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H
ope this letter finds you and your family well. Here at the 
Leonard household, it’s a wrap!

Birthdays, Gotcha Days, Father’s Day, and my youngest 
daughter Maddie’s graduation – what a month it was! It took a lot 
of effort to make everything that much more special during these 
restricted times. My daughters loved and appreciated it all, which 
brought a smile to my face. Though I’m a single mom, I even got 
a Father’s Day card and gifts from my daughter! That was a first. I 
was so touched! All of it was a welcome diversion for me. I think 
we can all agree, something positive is much needed these days. 

My daughter Maddie ended up having a virtual and in-person 
graduation with only students in attendance. It was so emotional and eerie dropping her off for 
the in-person ceremony. Seeing all these kids walking in their gowns with their masks on was 
heartbreaking. I started to sob, thinking, Wow, is this real? I thought the administration tried 
their best considering the circumstances, but other parents thought differently and have been 
blasting them daily on social media. Don’t people have more important things to focus on? 
Now, more than ever, we need to support each other, not tear each other down. I witnessed a lot 
of good, though. The amount of support that was shown to Maddie, whether it be buying the 
masks she was selling or sending cards and notes to congratulate her, has been incredible. 

This week is going to be a stressful one. A lot of questions will be answered. Will Maddie be 
attending college in person or online? AP scores are coming out. Plus, commitment to housing 
at the University of Maryland is difficult since there is very little we know about what the near 
future holds. I will let you know how it turns out next month. As of now, we think Maddie will 
be going. She has a roommate already and we’ve been doing a lot of shopping!

It’s just wild to me how different pretty much everything turned out than we ever could’ve 
imagined these last few months. Thanks to those who were slated to be a part of our May Men-
tors and Heroes issue. We greatly appreciate your patience and are very happy to be featuring 
your moving articles in the following pages. Thanks to Rodnell E. Workman for his tribute to 
Larry Walsh, whose never-give-up attitude enabled him to travel over 7000 miles on his bike. 
Sarah Yung shares with us all the reasons Melissa Barnhart is a woman of influence with a 
huge heart who advocates for literacy and always brings her best game. Jay Carter honors his 
dad, who passed away several months ago, and the many valuable life lessons learned from 
him. Amy Turnquist shares Karima Sharif’s inspiring journey to start the first Women of Color 
Affinity Group in the Healthcare Business Women’s Association. 

We’re also delighted to have Samantha Bogus giving us an inside view of her life in Personal 
Exchange. Plus, we’ve got some wonderful snippets from Ivette McFarland, Brandon Buttrey, 
and Nick Salvatore who tell us about what they’re looking forward to or new normals they 
want to continue as the world opens up a bit in the wake of the height of COVID-19. Finally, 
while for the most part we can’t do non-essential travel, there will come a day when we can 
again. In the meantime, Alya Sherman’s article on her trip to Mexico just may determine your 
next destination. 

While it’s not exactly travel, I was excited recently to just have lunch with a client friend. 
It felt so good to get out and interact! I can’t wait until everything gets back to some sort of 
normalcy so I can see more of you. I miss my industry peeps! Truly hope to see you soon.  
Till then…

Dear Healthcare Marketer,

Stay Well,

Looking ahead to better times. 

Cover Photo Credit: Kaspars Grinvalds / shuttersstock.com
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Send press releases to: news@hmexchange.com

ANNOUNCEMENTS
onward upward
promotions • additions

24 Seven Talent has announced the appointment of Brooks Bunting 
as Senior Business Development Manager. He can be reached at 
bbunting@ 24seveninc.com.

Adial Pharmaceuticals, Inc., has announced the appointment of Monika 
Rogozinska as Senior Vice President of Drug and Business Development. 
She can be reached at 434-422-9800.

Ascension Healthcare Solutions, LLC, has announced the appointment of Brian 
Peterson as Founder and CEO. He can be reached at brianpeterson71@
gmail.com.

AstraZeneca has announced the appointment of Jerry Valentine, CPA, 
MS-DIM, as Senior Director, Business Development, New Technologies. 
He can be reached at jerry.valentine@astrazeneca.com.

BioPharm Communications has announced the appointment of Mike 
Reynolds as Senior Director, Client Solutions. He can be reached at mike.
reynolds@biopharmcommunications.com.

CMI/Compas has announced the appointment of Ashley Wood as Senior 
Analyst, Social Media; Laura Pryor as Associate Media Planner, Alexan-
dra Rosencrans and Melanie Green as Associate Analyst, Programmatic 
Media Buying; Sumita Routh as Data Analyst, Social Media; Matthew 
Vendeville as Analyst, SEM and Emerging Markets; Marisa Vinciguerra 
and Susierose DiCastelnuovo as Associate Digital Ad Operations Special-
ist; and Patrick Solinksi as Associate Director, SEM and Emerging Media. 
They can be reached in the Philadelphia, PA, office at 215-568-5944. Ash-
ley Carlisle, Jose Robinson, Sophia Nitsolas, and Christy Cheng have 
been appointed Associate Media Planner. They can be reached in the New 
York, NY, office at 646-840-0717. Jacquelyn Goetter has been appointed 
Senior Analyst, CXM; Derron Matthews as Data Analyst, Social Media; 
and Kendra James as Director, Business Insights. They can be reached 
in the King of Prussia, PA, office at 484-322-0880. Crista Provax, Alyssa 
Vicidomine, Alexa Masia, and Brendan Russell have been appointed 
Associate Media Planner; Justin Savastano as Associate Analyst, Data 
Analytics; and Joe Warren as Executive Vice President, Media Investment. 
They can be reached in the Parsippany, NJ, office at 646-840-0717. Nicole 
Saffioti has been appointed Senior Analyst, Business Insights, and Ryan 
Hunkins as Analyst, SEM and Emerging Media. They can be reached in 
the Cherry Hill, NJ, office at 856-667-8577. Kevin Winstead has been 
appointed Manager, Data Analytics, and Michael Snow as Director, 
Business Insights. They can be reached in the Chicago, IL, office at 646- 
840-0717. 

