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DEBBY JO B l a n k

“IT’S NOT AS HARD AS IT SOUNDS,”
D r. Blank responds when asked how she jug-
gles the myriad tasks assigned to her as chief
business officer of healthcare and agriculture
at Genencor International Inc. 

“Genencor has an objective-setting process
every year and we run the company by org a-
nizing our activities around our objectives.
My purpose is to have the projects tie back to
our objectives,” Dr. Blanks says. “By nature
I’m more of a generalist and my world view is
broad,” she explains. “I’m best suited to the
type of role that requires more perspective,
more vision, where adding value means hav-
ing the ability to see the forest rather than just
the trees. I’m best at solving problems, at
helping companies work out the best strategy
to explore. Edward De Bono wrote a great
book — “Six Thinking Hats” — about man-
agement styles. My style is ‘blue-hat’ because
the blue hat characterizes someone who goes
up 30,000 feet and has a vision and has per-
spective. I have a lot of blue in my manage-
ment hat.”

D r. Blank’s hat may be “blue,” but it also
encompasses myriad functions. She is charg e d
with managing Genencor’s business develop-
ment and internal programs, including pre-
clinical and clinical drug-development groups
and to build new business in healthcare for the
company centering on biopharmaceuticals for
cancer and inflammation, therapeutic vaccines
for cancer and oncogenic viruses, and advanced
transgenic mouse models. She also advises
Genencor on strategy and deal making in bio-
materials and personal care, acts as an investor
relations spokesperson for the company at all
major conferences, and is involved in the pur-
suit of a spin-out of a new business as well as
the creation of an oncology joint venture (see
related box on page 82). 

Genencor is a diversified biotechnology
company that develops and delivers innovative
products and services for the healthcare and
bioproduct markets. 

G e n e n c o r ’s diversification and integrated
set of technology platforms to deliver innova-
tive and sustainable solutions to many of the
problems of everyday life, fit perfectly with
D r. Blank’s ability to envision the complete
picture, which requires a broad knowledge of
all aspects of the business — science, market-
ing, and business strategy. In her almost 20-
year career, Dr. Blank has gained invaluable
experience in all those skill sets. Developing a
big-picture perspective also requires a natural
inquisitiveness, which led Dr. Blank into the
world of medicine in the first place.

The G E N E S I S of a 
L i fe in Science

After completing her B.A. at Stanford Uni-
v e r s i t y, Dr. Blank began her career as a hospi-
tal sales representative for U.S. Surgical Corp.,
which launched a love affair with medicine.

“Until that job, I had taken exactly one sci-
ence course,” Dr. Blank says. “Until I began
working for U.S. Surgical, I had no idea I was
interested in medicine. Since I’d never indicat-
ed any interest in the field, when I told every-
body that I was going to medical school they
thought I was nuts.”

The sales rep job put Dr. Blank in direct
contact with surgeons. 

“I was often in the operating room, helping
s u rgeons learn how to use stapling instru-
ments,” she says. “I was so curious about dis-
ease states, I began asking the doctors about
the problem the patient had, and what hap-
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By nat u re,
De b by Jo Bl a n k i s
a genera l i s t, with a
b road wo rld view.

Her manageri a l
s tyle is be s t - s u i te d

for roles that
re q u i re seeing the
fo rest rather than

just the tre e s.

BY KIM RIBBINK

t takes an exceptional individual to have a vision for a company’s future, to meld

science with business, and to achieve all this with an unswerving focus. For

De b by Jo Bl a n k , M . D., — scientist and business leader at Ge n e n co r
International Inc. — achieving these goals is akin to a marathon, and finding the balance

between business and personal pursuits is vital to reaching the finish line.
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pened once the surgery was done. I found the
hospital experience very exciting, so I decided
to enroll in medical school.”

Even then, Dr. Blank had no inclination
that her decision would lead her into drug-
development. 

“I thought I was going to be an oncologist,”
she says. “I was motivated by working with
sick or dying patients and their families. I liked
the intensity, the human side, but once I went
to MIT to study management, I felt this was a
much better fit for me.”

The combined experience of working as a
sales rep and as a medical resident gave Dr.
Blank a unique perspective on the challenges
of solving scientific conundrums, as well as the
complexities of running a business. Her expe-
riences helped her to understand how physi-
cians make decisions, how products get used,
how doctors think, how therapy is delivered,
how hospitals work, and how technology gets
adopted and paid for.

