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On a global scale, women’s promotions in the private

sector have progressed over the last

rising

18%
from 2015 to 2020

Making the most strides in

Senior Vice
President positions

C-Suite
positions 

6 years

increasing

22%
from 2015 to 2020
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“Without a corporate manifesto for change, a well-meaning 

program to support women’s advancement may become just 

that—a support group.” 29 

— IBM First Movers 2019
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Two-thirds of women CEOs said they didn’t realize they could be 

CEO until someone else told them, describing themselves as 

intensely focused on driving results rather than on their 

advancement and success. The recognition by a boss or mentor 

was key to sparking long-term ambition in many of the women. 18

— Korn Ferry CEOs
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That all minority groups need to be sponsored to succeed proves out the

problem…but it’s still a reality

— Verbatim, Chief Commercial Officer

”
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Pipeline Development Program Availability

Life Science Respondents:

Overall, 21% of women reported availability of a formal
development program for women at their current organizations

Only 14% of respondents from companies with a formal development
program report that it includes specific initiatives for BIPOC women.

They are all emerging/small tier companies
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We included the percent of women in leadership in our 
performance reviews. We received extra points for it, 
though points were not taken away without it.

After 3 years, it became second nature…
if after 3-4 years it does not, that person should
be relieved of that leadership position/switched 
out…unacceptable.

The talent is there…if you can’t find it, there’s a
flaw in your process.
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LIFE SCIENCE COMMERCIAL
OPERATIONS EXECUTIVES
VERBATIMS:



Individual Characteristics and Traits (Ex-Industry) 18, 19

Female CEOs identified a combination 
of 4 traits and competencies as keys 
to their success:

Courage

Resilience

1

3

2

4

Risk-taking

Managing ambiguity

Key elements to expand women’s 
leadership includes training and 
development priorities:

57%   Leadership  

56%   Confidence Building

48%   Decision-making

47%    Networking

46%   Critical Thinking
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Korn Ferry study of 27 female CEOs KPMG 2020



Company Characteristics from 
Diversity Best Practice Index 2019

All have formal sponsorship programs

All hold managers accountable for D&I results

However, only 64% of the Top 10% compensate managers for D&I results

Of the Top 10% (of 128 companies)

4 were life science companies:

Baxter, Boston Scientific, Johnson & Johnson, and Merck 
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Annual Diversity Best Practice Index, 2019 



Benefits (Most to Least) Likely to Motivate 
Organizations to Improve Gender Representation
in VP/SVP Roles 

(n=24)

Enhanced Financial Performance (ROE, 
ROA, EBIT, profitability, stock)

Improved Innovations

Leveraging Talent More Effectively

Better Corporate Reputation

Greater Organizational Attractiveness

Increased Teamwork

Stronger Retention/Turnover Rates
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8%

8%

8%

17%

17%

13%

29%

17%

13%

17%

21%

21%

13%

17%

17%

8%

8%

29%

21%

4%

17%

17%

21%
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13%

21%

13%

8%
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25%

13%

13%

21%
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21%

17%
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4%

54%

17%

8%

8%

13%

1 2 3 4 5 6 7
 Least Likely Somewhat Likely             Most Likely 
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Executive Sponsor

We have Amy’s inspiration, motivation and courageous 
leadership to thank for this industry-focused benchmark. 

Amy Macchietto has over two decades of experience innovating high-impact 
training programs and driving explosive revenue generation at high-growth 
companies in the pharmaceutical, biotechnology, and medical device spaces. 
Currently, she is Senior Director – Field Force Effectiveness & Capabilities at 
EMD Serono. In this role, she manages a comprehensive L&D department with 
agile, scalable programs that support business unit initiatives, simplify next-
generation learning, and enhance the delivery/adoption of technology self-
driven learning tools. In addition, her commercial L&D organization creates and 
delivers leadership development, market access, and comprehensive 
therapeutic area training. Her passion is building high-performing teams to 
create and execute ambitious and sustainable programs that equip commercial 
organizations and their people for success.
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Panel Discussion Leaders

Greg Megowan, Ed.D.
Director Commercial L&D, Neurelis
30+ years Sales/Marketing Leadership & L&D. 

Ed.D. in Organizational Leadership and MBA from Pepperdine University. 

Greg has been recognized for building “best-in-class” coaching and professional 
leadership development programs that fuel the pipeline for next-generation 
leadership, and measurably improve management performance. Areas of noted 
expertise include change management, situational leadership and coaching, 
emotional intelligence (EQ), talent selection, retention and engagement, DiSC®, 
and blended learning methods. 