Evoke KYNE has announced the promotion of Kate Callan as Executive 
Vice President, Head of Social Media. She can be reached at kate.callan@
evokegroup.com.

Genentech has announced the appointment of Samantha Bogus as Digital 
Customer Experience Delivery Manager. She can be reached at bogus.
samantha@gene.com.

Gilead Sciences has announced the departure of Andrew Cheng as CMO. 
The company has not yet announced a replacement.

Medical Knowledge Group has announced the appointment of Kip Ander-
son as Vice President of Business Development. He can be reached at 
kipanderson@mkgny.com. 

Novartis has announced the promotion of Sreejit Mohan to Global Head of 
External Communications. Klaus Moosmayer is also set to join the com-
pany later this year as Chief Ethics, Risk, and Compliance Officer. They can 
be reached at 862-778-2100.

Ogilvy has announced the appointment of Andy Main as CEO. He can be 
reached at 212-237-4000.

Saatchi & Saatchi Wellness has announced the appointment of Celby 
Richoux as Vice President, Strategy. She can be reached at celby.richoux@
saatchiwellness.com.

Wunderman Thompson Health has announced the appointment of Michael 
Cole as Global Client Partner. He can be reached at michael.cole@
wundermanthompson.com. 

NEW NOTEWORTHY
awards • mergers • approvals

AbbVie, in cooperation with Neurocrine Biosciences, Inc., has announced 
the FDA approval of Oriahnn (elagolix, estradiol, and norethindrone acetate 
capsules; elagolix capsules) for the management of heavy menstrual bleed-
ing due to uterine fibroids in pre-menopausal women with a treatment 
duration of up to 24 months. For more information, visit www.abbvie.com.

The American Society of Hematology (ASH) has announced that its full-
text, peer-reviewed articles, editorials, and columns from November 2016 
to the present are now available through the National Library of Medi-
cine (NLM) PubMed Central® Index. For more information, visit www.nlm.
nih.gov.

Evoke Pharma has announced the FDA approval of the application for 
Gimoti, a nasal spray formulation of metoclopramide, making it the first 
nasally-administered product indicated to relieve symptoms in adults with 
acute and recurrent diabetic gastroparesis. For more information, visit 
www.evokegroup.com.

Healio has announced the launch of its latest podcast, Oncology Overdrive. 
Hosted by oncologist Shikha Jain, MD, FACP, each episode covers topics 
in modern-day healthcare. This is the fifth in Healio’s growing roster of 
podcasts intended for specialty healthcare practitioners. For more informa-
tion, visit www.healio.com.

Merck & Co. has announced the FDA approval of Keytruda for people 
whose tumors have a certain number of genetic mutations – a measure 
called high tumor mutational burden – no matter where their cancer origi-
nated. For more information, visit www.merck.com.

Novartis has announced the approval of Cosentyx® (secukinumab) for the 
treatment of active non-radiographic axial spondyloarthritis (nr-axSpA) dis-
ease spectrum. For more information, visit www.novartis.com.

Pfizer, Inc.,  has announced the FDA approval of Nyvepria (pegfilgrastim-ap-
gf), a biosimilar to Neulasta® (pegfilgrastim), indicated to decrease the inci-
dence of infection, as manifested by febrile neutropenia, in patients with 
non-myeloid malignancies receiving myelosuppressive anticancer drugs 
associated with a clinically significant incidence of febrile neutropenia. For 
more information, visit www.pfizer.com.

Publicis Health has announced that it has revamped its traditional internship 
program into a virtual summer academy. Instead of working 40-hour weeks 
in one of Publicis’ office, students are gaining experience through men-
tors, weekly virtual workshops, professional development, and networking. 
With the uncertainty created by the COVID-19 pandemic, the agency 
wanted to continue making its program accessible. For more information, 
visit www.publicishealth.com.

Roche has announced the FDA approval of Xolair (omalizumab), a break-
through therapy designation for the prevention of severe allergic reactions 
following accidental exposure to one or more foods in people with aller-
gies. For more information, visit www.roche.com.

Rx Edge Media Network, which acquired Brandperx in January to offer a 
wider range of services and value for their clients, has announced that they 
are now transitioning into a new company, InStep Health, with a com-
pletely integrated platform to reach healthcare consumers wherever they 
are. The company delivers programs to educate patients and consumers 
and gives brands new opportunities to reach consumers in more meaning-
ful ways. For more information, visit www.instephealthmedia.com. 

Sanofi has announced the FDA approval of Dupixent® (dupilumab) prefilled 
pen. It is approved for all Dupixent indications in patients aged 12 years 
and older, which includes use in certain patients with atopic dermatitis, 
asthma, and chronic rhinosinusitis with nasal polyposis (CRSwNP) for 
at-home administration. For more information, visit www.dupixent.com.

AMM Conversation

Our New Podcast Series

Season Two explores the "new normal" in medical media, as
the industry copes, adapts, and excels in the face of the global

health crisis.

www.ammonline.org/amm-conversations

Season Two: The New Normal

Find us on all your favorite podcast platforms!

