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Our people get the job done, even when they’re given impossible odds.That’s a tra-

dition here.

— Phil Hosbach, director of Clinical Operations

and project leader for Tripedia® and TriHIBit™

Betting the Farm

The stakes were enormous. Early in 1989, Dr. Howard Six walked into the

office of Dave Williams with the proverbial good-news, bad-news scenario.The

lawsuits and press coverage from the DTP scare had nearly ruined the company,

along with most of the vaccine industry. Both knew the only way to survive was

to produce a better diphtheria–tetanus–pertussis vaccine.The antigen of choice

— an acellular pertussis component — was available in Japan.The good news

was that Swiftwater had acquired this component from Biken and had gone

into clinical trials, and the trials were going well.

As the first signs of green spread among the stone buildings of campus, Six,

the vice president of Research and Development, delivered the bad news to his

president:Through another Japanese company, Lederle Laboratories had done

the same, and it looked as if Lederle would deliver its product first. Both men

knew the first company to reach the market with what was perceived as a safer

product would enjoy the accolades, as well as the profits.

The stakes were even higher for Swiftwater.The new technology embodied

in the acellular vaccine would drive the industry into the next century, leading

to the creation of an innovative pipeline and helping Swiftwater to differentiate

its products from the competition.And finally, Swiftwater did not have the lux-

ury of funding research and development with revenue from pharmaceutical

sales. If Connaught Laboratories was ever going to be a world leader in pedi-

atric vaccines, the company had to move quickly.That meant money.And that

raised a concern. Swiftwater was no longer a single company; it was now part of

Connaught Laboratories Ltd.
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In Canada, Dr. Don Metzgar, senior vice president of Connaught

Laboratories Ltd. and the person with the purse strings, listened to the story on

the speakerphone. Dr. Six had a plan. Biken’s clinical trials in Sweden had gone

well. Under normal circumstances, Swiftwater would proceed step-by-step,

waiting for each phase to be completed, analyzing the results, and then planning

the next phase. But the labs did not have the time to proceed in sequence, not if

it wanted to beat Lederle.

Swiftwater would plan the clinical trial phases in their entirety.

“Let’s assume everything will work and do it all at one time,” Six proposed.

Williams said he agreed. So did Metzgar.“If we’re going to go for it, let’s do

it right,” Metzgar said.“Let’s increase the trials from 500 to 1,000.We’ll double

the budget.”

“What about Lederle?” Six asked.

“We can catch them,” Metzgar replied.

And they did.Through hard work, long hours, and innovative clinical-trial

planning, Swiftwater became the first company to receive an FDA license for an

acellular pertussis product for infants in the United States.

It was another example of a gutsy decision by Dave Williams and his team.

“This was the only hope we had to be first to market,” he said.“Pertussis is

an important product in pediatric immunization. It’s often called the keystone

of the pediatric vaccine marketplace. It was also the key in the coming combi-

nation vaccine market.The decision had more to do with strategic positioning

in the marketplace.”

Williams said the decision “would be challenged many times along the way”

by people inside and outside the company.

Metzgar, too, was aware of the magnitude of the risk.“I authorized the dou-

bling of the budget, the spending of 1.2 million in Canadian dollars,” he said.“I

had the authority to do so on paper, but I didn’t have the funds.”

The persistence showed by management paid well.After the U.S. Food and

Drug Administration licensed booster doses of Tripedia in 1992, it licensed the

vaccine for infants in 1996.

That strategy also allowed Swiftwater to capture a greater portion of the

world biologicals market. Between 1985 and 1994, the U.S. vaccine market

grew at a compounded annual rate of approximately 11%. During the same

period, Swiftwater’s revenue grew approximately 23%. Over the last decade,

Swiftwater has seen tremendous progress. During that period, revenue grew

from U.S. $30 million in 1985 to approximately U.S. $242 million in 1996.

Between 1997 and 2006, the U.S. vaccine market is expected to grow at a
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compound annual rate of about 14%, from slightly above U.S. $1 billion to more

than U.S. $4 billion. Pasteur Mérieux Connaught anticipates its share of that

market will grow from about 21% to about 33%, with most of the growth

occurring in the pediatric, adolescent, and adult segments.

That kind of progress is sustained by innovation — in research and develop-

ment, in marketing, in managing the resources the company possesses.As

Swiftwater moves into the next century, it plans to broaden its product line,

influence public policy on age-appropriate immunizations, and better manage

the process of FDA approval. But as the gamble with Tripedia illustrates, the

name of the game is research.

The Preeminence of R&D
In the 1990s, the Swiftwater Labs looked at the market’s new emphasis on cost-

cutting and decided that if it wanted to change managed care’s perception of

vaccines, it had to alter its own views on the subject.

“We shifted from selling undifferentiated commodities to marketing vital

technology,” said Damian Braga, vice president of Finance and Administration

and one of the persons who develops Swiftwater’s strategic plans.“We changed

how we would view our products, from commodities to vaccines that are an

essential part of health care.We started to place an emphasis on developing

innovative products and being the first to market with them.”

