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The idea for a unique PR 
agency grew out of Laura 
Liotta’s own personal needs 
managing PR agencies 
while working inside big 

pharma and biotech. “Every client wants and 
needs the same thing: a committed team with 
the right experience offering smart strategy 
and quality execution with minimal staff 
turnover,” she says. “In order to ensure that 
the right people stay at your agency for a 
long time, you need to create a collaborative, 
entrepreneurial, and rewarding environment 
that promises challenging work and life bal-
ance. And for Laura, those people are not al-
ways in one city, which is why she built Sam 
Brown Inc. Healthcare Communications, a 
full-service healthcare PR agency that builds 
customized, dedicated account teams from 
a nationwide network of senior healthcare 
communicators.

All in the Family
Why Sam Brown? Well, Sam Brown is a fam-
ily nickname, Laura says. 

“In the early 1920s, my grandfather, 
Samuel Mastrangelo Sr., started a big band 
orchestra in Atlantic City and changed his 
name to Sam Brown to be more memora-
ble,” Laura says. “Eventually, my dad was 

also known as Sam Brown. I adored him. 
My personal drive, ambition, and success 
developed from the confidence he gave me 
to always be a leader, believe in myself, 
and take a risk. He passed away in June 
2004 and was very proud of the agency’s 
first few years. He would love it now. I am 
very proud to carry their name and be Sam 
Brown.”

Living One’s Best Life
As inauspicious as it sounds, Laura’s agency 
was conceptualized on a rare day off. “One day, 
I was home sick watching Oprah and she asked 
her now-famous, simple question, ‘Are you 
living your best life?’”, Laura recalls. “And, I 
was not. I really wanted to find a way to con-
tinue my fulfilling career in healthcare public 
relations, while also having work-life balance. 
When I started Sam Brown, I didn’t even have 
children yet, but I already knew I didn’t have a 
life. And, I knew I could build a better model 
for a PR agency than was available at the 
time.” Laura is very competitive and she wants 
her teams to be the best. 

“I take our reputation very personally so 

delivering the highest quality and value are 
daily driving factors for me,” she says. “Fur-
ther, I want my daughter to have a really good 
role model of a woman in a leadership role who 
also makes lasagna and goes to the occasional 
soccer game. Frankly, women can’t have it all 
without some sacrifice, but the key is to find 
that right balance to fulfill all parts of your 
professional and personal life.”

The agency has a culture of support, trust, 
and accountability that is driven by the entre-
preneurial spirit of its people. 

“We work hard and play hard together 
and support one another above all things,” she 
says. “There is a fulfillment and enjoyment 
of working with knowledgeable, experienced 
peers, who function as true partners — with 
each other and our clients — and these strong 
working relationships drive our results.” Laura 
has ensured that there is little to no hierarchy 
and there is mutual respect for one another. “By 
leveraging each person’s individual strengths 
we can do our best work and retain talent for 
years — decades in many cases — and maintain 
long-lasting client relationships.”

Getting Started
In 2000, GlaxoSmithKline invited Sam Brown 
Inc. to participate in an RFP for the U.S. on-
cology franchise PR business against some 
very large and impressive healthcare firms, and 
the agency won. “This was a pivotal moment 
in my career and for Sam Brown,” she says. “I 
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isk-takers, disrupters, change agents, 
visionaries — more than a dozen 
industry entrepreneurs discuss what it 

takes to make the bold step to create something 
new and the twists and turns of their journeys.
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will never forget how GSK took a chance on a 
new PR agency with a very unique model. The 
work with GSK, which lasted more than 10 
years, helped me recruit so many terrific team 
members and solidified our deep expertise in 
oncology. Today we work with some of the 

coolest emerging cancer companies in the 
industry.” Laura adds she took a line of 
credit on her mortgage to pay for the 

GSK PR RFP in 2000 and since then the 
agency has been self-sustaining.

One of Laura’s favorite things about being 
an entrepreneur is that she can actually listen 
to her gut and do things the way she believes 
is best. “I also like being able to decide not 
to work with clients that don’t treat my team 
right or collaborate well,” she says. “This 
freedom builds loyalty and feels really em-
powering.”

Satisfying Science
For Laura there have been many satisfying 
moments working on some of the most in-
novative and important new medicines that 

have changed lives. “It’s the scientists who 
inspire us,” she says. “And, we work with 
many leaders who are also entrepreneurs. I 
love the energy of working with start-up 
companies, like Tmunity, which is translat-
ing innovative science into groundbreaking 
therapies. We are there from the beginning, 
developing brands, websites, presentations, 
patient engagement, advocacy, and media 
relations to help achieve business objectives 

along their own entrepreneurial journey to 
the patient. It is satisfying to help our cli-
ents, such as GW Pharmaceuticals, forge new 
paths with the launch of the first-ever FDA 
approved cannabis plant-based CBD product 
for children with rare epilepsies. We saw 
firsthand how this medicine impacts families 
and I am proud of our team for the quantity 
and quality of the media coverage over the 
past two years.”
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It’s been said before, but 

I’ll say it again — surround 

yourself with the best peo-

ple across all functions of the business and 

take really good care of them. I think I’m good 

at matching people’s interests with the work. 

And, if for some reason it isn’t a good fit or 

someone isn’t successful in a role, there is a 

compassionate way to make a move that is 

best for everyone. We foster collaboration. 