4   T H E  E X C H A N G E    w w w . H M E x c h a n g e . c o m  A U G U S T  2 0 2 0

mailto:news@hmexchange.com
https://www.24seventalent.com/
mailto:bbunting@24seveninc.com
https://www.adialpharma.com/
https://www.ascension.org/
mailto:brianpeterson71@gmail.com
mailto:brianpeterson71@gmail.com
https://www.astrazeneca.com/
mailto:jerry.valentine@astrazeneca.com
https://biopharmcommunications.com/
mailto:mike.reynolds@biopharmcommunications.com
mailto:mike.reynolds@biopharmcommunications.com
https://cmimedia.com/
https://www.evokekyne.com/
mailto:kate.callan@evokegroup.com
mailto:kate.callan@evokegroup.com
https://www.gene.com/
mailto:bogus.samantha@gene.com
mailto:bogus.samantha@gene.com
https://www.gilead.com/
https://mkgny.com/
mailto:kipanderson@mkgny.com
https://www.novartis.com/
https://www.ogilvy.com/
https://www.saatchiwellness.com/
mailto:celby.richoux@saatchiwellness.com
mailto:celby.richoux@saatchiwellness.com
https://www.wundermanthompson.com/service/health
mailto:Michael.cole@wundermanthompson.com
mailto:Michael.cole@wundermanthompson.com
https://www.abbvie.com/
https://www.neurocrine.com/
file:///Users/elisedalyparker/Downloads/www.abbvie.com.
https://www.hematology.org/
https://www.nlm.nih.gov/
https://www.nlm.nih.gov/
https://www.nlm.nih.gov/
https://www.nlm.nih.gov/
https://www.evokegroup.com/
https://www.evokegroup.com/
https://www.healio.com/
http://www.healio.com.
https://www.merck.com/index.html
https://www.merck.com/index.html
https://www.novartis.com/
http://www.novartis.com/
http://www.pfizer.com
https://www.pfizer.com/
https://publicishealth.com/
https://publicishealth.com/
https://www.roche.com/
https://www.roche.com/
https://www.instephealthmedia.com/
https://www.instephealthmedia.com/
https://www.instephealthmedia.com/
file:///Users/elisedalyparker/Downloads/Sanofi
https://www.dupixent.com/
https://www.ammonline.org/amm-conversations
http://www.HMExchange.com


I
t’s hard to write this right now…I lost my dad less than 
six months ago to bladder cancer. He lived a long and 
fruitful life, not leaving this world until after his 90th 

birthday. I am blessed to have spent an enormous amount 
of time with him in the last 18 months of 
his life. I had the opportunity to give 
back to him a small fraction of what 
he invested in me.
ABSOLUTES

So, what did he teach me that 
makes him heroic, or at 
least a standout mentor? 
George Herbert said, 
“One father is more 
than a  hundred 
schoolmasters.” 
The truth is, an 
awful lot in me 
was placed there 
by my dad, often-
times without me 
really knowing it. 
I always knew I 
was going to col-
lege. I always knew I had to try hard at everything I sought 
to accomplish. I had to help others, always. I was never 
afraid to compete, and never afraid to offer my thoughts on 
a subject (which has been a key to my professional success, 
and a constant source of irritation to those around me).
PHILOSOPHIES OF LIFE

Some of the philosophies I have relied upon all my life 
were driven by Dad. I hounded him relentlessly to give me 
input on the college I would choose, and the profession 
I would call my own. He made it a point to say that if he 
gave me his advice and I followed it, I would blame him if 
it went badly. Great advice that I have used in my own life 
countless times. There is a humorous side to this, though. 
In the last year, dementia had set in pretty well, and some 
of Dad’s “filters” were off. I cannot remember how many 
times he introduced me to his doctors and nurses as his 
oldest son, successful in advertising, but he added, “I always 
wanted him to be a doctor.” That feedback came about 40 
years too late.
LISTEN

My dad was a great listener. He had the gift of not say-
ing anything while you spoke. Yet you knew he was fully 
engaged in every word and idea you shared. I don’t think 

I’m naturally a great listener, but I have learned to emulate 
Dad and work hard at listening and understanding what 
another says to me, only for the sake of understanding 
them rather than for purposes of rebuttal.
ON WINNING

My dad taught me the value of nuance in strange but 
wonderful ways. At the age of 10, I learned to play pinoch-
le, a pretty complex and nuanced game. After I learned the 

basics, he forced me to focus upon 
nuance, first honing my skill at bid-

ding and, later (after killing me 
several times at play), the crucial 

skill of counting trump.
Dad never let me win. This 

was a source of frustration, 
unt i l  I  go t  good 

enough (I think 
at checkers) to 
win based upon 
my  own sk i l l . 
Tough as it was 
to do, I followed 
him in this too. 

And found enor-
mous joy and kinship with him on the day my daughter 
Abby beat me at Scrabble. I think she got it that day, too.
LESSONS TO LIVE BY

Dad taught the basics of judgment with seemingly funny 
quotes that are truly lessons to live by. “Always cut the 
cards” and “always drink the chaser” don’t just have to do 
with gaming or drinking. It’s about ensuring fairness, and 
about focusing upon self-care.
TELL HIS STORY

One of the finest evenings of my life was when I had 
the opportunity to tell these stories to a group of people, 
including my dad, at a dinner party at my home. The way 
he lit up as I told story after story made me light up, too.

Do me a favor, okay? If your dad is still around, give him 
a call and tell him not just that you love him, but about the 
things you cherish that he put into you. I promise, it will be 
a blessing beyond measure.

Jay Carter is Executive Vice President, Director of 
Business Development, AbelsonTaylor, 433 West 
Van Buren Street, Suite 650N, Chicago, IL 60607. 
He can be reached at jay.carter@abelsontaylor.com 
or 312-894-5625.

by Jay Carter

My Dad Is My Hero

Dad and me at a family wedding in 2018.