New Technologies

Senior management has

learned well from the success

of ProHIBiT and Tripedia.

They have followed the exam-

ple of Dr. Slee when he adapt-

ed the Pasteur Institute formula

for the new technology of the

time — glycerinated smallpox

vaccine — and built a business

from it.They understand the

importance of innovation.

Now, they intend to take sci-

ence to the next level.
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Is Sarasota’s real estate market on the mend?
Posted on June 28, 2011 by Jeff Widmer

The housing market remains in the basement for much of the country but in Sarasota, Florida, sales have at least

climbed back to the first floor.

Across the United States sales of existing homes fell in May to the lowest level in six months, declining 3.8%

from the month earlier to a seasonally adjusted annual rate of 4.81 million, the National Association of Realtors

reported. The median sales price slid to $166,500, down 4.6% from a year earlier. But in a sign of possible

recovery, inventory at the end of May dropped to 3.72 million homes, representing a 9.3-month supply.

The numbers in this Gulf Coast community continue to improve,

despite the headwinds of continued foreclosures and tighter

credit. According to the Sarasota Association of Realtors, the

Sarasota real estate market continued its strong spring showing

in May 2011 with 796 total sales reported by members of SAR,

the second highest total in the last six years. Single family home

sales stood at 546 for May 2011, roughly the same as last May

(539). Condo sales were 250, about 10 percent higher than last

May (227).

Prices for both single family homes and condos also climbed in

May 2011, with the condo median sales price of $218,750 at the highest level since October 2009. For single

family homes, the figure in May rose to $159,000, just under the March high of $159,250 and $7,500 below the

national median price.

Inventory, distressed sales drop

The story on inventory is a bit brighter. In Sarasota County inventories fell to a 5.8-month supply of homes and a

7.4-month supply of condos at the end of May. SAR compares those numbers to the end of May 2008, when the

county showed a 22.9-month supply of homes and a 24.3-month supply of condos. The total available property

inventory dropped to 5,010 from April’s 5,258. Inventory reached its peak in April 2007 when 17,089 properties

were on the market.

Once inventory dips below a six-month supply, buyers are often forced to compete for

properties, which generally drives prices higher, according to SAR President Michael Bruno.

“Clearly, we’ve seen an amazing improvement in our market in the past three years,” he

said. “The only thing holding back even greater appreciation appears to be the high

percentage of distressed properties.”

The overall percentage of distressed sales (short sales and foreclosure sales) dropped to 38% of the May 2011

sales number. That compares with 47% as recently as February 2011 and a high of 51% in November 2010. Bruno
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said the May statistics compare favorably to May 2010, when the $8,000 federal homebuyer tax credit initiative

helped to improve local sales.

Pending sales mixed

Pending sales are a better indicator of the region’s housing trend because like building permits they gauge future

activity. In Sarasota pending sales dropped to 841 after hitting a peak of 1,208 in March

2011, reflecting the population’s seasonal migration north and the end of federal tax credits,

according to Kathy Roberts, chief executive officer of SAR. Many residents do the opposite

of northern snowbirds; they move north for the hot months of hurricane season. Last May

pending sales stood at 857.

“I think we’ve seen nice uptick in our marketplace and it seems to be continuing through the year,” Bruno said.

“We don’t have final figures for June but the numbers look very comparable to what we’ve done in the last two

months.”

Sarasota also seems to be recovering faster than much of Florida. “Single family home sales are up 3% in Florida

and 5% in the Sarasota metropolitan statistical area,” Bruno said. For example, his region compares favorably

with the larger Miami marketplace. “If you look at total single-family homes closed in 2011 we’re at 1,079 vs. 875

for Miami.”

An agent with Prudential Palms Realty in Sarasota, Bruno attributes steady sales to several economic factors —

historically low housing prices and interest rates. “The buyers have responded positively with aggressive pricing.

It’s become a more affordable market.” Also driving demand is the area’s reputation as the culture capital of

Florida. “We have cultural diversity in our community.”

Agents more cautious

The view from the trenches is tempered but cautiously optimistic.

“There are more people looking than have been in last few years,” said John J. “Jack” Geldi Jr., who puts his

nearly 50 years’ experience to work with his wife Mary at Ilene Mirman Realty in Sarasota.

“In the $1 million plus area we see more sales because that’s a cash market. In the under

$225,000 you see more because there are affordable prices and the mortgage rates are low.

The bulk of the market is between $225,000 and $1 million. We’re seeing a lot of people

who can buy and get much more house than they could before. Is that translating into a lot

more activity in that area? There’s some but it’s not like it was.”

The market for condominiums is still slow, he said. “The prices have really dropped and we are starting to see

investors who are buying condominiums because of the investment. They know eventually the market will turn

around.”

As for commercial real estate, the news is mixed.

“I think it’s a good-news, bad-news situation.

