
firm connection between an agency 
where the president and all three 
vice-presidents are women and a 
collaborative atmosphere where doing 
the right thing for a client or project 
always trumps winning an argument.
However, empirical evidence has 
demonstrated a strong correlation 
between these two elements.   

Lemieux Bédard is also a rarity among 
agencies in Canada: one where women 
hold all the key roles. “I can say with 
authority that nothing prepares you to 
be a detail-oriented, multitasking 
master of scheduling — as well as being 
empathetic to others’ needs — like being 
the mother of two girls,” Gagnon says, 
laughing. “I like to think that’s one of 
the secrets behind our efficient work.”

It’s that balance between keen 
attention to detail and a developed 
sense of empathy that has helped 
Lemieux Bédard excel in a field that’s 
focusing ever more on patient benefits.  
“Physicians fundamentally want what’s 
best for their patients,” Gagnon 
explains. “If reimbursement is an 
obstacle, or if a product has attributes

beyond efficacy that make it better for 
patients, using an approach that tells a 
patient story can really help bring its 
benefits to light.” 

National vision, 
regional insights

Lemieux Bédard is a national agency, 
serving most of Canada’s top 10 
pharmaceutical companies, so it’s  
to be expected that it has its own way of  
approaching pan-Canadian strategies. 

“We’re located off the island of Montréal, 
which makes us sensitive to the fact that 
Québec represents 30% of national sales 
in the pharmaceutical industry,” says 
agency founder and president Suzanne 
Lemieux Bédard. “That’s why we have a 
process that develops all of our work in 
parallel, with French and English writers 
participating in the creative process and 
working in tandem. It allows us to create 
concepts that resonate in both English 
and French Canada from their very 
conception… sometimes through direct 
translations but other times by creating 
material that recaptures a brand story or 
essence in a subtly different way.”

“Every part of Canada deserves special 
attention,” Lemieux Bédard continues. 
“We bring the same sort of attention to 
detail and insight to every part of the 
country, with our understanding of the 
complex regulatory and reimbursement 
environments of every province across 
the country.”

A tailored agency, 
a bright future 

“Active listening is what got us here,” 
Lemieux Bédard says with a smile. “That, 
and paying attention to what works. I 
started this agency almost 25 years ago, 
and the structural principles I built it on — 
methodological accuracy, privacy and 
security, and operational transparency — 

are directly responsible for its success as 
a pharmaceutical agency.”

Structural considerations aside, 
Lemieux Bédard’s personal stake in the 
agency a quarter of a century ago is also 
part of the DNA that makes it unique 
today. “I intended to create a different 
kind of agency than those of the 
previous generation,” she says, “one 
that was transparent, honest, and an 
employee-centric place to work. Part of 
that meant accommodating the needs of 
women at work and ensuring this was 
an environment where women felt 
welcome. Listening to what those needs 
were and responding to them is why 
I have talented people in executive 
positions today.” 

“Our fully integrated digital team was 
again the result of listening — this time, 
listening to what our clients really 
needed. Our location has allowed us 
to invest more in quality hires, in 
infrastructure, and in building the 
agency to respond to changes in the 
sector. I define my role as one that seeks 
out the very best talent, provides 
guidance to our creative teams, and 
continues to shape the agency’s future.”

“Our size makes us agile,” explains 
Lemieux Bédard, “and we’ve been 
careful to manage growth to ensure that 
we don’t deliver anything less than our 
best to clients. Quality trumps growth, 
because if we’re not delivering quality, 
the growth doesn’t actually make our 
position any stronger.”

It’s a philosophy that’s served the agency 
well and is slowly helping it gain a 
reputation as a bedrock of dependable 
work in a shifting marketplace. Built for 
flexibility and reliability, Lemieux Bédard 
is leading the way for its clientele in both 
the digital realm and the real world.

Suzanne Lemieux Bédard

Josée Gagnon
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A “secret weapon” in 
an evolving sector
In the past few years, pharmaceutical 
marketing has borne witness to two 
general shifts: first, from print to tablet 
as a presentation medium and, second, 
a general trend toward emphasizing 
patient benefits. 

A few companies are ahead of the curve 
on both pharmaceutical marketing 
shifts, using increasingly sophisticated 
digital presentations in a patient-centred 
context. Many of them share an agency 
some refer to as their “secret weapon” — 
a diligent and responsive team that 
focuses on the client. 