A
true passion and heartbeat for serving others is 
found in Melissa Barnhart. She was a co-founder 
of Firefly Literacy Fund 501c3, which was a non-

profit organization that worked to improve reading 
levels, revitalize Philadelphia school libraries, and 
bring books into the homes of individuals and 
families in need. The first event for Firefly Literacy 
Fund raised enough money to fund two books for 
every child in one Philadelphia school for both the Fall and 
Spring book fairs. The following year, they were able to part-
ner with the Flyers Wives Charity and expand their reach. 
Melissa also commits her free time to many local nonprof-
its through the CMI/Compas Wish philanthropic program 
and is an advocate for equal rights. Melissa is amazing with 
children and is known for being a loving and caring Auntie 
to many. Outside of her work, Melissa is an avid traveler 
and foodie. Being bilingual (English and Spanish), Melissa 
enjoys practicing her Spanish and speaking to those around 
the world.
EXPERIENCE AND INNOVATION

Aside from the passion that Melissa brings to the table in 
her philanthropic efforts, her giving spirit and concern for 
others is also demonstrated in her day-to-day role as Exec-
utive Vice President, Group Client Director, at CMI/Com-
pas. While establishing her career, promotion, advertising, 
media and insights, specifically in health, have always been 
top-of-mind for Melissa. With experience at both startups 
and large-scale organizations, Melissa has touched, influ-
enced, and innovated all realms of our industry. From her 
experience at WEGO Health, where she began as just one 
of six employees, to paving the way and making her mark 
at CMI/Compas, which has grown to nearly 600, Melissa 
has brought a wide range of experience to support her 
healthcare clients. She is passionate about partnering with 
clients to develop solutions for their business challenges. 
She is extremely skilled in exploring innovative ways to join 
forces, helping accomplish client goals and pioneer together 
within the cutting edge of healthcare.
EFFICIENT AND EFFECTIVE

Throughout her 15-year career in pharma across HCP 
and consumer audiences, Melissa’s always had a focus on 
customer satisfaction and business development. In her 
most recent role, she led CMI/Compas’ gain-share media 
programs, resulting, for example, in $40MM incremental 
revenue for a top 10 pharma client. She was responsible 
for the integration of U.S. and ex-U.S. omni-channel HCP 
media for a top 5 pharma client’s oncology portfolio, iden-
tifying areas of efficiencies across multiple regions. She 
oversaw the integration of strategic planning methodology 
across 30+ clients, utilizing CMI’s ADAPT (Audience Driven 
Agile Planning and Targeting) methodology for all media 
activity. The ADAPT method helps planners create audi-

ence-driven plans by using 
client-established segmenta-
tion or uncovering the best 
audience segmentation. She 
understands social media’s 
impact on patient commu-
nities and ways to develop 
valuable relationships with 
ePatients. Melissa also mod-
erated a panel of health 
activists at the Eyefor-
Pharma Patient Summit. 

Melissa has been a key 
asset as CMI/Compas 
expands to the global 
space and was instru-

mental in delivering on all global initiatives. Her work is 
described by colleagues as “impeccable.”

From Susan Dorfman, President, CMI: “Melissa is a 
perfectionist. Everything she does is thoroughly thought 
through, planned, and orchestrated so that nothing falls 
through the cracks. If a problem arises, Melissa takes that 
problem or conflict and turns it into an opportunity. She is 
known for her ability to work well with all and has earned 
an immense sense of trust with clients by being dependable 
and keeping customer care top of mind.”
MOTIVATING AND MANAGING

Melissa is highly skilled in managing and educating the 
large team under her, making sure they’re kept abreast of 
all things hot in the industry and growing in their own 
roles. Throughout her career at CMI/Compas, she’s had 
times where she was directly overseeing 40-60 people and 
indirectly overseeing 100-120 people. Her oversight has 
influenced the newer brilliant minds of CMI/Compas and 
educated the next generation of our industry. 

When it comes to motivating team members, Melissa’s 
preferred method is to showcase how each team member is 
contributing to the bigger picture. She has found that once 
people understand the why, they are more willing to get 
behind their leader. She takes a lot of stock in PI Behavioral 
Assessments and learning what makes people tick. How 
do they operate? What is their preferred means of com-
munication? Once determined, Melissa then utilizes this 
knowledge to better organize and manage her team. The 
end goal is that the individual employee is set up to achieve 
utmost success in their professional role. Melissa has also 
led an internal training focused on business-writing as it 
pertains to email, which has proved invaluable to her fel-
low colleagues.

Melissa’s contributions to the agency at large won her 
CMI Employee of the Year in 2015. The Employee of the 
Year is chosen based on the individual who has made an 
impact that is aligned to the CMI/Compas core values and 
who embodies the spirit of who we are - mind and heart.

Sarah Yung is Associate, Public Relations and 
Corporate Communications, CMI/Compas, 3 
Executive Campus, Suite 430, Cherry Hill, NJ 
08002. She can be reached at 856-532-0922 or 
syung@cmicompas.com.

by Sarah yung

A Woman of Influence
Melissa Barnhart
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I 
remember the date (October 25, 2018) and 
the meeting – even the specific table at the 
Memphis Taproom in Philadelphia – where 

it happened. Karima and I were having 
lunch, and the conversation turned from 
media and marketing (a shared passion 
of ours) to the topic of women’s leadership 
development (another shared passion). Karima 
had been involved years earlier as a men-
tor in the Healthcare Businesswomen’s 
Association Mentoring Program in 
Greater Philadelphia and was looking 
for new opportunities to make an 
impact on the lives of other women.
A VISION TO HELP OTHERS SUCCEED

Karima told me she might be 
interested in starting an Affinity 
Group within the HBA, specifically 
for Women of Color, to provide a safe and supportive com-
munity to help these women succeed and achieve their 
full potential. Knowing how much work it would require 
and wanting to give her time to be sure she really meant 
it, I filed the comment away and let it simmer for a while. 
On our next lunch date, though, four months later, Kari-
ma mentioned it again. This time I listened. And the more 
she talked, the more passionate I became about supporting 
her vision.
LACK OF DIVERSITY 
BY THE NUMBERS

A c c o r d i n g 
to  McKinsey  & 
Company’s 2019 
Wo m e n  i n  t h e 
Workplace report, 
87% of companies 
today are highly 
committed to gen-
der diversity, how-
ever some groups 
of women receive 
less support and 
see less opportu-

nity to advance. Women of Color face more 
barriers to advancement, get less support from 
managers, and are less likely to receive spon-
sorship compared to other groups of women. 