The prices for commercial properties are going

down, both for sales and for leases. That does

not make the owners or developers real happy.
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That being said, because the prices are lower

there’s been a slight uptick in activity. There are

certain areas that are very good — medical

practices, health institutions — in certain

locations in Sarasota, especially if you’re in areas

experiencing good tourist activity. There’s a

synergy. The hope is that more activity will eventually foretell the beginning of the recovery.”

Still there are several factors dampening the overall real estate market in the region. High unemployment,

battered stock portfolios and homes worth less than an owner’s mortgage are all keeping buyers from the market.

Tighter credit and lending standards don’t help, either. “Right now there is a lot of mortgage money available but

it’s not being expended because the banks are not being very generous with credit,” he said.

Better days ahead

Despite the headwinds, Geldi thinks Sarasota is doing better than other areas of Florida because it offers more

than a warm climate and a beach. “We still are a destination. We’re a community that people want to be in. Our

unemployment rate is a little bit lower than in Florida and the rest of the country. We’re selling, just not at the

level we were expecting.”

Other agents agree. “I feel we’ve bottomed out,” said Tom Zahn, a broker/associate with

RE/MAX Tropical Sands in Sarasota who has worked in the industry for the past 17 years.

“There are different parts of Sarasota that are better than others. We still have tons of

foreclosures to work through the courts. There are still a lot of underwater homes. I don’t see a

continued, precipitous decline but I don’t think we’ll see values start to go up. If you’re looking

for deals you’re going to be able to find them. We’ll be in a trough for a couple of years . . .

maybe. The inventories are coming down. The market is stabilizing.”

Zahn’s outlook for the next two years is cautious

but positive. “I think it’s going to be slow going.

There is a lot of economic news that’s making

people a little goosey. If people are looking for

property they can find a number of deals. I think

it’s going to be quiet but steady.”

That’s because Sarasota offers a mix of music,

theater, dance, dining and sports among other

offerings. “Once you wash out the economics you

still have a phenomenal place to live. That’s

always going to be an attraction.”

This entry was posted in Builders, Business, Construction, Design, Finance, Housing, Innovation, Markets, Real estate, Sales and tagged broker, builders, building, culture,

development, distressed sales, economy, existing homes, Florida, foreclosures, housing, real estate, Realtor, recovery, REO, Sarasota, short sales, symphony, tourism. Bookmark

the permalink.
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DNA (deoxyribonucleic acid)—the primary genetic and hereditary material 
of nearly all living organisms found in the chromosomes in the cell nucleus. 

DNA Sequencing Gel creates maps scientists use to explore human biology 
and other complex phenomena.
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t
biomedical

research companies have brought 
187 new medicines to market, 

including first-in-class products 
for HIV/AIDS, cancer, and rare 

genetic disorders.

he Mouse 
that Roared
As the world convenes in Philadelphia for BIO 2005 
from June 19–22, the spotlight shines on the Dela-
ware Valley where biotech and Big Pharma are mov-
ing innovation from bench to bedside.

The mouse looks like it’s wearing a bad toupee. Which is ironic, since 

this toupee is a piece of hairless skin grafted onto the animal’s back. 

That’s not the only thing that’s different about this situation. The graft 

is artifi cial human skin and the mouse has been genetically engineered 

so its immune system won’t reject the transplant—both products of a 

biotech revolution as seismic as the political one that swept through 

this city 230 years ago.

 The experiments are being conducted by Meenhard Herlyn, DVM 

(doctor of veterinary medicine) and his team of 25 scientists at the Wi-

star Institute in Philadelphia, the venerable organization responsible 

for vaccines that fi ght rubella and rabies, among other diseases.

 Herlyn’s mouse is part of ongoing experiments to fi nd a cure for 

melanoma, one that can’t come too soon for the scientist who has spent 

the past 29 years searching for the disease’s trigger. Worldwide, the 

World Health Organization says, there are an estimated 132,000 cases 

of malignant melanoma (the most dangerous form of skin cancer) an-

nually. One in three cancers worldwide is skin-related; in the United 

States, that fi gure is one in two.

 The magnitude of the problem is not lost on researchers at Wistar. 

Inside the 111-year-old brick building near the University of Pennsyl-

vania campus, rows of lockers, stacks of boxes and bottles of reagents 

crowd the narrow aisles between laboratory benches. There are shiny 

incubators for growing skin, centrifuges that look like washing ma-

chines and a freezer holding 60,000 vials of tumor cells.

 Herlyn’s offi ce is a place of calm amid the clutter. On the walls he’s 

hung a painting of a building and cows, a map of the ancient world, a 

whiteboard covered with diagrams. Wistar’s chairman of the Molecular 

and Cellular Oncogenesis program has a generous smile and a fi rm 

grip. A quiet man, he discusses his work in patient tones, his eyes large 

and luminous, capable it seems of seeing everything.

 In the lab across the hall, Herlyn removes a T-fl ask from the incuba-

tor and slides it under a microscope. Through the lens, the visitor can 

see the target of his research—melanoma cells that resemble small 

sticks of dynamite, with fuses poking out of both ends. Herlyn is look-

ing for something deeper, the pathological changes that lead to cancer.