On the cusp of its 25th anniversary, 
Lemieux Bédard has become less of a 
secret, as it is increasingly recognized as 
a national leader in digital work. The 
agency, located in Québec, established 
itself first in print, then in digital, as a 
company that gets things done in health 
care, prescription drugs, OTC and CPG 
products, and animal health. 

“We’ve carved out a reputation as the 
go-to, can-do agency for tools that enrich 
exchanges,” says Josée Gagnon, 
Vice-President of the agency’s Health 
Care Division. “Clients come to us 
because they need responsive and 
forward-thinking tools, and we deliver 
impeccable quality on deadline.” 

That’s a common claim among agencies, 
but Gagnon is confident. “We can say 
these things because we’ve got some key 
differences from other agencies — 
starting with how we’re structured,” 
she says.   

Built for making a difference

One point of pride is the agency’s fully 
staffed Digital Division. The agency 
internalizes its tablet and Web design, 
programming, and implementation 
service, running a tight shop that 
combines strategists, creative talent, 
and developers. 

“We don’t outsource,” Gagnon says. 
“We hire the best, and we keep them 
in-house. It’s a simple choice, but one 
that has deep implications.” Those 

implications run the gamut from 
increased security to better creative 
results — projects stay securely internal, 
and designers, programmers, and writers 
have constant access to each other. 

“Our structure encourages cross-talk,” 
Gagnon explains. “A designer can just 
ask a programmer a question about 
implementing a feature, that programmer 
can talk to a strategist, and so on. This 
results in a tighter workflow, fast project 
delivery, and on-target results.” 

That communication is enabled by the 
agency’s other in-house components. 
Within a mid-sized agency division, it 
has the aforementioned digital team, a 
group of medical writers, including a 
scientific planner, and the standard 
complement of designers, copywriters, 
and client services personnel needed 
to make an agency function.

Women at the helm 
As anyone in the sciences knows, 
correlation is not causation. So, it’s 
impossible to conclude that there’s a 
firm connection between an agency 
where the president and all three 
vice-presidents are women and a 
collaborative atmosphere where doing 
the right thing for a client or project 
always trumps winning an argument.
However, empirical evidence has 
demonstrated a strong correlation 
between these two elements.   

Lemieux Bédard is also a rarity among 
agencies in Canada: one where women 
hold all the key roles. “I can say with 
authority that nothing prepares you to 
be a detail-oriented, multitasking 
master of scheduling — as well as being 
empathetic to others’ needs — like being 
the mother of two girls,” Gagnon says, 
laughing. “I like to think that’s one of 
the secrets behind our efficient work.”

It’s that balance between keen 
attention to detail and a developed 
sense of empathy that has helped 
Lemieux Bédard excel in a field that’s 
focusing ever more on patient benefits.  
“Physicians fundamentally want what’s 
best for their patients,” Gagnon 
explains. “If reimbursement is an 
obstacle, or if a product has attributes

beyond efficacy that make it better for 
patients, using an approach that tells a 
patient story can really help bring its 
benefits to light.” 

National vision, 
regional insights

Lemieux Bédard is a national agency, 
serving most of Canada’s top 10 
pharmaceutical companies, so it’s  
to be expected that it has its own way of  
approaching pan-Canadian strategies. 

“We’re located off the island of Montréal, 
which makes us sensitive to the fact that 
Québec represents 30% of national sales 
in the pharmaceutical industry,” says 
agency founder and president Suzanne 
Lemieux Bédard. “That’s why we have a 
process that develops all of our work in 
parallel, with French and English writers 
participating in the creative process and 
working in tandem. It allows us to create 
concepts that resonate in both English 
and French Canada from their very 
conception… sometimes through direct 
translations but other times by creating 
material that recaptures a brand story or 
essence in a subtly different way.”

“Every part of Canada deserves special 
attention,” Lemieux Bédard continues. 
“We bring the same sort of attention to 
detail and insight to every part of the 
country, with our understanding of the 
complex regulatory and reimbursement 
environments of every province across 
the country.”

A tailored agency, 
a bright future 

“Active listening is what got us here,” 
Lemieux Bédard says with a smile. “That, 
and paying attention to what works. I 
started this agency almost 25 years ago, 
and the structural principles I built it on — 
methodological accuracy, privacy and 
security, and operational transparency — 

are directly responsible for its success as 
a pharmaceutical agency.”