Alison Pulte
Director of Skill Development, Novartis
As Director of Skill Development, she loves creating a community of belonging 
for ALL associates by welcoming diverse perspectives, to bring the most 
innovative solutions to the patients that they serve. As Co-chair of Women in 
Leadership, she helps create a better future for the next generation of the 
workforce. She engages women and men in the conversation about gender 
equity, making the workplace more inclusive and diverse, and the importance 
clinical trial populations reflecting the patients they serve. Her Mom is one of 3 
girls, she is the eldest of 3 girls and has 3 daughters of her own. Her 
relationships with the many women and girls in her life drive her to ensure 
that women can succeed and receive the best possible healthcare. 

Katy Shuck
Senior Director of Commercial Development, Janssen
Katy Shuck is a dynamic global L&D leader with 15 years of experience in 
training strategy, organizational development, sales execution and leadership. 
She leads the development and implementation of strategic capabilities, L&D 
platforms and methodologies that enable Janssen’s field and marketing 
organizations to thrive. Katy’s organization works across North America to 
ensure the commercial development strategies, processes, and content are 
aligned to the strategic and tactical business drivers, and organizational 
capability needs across Janssen.  Katy’s organization encompasses Leadership 
Excellence, Account Management Excellence, Value Excellence, Learning 
Experience Excellence, and the MBA Leadership Development Program. 

Amy Tremblay
Director of Field Training & Enablement, Springworks
Amy is an experienced CL&D strategist with over 20 years experience in the 
biopharmaceutical industry.   She joined Springworks after spending the last 15 
years in various training roles in rare disease companies, starting at Genzyme 
and Sarepta, working in varying roles in marketing, marketing operations and 
field operations before finding her calling in L&D. Amy began her career as a 
sales representative at Organon with anesthesia, women's healthcare, fertility 
and depression focus areas.
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Moderator Bios

Kristin Scott  |  Executive Director, 
Learning and Development Solutions 
Kristin has over 25 years of pharmaceutical and 
healthcare market experience with specialization in 
institutions, integrated delivery systems, strategic 
marketing, reimbursement, operations, performance 
improvement and KPI/metrics. Kristin brings a record 
of success in pharmaceutical Sales, Learning & 
Development, Reimbursement, and Marketing roles 
with Janssen Pharmaceuticals. Prior to joining TGaS, 
Kristin worked directly with life sciences brands, 
medical affairs, market access teams and 
institutional sales leaders to assist and advise them 
on accessing and penetrating the acute care market 
space. Kristin obtained her Six-Sigma Greenbelt 
certification leading a pharmaceutical improvement 
project. She has published several articles in trade 
magazines, including Pharmaceutical Representative, 
Life science Trainers Education Network (LTEN) and 
Medical Marketing & Media. Kristin received her BBA 
in Marketing and Management from Loyola 
University in Maryland and also studied International 
Business in Belgium. She earned a Certificate in 
Strategic Management: Competitive and Corporate 
Strategy from The Wharton School and Business 
Process Management from Villanova University.

ClareMiller|Director

Learning and Development Solutions

Clare has worked in the pharmaceutical industry 
for over 20 years. Prior to joining TGaS, Clare 
worked for AstraZeneca, and for United 
Therapeutics. She has experience in sales, sales 
leadership, global marketing. She has also spent 
considerable time in the learning and 
development space, as a trainer, training manager 
and as a member of a global Center of Excellence 
for Learning and Development. She has 
experience in both the commercial and the 
operations sides of the business. Clare received 
her undergraduate degree from the University of 
Maryland and her Master's in Education from 
Loyola University in Maryland. She is also certified 
in healthcare compliance through Seton Hall Law 
School.
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Gender Equity in Commercial Leadership Roles  
Who Benefits Most?

14

What motivates companies?

Why and how does it improve company 
productivity and performance?

What capabilities do they possess to
enable women to lead and improve
company performance?

What specifically do they do to build
the executive pipeline for women?

Investigate Drivers for Gender
Diversity in Commercial Leadership Roles

Benchmark high-performing companies 
(in/ex industry) with above-average 
numbers of women in Executive Roles

Benchmark the Key Competencies 
and Skills of women in executive
commercial roles

What specific competencies and skills do
women in Commercial Executive roles 
possess? (in/ex industry)

1

2

3



Methodology

Drivers of Gender Equity in Executive 
Commercial Roles

Company Characteristics and Data

Program Characteristics and Data

Individuals Characteristics and Data

15

Benchmark Data Sets

HBA Leadership Competency 
Framework 

High-performing and 
Highly-diverse

Best-practices and components of 
pipeline development programs for 
women 
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➢ Identify components of best-in-class pipeline development programs for women 
to consider at your own company and to develop your own teams

➢ Form an opinion about the specific competencies, traits and characteristics 
that women in executive roles believe have been instrumental in their 
career trajectory compared to what others believe and decide how YOU 
want to advocate for yourself and gender equity.