 “I want to look at the mechanism of disease. Then I develop proof of 

principle for therapies, for why these cancers develop. We make artifi -

cial skin and create melanomas so we can manipulate cells, change 

124 US Airways  Attaché � June 2005

The Wistar Institute in Philadelphia is the first independent 
nonprofit biomedical research institute in the U.S.
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Welcome to Biotech Boomtown. We’re home to most of the world's great 
pharmas, an abundance of healthcare and chemical engineering, and a cost of
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It's hot. It's prospering. Call 1-800-221-0774 or visit selectgreaterphiladelphia.com
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Antic ipat ing  a  Bright  Future

Wyeth is a global leader in pharma-
ceuticals, consumer, and animal
health products. Our Research and
Development programs include
more than 70 therapies and extend
across three platforms: small molecules,
vaccines, and biotechnology. 

With our unprecedented investment
in our biotech business, Wyeth
BioPharma has gained advanced
capabilities in our drug substance
pilot plants and clinical fill/finish
manufacturing, in addition to
building one of the most state-of-the-
art biopharmaceutical campuses in
the world.

Our future is committed to advanc-
ing medicine through partnerships
across discovery, development, and
commercial spectrums. 

through

SCIENCE

PARTNERSHIP

INNOVATION
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genes. We get to see how many genes we need 

to alter to create cancer.”

 His wife, Dorothee Herlyn, DVM, does re-

lated work at Wistar. She is trying to develop 

vaccines that focus the immune system on 

fi ghting cancer.

 “We’ve had some successes based on early 

diagnostics but the treatment of advanced 

disease has not progressed much in 30 years,” 

says Meenhard Herlyn. “Now we are getting 

close. There is great hope that, with some 

new insight, the next fi ve years will bring ma-

jor progress. That is because we now know 

how the signaling of the cancer cells is dis-

turbed through genetic mutations. We know 

which of these pathways are activated; often 

enzymes are responsible. We can fi nd drugs 

to basically block those enzymes. All we have 

to do now is fi gure out the most important 

pathways, basically genes, to target, and how 

to combine drug A with B or C.”

 The credit for much of that progress be-

longs to scientists like Herlyn, who was 

among the inventors on the original patents 

involving monoclonal antibodies, which use 

immune-system cells to make proteins that 

fi ght disease. 

 But Herlyn’s mouse would remain un-

known if it weren’t for people like Meryle 

Melnicoff, Ph.D., who oversees Wistar’s tech-

nology transfer efforts as director of business 

development. It’s her job to move research 

from the laboratory bench to the patient’s 

bedside, via three points of a triangle: aca-

demic researchers to biotech fi rms to global 

pharmaceutical companies with the muscle 

to commercialize a product.

 “As a nonprofi t research institute, it is part 

of Wistar’s mission to ensure that its scien-

tists’ innovations move from the laboratory 

to the clinic as expeditiously as possible,” says 

Melnicoff. “For Wistar, as for most nonprofi t 

research centers and universities, that means 

licensing its discoveries to companies with 

the resources to transform them into com-

mercially viable products.”

 The problem for Big Pharma, Melnicoff 

says, is screening the thousands of candidates 

10VITAL
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Biotech is big business, 
especially in the Greater 

Philadelphia Area.

Nearly a half-million people are directly or indirectly 
employed by the biotech and pharmaceutical industries. 
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microbes
now make it economically 

feasible to produce ethanol 
not only from grain but 
wheat straw and other 

agricultural crop residues

According to 
economic promoter 
Select Greater Philadelphia, 
the region has:

• Eight of the world’s largest 
 pharmaceutical companies within 
 a 50-mile radius

• More than 100 hospitals, 150 research  
 labs, five medical schools, the country’s  
 No.1 children’s hospital, and four 
 specialty hospitals doing research 
 in pediatrics, cancer treatment, 
 and ophthalmology

 • More than 12,000 scientists, nearly  
 36,000 technicians and engineers, and  
 68,000 computer and math specialists 

• More than 80 colleges and 
 universities  

• More than four times the national  
 concentration of pharmaceutical 
 manufacturing  

• The largest freshwater port in the world

• Access to 25 percent of the nation’s
 population in less than a day’s drive

• Office rental rates that are half those  
 in  New York City metro area   
 and lower than Boston, Chicago, and  
 Washington, D.C.  

• Annual venture capital investment  
 of $568 million within the region, 
 44 percent of which goes to bioscience 

• Five regional institutions in the top 100 
 for annual National Institutes of Health  
 funding (the University of Pennsylvania  
 ranks third)
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BIO members are involved in the research and development 
of biotechnology products to benefit mankind.

bio
is the leading industry voice in 

navigating the legal and regulatory 
environment of biotech and 

biomedical products at every 
level—state, national 

and international.

for one successful drug. The solution, she feels, lies in a partnership 

with academic institutions.

