
What was your career path
leading to your appointment as
president of Astellas Pharma
Canada (APCA)?

I began my career in the pharma-
ceutical industry as a sales rep 
for Smith, Kline & French in 
the Southwestern Ontario region.
I eventually took a sales manager
position and moved to Winnipeg
and later relocated to Montréal
for a similar position. I was then
promoted to regional manager
with responsibilities within both
sales and marketing functions.

In 1989, I transferred to Toronto
and helped start up Ortho
Biotech, spending the next
11 years with Ortho, Ortho-Mc-
Neil, and Janssen-Ortho in various
commercial roles. 

In 2000, I accepted a position
with Fujisawa Canada as their
first sales manager. Over the next
10 years, I worked in senior sales
and marketing functions, culmi-
nating with my appointment as
president of Astellas Pharma
Canada in July 2010.

Give us a brief overview of
APCA’s history and mission in
Canada.

Astellas Pharma Canada was
formed in April 2005 as a result

of the merger between two of
Japan’s largest and oldest phar-
maceutical companies — Fuji-
sawa Pharmaceutical Co., Ltd.
and Yamanouchi Pharmaceutical
Co., Ltd. I was with Fujisawa
Canada at the time, and the
merger was so simple that it
seemed that we became Astellas
Pharma Canada almost overnight.
April 1, 2015 marked Astellas’
10-year anniversary. We are a
young company, but we have a
very old heritage.

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

I can’t imagine being in any other
industry, but, if I had to choose, I
would be a chef or a sommelier.

Tell us something most 
people don’t know about
you.

They would not know that I have
become a very avid fisherman.

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

That’s an easy one: junk email
drives me crazy.

Is there anything you can’t
live without?

My iPad. It is my connection to the
world, my source of music, and
the repository for my books.
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What are the current 
therapeutic focuses of Astellas
in Canada? Is this similar to its
international business?

We currently have a number of
therapeutic areas with a focus 
in oncology, urology, and trans-
plantation. We have a growing
presence in oncology with our
prostate cancer product, Xtandi™

(enzalutamide capsules), which
is indicated for the treatment of
patients with metastatic castra-
tion-resistant prostate cancer.
Xtandi stands out as a significant
growth driver for us in oncology.

Another area where we see 
significant growth is in our 
urology portfolio, which has 
become one of our core growth
drivers. In this category, we have
overactive bladder treatment
(OAB) Myrbetriq® (mirabegron).
Myrbetriq is the first and only
β3-adrenergic receptor agonist
for OAB. 

We have a strong portfolio in
transplantation that markets 
two products: Prograf® and 
Advagraf®. Prograf is a twice-a-
day formulation for use in 
kidney, liver, and heart trans-
plants, and Advagraf is a 
once-a-day formulation for use
in kidney and liver transplants. 

We also have a presence in 
infectious disease. We currently
have two products, AmBisome®

and Mycamine®, both of which
are used to treat systemic fungal
infections. 

This platform is very similar to
that of our international business.

Given these strengths, what
does the Astellas product
pipeline look like?

We are constantly accelerating
development to address the
unmet medical needs of patients.
Astellas has previously chan-
nelled most R&D investment 
towards existing therapeutic
areas. Now, we will maintain the
same level of investment in these
areas while also paying sufficient
attention to new opportunities
with the goal of supporting 
continuous innovation.

We are working to maintain and
enhance our franchise in urology.
Looking at late-phase compounds,
we will take steps to obtain ap-
proval for EB178 (a combination
therapy comprising solifenacin
and mirabegron) as soon as 
possible. 

Our oncology pipeline is strong
and growing. We are taking steps
to expand the label of Xtandi 
for earlier treatment of prostate
cancer and for breast cancer. We
also have drugs in development
for other cancers, including
hematologic and lung cancers. 

In the transplantation/immunol-
ogy area, we have several unique
projects in the pipeline, including
ASP015K for rheumatoid arthri-
tis. Astellas is also pursuing new
opportunities and expanding its

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

The first would be to have grand-
children to go along with the
granddogs that we already have.
The second would be to go on an
African safari with my wife, and
the third would be to land a 
50+ kg tarpon on light fishing
tackle.

What have you already
crossed off your bucket list?

The most important thing was
seeing my two daughters grow up
to be very independent women.
After that, nothing else matters!

If you had more free time in
your schedule, what would
you be doing, and why? 

This is another easy one. I would
spend more time in the field
with our customers. People in our 
company know that my philoso-
phy is that you can’t spend too
much time with your customers.