According to this same report, for every 100 
entry-level men who are promoted to manager, 
just 68 Latinas and 58 black women are promot-

ed. And Women of Color represent only 4% of 
C-suite executives.

The gender wage gap also 
disproportionately impacts 
Women of Color. Black and 
Hispanic women are reported 
to make between 58-67% of 
what white men earn. When 
you work the numbers, this 
means that black women 
need to work an extra 233 

days a year to earn the equivalent salary of a white man. 
According to EqualPayToday.org, black women need to work 
until August 13, 2020, to catch up to what their white male 
counterparts earned the previous calendar year.
DETERMINED TO DO BETTER

After that second lunch meeting, Karima started to 
put her idea into action. In 2019, after several initial con-
versations with others in the organization, she met with 
Laurie Cooke, HBA’s CEO, and Liz Coyle, HBA’s Executive 

Vice President of 
Value Offerings, 
to begin to navi-
gate the process of 
building the new 
Affinity Group. 
Karima’s initial 
vision was to pilot 
the offering as an 
outreach of the 
HBA Philadelphia 
Chapter, but Lau-
r i e  immedia te -
ly identified the 
pressing need to 

ELEVATING AND EMPOWERING WOMEN OF COLOR

by amy turnquiSt

Karima Sharif, Co-Founder of HBA’s Women of Color Affinity Group.

Karima Sharif

Attendees at the Women of Color welcome reception at HBA’s Annual Conference in 2019.

Women in the Workplace: The Woman of Color’s Perspective fea-
tured open and honest conversation by the three co-found-
ers, Karima, Michele, Vanessa, and other accomplished lead-
ers about the specific challenges they have faced throughout 
their career and the strategies they have implemented to 
overcome them.

I am grateful for Karima’s friendship, her visionary 
leadership, and the personal commitment she has made 
to advancing the impact of all women in the business of 
healthcare.

If you’d like to learn more about HBA’s Women of Color 
Affinity Group or see the schedule of upcoming events, 
please visit https://www.hbanet.org/women-of-color.

Amy Turnquist is Executive Vice President, Digi-
tal Solutions, eHealthcare Solutions. She can be 
reached at aturnquist@ehsmail.com and 484-431-
5590.   

expand the offering to HBA members throughout the orga-
nization. What started as an idea to support local women 
quickly grew into a global movement.

At their Woman of the Year event in May 2019, HBA 
announced that supporting Women of Color would be a 
key priority for the organization that year – a direct result of 
Karima’s initiative.

A natural leader, mentor, and team builder, Karima 
partnered with Michele Sample (AstraZeneca) and Vanessa 
Nortey (Amgen) to help launch the program. At the HBA 
Annual Conference in San Diego in November of 2019, 
Karima, Michele, and Vanessa planned a welcome recep-
tion to gauge interest in this new group. Over 40 women 
gathered together to meet for the first time to share a rare 
moment of connection.
KARIMA’S VISION BECOMES REALITY

February of 2020 is when everything that Karima had 
been working towards finally came together. Over 130 
women registered to attend the webinar that served as the 
formal kickoff for HBA’s Women of Color Affinity Group. 

The HBA’s Women of Color (WoC) Affinity Group seeks to leverage HBA’s established principles and structure to further address the 
racial disparity that continues to hinder the advancement of minority women in the workplace. This group seeks to highlight common 
areas of interest and recommendations to bring forth solutions that create exponential growth of leadership opportunities for Women of 
(all) Colors in the healthcare industry.

Karima’s leadership in building the WoC Community resulted in her selection as the 2019 Marie Curie Innovation Award by the 
HBA Philadelphia Chapter.

A Return to  
Our Favorites

by brandon buttrey

I am so excited to go 
out to dinner with 

my wife. Take a break 
from parenting, sit 
with other  adults , 
drink good drinks, eat 
good food, and sim-
ply be around other 
people. More specifically, we want to go to an Asian 
restaurant to get sushi. I would even simply love to 
go to our local coffee shop, get coffee, and sit in their 
leather chairs quietly! 

Also, I’m looking forward to going to the movies. I 
am excited to see Tenet.

Brandon Buttrey is Director of New Busi-
ness, Underscore Marketing. He can be reached 
at 646-442-4481 or brandon.buttrey@ 
underscoremarketing.com.

Post-COVID Plans
by niCk Salvatore

Once we’re given the ALL-
CLEAR on going outside 

and public gatherings are 
allowed once more – hope-
fully by midsummer – I’m 
planning on heading to the 
beach quite a bit. My family 
has owned a house in Ocean 
City, New Jersey, for roughly 50+ years now, just two blocks’ 
walk from the beach.  

Also, can’t forget Labor Day Weekend, of course! My college 
friends and I are getting a house in Wildwood for 4-5 days and 
are desperately hoping Airbnb doesn’t take our money back. This 
would be the third year of doing that tradition together – same 
group of friends. 

Nick Salvatore is Supervisor, Programmatic Media, at 
PlatformGSK, 100 Penn Square East, 4th Floor, Phila-
delphia, PA 19107. He can be reached at 215-982-
5869 or nick.salvatore@publicishealthmedia.com.