 “It still takes a lot of time, money and research to develop a fi nal 

product. Big Pharma starts with 10,000 candidates for every successful 

drug. The question is, ‘How do you weed out 90 percent of the unsuc-

cessful candidates early on?’ That requires a set of research tools, and 

that’s what academic institutions can provide.”

The Biotech Boom
All across the Delaware Valley, the name locals call the Greater Philadel-

phia area, numerous academic research institutions have partnered 

with biotechs and Big Pharma to develop the next breakthrough 

therapy. They include universities such as Drexel, Thomas Jefferson, 

Penn State and cancer centers such as Fox Chase. In 2003, Pennsylvania 

institutions received more than $1.3 billion in academic research grant 

money from the National Institutes of Health (NIH).

 The research fl owing from those institutions into biopharmaceutical 

companies is driving a new phase of economic activity in the region. 

The latest statistics from the U.S. Offi ce of Management and Budget 

show that Greater Philadelphia is now the fourth-largest Metropolitan 

Statistical Area in the country, following New York, Los Angeles and 

Chicago. With a population of 6 million and the nation’s fi fth-largest 

workforce of 3.4 million, the Delaware Valley covers 11 counties in 

three states along the I-95/Amtrak corridor. Philadelphia is now the 

hub of a marketplace that extends from Wilmington, Delaware, to 

Princeton, New Jersey.

 The research has also led to a boom in biotech that’s drawing na-

tional attention. The Philadelphia region has assembled the third-larg-

est biotech employment cluster, according to a July 2004 study released 

by independent think-tank Milken Institute of Santa Monica, Califor-

nia. When compared to the entire life-sciences industry, which includes 

pharmaceutical and medical-device manufacturers, the Philadelphia 

region’s employment ranks second.

 In another study, Milken reports the biopharmaceutical industry 

employs more than 81,000 workers earning $8.4 billion in wages in 

New Jersey and Pennsylvania. The direct economic impact of biophar-

ma in those states is pegged at $17.5 billion.

 The Delaware Valley boasts more than 60 pharmaceutical compa-

nies or facilities, according to a PECO Energy study. Top employers 

include Merck & Co., Wyeth Pharmaceuticals, GlaxoSmithKline, Astra-

Zeneca and IMS Health Inc. But biotech’s impact goes beyond employ-

ment, says Fritz Bittenbender, president of Pennsylvania Bio, the state’s 

trade organization. “We are the nation’s commercialization center—

where therapies, devices and vaccines move from the laboratory to pa-

tients.” Solutions to global health problems have come from the region, 

he says. “Rubella has just been eliminated in the United States. That 

technology came from Wistar and was developed by Merck.”

 Bittenbender is proud of the region’s growing stature. “It is rare to 

fi nd a location where, within a car ride, so many of these vital compo-

nents of the industry can be so easily accessed.” As further proof of the 

state’s biotech muscle, Philadelphia will host BIO 2005 in June. Nearly 
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Hire our well-trained scientific and technical staff and
you have the key to access over 20 years of expertise.
Instantly. Our team can blend seamlessly with yours
to accelerate development, production and your
time-to-market. And our two cGMP facilities are
dedicated to biopharmaceuticals and extended-
release products. In short: Outsourcing to a 
CMO with expertise and capacity gives you much 
> confidence and a better ROI.

When time-to-market is of critical concern the 
key to success is to hire a CMO that has both 
cGMP production capabilities and a stringent
Quality Assurance Systemsm in place. It will help
reduce waste of costly product, increase yields at
every stage and save valuable time at every step 
on your way to clinical trials and the market. 
To find out more, simply access our website at

www.LPaccess.com

When outsourcing is not enough

LOOKING FOR ACCESS AND ACCELERATION?
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Direct economic impact of the biopharmaceutical industry 
in New Jersey and Pennsylvania is reported at $17.5 Billion. 

The Biotechnology Industry Organization 
(BIO) selected Philadelphia as the location for 
the BIO 2005 International Biotechnology 
Convention & Exhibition. This annual event 
has grown more than seven-fold since its start 
in 1993. It has become the world’s premier 
biotechnology event.

A m

BIO 2005 Annual 
International Convention

June 19–22, 2005 

The 2005 event will showcase 
the Philadelphia region’s strength 

as a biopharmaceutical hub. 
Approximately 80 percent 

of the U.S. biopharmaceutical 
industry is located within 

a 50-mile radius 
of the city. 

A “magic hour” view of the Philadelphia skyline.
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According to PECO Energy, the Delaware Valley boasts 
more than 60 pharmaceutical companies or facilities.

20,000 biotech executives, investors, journalists, policymakers and sci-

entists from more than 60 countries are expected to attend the Biotech-

nology Industry Organization’s annual convention.

 Networking on that scale can only lead to more collaboration and 

more discoveries, Herlyn says. “Academia can help the industry select 

the right drugs for the right disease. The scaling up of drug production 

and the management of toxicity studies can be done much better by 

companies, since they have the enormous robotics to do these large 

drug screens.”