Having been both on the giving and
receiving end of hospital sales pitches, Dr.
Blank also understood the importance of pro-
viding a service to medical staff rather than
hard selling a product, which served her well
in her various marketing roles.

“I remember how I felt when I was in the
hospital talking to sales reps — I just hated
it,” Dr. Blank says. “I believe it is extremely
important to have a very clinical approach to
marketing products — more educational than
sales focused.”

A Long ROW to H O E
D r. Blank’s healthcare career took off early,

thanks to her ability to strategically plan and
solve problems in a skillful, yet creative way. 

“The strategic planning project that I led at
DuPont culminated in the formation of the
DuPont-Merck joint venture, and that was
probably one of my biggest achievements,” Dr.
Blank explains. “I was hired to help DuPont
figure out what to do with their pharma busi-
ness. Many possibilities were explored — rang-
ing from divesting the business to acquiring
other companies. The process that I helped
develop, with close involvement from the
s e n i o r-management team, led to the joint ven-
ture. This was the type of project that allowed
me to put my problem-solving skills into prac-
tice. Within about 11 months of joining the
company I was a VP. ”

It was at that point that Dr. Blank began to
get a clearer picture of her career goals.

“If a person is ambitious and wants to
advance there are a lot of different ways to get
ahead — through a scientific route, a financial
route, or a business route,” she says. “My expe-
rience at DuPont led me to realize I wouldn’t
get anywhere if I just stayed in strategic plan-
ning — I also needed line-management expe-
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2000 TO PRESENT. Chief business office r, h e a l t h ca re and agri c u l t u re, Ge n e n cor Inte rn at i o n a l

I n c. , Palo Al to, Ca l i f. Managing Ge n e n co r’s ent ry into healthca re. Co m p l e ted major strate g i c

planning pro j e ct and gained bo a rd approval for six new initiat i ves re q u i ring $40 million a ye a r

of inve s t m e nt. Re po rts to CEO and sits on senior-management te a m . Act i ve in the July 2000

initial public offe ri n g. Acts as inve s tor re l ations spo ke s person for co m p a ny at all major co n-

fe re n ce s. Manages business deve l o p m e nt and inte rnal prog ra m s, including pre c l i n i cal and

c l i n i cal dru g - d eve l o p m e nt groups to build new business in healthca re ce nte ring on biophar-

m a ce u t i cals for ca n cer and inflammat i o n , t h e ra peutic vaccines for ca n cer and oncog e n i c

v i ru s e s, and adva n ced transgenic mouse mod e l s. Pursuing a spin-out of a new business as

well as the cre ation of an onco l ogy joint ve nt u re. Advises the co m p a ny on strate gy and deal

m a king in biomate rials and personal ca re.

M A RCH 1999 — 2000. Exe c u t i ve V P, Isis Ph a rm a ce u t i cals Inc. , Ca rl s b a d, Ca l i f. Re s ponsible fo r

i nve s tor re l at i o n s, business and co rpo rate deve l o p m e nt, s t rategic marketing and planning,

human re s o u rce s, and administrat i o n . Headed Ge n e t rove, the genomics business division.

1996 — 1999. Pre s i d e nt and chief ope rating office r, Cy p ress Bi o s c i e n ce Inc. , San Di e g o.Jo i nt-

ly with CEO led turn - a round of publicly traded 80-person co m p a ny with a FDA approved ther-

a peutic dev i ce and pivotal clinical trials to expand indicat i o n s.

1994 — 1996.Senior V P, m a rke t i n g,Adva n ced Te c h n o l ogy La bo rato ri e s,Bo t h e l l ,Wa s h .Re s po n-

sible for global marke t i n g, including prod u ct launches, m a rketing plans, and marketing co m-

m u n i cations for general imaging and ca rd i o l ogy prod u ct lines.Managed marketing group of 60.

1993 — 1994.V P,m a rke t i n g,Sy ntex La bo rato ries Inc. ,Palo Al to,Ca l i f.Managed all in-line prod-

u ct marketing act i v i t i e s, including prod u ct management, m a rket re s e a rc h , fo re ca s t i n g, a dve r-

t i s i n g, p ri c i n g, m a rketing serv i ce s. Managed group of 75.