➢ Learn from organizational-level findings and insights to leverage at your company

Today’s Objectives

QR Code: Digital Copies of Advisory Brief and 
Company/Program Scorecards



Data exists to support the impact women executives have on a 

company's performance. More important than "building the business 

case" is the realization that women drive performance most where 

gender diversity is viewed as “normatively” accepted…meaning a 

widespread cultural belief that gender diversity is important.

Beliefs about gender diversity create a self-fulfilling cycle. Countries 

and industries that view gender diversity as important capture 

benefits from it. Those that don’t, don’t.

— Harvard Business Review 2019

”

“
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Drivers = Beliefs

18

Companies that prioritize gender 
parity benefit the most from it

Life science companies score low 
against most Industry-Agnostic 
Characteristics of Highly Diverse and 
High-Performing Companies

What now?



Life Science Companies: Characteristics of
Highly Diverse and High-Performing Companies

84%

60%

48%

44%

40%

36%

36%

32%

28%

20%

12%

Our company utilizes the same performance metrics for men and women

Our company believes that gender representation increases business value

Our company has a stated goal to be considered a preferred workplace

The Board of Directors/Executive Team mirrors the gender diversity of our employees

Our company includes gender representation in succession planning processes

Gender Representation is one of our company’s KPIs

Our company clearly defines effective leadership behaviors

Our Strategic Platforms include commitments to gender representation

Our company identifies high performing women early in their careers

Our company promotes inclusive leadership through financial rewards

The Board of Directors/Executive Team mirrors the gender diversity of our customers

(n = 25)
19



Utilize the Same Performance Metrics 
for Men and Women

Z
Make a point to ensure women are
recognized for their value to the business
(vs. work inputs) to the same extent as men 

Uses the same metrics for men’s and 
women’s job performance evaluations and 
apply them equitably

Work diligently to create a culture that 
embraces women’s leadership styles

Include direct reports’ most-valued 
characteristics and traits for leaders in 
capability definition

1

2

3

4

Best Practices Include:

of Life Science respondents agree
that their company utilizes the same 
performance metrics for men and women

100% of men 

79% of women84% 
20



Overall Importance of Leadership Competencies on 
Performance in Commercial Executive Roles

5%
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35%

15%

30%
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30%

20%

25%

30%

10%

30%

20%

15%

45%

30%

65%

45%

35%

50%

35%

40%

25%

25%

15%

20%

40%

30%

15%

25%

20%

15%

15%

10%

30%

15%

25%

10%

Communicating effectively

Influencing and Persuading

Exhibiting Business and Industry Acumen

Making Decisions and Taking Risks

Displaying Professional Presence

Building Relationships and Teams

Determined to Achieve

Facilitating Change

Demonstrating Integrity

Fostering Innovation

Continuously Learning, Growing and Transforming

Networking and Self-Promoting (ethically)

1 2 3 4 5 6 7

(n = 20) * Average rating on the scale of 1=Would not have any impact, 4=Would have some impact, 7=Would significantly impact

 No Impact Some Impact             Significant Impact 

HBA Leadership Competency Framework



Impact Factor Of Improving Competencies On 
Securing Higher Position In Company
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43%

36%

29%

21%
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21%

43%

14%

29%

29%

29%

14%

14%
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21%

14%

14%

Communicating effectively

Exhibiting Business and Industry Acumen

Influencing and Persuading

Displaying Professional Presence

Making Decisions and Taking Risks

Building Relationships and Teams

Facilitating Change

Determined to Achieve

Networking and Self-Promoting (ethically)

Demonstrating Integrity

Fostering Innovation

Continuously Learning, Growing and Transforming

1 2 3 4 5 6 7

(n = 14) 

 No Impact Some Impact             Significant Impact 
HBA Leadership Competency Framework
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Pipeline Development Program Best-Practices Elements

Best Practice Industry

Individual Coaching 57%

Skill-based training 43%

Formal Recruiting Efforts 43%

Formal Sponsorship Program (distinct from Mentorship) 53%

Nomination Process for Pipeline Development Programs 29%

Group/Cohort Coaching 29%

Professional Leadership Assessments 29%

Formal Networking 29%

Gender-specific Career Development Planning 29%

Specific initiatives for BIPOC women (Black, Indigenous, and People of Color) 14%



You mentor the skills, you sponsor the person. (Life Science Commercial Executive verbatim)