Fermenting Change
With all its gleaming tanks, pipes and diagrams on computer screens, 

the clean room at Centocor’s Malvern facility looks more like the inte-

rior of a nuclear power plant than the facility where the company’s hot-

test product, Remicade®, is manufactured. It might as well be, for all its 

complexity. But in this modest corporate park, with its lush lawns and 

walkers who fl ood the streets at noon, Centocor is harnessing power of 

a different sort—the power of proteins to heal.

 Remicade was created from monoclonal antibody technology simi-

lar to the technology developed at the Wistar Institute. Like vaccines, 

the product is classifi ed as a biologic or biopharmaceutical, a therapeu-

tic made from human or animal protein. Biopharmaceuticals are fun-

damentally different from small-molecule drugs made from chemical 

compounds, because biologics can mimic or duplicate natural proteins 

in the body.

 “You take a small-molecule drug and you treat the symptom,” says 

Ron Schmid, vice president of public relations at Centocor. “When you 

create a biologic like Remicade that uses cells to express proteins, it can 

stop the progression of a disease, and that is a sea change from drugs of 

the past.”

 Biopharma is also creating a revolution in business. Monoclonal an-

tibodies for cancer therapy alone could grow into a $13 billion a year 

industry by 2008, according to a report by Kalorama Information in 

New York.

 For Centocor, fusing the power of biology and technology means 

that the equipment isn’t the only thing that shines. Since Remicade was 

approved by the U.S. Food and Drug Administration in 1998 for the 

treatment of Crohn’s disease (and later for rheumatoid arthritis), 

Centocor has treated more than 600,000 patients worldwide. Company 

revenues have skyrocketed from $450 million in 1999 to $2.3 billion in 

2004; during that time, worldwide employment has increased from 

1,600 to 4,000, Schmid says.

 In 1999, Big Pharma took note when global healthcare giant 

Johnson & Johnson purchased the biotech fi rm.

 “It’s an exciting industry to work in,” says Paul Voronko, senior 

director of Manufacturing Operations at Centocor’s Malvern facility, 

located about 30 miles northwest of Philadelphia. “It has grown tre-

mendously in the past 20 years, from an industry with a lot of promise 

but few products to one in which biotech products are becoming the 

more common solutions. It’s gratifying to see the science fi nally living 

up to its potential.”
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The Business of
Science
Balancing science and business is something 

Frank Baldino Jr., Ph.D., does well. Cephalon 

Inc., the company he founded in 1987, is one 

of the world’s fastest-growing biotechs, with 

revenues rising 42 percent from 2003 to 2004. 

Last year, worldwide revenues exceeded $1 

billion for the fi rst time. The company went 

public in 2001.

 “I am even more proud of our underlying 

contribution to human health,” Baldino says. 

“The lives of hundreds of thousands of patients 

have been improved because of our products.”

 Cephalon discovers, develops and markets 

products to treat sleep and neurological dis-

orders, cancer and pain. It currently markets 

three proprietary products—Provigil®, Gabi-

tril® and Actiq®—in the United States, and 

more than 20 products internationally. The 

company employs about 2,400 people in the 

United States and Europe, with headquarters 

in the Philadelphia suburb of Frazer, a scant 

2.6 miles west of Centocor’s Malvern facility.

 Baldino says Cephalon owes much of its 

success to its home in the Greater Philadelphia 

region. “Our location has provided clear ad-

vantages over the past 17 years,” he says. “Phil-

adelphia has more medical schools than any 

city in America. Most of the major pharma-

ceutical companies are within 100 miles of 

Philadelphia. As we build a global business, it’s 

notable that Philadelphia is approximately 

equidistant from San Francisco and London.”

 Baldino believes the timing is right for tre-

mendous growth in life sciences in the Dela-

ware Valley. “I can’t think of a better place to 

build a business.”

Re-engineering R&D
You won’t hear an argument about that from 

senior management at Wyeth BioPharma, 

the biotech unit of Wyeth. With annual 

revenues of more than $17 billion, the global 

pharmaceutical company has 52,000 em-

ployees in 125 countries, 6,200 of whom 
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Veterinarians use biotech-based products and vaccines on 
a daily basis to treat various pet ailments.

today
it is estimated that at least 
70 percent of processed foods on 
grocery store shelves contain 
ingredients and oils from 
biotech crops.

10FAST
FACTS

The Philadelphia 
International Airport—

a major economic player.

Philadelphia International Airport (PHL) is one 
of the nation’s busiest in terms of aircraft op-
erations (486,164 takeoffs and landings annu-
ally) and passenger traffi c (28.5 million people 
a year).

• The airport (phl.org) consists of seven
 terminals spread over 2.5 million square  
 feet offering 120 boarding gates.  
 Some 29 airlines provide more than  
 600 daily nonstop fl ights to more  
 than 130 domestic and international  
 cities, meaning it’s only two hours by  
 air to 50 percent of the U.S. population 
 and six hours non-stop to California,  
 Great Britain, Europe and Latin America. 