1992 — 1993. V P, wo rl dwide marke t i n g,The Du Po nt Me rck Ph a rm a ce u t i cal Co. ,Wi l m i n g to n ,

De l . Coo rd i n ated all marketing activities for in-line prod u cts across all marke t s, i n c l u d i n g :

p rod u ct launches, l i n e - exte n s i o n s, c l i n i cal studies, b u d g e t i n g, global bra n d i n g, i nte rn at i o n a l

co n g re s s e s, a dv i s o ry bo a rd s, g ove rn m e nt pri c i n g, e tc. Managed the tra n s fer of Me rck prod-

u cts to the Eu ro pean business. Managed group of 45.

1991 — 1992.V P,n ew prod u ct planning and business deve l o p m e nt,The Du Po nt Me rck Ph a r-

m a ce u t i cal Co. Re s ponsible for R&D rev i ews and planning, m a rket fo re ca s t s, optimizing clini-

cal deve l o p m e nt strate gy, including selection of initial indicat i o n ( s ) ,c l i n i ca l - t rial end po i nt s,

p at i e nt subpo p u l ations and clinical site management, p re l i m i n a ry prod u ct positioning and

p ri c i n g,t rade marki n g,t rade dre s s,p a c ka g i n g,m a n u f a ct u ri n g / i nve nto ry fo re ca s t s,global mar-

ket re s e a rc h , and global pre-launch market deve l o p m e nt. Managed group of 25.

1990 — 1991.Ma n a g e r,d eve l o p m e nt marke t i n g, E. I .Du Po nt & Co. ,m e d i cal prod u cts depart-

m e nt,Wi l m i n g to n ,De l .Re s ponsible for inte rn ational marketing planning for all new prod u ct s.

1989 — 1990. St rategic planning manager, E. I . Du Po nt & Co. ,m e d i cal prod u cts depart m e nt.

Wro te the business plan providing the analytical and strategic basis for Du Po nt’s decision to

fo rm a joint ve nt u re with Me rck & Co.

1985 — 1989. Senior healthca re co n s u l t a nt. Arthur D. Little Inc. , Ca m b ri d g e, Ma s s.

1984 — 1985. I nte rnship inte rnal medicine. New England De a coness Ho s p i t a l , Bo s to n .

1975 — 1978. Hospital sales re p re s e nt at i ve, U . S . Su rg i cal Co rp. , St a m fo rd, Co n n .

E D U CAT I O N :

1985 — 1997. Th re e - year Fe l l owship from The Kaiser Fo u n d at i o n ; co m p l e ted co re MBA

course wo rk at The Sloan Schoo l , Massachusetts Institute of Te c h n o l ogy, Ca m b ri d g e, Ma s s.

1 9 8 5 . M . D. f rom Tu fts Un i ve r s i ty School of Me d i c i n e, Bo s to n .

1 9 7 5 . B. A .f rom St a n fo rd Un i ve r s i ty, St a n fo rd, Co n n .

The seeds of succe s s
DEBBY JO BLANK - RESUME
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rience. I realized I needed a solid track record
in sales and marketing, so I decided I was
going to use the business side — sales, mar-
keting, and general manager — as my route
for advancement.”

C U LT I VAT I N G
St rategic Outco m e s

D r. Blank’s diversified skill sets and “blue
hat” approach to drug management cultivated
her beliefs that a product’s success is anchored
in developing strategic outcomes for the com-
pound throughout its development cycle.

“Most people are not aware of how difficult
it is to figure out the development process of a
drug, and how important it is from the very
beginning to think about how a drug can be
positioned and what group of patients should
be involved in the initial study,” Dr. Blank
says. “Companies need to consider what the
goal is for having a drug on the market, and
how the product is to be used. Those questions
are very much a combination of business and
clinical. The function of new product plan-
ning, which is the bridge between research and
marketing, always interested me. I’ve spent 20
years of my life focused on that aspect of drug
development. I think companies can make ter-
rible mistakes or incredibly smart moves
depending on how they develop a drug.”

D r. Blank’s goal is to ensure that Genencor
takes a well-thought out approach to its clini-
cal trials and eventual product launches. Hon-

ing in on the most promising uses for its suite
of platform technologies will define Genencor
as it continues its clinical research. None of this
will happen overnight, though.

