
PHARMALEAD NOVA
THE PROGRAMME FOR 

PHARMACEUTICAL 

EXECUTIVES

September 25, 2017 – May 18, 2018



PROGRAMME FORMAT
6 programme modules (13 days in total), including the Executive Trip to Italy  

Module 1 Persuading Anyone Anywhere September 25-26, 2017 Riga

Module 2 Leadership October 30-31, 2017 Riga

Module 3 Part I: 
Health Economics
Part II: 
Global Economies;
Lifestyle Changes and Health-
Related Challenges for Pharma 
Companies

December 4-5, 2017 Riga

Module 4 Finance and Accounting March 19-20, 2018 Riga

Module 5 Executive Trip to Italy:  
From Good to Excellent Practices
Strategy

April 18-20, 2018 Milan

Module 6 Strategic Marketing May 17-18, 2018 Riga

PARTICIPATION FEE

Early bird price
Application received by June 1, 2017

EUR 6800 + VAT (21%)

Regular price 
Application  deadline September 10, 2017

EUR 8000 + VAT (21%)

The price includes:
• tuition and lunch for participants during the 

programme in Riga; 
• accommodation*, meals and travel* for the 

Executive Trip to Italy.

*Conditions apply.
The price does not include travel and 
accommodation for the study module in Riga.

APPLICATION 

Please apply online at 
www.sseriga.edu 
(Executive Education Custom
Programme section)
by September 10, 2017

PHARMALEAD NOVA

If you have been working in a key posi-
tion and have a high level of personal 
motivation to

�   improve your business, commercial 
and financial skills to maximise returns 
on investment;

�  develop your leadership skills to 
create highly motivated work environ-
ments;

�   employ winning strategies and stra-
tegic thinking in the pharma industry;

�   experience the benefits of network-
ing – gaining new contacts, expanding 
your knowledge and being in a position 
to help others – and if you are open to 
new ideas and looking for ways to ex-
cel and make your organisation com-
petitive and a better place to work, this 
programme is ideal for you. 

Programme Location 

�  Riga, Latvia,  the Stockholm School 
of Economics in Riga.

�  Milan, Italy (the Executive Trip)

Language of instruction

English. The PHARMALEAD NOVA pro-
gramme features professors with in-
ternational experience and industry 
experts from Sweden, the United King-
dom, Latvia, Denmark, France, Italy and 
the United States of America.
 

 
Upon completion of the PHARMALEAD 
NOVA programme participants will re-
ceive the Programme Certificate, issued 
by the Stockholm School of Economics in 
Riga and Rephine Balticum. 



PROgRAMME MODuLES

MODuLE 1

► PERSuADiNg ANyONE ANywHERE 

Have you ever had to promote the Baltics, request a change in 
policy or push for a budget increase at your company’s head 
office? Have you ever had to pitch an idea or a new product to 
foreign colleagues and partners? 

You have probably had presentation skills training and are used 
to delivering or listening to a standard presentation. But most 
presentations are ineffective at persuading anyone to do any-
thing. In any case, top managers have neither the time nor the 
patience to listen to, say, a 30-slide presentation delivered in 
40 minutes. As a Japanese director of one of France’s largest 
pharmaceutical companies said in 2012:

“Keep it short … Best to have all details in your head. Be ready 
with good arguments and facts relevant to us.”

In truth, what C-level people want is a debate, not a presenta-
tion, as explained by a Swiss CEO:

“If you don’t catch my attention in the first few minutes, you 
have no audience. The key is to grow the presentation into a 
dialogue.”

How confident are you that you can make your points persua-
sively in the cut and thrust of such a debate? Do you know the 
techniques and psychology of persuasion? What do you need 
to say and do to be convincing, especially when operating away 
from your home country?

● The specific aims of this 2-day module are:

•	 to enable you to become more persuasive and influential; 
•	 to help you adapt your communication style to suit the 

cultural expectations of your listeners or readers;
•	 to give you greater confidence and impact when communi-

cating in English;
•	 to tell you how today’s business leaders think people should 

communicate with them; 
•	 to teach you the special skills needed to pitch successfully 

to top management in the pharmaceutical world.

MODuLE 2

► LEADERSHiP 

This is an intensive two-day module at the pre-programme 
stage in which some pre-reading will be suggested and partici-
pants will fill out a motivation survey and complete an emo-
tional intelligence test. 

There will be a gap between Day 1 and Day 2 so that partici-
pants can practice what they have learned and return to the 
course to get feedback and help regarding their performance 
as a manager. 

Day 1 

The purpose of Day 1 is to help participants understand who 
they are as leaders and the impact that they have on others.

The day consists of theory, practical sessions and facilitated dis-
cussions, designed to enhance learning and create opportuni-
ties for insight in a safe environment. 