• The airport is a major economic player,  
 generating an estimated $8 billion in  
 annual revenue for the region. Some  
 200 businesses tied to the airport  
 provide jobs for nearly 22,000 workers.

US Airways, the dominant airline at PHL, 
has its international base in Philadelphia, 
which is one of the largest Caribbean gate-
ways. The airline offers regular, internation-
al, and express service from terminals at 
PHL. US Airways also offers these statistics 
about airport usage:

• Daily departures from Philadelphia: 494 

• Nonstop flights to the Caribbean: 16

• Nonstop flights to Europe: 11

• Nonstop flights within the U.S. and  
 Canada: 113

• Number of US Airways employees based  
 in Philadelphia: 5,311

• Number of US Airways gates: 78

• Number of self-service check-in 
 kiosks: 56

• Size of the US Airways maintenance  
 hanger in square feet: 100,000
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through successful 

science, technology 

and partnerships

discovering tomorrow’s 
breakthrough medicines…

www.astrazeneca-us.com
© 2005. AstraZeneca Pharmaceuticals LP

At AstraZeneca, our researchers are passionate about

pushing the boundaries of science beyond the limits

of the expected—because we believe there are

virtually no limits to the possibilities of medicine.

As one of the world’s leading pharmaceutical

companies, our global workforce of 60,000 includes

11,500 researchers worldwide, who work continually

to create new sources of hope for patients with

conditions such as hypertension, high cholesterol,

cancer, allergy, asthma, and mental illness.

With a pipeline that has been repeatedly recognized 

as one of the best in the industry, our project-driven

and therapy area led approach to R&D has us well

positioned to continue bringing new, life-saving

medicines to market.
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our chemistry
is anything but common

>

It’s hard for us to imagine a more fertile place for life sciences 
entrepreneurs than the Greater Philadelphia Region — vibrant business 

environment, innovative minds for the job force and growth opportunities for the future. 

Cephalon is a leading biotech-based pharmaceutical company founded by Dr. Frank Baldino, Jr., 

in 1987 in Greater Philadelphia. Today, as we prepare a portfolio of new therapies to impact 

human health and well-being, the chemistry of enterprise, community and the promise of 

growth is reaffi rmed time and again.

To fi nd out more about the Cephalon story visit us on the web @ www.cephalon.com
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healthcare
is the number one market 
for biotechnology 
and is largely responsible 
for biomedical research 
and breakthrough medicines.

Biopharma is not only creating a revolution 
in how to treat diseases but in business as well.
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work in marketing and R&D in its Collegeville, Pennsylvania, 

headquarters.

 Like its parent, known for products such as pain-reliever Advil®, 

pediatric vaccine Prevnar® and antidepressant Effexor®, Wyeth 

BioPharma is becoming a signifi cant player in its own right, with 

major offerings that include Enbrel® for rheumatoid arthritis and 

Mylotarg® for cancer therapy.

 Wyeth BioPharma has developed and launched seven biotech ther-

apies, second only to Genentech in number. Under the leadership of 

Robert R. Ruffolo Jr., president of Wyeth Research, this number is 

expected to double in the next decade. His campaign to overhaul re-

search poured more than $2 billion into R&D in 2004 alone, focusing 

6,000 scientists on three major areas of discovery and development: 

vaccines, proteins and small molecules.

 His team is already starting to see results. The company has in-

creased the number of novel compounds moving into development 

from an average of three per year in the 1990s to 12 per year for each 

of the last four years. From 2001–2004, the company submitted 40 

investigational new drug (IND) applications for new molecular enti-

ties (NME), compared to an average of one to three per year in the 

late 1990s.

 “We worked hard to transform R&D,” Ruffolo says from headquar-

ters near Philadelphia. “This year, for the fi rst time in our history, we 

were named by R&D Directions as one of the top 10 pipelines in the 

world. The magazine said Wyeth has an ‘industry-best’ eight drugs on 

the list of ‘100 Great Investigational Drugs in Development,’ more 

than any other company in the world.”

 Ruffolo credits some of that success to partnerships.

 “One of the reasons biotech companies like to collaborate with us is 

because we are one of the largest biotech companies in the world,” he 

says, noting long-term partnerships with ViroPharma of Exton, Penn-

sylvania, on hepatitis C projects and with Harvard University and the 

University of Pennsylvania on a wide range of research projects. “We 

are probably one of the few companies that do research in all three 

platforms of medicine—small molecule drugs, biotechnology drugs 

and vaccines—and have a blockbuster product in all three areas.”

 Dr. Michael E. Kamarck, senior vice president of Wyeth BioPhar-

ma’s Technical Operations & Product Supply, agrees. “A major char-

acteristic of biopharmaceuticals is the alliance. Because it costs in 

excess of $500 million to build a new facility, we share capacity with 

Amgen and Genentech, for example, to make sure the facilities are 

fully utilized.”

 While collaboration helps grow a business, location plays an 

essential role in the equation.