COVID-19Life After

Karima Sharif has been a true hero and a personal mentor for me since we met in 2018. When I originally wrote this article 
several months ago for the HME Heroes Issue, I couldn’t have predicted the devastating events of May 2020 or how recent events 
would open my eyes to more deeply appreciate the critical importance of Karima’s work to empower women of color and take action 
to enable meaningful change. So much has changed for all of us since then.

What hasn’t changed is Karima’s vision or commitment to ensuring that all women – of all colors – receive the support they need 
to achieve their full potential and to turn this moment into a movement. Karima saw two years ago what many of us are seeing 
today. It is my honor to celebrate and share her story.
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T
he phrase that comes to mind when thinking of my 
colleague, Larry Walsh, is “stick-to-itiveness.” This holds 
true in many respects of his life, both professionally  

and personally.
For more than seven years, Larry served in the U.S. Army. 

Leaving the military as a Captain, he joined Pfizer where 
he received five promotions over the course of 16 years. He 
then went to Ferring Pharmaceuticals where he contributed 
for more than a decade. Larry is persistent – and then some. 
He simply does not quit.

When he joined Health Monitor Network as Vice Presi-
dent, Sales, overseeing Pharma Ad Sales and Partnerships, I 
knew about his long-standing success in the pharmaceutical 
industry. I did not know, however, about his personal life 
where he demonstrates the very same qualities.
GETTING IN GEAR

Larry Walsh was always into sports, particularly basket-
ball. Never a competitive or even serious cyclist, he and his 
family couldn’t have anticipated that, with just 45 days to 
train, he’d embark upon two back-to-back cross-country bik-
ing treks totaling 7,300 miles. Once, when he was 18 years 
old, he rode 100 miles on his bicycle. For the more than 
three decades that followed, he cycled for recreation.

Larry approached his family with an idea about riding 
his bike across the country. His daughters said practically in 
unison, “YOLO, Dad!” He asked what they meant and one 
said, “You only live once.” That was the clincher for him. 
He only had six weeks to train, get a bike, pack his supplies, 
and prepare for the trip. Not a lot of time.
OVERCOMING OBSTACLES FOR 3,100 MILES 
IN 67 DAYS

The first ride – and the only one he 
initially intended to do – was from Cal-
ifornia to Florida, which took 67 days 
to complete. The first day was difficult: 
about 10 miles outside of San Diego his 
gear fell off his bike; the hills were very 
difficult to climb; the temperature was 
brutally hot; and he got lost for a short 
time. Needless to say, it did not start off 
well. During this 3,100-mile journey, 

by rodnell e. Workman

One Man’s 
“Never Give Up” 

Story

Stepping Away from Corporate Life and Cycling into the Heart of America

he and 10 other cyclists, whom he had never met before, 
roughed it by sleeping in tents and enduring extreme tem-
perature swings along with torrential rains, which persisted 
throughout half the trek. Nevertheless, he kept moving.

I asked Larry if the military prepared him for the under-
taking. He said that the ride was “essentially a mental 
exercise,” that the Army helped create fortitude and inner 
strength. “My military training instilled a positive outlook 
and a never-give-up attitude,” reported Walsh. “I seem to be 
hardwired that way, which made this journey a lot easier.”
UPPING THE ANTE FOR A 4,200 MILE TREK IN 38 DAYS

Looking back, Larry is not sure what specifically inspired 
him. He believes it was probably the desire to accomplish 
this physical and mental challenge. After his first ride, with 
no intention of repeating the feat, he entered the Trans Am 

At the finish line 
in St. Augustine, FL, 

on November 20, 2018.

The journey begins in San Diego, CA, on 
September, 15, 2018 – Dipping the tire in the 

ocean ritual to christen the start of the journey.

These individuals touched him and changed his life for-
ever. He was taken with the “goodness of our country” as he 
puts it. While he had always demonstrated patriotism, his 
experience gave new meaning to why he had served and for 
whom he swore to protect. He shared meals with complete 
strangers, had heart-to-heart talks with them, and felt sin-
cere appreciation and gratitude for our diverse, interesting, 
and caring nation.

Here are some of the additional takeaways Larry shared 
with me, all of which are his words, not mine.

“Taking on a challenge like this has made me a better person, 
better dad, and better employee.”

“I know, through and through, that money doesn’t buy 
happiness.”

“Follow your passion, enjoy your life, don’t let others  
define you.”

“If you want to boost your confidence, do something outra-
geous like riding a bicycle for 7000+ miles.”

“In Health Monitor Network, I’ve found a company where 
people truly care about each other. Every individual makes a 
positive difference each day.”

In these challenging times, I want to surround myself 
with positive people like Larry Walsh, who never give up – 
even if it’s virtually…for the time being.

For many reasons, we are lucky to have Larry at Health 
Monitor Network. One that stands out is his inability to 
accept limitations. He does not have any preconceived 
notions regarding what can’t be done. It is great to have 
him on our team. I’m honored to share his story.

To learn more about Larry’s incredible journey or his per-
spective on the Health Monitor Difference, please contact 
him at larryw@healthmonitor.com.

Rodnell E. Workman is Chief Marketing Officer, 
Health Monitor Network, 11 Philips Parkway, 
Montvale, NJ 07645. He can be reached at 201-
649-9697 and rodnellw@healthmonitor.com.

Bike Race – a 4,200-mile competition from Astoria, Oregon, 
to Yorktown, Virginia. He began the race with 72 other 
riders from 15 countries, completing the race in 38 days, 7 
hours, and 10 minutes. At age 57, averaging 110 miles per 
day, he and 43 other cyclists finished the race.