“In drug development, the product life cycle
is so long,” Dr. Blank says. “When designers
make a new dress, they make it for the season
and four months later they’re working on the
next season. In drug development, it takes 10
years to 15 years to get a drug to market.”

Because of the long development times asso-
ciated with compound evolution, patience is a
required attribute for those on the front lines as
well as those who work behind the scenes. 

“I’m very motivated to help Genencor
make the transition successfully to be a real
player on the healthcare side,” she comments.
“Although I’ve been at it for two years and
we’ve shown real accomplishments through
licensing deals, the real achievements are yet
to come and I’m 100% engaged in this task.”

It was two years ago when Genencor
announced that it would leverage its 20-year
history in the development, optimization, and
production of proteins into human healthcare.
At that time, the com-
pany began to execute
a strategy, which
included the manufac-
ture of protein thera-
peutics. 

The company’s and
D r. Blank’s near- t e r m
goals involve develop-
ing protein therapeu-
tic-based products in

tandem with pharmaceutical companies that
will improve patient response to therapy.

“ With some older protein therapeutics, such
as Factor 8 for treating hemophilia or beta
interferons for treating multiple sclerosis, about
25% of patients develop neutralizing antibod-
ies, which means the drug doesn’t work as
well,” Dr. Blank explains. “One of the specific
things Genencor is working on is to determine
what piece of the molecule is causing the
patient to have an immune response to the
product; then we will use our protein engineer-
ing to modify the molecule so it doesn’t cause
that problem. One of my top goals is to begin
partnering with pharmaceutical companies
around these skills. I work with the R&D org a-
nization to make sure that important data are
generated to support our skills to pharmaceuti-
cal companies.” 

Digging D E E P
Protein therapeutics is an area that excites

D r. Blank, since she views this as an opportu-
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H OW IS GENENCOR USING TA RGETED ENZYME PRO - D RUG T H E R-

APY TO FIGHT CA N C E R ?

Ge n e n cor is using its enzy m o l ogy and pro tein engineering skills to cre-

ate an enzyme that has been modified via a process called dire cte d

molecular evo l u t i o n . The enzyme is designed to bind spe c i f i cally to a

tumor antigen or other ca n ce r - s pecific cell surf a ce ent i ty. This targ e te d

e n zyme is injected into the pat i e nt and binds to its target and sits on the

t u m o r. A second injection of a traditional chemothera peutic agent (the

toxic “wa rh e a d”t h at kills cells) is then given to the pat i e nt, but the dru g

is in an inact i ve state. The inact i ve wa rhead circ u l ates in the pat i e nt’s

b l ood supply until it comes to the tumor and is act i vated by the te t h e re d

e n zyme bound onto the tumor. The now act i vated drug then kills the

tumor ce l l s,but does so more pre fe re nt i a l l y, in that it is act i vated only at

the site of tumor ce l l s. This makes the drug safer than tra d i t i o n a l

c h e m o t h e ra py. Ge n e n cor is wo rking on TEPT as a novel mechanism to

t a rget ca n cer thera py more spe c i f i cally to tumor ce l l s.

A Nat u ral Co n n e ct i o n
IN AN EXC LUSIVE INTERV I EW WITH PHARMAVO I C E,

D R .DEBBY JO BLA N K ,TALKS ABOUT GENENCO R’S ONGOING PROJ E C TS .

DEBBY JO BLA N K

H OW IS GENENCOR USING PROTEIN T H E RAPEUTICS AND

P H A R M ACOGENOMIC INFORMATION TO DEV E LOP DISEASE

T R E ATM E N TS ?

Ge n e n cor is a fairly ty p i cal biotech co m p a ny in that we’re trying to take

a dva ntage of impo rt a nt trends in the industry, such as pro tein thera-
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nity to explore a host of treatments for chron-
ic diseases.

“The use of protein therapeutics has com-
pletely transformed the way people think about
drugs,” Dr. Blank says. “It took time for the
premise of monoclonal antibodies to come to
fruition. At one point it was believed that
patients with conditions such as multiple scle-
rosis, rheumatoid arthritis, or anemia would not
tolerate using an injectable drug for the rest of
their lives. But they do, and that has opened the
door for protein therapeutics, which can have a
role that previously wasn’t anticipated.”