Participants will identify the behaviours that are associated 
with successful leaders and be able to understand how closely 
they match those behaviours. 

Participants will examine the impact that their behaviours have 
on others and the impact that their leadership ultimately has 
on the financial results and goals for their organisation. 

Participants will have the opportunity to practice behaviours 
and to gain insight into when they are most likely to use behav-
iours that are less successful. 

After this day participants should be able to identify the situ-
ations that they are least likely to manage well and to develop 
strategies that will lead to better results. 

Day 2 

After reviewing Day 1 participants will look more closely at the 
role of teams in the organisation and the likely impact teams 
have on their work environment and ultimately the perfor-
mance of the company’s employees. 

Participants will learn about the leading theories behind suc-
cessful team construction and identify what works well in their 
team and what could be improved. 

Participants will also learn about the key factors that affect 
their work environment and the impact that these factors have 
on the financial results of their companies. 

Participants will be encouraged to analyse the work environ-
ment they create and to analyse how they can improve this 
work environment and the results of their company.

Participants will have the opportunity to practice their ideas 
in games that are designed to test leaders and to see if they 
can select the most appropriate behaviours for the best work 
environment. 

MODuLE 3 / part i

► HEALtH EcONOMicS 

The session will provide managers from the pharma industry 
with an understanding of why most decisions in healthcare are 
taken outside of a conventional market and how economists 
value outcomes and measure costs to aid such decisions.

● How markets work through consumer decisions
•	 Consumers compare the benefits to them according to  

cost/price.
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● Why much of healthcare lies outside a conventional 
market
•	 Problems for consumers in making choices – 

“Market Failure”
•	 Domination of choices by professionals
•	 Payment by a third party (government, insurance fund) 

instead of the consumer paying

● Measuring and Valuing Outcomes
•	 Trials to demonstrate effectiveness
•	 Valuation of outcomes using health economics methods
•	 But how much is a unit of outcome worth?

● Measuring Costs
•	 Different concepts of cost – cost to the payer, cost to the 

patient, cost to society
•	 Opportunity cost and marginal cost – what is really 

given up?

● Comparing the Value of Outcomes with Costs
•	 Simple in principle
•	 Complicated by larger and larger models

● Summary and Commentary
•	 Are we measuring the right things?
•	 Are we measuring them in the right ways?

MODuLE 3 / part ii

► 1 / introduction of the day: global economies
► 2 / Lifestyle changes and health-related 
challenges for pharma companies 

“60 is the new 40,” says a global bank’s recent advertisement. 
Indeed, due to recent unprecedented social and technologi-
cal megatrends (increased life expectancy, massive access to 
technology in general and medical technology in particular, the 
coming of age of new consumer generations – millennials, etc.), 
everyday lifestyle behaviour has undergone dramatic shifts and 
public institutions are endeavouring to support this. To put it 
simply, people are paying much more attention to their health 
and overall wellbeing. This means changing dietary habits, more 
sports and fitness, and more individual control over health-re-
lated data. The wellness industry is projected to be one of the 
five most important industries over the next five years.  

The global players from the world of technology – Google, Sam-
sung, Sun Microsystems and others – once had little to do with 
the healthcare world, but they have recently opened health di-
visions to work with integrating technology (including gadgets) 
into everyday life. Governments in turn, with public policies, 
are attempting to nudge people towards healthier lifestyles 
(increased life expectancy and fitness means higher productiv-
ity for longer and therefore helps to meet demographic chal-
lenges).

These trends as well as increasing complications (financial, 
regulatory) in developing new drugs have put pharmaceutical 
companies under increasing pressure to determine their future 
strategies. This module looks at what the changing trends in 
lifestyle and health-related behaviour mean in this regard.

MODuLE 4

► AccOuNtiNg AND fiNANcE fOR tHE 
PHARMA SEctOR 

This module provides participants with efficient tools to evalu-
ate business performance and the interactions of businesses 
and financial markets. You will get a solid understanding of fi-
nancial reporting and how to use financial reports to analyse a 
company's profitability, financial position and liquidity. You will 
learn how to employ managerial accounting methods and tech-
niques to make better management decisions. You will examine 
how companies are financed and investigate the advantages of 
the main types of funding depending on the firm's size, age, 
industry and other characteristics. 

The learning objective of the module is to enhance your com-
mercial skills from a financial perspective and to enable your 
understanding of financial planning tools with a special focus 
on the pharmaceutical industry. The course will include lec-
tures, exercises, real-life examples and case studies.

● Topics we will discuss include:

•	 Value creation from a financial perspective
•	 Profit and cash flow as the major drivers of value
•	 The role of capital markets
•	 The financial impact of mergers, acquisitions and strategic 

alliances
•	 The impact of IFRS
•	 Communicating financials to capital markets
•	 Communicating financials to employees
•	 Key performance measures for managing your company
•	 The role of strategic planning and short-term planning for 

value creation

Pre-course and after-course assignments and readings will be 
required.