Larry took nearly 21 months off from work to do this and, 
as a result, had to face possible economic concerns, which 
he overcame. His family was extremely supportive. His son 
thought what his dad accomplished was “pretty cool.”
LIFE-CHANGING IMPACT

I asked Larry about other aspects of his experience, 
which he is compiling into a book entitled From Suit to 
Saddle that stems from his daily journal entries. He said the 
greatest impact it had on his life was from the people he 
met in the 528 U.S. towns he rode through.

Top of Mt. Vesuvius, near Vesuvius, Virginia – Single most difficult climb of 
the entire 7,300 mile journey.

TransAmerica Bike Route Map.
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W
hen I first agreed to write about 
our recent trip to Mexico, lit-
tle did I know that it would be 

our last for quite some time. Thanks, 
COVID-19!

It now all feels like a distant memory, 
but I’ll do anything to relive our few days 
in paradise for you.

In late January, early February, four 
couples set out on a four-day getaway to 
Riviera Maya, Mexico. Left behind were the 
children and brave grandparents who were 
instructed to oversee the teens every move 
even if they didn’t leave their bedrooms. 
Pretty sure these are the brave men and 
women we often hear about.

If you follow my blog, AlyaBuzz, and our 
travels, then you know that Phil and I usually 
travel with our son Jacob. Our family adven-
tures are often packed morning to night leaving 
very little room for relaxation. Our adventures are always 
fun and often exhausting. This is the reason why an adult 
getaway with fun friends is needed...almost required.

RIVIERA MAYA 
CALLING

If and when 
you are  ready 
to leave all of 
your  chi ldren 
worries behind, 
the adult-only 
UNICO 20°87° 
Hotel in Riviera 
Maya should be 
top of your list.

First, there’s 
the easy-peasy 
four-hour non-
stop flight from 
Philadelphia to 
Cancun followed 
by a 45-minute 

drive south until you’re transported to some serious luxury.
While we’re not big fans of all-inclusive resorts, this 

one feels like a boutique hotel and lives up to its name. 

It’s unique in design, location, and 
approach. Each luxurious room 
faces the Atlantic Ocean and either 

features a terrace with a hydra jacuzzi 
or a private swim-up pool. The resort 
is set on a narrow but beautiful 
white-sand beach and the cocktails 
and cuisines are locally-inspired and 
freshly made. There are three pools, 
a holistic spa and wellness center, 
and I hear a pretty decent gym. 
Although, despite packing a few cute 
workout outfits, I’ve yet to see it and 
this was our second time at UNICO.

Everything from spa services 
to restaurant reservations can be 
booked ahead of time via their app 

or through an assigned Local Host, 
which makes it that much easier to 
slip into total chill mode from go. As 

a guest, you pay a 25% service fee for all treat-
ments. So, while the girls hit the spa for daily facials and 
massages, the boys held down the poolside cabanas we 
reserved to take respite from the hot Mexican sun.
HEADING TO THE HOT SPOT

The restaurants vary from elevated Mexican, where we 
ate on the first night, to Japanese to casual cafés. After two 
nights at the resort, however, we all agreed that on night 
three, we needed a change of pace and ventured north to 
Playa Del Carmen (PDC).

PDC is a beautiful coastal resort town known mainly 
for white-sand beaches, turquoise waters, and a laid-back 
bohemian vibe. It wasn’t that long ago that it was a fishing 
village, but it’s now one of the top vacation destinations in 
Mexico. One of its main attractions? Coco Bongo!

Considered THE hotspot for nightlife in PDC, Coco 
Bongo isn’t your traditional, DJ-controlled nightclub. It’s a 
nonstop party consisting of aerialists, acrobats, conga lines, 
live bands, and musician impersonators. There are projected 
videos, balloons, soap bubbles, and confetti. And just when 
you think it’s over, you’re escorted onstage to help keep the 
crowds moving. Well, at least that was our experience.

There is no traditional dance floor but a central bar that 
morphs throughout the night. It’s awesome fun, so get your 
sleep (doors open at 10:30 p.m.), snag a VIP ticket (you 

by alya Sherman

A  F E W  D AY S  I N Paradise

The girls all dressed up with nowhere far to go.

Swim-up bar as seen from our poolside cabana.

Four fabulous nights flew by in the blink of an eye and, 
while we sat poolside drinking our last round of margaritas 
awaiting our car to transport us back to the airport, we all 
agreed that the next time would be just the same. Well, 
maybe with a few extra days to detox.

Alya Sherman is Group Vice President, Media 
and Investments, Publicis Health Media, 100 
Penn Square East, 11th Floor, North Philadelphia, 
PA 19107. She can be reached at alya.sherman@
publicishealthmedia.com, 856-237-4465 (c), or 
215-399-3444 (o).

won’t want to miss 
a thing), and prepare 
to be entertained 
until the music stops 
and doors close at 5 
a.m. If you’re like us 
and not ready to call 
it a night, ask your 
taxi driver to take 
you to the best tacos 
in town. Chances 
are he’ll take you to 
(I’m good but not 
that good! Call me, 
I may remember by 

the time this goes to print). Fuel up, feed your driver, and 
get on back home because you have some serious detoxing 
to do.
FAB FOUR DAYS…OR MORE

Which leads me to our last night in Mexico, which also 
happened to be Super Bowl LIV Sunday. There was a VIP 
party. It was pretty lame so we made an appearance and 
quickly retreated to the Mura House, UNICO’s teppanyaki, 
yakitori, and sushi restaurant.

Coco Bongo aerialists descending from above.

Living my best life swinging in a hammock over the Atlantic Ocean.

When I think about what I will do and where I will go 
when things open up again after COVID, honestly, I just 

want to go to my favorite bars/cafés, grab a drink and a bite, 
listen to music, and see people again!