Another area of research that is helping to
transform therapy is the growth of pharma-
cogenomics, which uses genetic information to
identify and analyze genes. 

“ Tailoring therapy for patients’ specific
genetic background is extremely exciting,” Dr.
Blank says. “Gathering genetic background is
essential, which means a diagnostics exam is
necessary to demonstrate if the patient is eligi-
ble for the drug.” 

N U RT U R E by Ex a m p l e
During her career, Dr. Blank has overseen a

variety of groups, from large to small, from
R&D to marketing to project management.
All, she says, have the same goals and needs.

“People want to learn and be challenged and
they want to have fun and feel like they’re con-
tributing something that’s really important,”
she says. “That applies to everyone, from a sci-
entist working in the lab to a salesperson work-

ing on the road. Whether I’m managing 3 or
300 people, the psychology side of business
means I have to have an insight into what
makes people tick and how to motivate them.”

Creating an environment where her staff
can feel what they
are doing is impor-
tant, can give a com-
pany its competitive
a d v a n t a g e .

“ I t ’s soft stuff but
it translates into bet-
ter results and better
performance,” she says. “I
strive to lead by exam-
p l e . ”

E n c o u r a g e m e n t ,
information, and rela-
tionships are the keys for
D r. Blank when it comes
to managing her staff.

“My management
style is very informal,
very open, very honest,
also personal,” she says. “I tend to develop a
pretty close personal rapport with the people
with whom I work.”

There is no better indicator of the lasting
impact a manager has had on his or her staff
than the longevity of a relationship.

“I have a close network with people who
used to work for me and I’m extremely proud
of how well many of these people have done,”
D r. Blank says. “I stay in close touch with
them, and that goes back to establishing a
close personal rapport. A lot of women, espe-

cially from DuPont, have stayed in touch with
me and thanked me and said I was an impor-
tant role model.” 

In addition, Dr. Blank has seen her influ-
ence rub off on the companies at which she has
worked. One example she offers is the Gen-
etrove division of Isis Pharmaceuticals.

“The company has
had an enormous num-
ber of deals stemming
from that division, and
that was something that
I set up, something that
I named,” she says. “I
enjoy watching that
division grow. ”

D r. Blank clearly is
gratified to have been
able to play a part in the
lives and careers of peo-
ple with whom she has
worked, and is equally
grateful to the many
people who have helped

her to achieve her goals.
Key among those influential people in Dr.

B l a n k ’s life has been her father. 
“When I was little, my Dad would take my

sister and I down to his office on Saturdays and
he would tell us stories and all these stories —
which I refer to as the Alan Blank School of
Business — led me to understand what busi-
ness is all about,” she explains. “He was in the
insurance business, and when I was 14 I had a
solid understanding of the fundamentals of the
business. I realized that was unusual since none
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peutics and pharm a cog e n o m i c s.Ge n e n cor is the wo rl d’s seco n d - l a rg e s t

p rod u cer of pro te i n s, but only re ce ntly did we begin focusing our ex pe r-

tise on pro tein thera pe u t i c s. Ma ny of the drugs we are inte re s ted in

d eveloping will re q u i re pat i e nt kn ow l e d g e. For ex a m p l e, we’re wo rki n g

on a human papilloma virus va c c i n e.Mo re than 90% of ce rv i cal ca n cer is

a s s oc i ated with infe ction from the HPV viru s. Cu rre nt l y, women with the

disease have surg e ry to take out part of the ce rv i x . But why take out the

ce rvix to get rid of a virus? Why not have a thera peutic that will get rid of

the virus? The trick is that there are many viral stra i n s, and spe c i f i ca l l y

t h e re are 10 or 12 HPV strains that are assoc i ated more pre d o m i n a nt l y

with ca n ce r. Also the pat i e nt’s immunologic backg round has an impact

on how she re s ponds to the viru s. When we’re engineering our

i m m u n o t h e ra peutics for HPV we’re taking adva ntage of info rm at i o n

a bout the particular viral strain and the particular immunologic genetic

b a c kg round of the pat i e nt.

H OW IS GENENCOR USING ITS T E C H N O LOGY PLATFORMS TO HELP

S O LVE “ U N CO N V E N T I O N A L”C H A L L E N G E S ?