Structural considerations aside, 
Lemieux Bédard’s personal stake in the 
agency a quarter of a century ago is also 
part of the DNA that makes it unique 
today. “I intended to create a different 
kind of agency than those of the 
previous generation,” she says, “one 
that was transparent, honest, and an 
employee-centric place to work. Part of 
that meant accommodating the needs of 
women at work and ensuring this was 
an environment where women felt 
welcome. Listening to what those needs 
were and responding to them is why 
I have talented people in executive 
positions today.” 

“Our fully integrated digital team was 
again the result of listening — this time, 
listening to what our clients really 
needed. Our location has allowed us 
to invest more in quality hires, in 
infrastructure, and in building the 
agency to respond to changes in the 
sector. I define my role as one that seeks 
out the very best talent, provides 
guidance to our creative teams, and 
continues to shape the agency’s future.”

“Our size makes us agile,” explains 
Lemieux Bédard, “and we’ve been 
careful to manage growth to ensure that 
we don’t deliver anything less than our 
best to clients. Quality trumps growth, 
because if we’re not delivering quality, 
the growth doesn’t actually make our 
position any stronger.”

It’s a philosophy that’s served the agency 
well and is slowly helping it gain a 
reputation as a bedrock of dependable 
work in a shifting marketplace. Built for 
flexibility and reliability, Lemieux Bédard 
is leading the way for its clientele in both 
the digital realm and the real world.

Suzanne Lemieux Bédard

Josée Gagnon
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Lemieux Bédard 
Location: Sherbrooke, Quebec
Number of employees: 56

Key personnel: 
Suzanne Lemieux Bédard, President
Josée Gagnon, Vice-President, 
Health Care Division
Julie Chapados, Vice-President, 
Business Development
Nathalie Brosseau, Vice-President, 
Advertising Services and 
Director of Operations

Structure: 
Private/sole proprietorship

Code-adherent:  
AAPQ, OTTIAQ, NCP, ASC, PAAB, Rx&D

Points of pride
We swim in a big pond.  
We already work with 70% of 
Canada’s top 10 pharmaceutical 
companies… and we’re looking forward 
to getting to know the rest. 

PAAB is our third language. 
In 2013, we submitted 102 projects 
to PAAB, with 84% of them approved 
at or before the third round.  

We move at the speed of digital. 
Our team innovates to produce 
interactive tools, such as visual aids, 
training programs, gamified education 
and patient-facing apps, with 
industry-leading rapidity.  

We’ve assisted in the births of several 
notable products.
Lemieux Bédard has been a proud 
partner in a half-dozen different product 
launches over the last two years. 

A “secret weapon” in 
an evolving sector
In the past few years, pharmaceutical 
marketing has borne witness to two 
general shifts: first, from print to tablet 
as a presentation medium and, second, 
a general trend toward emphasizing 
patient benefits. 

A few companies are ahead of the curve 
on both pharmaceutical marketing 
shifts, using increasingly sophisticated 
digital presentations in a patient-centred 
context. Many of them share an agency 
some refer to as their “secret weapon” — 
a diligent and responsive team that 
focuses on the client. 

On the cusp of its 25th anniversary, 
Lemieux Bédard has become less of a 
secret, as it is increasingly recognized as 
a national leader in digital work. The 
agency, located in Québec, established 
itself first in print, then in digital, as a 
company that gets things done in health 
care, prescription drugs, OTC and CPG 
products, and animal health. 

“We’ve carved out a reputation as the 
go-to, can-do agency for tools that enrich 
exchanges,” says Josée Gagnon, 
Vice-President of the agency’s Health 
Care Division. “Clients come to us 
because they need responsive and 
forward-thinking tools, and we deliver 
impeccable quality on deadline.” 

That’s a common claim among agencies, 
but Gagnon is confident. “We can say 
these things because we’ve got some key 
differences from other agencies — 
starting with how we’re structured,” 
she says.   

Built for making a difference

One point of pride is the agency’s fully 
staffed Digital Division. The agency 
internalizes its tablet and Web design, 
programming, and implementation 
service, running a tight shop that 
combines strategists, creative talent, 
and developers. 

“We don’t outsource,” Gagnon says. 
“We hire the best, and we keep them 
in-house. It’s a simple choice, but one 
that has deep implications.” Those 

implications run the gamut from 
increased security to better creative 
results — projects stay securely internal, 
and designers, programmers, and writers 
have constant access to each other. 