When women reach the senior executive level, 
crucial support relationships shift from 
mentors, who offer encouragement and 
advice, to sponsors, who take a hands-on role 
in managing career moves and promoting 
executives 30

Since AllState launched the Power of 5 
sponsorship program designed to pair women 
with leaders, 20% of participants were promoted 
and 50% at the director level were promoted to 

VP.17

Research suggests that, although women
and men are equally likely to have mentors, 
women may benefit less than men from this 
arrangement, especially in the areas of salary 
and promotions. 12

Some studies have found that the social capital 
gained from networking with influential leaders 
is even more important for advancement than 

job performance 23

24

Networking, Mentoring & Sponsoring



Networking strategy - should include diversity – of all kinds, 
gender, race, thought, background…this is how to always have a 
diverse pool
of candidates

Networking – plays a part in diversity – make sure your networks 
are also diverse. Its harder within a small company so have to 
work harder at it. Must maintain previous network also.

Large companies have training budgets help support networking 
by attending conferences/events…small not budgeted.

Networking has been critical – not just business focus but 
building and earning trust, establishing a reputation based on 
real experiences with others – have to actively seek it out and 
take part in work that can allow you to earn the trust and 
reputation

Networking cross-industry, joining Boards, staying in touch with 
people

A large-tier company lacked dedicated support for a Networking 
program so a group of women VPs formed their own and included 
a focus on Senior Director level women to help them progress. 
Motto was “Us for Us and Us for Them”

25

Networking

Control for Similarity Bias - the tendency 
for people to want to help and mentor people 
who remind them of themselves



Sponsorship is active support by someone appropriately placed in the 

organization who has significant influence on decision-making processes or 

structures and who is advocating, protecting, and fighting for the career 

advancement of an individual.

— Harvard Business Review

Sponsorship is a form of mentorship in which sponsors share both status and 

opportunity. For example, co-authoring articles, providing key contacts, 

sharing important meeting opportunities, and actively seeking out future 

career opportunities. This influential and specific professional relationship has 

been shown to be more effective than traditional mentorship 8

— Catalyst, 2011

”

“
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BEHAVIORS AND ACTIONS OF SPONSORS

Intentionally informal

Relationship and trust are critical – create a safe space to bring
vulnerabilities and challenges – don’t expect shiny; having all the answers

Sponsoring is an intentional time investment – extending the dialogue, 
recognizing growth, creating experiences

Sees solid performance going unrecognized

Sees people being denied an opportunity/shot/chance

Part of DNA, had early positive influences from female
bosses/supervisors, mentors

Admits to some subconscious bias in choosing whom to champion and why 

LIFE SCIENCE COMMERCIAL OPERATIONS 
EXECUTIVES VERBATIMS:

WHY SPONSOR OTHERS?
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BEHAVIORS AND ACTIONS OF SPONSORS

Offers feedback, challenges, stretches, gives exposure and
opportunity, will go to bat when it really matters

Push you to the front of the room, showcase you work

Speaking up for them when not in room, speak up for their work,
make sure they are considered in discussions of succession planning
and good examples or work

Actively advocate, offer constructive criticism, build a story based 
on person’s credibility, ex.

How to successfully use a sponsor – respect their time, be concise/
specific, invest in their interests (like a lobbyist), make sure asks are 
reasonable and based on your credibility, look for opportunities to
give back/do a favor for, make connections for them

LIFE SCIENCE COMMERCIAL
OPERATIONS EXECUTIVES VERBATIMS:
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Organizational Level Scorecard

Best Practice Industry You

Diversity of Board/Executives Mirrors Employees 44%

Diversity of Board/Executives Mirrors Prescribers/Customers 14%

Utilizes the same performance metrics for men and women 84%

Believes that gender representation increases business value 60%

Has a stated goal to be considered a preferred workplace 48%

Includes gender representation in succession planning processes 72%*

Gender representation is one of its KPIs 36%

Clearly defines effective leadership behaviors 36%

Includes commitments to gender representation in strategic platforms 32%

Identifies high performing women early in their careers 28%

Promotes inclusive leadership through financial rewards 20%

Pipeline Development Programs for Women Available 21%
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Pipeline Development Program Level Scorecard

Best Practice Industry You

Individual Coaching 57%

Skill-based training 43%

Formal Recruiting Efforts 43%

Formal Sponsorship Program (distinct from Mentorship) 53%

Nomination Process 29%

Group/Cohort Coaching 29%

Professional Leadership Assessments 29%

Formal Networking 29%

Gender-specific Career Development Planning 29%

Results are Tracked/Measured 29%

Specific initiatives for BIPOC women (Black, Indigenous, and People of Color) 14%
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