We have two pro j e cts on the bio-prod u cts side that we’ve been wo rki n g

on for a long time. We’ve been wo rking with Du Po nt on the use of

re co m b i n a nt molecular biotech techniques to make a small molecule

called 1,3-pro p a n e d i o l ,a key monomer that is used as a po l y m e r.Du Po nt

uses the co m pound in eve rything from clothes to ca rpets to tires to surf-

bo a rd s. Ea rly on, the co m p a ny enco u nte red a problem in that the tra d i-

tional chemical synthesis was too ex pe n s i ve. Du Po nt came to Ge n e n co r

to dete rmine if the co m pound could be made using biote c h n o l ogy

rather than chemistry. We have engineered one of our prod u ct i o n

o rganisms to make this small molecule, which is a ve ry impo rt a nt ingre-

d i e nt in the po l y m e r.Du Po nt is ve ry close to rolling out the co m m e rc i a l-

i z ation of the po l y m e r, which it calls So ro n a .

We also have been wo rking with the gove rn m e nt to lower the co s t

of making bioethanol for gas. Bi oethanol has always wo rked we l l ,a n d

is a good alte rn at i ve fuel source and ve ry clean, but it’s not cheap. Pe o-

ple don’t wa nt to pay a lot for their gas even if it’s env i ro n m e nt a l l y

f ri e n d l y. We’ve deve l o ped a process to turn biomass, which is plant

m at te r, i nto ethanol using our biotech re co m b i n a nt prod u ction sys-

te m s, and we have ext ra o rd i n a rily lowe red the co s t.Th at pro j e ct also is

close to co m p l e t i o n .

I I HAVE A PHILO S O P H Y:

I T’S A V E RY LONG RAC E,

I’M RUNNING A MARAT H O N ,

N OT A SPRINT. A CAREER 

LA S TS A LONG T I M E,YOU 

H AVE TO BE ABLE TO GO ON

F O R EV E R .

H OW ONE BA LANCES THINGS 

IN LIFE IS INCREDIBLY 

I M P O RTA N T.
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of my girlfriends understood what their
fathers did for a living. He was enormously
influential and he was a role model in terms of
my ambition.”

Others who have helped her along her
career path include one of her bosses at
DuPont, Joseph Mollica Ph.D., who is now
the CEO of Pharmacopeia Inc. and, as Dr.
Blank puts it, somewhat coincidentally on the
board of Genencor. Dr. Mollica was the one
who gave Dr. Blank her promotion at DuPont.

“He was in charge of DuPont’s pharma
business for about 10 years,” she says. “He was
a big champion for my career. ”

Ta ki n g T I M E to 
Pl a nt the Ro s e s

D r. Blank loves her job, the environment in

which she works, and the people she works
with. 

“ I t ’s a very non-political, non-hierarchical
company and the culture here is very nice,” she
enthuses. “When I drive to work in the morn-
ing, I look forward to getting in.”

Demanding though her job is, Dr. Blank
enjoys a plethora of out-of-work activities,
including gardening, hiking, and running.

“When my husband and I were in San
Diego, we had a very nice backyard but all it
had was grass and trees,” she says. “So we had
a gardener come in and give us a quote for
putting in some plants, and he came back
with a quote of $90,000. That seemed a huge
amount of money so I decided to tackle the
project myself. Every weekend I would go to
the neighborhood greenhouse and get some
plants, then get out into the garden, dig in the
dirt, do all the planting. It took me almost a
y e a r, but I don’t think I spent $10,000 and it

looked beautiful. I was very proud of the gar-
den because it transformed the yard and I’d
never done anything quite that ambitious
before.” 

Enormous though that project was, it is
that type of activity that has helped Dr. Blank
maintain her enthusiasm for her career.

“I have a philosophy: it’s a very long race,
I’m running a marathon, not a sprint,” she
says. “A career lasts a long time, you have to
be able to go on forever. How one balances
things in life is incredibly important and
t h a t ’s where the gardening and the hiking
come in. All those things, especially physical
things, are a really good balance for me and
are really important to keep me happy so I can
work hard.” ✦