“Our structure encourages cross-talk,” 
Gagnon explains. “A designer can just 
ask a programmer a question about 
implementing a feature, that programmer 
can talk to a strategist, and so on. This 
results in a tighter workflow, fast project 
delivery, and on-target results.” 

That communication is enabled by the 
agency’s other in-house components. 
Within a mid-sized agency division, it 
has the aforementioned digital team, a 
group of medical writers, including a 
scientific planner, and the standard 
complement of designers, copywriters, 
and client services personnel needed 
to make an agency function.

Women at the helm 
As anyone in the sciences knows, 
correlation is not causation. So, it’s 
impossible to conclude that there’s a 
firm connection between an agency 
where the president and all three 
vice-presidents are women and a 
collaborative atmosphere where doing 
the right thing for a client or project 
always trumps winning an argument.
However, empirical evidence has 
demonstrated a strong correlation 
between these two elements.   

Lemieux Bédard is also a rarity among 
agencies in Canada: one where women 
hold all the key roles. “I can say with 
authority that nothing prepares you to 
be a detail-oriented, multitasking 
master of scheduling — as well as being 
empathetic to others’ needs — like being 
the mother of two girls,” Gagnon says, 
laughing. “I like to think that’s one of 
the secrets behind our efficient work.”

It’s that balance between keen 
attention to detail and a developed 
sense of empathy that has helped 
Lemieux Bédard excel in a field that’s 
focusing ever more on patient benefits.  
“Physicians fundamentally want what’s 
best for their patients,” Gagnon 
explains. “If reimbursement is an 
obstacle, or if a product has attributes

beyond efficacy that make it better for 
patients, using an approach that tells a 
patient story can really help bring its 
benefits to light.” 

National vision, 
regional insights

Lemieux Bédard is a national agency, 
serving most of Canada’s top 10 
pharmaceutical companies, so it’s  
to be expected that it has its own way of  
approaching pan-Canadian strategies. 

“We’re located off the island of Montréal, 
which makes us sensitive to the fact that 
Québec represents 30% of national sales 
in the pharmaceutical industry,” says 
agency founder and president Suzanne 
Lemieux Bédard. “That’s why we have a 
process that develops all of our work in 
parallel, with French and English writers 
participating in the creative process and 
working in tandem. It allows us to create 
concepts that resonate in both English 
and French Canada from their very 
conception… sometimes through direct 
translations but other times by creating 
material that recaptures a brand story or 
essence in a subtly different way.”

“Every part of Canada deserves special 
attention,” Lemieux Bédard continues. 
“We bring the same sort of attention to 
detail and insight to every part of the 
country, with our understanding of the 
complex regulatory and reimbursement 
environments of every province across 
the country.”

A tailored agency, 
a bright future 

“Active listening is what got us here,” 
Lemieux Bédard says with a smile. “That, 
and paying attention to what works. I 
started this agency almost 25 years ago, 
and the structural principles I built it on — 
methodological accuracy, privacy and 
security, and operational transparency — 

are directly responsible for its success as 
a pharmaceutical agency.”

Structural considerations aside, 
Lemieux Bédard’s personal stake in the 
agency a quarter of a century ago is also 
part of the DNA that makes it unique 
today. “I intended to create a different 
kind of agency than those of the 
previous generation,” she says, “one 
that was transparent, honest, and an 
employee-centric place to work. Part of 
that meant accommodating the needs of 
women at work and ensuring this was 
an environment where women felt 
welcome. Listening to what those needs 
were and responding to them is why 
I have talented people in executive 
positions today.” 

“Our fully integrated digital team was 
again the result of listening — this time, 
listening to what our clients really 
needed. Our location has allowed us 
to invest more in quality hires, in 
infrastructure, and in building the 
agency to respond to changes in the 
sector. I define my role as one that seeks 
out the very best talent, provides 
guidance to our creative teams, and 
continues to shape the agency’s future.”

“Our size makes us agile,” explains 
Lemieux Bédard, “and we’ve been 
careful to manage growth to ensure that 
we don’t deliver anything less than our 
best to clients. Quality trumps growth, 
because if we’re not delivering quality, 
the growth doesn’t actually make our 
position any stronger.”

It’s a philosophy that’s served the agency 
well and is slowly helping it gain a 
reputation as a bedrock of dependable 
work in a shifting marketplace. Built for 
flexibility and reliability, Lemieux Bédard 
is leading the way for its clientele in both 
the digital realm and the real world.
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