MODuLE 5

 ► StRAtEgy 

(1.5 days, held in italy within the framework of 
the Executive trip) 

Today, the pharmaceutical industry finds itself at an important 
crossroads. Drug development costs are soaring. The patent 
expirations of many blockbuster drugs are approaching and 
creating pipeline shortfalls that threaten future revenues. 
Traditional safety and efficacy requirements are growing due to 
the need to prove that a new product is better than available 
alternatives. 

New regulatory requirements are creating additional cost 
pressures and slowly shifting health systems towards public 
funding, which is already burdened by cost pressures due 
to rapidly aging populations and shrinking health budgets. 
Meanwhile, demand in emerging markets is rising and new 
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fOR ADDitiONAL PROgRAMME
iNfORMAtiON PLEASE cONtAct:

Sandra Berzina
+371 20043023 / +371 67210500
sandra.berzina@rephinebalticum.com
www.rephinebalticum.com

MODuLE 6

► StRAtEgic MARKEtiNg: 
A DEciSiON-MAKiNg APPROAcH 

Nike told us to Just Do It! But when it comes to marketing, this 
could be the worst strategic advice ever. Indeed, success in 
marketing does not come from making blind bets, flipping a 
coin, or jumping in without thinking. Instead, it is the result of 
making methodical, logical, and data-driven decisions.

The purpose of this workshop, therefore, is to explore strategic 
marketing from a decision-making perspective. More specifi-
cally, it aims to:

•	 elaborate on the link between marketing success and 
marketing decision-making,

•	 enumerate the various decisions which are fundamental 
to marketing success, and

•	 identify the information and analytical tools which are 
required to make these decisions.

This workshop offers an integrated framework of marketing 
which underlines the significance of strategic decision-making. 
It highlights the key marketing decisions which are fundamen-
tal to marketing success. And it provides a set of analytical tools 
for making these marketing decisions.

● Upon completion of the workshop participants will:

•	 recognise and appreciate the importance, scope, and 
nature of marketing decision-making in a complex, 
changing, and competitive world; 

•	 have an overarching framework of marketing;
•	 have a set of analytical tools for making key marketing 

decisions.

● In turn, participants ought to be able to:

•	 create a new emphasis on marketing decision-making,
•	 begin practicing effective decision-making methods 

throughout their strategic marketing activities, and
•	 implement the analytical tools for their specific marketing 

decisions.

The workshop will combine discussions, mini-cases, exercises, 
and other experiential activities.

technologies are revealing new opportunities for growth by 
shifting the focus towards predictive and preventive healthcare 
and tailored instead of one-size-fits-all treatment approaches. 
In this rapidly evolving context, executives are grappling with a 
multitude of questions such as:

•	 How do we build our capability to excel in strategic 
areas such as research and development or 
marketing and sales by adopting new business and 
commercialization models and approaches that are 
more efficient and effective?

•	 How do we deal with increasing regulatory and 
governance scrutiny in the process of registering new 
drugs or during audits and quality controls? 

•	 How do we implement change management practices 
in an industry as highly regulated as the pharmaceutical 
industry?

•	 How do we approach risk management in such a dynamic 
industry?

•	 How do we hire, develop, and retain talented people? 

In the Strategy Module of the programme we will look at these 
and other strategic challenges faced by pharmaceutical com-
panies in the Baltics and CIS and show how they can be dealt 
with by using cross-functional and interdisciplinary approaches 
that span all organisational functions from R&D and marketing 
& sales to supply chain groups. 

EXEcutiVE tRiP

► fROM gOOD tO EXcELLENt 
PRActicES

Over spring period participants would be able to spend 
two days in Strategy training in one of the most exclu-
sive conference locations in Milan, Italy.
 
The third day will be spent over the visit to one of the 
most famous pharmaceutical manufacturing facility in 
Milan, greeted by the senior executives from various 
departments and offering the exchange of experiences 
with special reference to Good Practices. After spend-
ing several hours in the factory the invited lecturer on 
Good Pharmaceutical Practices will give practically ori-
ented presentation on Good to Excellent Practices. 

Santa Zeidaka
+ 371 29682525 / + 371 67015824
santa.zeidaka@sseriga.edu
www.sseriga.edu



PROgRAMME fAcuLty

LEADERSHiP               
Liam ulvhag  

Liam Ulvhag is a strategic 
consultant who has spe-

cialized in assisting businesses in the 
practical development and implementa-
tion of their business and HR strategies. 
He is a consultant that enjoys chal-
lenging his clients and has an impres-
sive track record of facilitating change 
and organisational improvement. Liam 
founded Consultatum in December 2007 
after working as the Managing Director 
of Hay Group. He previously held posi-
tions as Senior Consultant at both Wat-
son Wyatt and Price Waterhouse Coop-
ers. 
Liam has extensive experience in work-
ing with major global clients from a 
range of business sectors across Europe, 
North America, Asia and South Africa. 
His clients include EuroMaint, SVT, CSN, 
Volvo Car Corporation, Fortum, Pfizer, 
Astra Zeneca Oy, and AB Volvo.

