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How important have
digital technologies become

to marketers
and communicators?

Brian:  There used to be a time when 
just the word “digital” raised every 
marketer’s pulse rate, and we were 
all challenged to come up with 
“never-done-before,” “out-of-the-box” 
digital solutions.

Accounting departments were
excited by the perceived savings, and 
marketers were excited by the metrics, 
the fl exibility, and the non-static nature 
of the digital world.

Digital communications opened
the door to more exciting and accountable 
communication experiences. But, as 
time has passed, savvy marketers have 
realized that digital media needs to 
deliver value just like all other media. 
Knowing how to “do digital” isn’t 
enough. Knowing how to “use digital” 
is key.

We tell our clients that we aren’t simply 
“digital marketers;” we are “marketers
in the digital age.” It’s a subtle 
difference, but it changes everything.

The digital age has empowered us 
to do astonishing things. As far as 
regulatory bodies will allow, we can 
combine education with entertainment, 
and, at the same time, we can promote, 
support, inform, and inspire. We can 
deliver messages, track them, and learn 
from them in real time. Never before 
have we had this much power, 
quite literally, in our hands.

What has changed
and what has remained

the same over
the last ten years?

Sharon:  Well, we’ve all seen
the industry go through cutbacks, 
effi ciencies, and, in some cases,
down-sizing.

We’ve also seen healthcare companies 
evolve their relationships with their 
external marketing communication 
companies, with some even trying to 
save money by trying the global network 
agency model. The landscape has 
changed in so many ways, and I’m sure 
it will continue to do so. Because 
we serve this industry, we understand 
very clearly that we too need to evolve 
to meet its needs. 

When we opened our doors 10 years ago, 
we knew that a rigid, one-size-fi ts-all 
formula was not what clients needed
or wanted. We realized that, in a changing 
landscape, a client-centric, fl exible, agile 
approach was the only option. This has 
served us well over the years and has 
allowed us to be what our clients need 
us to be.

Yet, with all the changes in the industry, 
some things have remained the same. 
Clients want to know that their agency 
is invested in their success and that they 
have a trusted ally. They want to know 
that every dollar is spent optimally 
and that their agency is focused on their 
business objectives (and not the agency’s 
business objectives). This understanding 
has become a core driving principal 
at GLG. It means that, wherever the 
industry takes us, we will always 
deliver true value.
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However, we must never forget
that in the digital world the recipients 
of the message have the upper hand.
They can select, reject, redirect, or 
disconnect whenever they decide
to do so. 

They can also respond in a way that 
either supports your marketing plan 
or undermines it.

That’s why we need to understand not 
only the media but also its relationship
with the audience. 

It is only by doing this that we can meet
our true objective — to grow our brands 
and grow our sales.

Let me ask another question. 
Gallant Leaman Group 

is not solely a specialized 
healthcare/pharmaceutical 
agency. Does that matter 

to clients?

Sharon:  It matters hugely. Brian and I 
come from much broader backgrounds, 
and we are happy to have clients in the 
consumer as well as healthcare domains 
under our current roster.

Brian:  Consumer clients are far 
ahead (in terms of digital know-how, 
media, investor relations, sales staff 
training, and CLM, to name just a few 
areas), and this allows us to cross-
pollinate and bring that ability to our 
healthcare clients.

Running a business 
these days is 

tougher than ever. 
What would you say is the 

most important quality 
that you need to succeed
in business these days?

Brian:  Well, needless to say, talent 
and ability are fundamental, but courage 
is enormously important. 

Once you have a clear view of who you 
need to be in business, you need to have 
the courage to be it. Whether it’s about 
client relationships, everyday business 
decisions, or building the right team,
we all usually know deep inside what 
the right thing to do is. Having the 
courage to act on that is what makes 
the difference.

Over the years, we’ve had to make
those decisions.

Now, we are blessed with a stronger 
team of like-minded people and are
well-poised to meet any challenges 
or opportunities. 

I think one of the basic realities
of business is that leaders have to
decide whether they want to be popular 
in the short term or successful in
the long term. 
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In 10 years, you’ve seen 
many successes, but could you 
talk about some recent ones?

Sharon:  Gallant Leaman Group has 
always been a global agency. We’ve 
served clients around the world from 
our Montréal offi ce, but, over the past 
year or so, we’ve had some very positive 
demands from clients and potential 
clients in the Toronto healthcare market.

We’ve heard that our approach is 
unique, compelling, and even refreshing 
in that market.

Our Toronto agency is at present small 
but very potent. We have worked hard 
making key hires to ensure a strong, 
autonomous foothold in that city, and 
we are building a foundation for rapid 
expansion and growth. Our expansion 
into that market is a huge recent 
success for us — a success that 
is growing every day.

Brian:  In terms of aspirations
and future plans, we will need to hold 
our cards a bit close to our chests
and contain our enthusiasm on that one. 
Sharon and I are undertaking a 

new major capital investment. 
At this time, we are unable to make 
any announcements, but please check 
back in with us when the ink is dry on 
that deal. Until then, we’re going to 
have to leave you guessing.

What do you foresee as
the future of marketing 

communication agencies?

Brian:  Well, I don’t believe there’s 
an app to see into the future, although 
I’m told one of our programmers is 
“working on something.” However, 
if we were to create a trajectory 
from 2005 to 2015 and continue 
that trajectory to 2020, I think it would 
indicate that clients are increasingly 
looking for partnership and support 
from their agencies.

They will always continue to expect 
their agencies to deliver greater value.

The agencies that can meet these 
challenges will survive and do 
reasonably well, but those that can’t, 
won’t. With clients under pressure, 
marketing know-how will have to exist 
within agencies, and decisive thinking 
coupled with swift action will have to 
become the new norm. 

A mid-sized agency fi lled with talented 
people, where a client can feel like a 
“big fi sh,” will likely be able to deliver 
that level of service and hand-holding. 
Sharon and I come from leadership 
backgrounds in large global agencies. 
We built Gallant Leaman Group as 
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a 180° departure from that model. 
We’ve seen those models fall short. 
We question whether an agency that 
is focused on its own shareholders can 
also focus on its clients’ shareholders. 
That’s why we have chosen to remain 
fi ercely independent. 

Sharon:  We know that we’re not the 
agency for everyone, and we defi nitely 
don’t want to be. We would rather be
a great agency for some excellent,
like-minded, ambitious clients versus 
a mediocre company for many.
We have adopted this model because it 
allows us to create the kind of agency 
that is sustainable and armed for future 
market demands. It would be great
to continue this discussion in 10 years!

I’ll put that in my agenda!
Tell me a little about 

your team.

Sharon:  So happy you asked that! 
The future lies very much with the team 
that we are building now.

In our business, hiring the best people 
is critical. We’ve upgraded positions 
as we’ve gone along, and, as Brian 
expressed earlier, we’ve carefully 
chosen our team to continue to grow 
and be leaders as we go forward.
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Juliana Aristizabal 
Executive Vice-President

The hiring of Juliana Aristizabal as our business partner 
in Toronto has been key for us. We are proud to have landed 
such a huge talent. Juliana’s impact in both the Montréal 
and Toronto offi ces has been immediate and enormous. 

Those who know her are aware of her outstanding ability 
and very deep understanding of the industry. We always 
marvel that so much energy and knowledge can be packed 
into such a small package!

Find out more about GLG at 
www.glgcommunications.com
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