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

The last time that I answered this,
it was easy; golf was my favourite
hobby. Since then, a very good
friend of mine (and he knows who
he is!) turned me back on to 
fishing. I have since become
quite a fanatic, but I still don’t
consider myself good at it yet!

?
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?
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therapeutic areas to include muscle
disease and ophthalmology in the
future. In fact, Astellas Pharma Inc.
recently completed its offer to 
acquire Ocata Therapeutics, a clini-
cal-stage biotechnology company
focused on the development and
commercialization of regenerative
ophthalmology therapeutics.

To what do you attribute APCA’s
success?

Quite simply, it’s our employees.
Our employees are passionate about
what they do, and they are dedicated
to achieving the mission and goals
of our organization. I believe that
this is because Astellas creates a
business atmosphere that promotes
teamwork, empowers employees,
and thrives on openness to effect

positive change. I am also proud
that this passion extends into our
commitment to improve the lives 
of our patients as well as the 
communities we serve through
our corporate social responsibility
(CSR) initiatives.

You mention a passion for CSR.
Can you highlight some recent 
initiatives in this space?

Astellas has a deep-rooted commit-
ment to CSR, and we have a number
of initiatives and programs in place
to contribute to our community and
those in need of support. One of 
our programs, Astellas Aspire, has 
an established partnership with
Starlight Children’s Foundation, and
we support a number of activities to
help make a difference in the lives

of seriously ill children and their
families.

We also have a progressive volunteer
time-off program that provides 
employees with five paid days off
throughout the year to volunteer at
organizations that are meaningful 
to them. 

This year, in celebration of our 
10-year anniversary, all APCA 
employees from across Canada
came together to volunteer for
Changing Tomorrow Day, our global
annual day of service. We all spent
the day at Camp Trillium, a charity
that supports children with cancer
and their families in Ontario, and
helped transform the camp for 
the summer months by painting,
gardening, cleaning, and building.
It was an incredible day filled with

Astellas employees in Canada volunteered at Camp Trillium for the company’s annual global day of service, Changing Tomorrow Day
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teamwork, enthusiasm, and gen-
erosity, and it was our most 
successful volunteer initiative to
date. In one day, we donated a 
combined 560 volunteer hours
and financially contributed to
sponsoring children and their
families to attend the camp. Our
corporate slogan is “Changing
Tomorrow,” and, at Astellas,
giving back to the communities
where we serve and live is at the
heart of our business philosophy.

What key business objectives
and priorities have you set for
the company in the short and
long term?

Our corporate strategic plan is
designed to ensure sustainable
growth between 2015 and 2017.
Following this plan, we are 

focusing on three main strategies
that will help us realize sustain-
able growth: patient focus, max-
imizing enterprise value, and
thriving as One Astellas.

Through our patient focus 
strategy, we plan to integrate 
customer voice early in develop-
ment to maximize patient access
and to map new product develop-
ment processes to meet the needs
of payers and close data gaps.
Our strategy for maximizing 
enterprise value focuses on
growing our oncology and urol-
ogy franchises while maintaining
our leadership position in
transplantation. And, by further 
establishing the organization as 
One Astellas, we will ensure the
Astellas Way core values are 
central to our identity, further
collaborate and connect with 

What is the most exotic place
you have ever visited? 

I don’t know if you would 
consider it exotic, but the Amalfi
Coast is the most beautiful place
that I have visited, and I will go
back.

What’s the one thing you’ve
done that you never want to
do again? 

During the summer breaks while
attending university, I worked 
on the assembly line at an 
automobile factory in Windsor. 
It was a great-paying job but
one that I would never want to
do again.

When, during a given day,
do you do your most 
productive thinking, and
why?

I am an early-morning person and
the first to arrive at our office. 
I treasure the quiet time that I
have before colleagues come in.

What’s the best piece of 
advice you have received,
and from whom did it come?

Mr. John McCaig, my first district
manager, told me, “You have two
ears and one mouth, so listen
twice as much as you talk.” These
are words that I have lived by my
entire career.

?

?

?

?

Astellas employees getting into the spirit of Changing Tomorrow Day by 
cleaning up the campsite at Camp Trillium, a camp dedicated to supporting
pediatric cancer patients and their families
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our global and Americas counter-
parts, and empower our employees
to make and be accountable for 
decisions. 

You’ve recently been appointed
Chair of Innovative Medicines
Canada, formerly known as Rx&D.
What do you hope to accomplish
during your tenure?

My tenure as Chair is unusual 
because it will be a two-year man-
date. We made this adjustment,
amongst several others, because 
our stakeholders told us that we
needed to make changes. We are
still learning, and we are still 
trying to better understand the
needs of our stakeholders. Part of
that development includes increas-
ing and strengthening the dialogue
we have with our members, which
will benefit our industry and the 
patients we serve in several ways.