HEALtH  EcONOMicS
Dr Peter wes

Peter West is a health 
economist, a consultant 

with an extensive record in both the pri-
vate and public sectors, and the founder 
of Peter West Associates.  Dr West has 
a BA in Economics and a DPhil in Health 
Economics from the University of York. 
Since completing his first degree, he 
has spent more than 40 years working 
on the economics of health care, in aca-
demic teaching and research, manage-
ment development and consultancy.

LifEStyLE 
cHANgE AND 
HEALtH-RELAtED 
cHALLENgES
Dr Roberts Kilis 

Roberts Kilis is a social anthropolo-
gist trained at Cambridge, where he 
received his MPhil and PhD degrees. 
Since 1994 he has worked as an Asso-
ciate Professor at the Stockholm School 
of Economics in Riga, where he teaches 
Economic Anthropology and Research 
Methods. In 2003 he acted as a mem-

ber of the government’s management 
group to prepare the EU accession ref-
erendum in Latvia. His most recent re-
search projects were on the importance 
of ethnic differences in Latvia’s business 
community (completed in autumn 2004) 
and on creative industries’ potential in 
Latvia (completed in January 2006).  The 
research was financed by the Ministry of 
Culture and the British Council Latvia.

PERSuADiNg 
ANyONE ANywHERE 
Richard Pooley 

Richard Pooley has been 
communicating internationally since he 
was 5 years old, when he moved from 
the UK to Venezuela. He has lived in 9 
countries and worked in over 30. He 
was Managing Director of the UK-based 
management and language training 
company Canning until 2012. He now 
lives in France and continues to do spe-
cialist communication, negotiation and 
cross-cultural skills training around the 
world. His book on international nego-
tiation skills – Why Doesn’t He Use a 
Spoon? – was published in September 
2014. 

StRAtEgy 
Dr tomislav Rimac 

Tomislav Rimac is an Assis-
tant Professor at the De-

partment of Business and Management 
at the LUISS Guido Carli, Rome. Dr Rimac 
has extensive experience in teaching 
strategic management, corporate gov-
ernance, entrepreneurship, sustainabil-
ity and organizational theory classes to 
undergraduate, graduate, and executive 
audiences. Prior to entering academia, 
he held managerial positions in Cana-
dian financial, IT and consulting sectors.

fiNANcE & 
AccOuNtiNg 
Dr Katerina Hellstrom 

Katerina Hellstrom has 
been an Assistant Professor at the De-
partment of Accounting at the Stock-
holm School of Economics (SSE) since 
2010. She holds a PhD from SSE (2009). 

Katerina teaches financial reporting and 
financial analysis at the undergraduate, 
graduate, EMBA and corporate levels. 
In particular, she teaches regularly at 
EMBA SSE Riga and EMBA SSE Russia and 
at the corporate healthcare programme 
and the corporate programme for civil 
engineers at SSE Executive Education. 
She is an associate academic director at 
SSE Russia and programme director for 
the Master’s in General Management at 
SSE. She was previously a lecturer at the 
Royal Institute of Technology in Stock-
holm and the University of Uppsala. Her 
research interests are accounting and 
disclosure quality, international com-
parative accounting research, and cur-
rently, the impact of customer-related 
performance measures on the financial 
performance of companies.

StRAtEgic 
MARKEtiNg 
John Branch, PhD 

Professor John Branch 
currently teaches a variety of market-
ing and international business courses 
at the undergraduate, MBA, and ex-
ecutive levels at the Stephen M. Ross 
School of Business at the University of 
Michigan (U.S.A.) and is the Academic 
Director of the School’s part-time MBA 
programmes. He is also affiliated with 
the University’s Center for Russian, East 
European & Eurasian Studies. 

gLOBAL  EcONOMiES
Morten Hansen

Head of the Economics 
Department at the Stock-

holm School of Economics in Riga since 
2005, with the School since 1997 and a 
resident of Latvia since 1993, starting as 
Assistant Professor at EuroFaculty, Uni-
versity of Latvia. He is a member of the 
Fiscal Discipline Council of the Republic 
of Latvia, a contributor to The Econo-
mist Intelligence Unit, a Research Asso-
ciate at the Baltic International Centre 
for Economic Policy Studies, director of 
MHansen Consulting and participates in 
the Latvian economic-political debate 
via seminars, conferences and his blog 
at www.ir.lv.



www.rephinebalticum.com
www.sseriga.edu