Ph a rm a Vo i ce we l comes co m m e nts about this

a rt i c l e. E-mail us at fe e d b a c k @ p h a rm a l i n x . co m .
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Ma ny of the histo ri cal problems assoc i ated with pro tein and pe p-

tide thera peutics can be addressed by Ge n e n co r’s te c h n o l og i e s. Th e

co m p a ny’s i-mune assay and pro tein engineering plat fo rm allow it to

a l ter a pro te i n’s immunog e n i c i ty — decreasing immunog e n i c i ty fo r

p ro tein thera peutics or increasing the immunog e n i c i ty of antigens fo r

t h e ra peutic va c c i n e s. St rengths in stru ct u ral biology,e n zy m o l ogy, a n d

p ro tein engineering allow Ge n e n cor to cre ate pro teins with enhance d

s t a b i l i ty and act i v i ty. Th rough the co m p a ny’s dive r s i ty and targ e t i n g

te c h n o l og i e s, it can identify and va l i d ate novel drug targets and then

use this info rm ation to develop novel thera pe u t i c s.Ge n e n cor has pro-

g rams ongoing in drug optimizat i o n ,d rug discove ry, and prod u ct i o n ,

focusing in the thera peutic areas of inflammation and ca n ce r.

D RUG OPTIMIZAT I O N

As an earl y - te rm goal, the co m p a ny plans to optimize third - p a rty

p rod u ct ca n d i d ates through its i-mune assay and pro tein engineer-

ing plat fo rm s. The i-mune assay dete rmines the allergenic risk of a

protein by identifying the epitopes that initiate an immune

re s po n s e.Th rough pro tein engineeri n g, these pro b l e m atic epito pe s

can be mod i f i e d, reducing the risk of an allergic re s ponse without

human te s t i n g. Ge n e n cor is act i vely seeking partners for biolog i c

d rug optimizat i o n .

D RUG DISCOV E RY

Ge n e n co r’s te c h n o l ogies also are being leve raged for the discov-

e ry of new thera pe u t i c s. For ex a m p l e, the co m p a ny is exploiting its

kn owledge of pro teases and pro tease inhibitors for the deve l o p-

m e nt of new drugs for inflammation and other impo rt a nt thera pe u-

tic are a s.Towa rds this goal, Ge n e n cor is using its ex pe rtise in pro te i n

ex p re s s i o n ,p ro tein engineeri n g, and bioinfo rm atics in the discove ry

phase and intends to apply manufact u ring and fo rm u l ation ex pe rt i s e

d ow n s t re a m . The co m p a ny also is using its ex pe rtise in ex p l o i t i n g

n at u re’s dive r s i ty to develop new methods for targeting thera pe u t i c s

to ca n cer ce l l s.

T RANSGENIC MODELS

Over the past seve ral ye a r s, Ge n e n cor has been developing a

unique human immunology too l , the i-mune mouse. Upon engra ft-

m e nt of human hemato poietic stem ce l l s, the co m p a ny be l i eves that

it will have deve l o ped the first animal model of the human immune

s ys te m . Ge n e n cor also is developing a re pe rto i re of disease mod e l s

based on its wo rk with transgenic mice and will use these models as

tools for screening and target ident i f i cat i o n , as well as a means to

s t u dy and eva l u ate disease deve l o p m e nt and prog re s s i o n .

T H E RAPEUTIC VACCINES 

Ge n e n co r’s i-mune assay, or epito pe mapping te c h n o l ogy, co u-

pled with its skills in molecular evolution give the co m p a ny the

unusual ability to up-re g u l ate a human immune re s po n s e. Ge n e n co r

n ow is leve raging these skills into the deve l o p m e nt of thera pe u t i c

va c c i n e s. Ea rly wo rk in this area will focus on thera peutic vaccines fo r

o n cogenic viruses for which it has fo rmed a co l l a bo ration with Ep i m-

mune Inc. This co l l a bo ration will focus on the deve l o p m e nt of thera-

peutic vaccine prog rams for human papilloma viru s, h e p atitis C, a n d

h e p atitis B. The co m p a ny has strengthened this plat fo rm with a

wo rl dwide exc l u s i ve license to Ph og e n’s pro p ri e t a ry VP22 te c h n o l ogy

to develop seco n d - g e n e ration thera peutic vaccines for infe ct i o u s

v i ral diseases. Ge n e n cor is assembling a full plat fo rm of te c h n o l og i e s

for thera peutic va c c i n e s, including antigen discove ry, i nt ra ce l l u l a r

d e l i ve ry and fo rm u l at i o n .

An ove rv i ew of Ge n e n co r’s healthca re po rt fo l i o