The pharmaceutical industry in
Canada, and globally, is plagued by
reputational issues. I believe we
need to play an active role in 
helping to shape the sustainability
of our health care system here in
Canada, and one of the most 
critical ways to do this is to develop
one unified voice. 

Collectively, we need to strengthen
our messaging, help shape the 
conversation, and change the 
narrative. There are over 14,000
professionals in this industry in
Canada alone; we must work 
together to create a much more 
positive environment and foster 

dialogue that encourages and
incentivizes innovation, education,
and patient access. Ultimately, that’s
what we’re about — patients’ well-
being — and it’s our moral and 
professional obligation to keep 
patients and their needs at the 
forefront of what we do and in every
decision we make. 

I can promise you that Innovative
Medicines Canada is going to be a
different organization, and there is
much I hope to accomplish during
my tenure. I look forward to the 
opportunities and challenges ahead. 

What are the issues you see facing
our industry, and how should they
be addressed?

I believe that one of the largest 
issues we face in the industry is 
that we are perceived as a cost
driver. We need to move from being
viewed as a cost to being viewed 
as the solution. The truth is 
that branded pharmaceuticals only 
account for a small percentage — in
fact, approximately 6% — of our
total health care costs. As I men-
tioned previously, a key approach to
solving this issue is to begin 
working together to shape the 
conversation, change the narrative,
and strengthen the perceptions of
our industry. 

In addition to strengthening and
unifying our messages, we need to
humanize our stories and bring 
personal elements to reinforce our
voice. There are 14,000 of us in 
this industry, and not one of us 

is untouched by the power of 
medicine — everyone has a story.
Let’s share those stories.

I believe that this will help our
stakeholders see and appreciate the
inherent value of our contributions
and the value that innovative 
pharmaceuticals bring to the health
care system. We all need to begin
advocating for an environment that
incentivizes innovation and moves
towards developing a life sciences
ecosystem where great science,
world class intellectual property,
and an efficient regulatory system
lead to great investment in research
and development in Canada. Today’s
successful product brings with it the
promise of tomorrow’s new cure.

Have you launched any new 
initiatives at Astellas or Innovative
Medicines Canada that you’d like
to share with us?

Innovative Medicines Canada has
recently launched several new 
initiatives, the most visible and 
significant being the association’s
rebranding. This new brand became
effective January 4, 2016 and better
represents who we are, our values,
and the work we do to represent our
members. 

The release of the new brand is 
really the perfect opportunity for 
all of us to communicate and 
reinforce the industry’s values of 
innovation, access to medicines, 
and patient safety; establish the 
association as an authoritative 
voice on issues facing Canada’s 



innovative pharmaceutical industry;
and reach key audiences to educate
the broader public on issues facing
Canada’s innovative pharmaceuti-
cal industry. 

Further, we intend to strengthen 
the visibility of the organization
and improve communication with
all of our members and stakehold-
ers. This is being done through the
launch of initiatives, such as 
Tell the Chair, and our online 
resources and materials. You will
hear a lot more about Innovative
Medicines Canada, including what
we are doing, what we are planning,
and where we are going.

Astellas has also established new
initiatives. Based on its current
strengths and analysis of the busi-
ness environment, Astellas created
a new VISION in 2015. This new
VISION guides Astellas towards 
realizing its business philosophy
and indicates where the company
needs to create value and what 
actions need to be taken in order to
continue growing over the long
term. 

In addition, the organization has 
re-evaluated some of its core values
and messaging. In 2015, we revised
our “Five Messages for the Astellas
Way” to emphasize certain key

themes and priorities. The Astellas
Way defines a shared set of values
and actions to be embraced by our
employees around the world. Our
new Five Messages for the Astellas
Way are: patient focus, ownership,
results, openness, and integrity. 

Our new VISION and the Astellas
Way foster a sense of purpose for
our team and motivate us to do the 
best work that we can. Our ultimate
goal is to improve the lives of 
the patients we serve, and 2016
promises to be an exciting year for
the Astellas team. Together, we can
change tomorrow.
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The APCA Leadership Team (Left to Right): Chien Huang, Senior Director, Finance; Niten Barua, Senior Director, Regulatory
Affairs and Quality Assurance; Fran Paradiso-Hardy, Senior Director, Medical Affairs; Michael Tremblay, President; Jim Hall, 
Vice-President, Commercial; Agnes Nemeth, Senior Director, Human Resources; and Rowena Borenstein, General Counsel, Legal