My happy place is the Sunset Grille! It’s a small seasonal 
place on the water about a mile away from my house in our 
local marina (Cove 
Mar ina ) .  There ’s 
indoor and outdoor 
seat ing (current -
l y  o n l y  o u t d o o r 
allowed), a super 
ca sua l  v ibe ,  l i ve 
music on weekends, 
BEAUTIFUL sunsets 
(hence the name), 
and, when there, you just feel like you’re on vacation!

I’m not sure I feel too comfortable going anywhere else 
on vacation just yet. So, I plan to spend a lot of time up at 
our lake house in the Adirondacks. I can catch some rays, 
go for a swim, and paddleboard without concern about 
social distancing!

There are a few 
things I’d like to 
remain the same 
after COVID. Just 
s t a y i n g  f i t ,  f o r 
example! I try to 
work out at least 
f ive  mornings  a 
week since I have 
the time. I also ride 
my bike more and 

go for walks to and on the beach. And, I’ve always loved to 
cook, but I enjoy it more now that I don’t feel rushed. I’ve 
tried a lot of new recipes which has been a nice break from 
the norm.

  
Ivette McFarland is Vice President, Group Super-
visor, Multichannel Media, SSCG Media Group/
An Omnicom Health Group Company, 220 East 
42nd Street, New York, NY 10017. She can be 
reached at imcfarland@sscgmedia.com or 212-
798-4560.

The Post-COVID Life 
by ivette mCFarland

Catching rays on Friends Lake, Adirondacks.

Sunset Grille – my Happy Place. 
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DO YOU HAVE ANY PETS?
I rescued my cat Lily, otherwise known as Sweetie, from my 
backyard in Philadelphia. She is three years old (or there-
abouts) and is loving life with us in Seattle.

IF YOU COULD DO A GUEST ROLE ON A TV SHOW, WHICH 
ONE WOULD IT BE?

The Amazing Race or Survivor, both of which I have been 
watching since the start. It’s questionable whether I would sur-
vive on Survivor though!

WHAT IS YOUR FAVORITE RESTAURANT?
Vernick in Philadelphia! Always 
missing Philadelphia restaurants 
on the West  Coast .  However, 
the sushi  in Seatt le  wins!  My 
favorite restaurant in Seattle is 
a little neighborhood sushi spot 
called Kisaku...nothing fancy, just  
great food!

HOW DO YOU STAY FIT?
Three-mile neighborhood walks 
to Sunset Hill Park and at-home 
workouts.

WHAT WOULD BE THE TITLE OF 
YOUR LIFE?

Work hard and be nice!
WHAT WOULD YOU LIKE TO LEARN 
TO DO?

I would love to be a better gardener. 
Almost every home in my neighbor-
hood in Seattle grows tons of herbs, 
veggies, and flowers right in their 
front yard and along the sidewalk. 
Currently, I have strawberries, blue-
berries, tomatoes, and herbs grow-
ing in my small front garden.

WHAT WOULD YOU DO OR BUY IF 
YOU WON THE LOTTERY?

I would build and design a home 
from the ground up (likely with 
lots of land and animals), travel the world, and support my 
parents.

DO YOU HAVE ANY HOBBIES?
I love to read and plan future trips for myself and friends. I 
also love photography, but have never gotten a chance to 
hone that skill.

WHO WAS YOUR FAVORITE TEACHER?
My fifth grade teacher Mrs. Purcell. She was wacky but with a 
huge heart. I was one of her favorites, which may have some-
thing to do with it!

WHAT ONE LITTLE THING ALWAYS MAKES YOU HAPPY, 
OTHER THAN YOUR FAMILY?

My cat and chocolate.

CRAZIEST THING YOU’VE EVER DONE?
Bungee jumped and skydived in Queenstown, New Zealand.

WHAT IS YOUR PET PEEVE?
Loud chewing.

HAVE YOU EVER HAD A BRUSH WITH FAME?
I have pet many famous people’s dogs without realizing it. 

Josh Groban and Mario Batali for two.

WHAT IS YOUR MOST MEMORABLE 
BIRTHDAY?
I’m not a huge birthday fan, but proba-
bly last year when my husband surprised 
me with a weekend in Portland, Maine, 
before we moved to Seattle. We ate 
lots of lobster, my favorite donuts at 
The Holy Donut, and went dogsledding 
through the snow.

IF YOU COULD WORK DOING 
ANYTHING IN THE WORLD, 
REGARDLESS OF THE INCOME, 
WHAT WOULD YOU DO?
I would be a travel writer/photographer 
or a travel agent.

WHAT IS YOUR FAVORITE VACATION 
SPOT?
Within the country, either Maine (my 
favorite food is lobster!) or down the 
shore in Margate, New Jersey, where I 
have been going my entire life. I recently 
also just visited Carmel-by-the-Sea in 
California, which may win a top spot 
for its beautiful beaches and charming 
town. Internationally, some favorites are 
Greece, Thailand, and New Zealand. 

I studied abroad in Sydney, Australia, where I was able to 
travel to both Thailand and New Zealand, and have since 
gone back to Thailand with my husband. Flights are currently 
booked to Japan in November, so my fingers are crossed that 
things settle down by then!

Samantha Bogus is Digital Customer Experience Delivery 

Manager, Genentech. She can be reached at bogus.samantha@

gene.com.

P E R S O N A L  E X C H A N G E

“As you age, live life to the fullest. Travel 
to exotic places, eat good food, walk in 
the park, read lots of books, and under 
no circumstances eat egg-white omelets.” 

— Nora Ephron

Samantha Bogus
Birthplace: Philadelphia, PA
Marital Status: Married
Children: My cat Lily!
Job Title: Digital Customer Experience 
Delivery Manager at Genentech
Years in Industry: 10 years
College: University of Michigan 

Enjoying an aperol spritz in Venice.
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