 “Having our headquarters for biopharma in Philadelphia allows us 

access to academic resources and state-of-the art technology, to Europe 

and the West Coast,” says Cavan M. Redmond, who provides commer-

cial leadership for R&D as Wyeth BioPharma’s executive vice president 

and general manager. “All of that makes it easy to attract talent.”

 Redmond characterizes the Delaware Valley as having “the greatest 

untapped potential of anywhere I’ve seen. We’re going to see this re-

gion continue to grow in the area of biotech.”
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BUILDING ON
SUCCESS.
Celgene Corporation
is delivering the

promise of science to patients
and their families facing
extraordinary challenges with
cancer and inflammatory dis-
ease through innovative next
generation therapies. Driving
commercial success and 
profitability are marketed
products, which include 
THALOMID®‚ (thalidomide),
ALKERAN®‚ (melphalan),
FocalinTM, cellular and tissue
therapeutics, as well as the
Ritalin®‚ family 
of drugs. 

ABOUT CELGENE
Celgene, as a leader in global
biotechnology, has built an
integrated discovery, 
development and commercial-
ization platform for drug and
cell-based therapies that
enables the company to con-
tinue to develop value within
its therapeutic franchise areas
of cancer and inflammatory
diseases. This target-to-
therapeutic platform inte-
grates both small molecule
and cell-based therapies and
spans the critical functions 
required to generate a large
and diverse pipeline of 

innovative next generation
drugs and cell therapies that
address the source of the
disease and not just the
symptoms.

INVESTMENT
CONSIDERATIONS:
• Profitable and revenue 
supporting development of
multiple clinical compounds
across several programs
• Lead clinical candidate
REVLIMID offers near-term
opportunity as an innovative
approach in treating cancer
and inflammatory diseases
• Cutting edge research in 
cellular signaling technology
delivering next generation
therapies with potential to
change standard of care
• Strong, evolving intellectual
property estate supporting a
broad, deep, unencumbered
proprietary pipeline, in strategic
programs, addressing global
commercial opportunities
• Strong financial resources
with more than $700 million
in cash & marketable securi-
ties to support long-term
growth strategy
• Effective senior management
team experienced in success-
ful execution of corporate 
global strategies

FINANCIAL
RESPONSIBILITY—
HALLMARK OF
CELGENE
Celgene continues to generate
revenue with positive earnings.
The Company has accom-
plished this key objective while
accelerating R&D investments,
maintaining full rights to its
core proprietary  products, and
sponsoring therapy assistance
programs for patients in need.
At the same time, Celgene
believes that it is strategically
important to maintain a strong
balance sheet for the flexibility
it provides and for the opportu-
nity it gives the Company to
expand and accelerate the
development and 
commercialization of its
pipeline of products.

Because 23,000,000 
patients suffer from cancer
worldwide...

ANALYST COVERAGE

Bear Stearns & Company

CE Unterberg & Co.

Citigroup Smith Barney

Friedman, Billings, Ramsey

JMP Securities LLC

JP Morgan Chase & Company

Leerink Swann & Company

Lehman Brothers

Merrill Lynch & Co.

Morgan Stanley

Natexis Bleichroeder

Prudential Securities

Thomas Weisel Partners 

R.W. Baird

Celgene Corporation
86 Morris Avenue
Summit, New Jersey 07901
908-673-9000
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Here’s a list of frequently 
used terms in the biotech 
industry:
• B cells. White blood cells that react to  
 foreign substances, such as invading  
 bacteria or viruses, by making proteins  
 called antibodies.

• Antibody. A protein on the surface of  
 B cells that is secreted into the blood in  
 response to a foreign substance, such as  
 a bacterium or virus. 

• Antigen. A substance that, when   
 introduced into the body, stimulates the  
 production of an antibody. Antigens  
 include bacteria and viruses.

• Monoclonal antibodies. Antibodies that  
 are produced in large quantity by the  
 progeny of a single hybrid cell formed  
 in the laboratory by the fusion of a B cell  
 with a tumor cell. The hybrid cell multiplies  
 rapidly, producing large quantities of the  
 monoclonal antibody.

• Reagent. A substance used in a chemical or  
 biological reaction to detect, examine or  
 produce other substances.

• Fibroids. Growths or tumors that develop in  
 the muscular wall of the uterus.

• Biopharmaceutical. Therapeutic biological  
 compound, including recombinant proteins,  
 monoclonal and polyclonal antibodies,  
 antisense DNA or RNA, therapeutic genes,  
 and most vaccines.

• Investigational New Drug application
 (IND). An application that a drug sponsor  
 must submit to the FDA in order to obtain  
 permission to test a new drug in humans.  
 The IND contains the plan for the 
 clinical study.

• New Drug Application (NDA).   
 An application requesting FDA approval  
 to market a new drug for human use in  
 interstate commerce.

• New molecular entity (NME). A medication  
 containing an active substance that has  
 never before been approved for marketing  
 in any form in the United States.

Think Locally,
Act Globally
That’s also the view at the U.S. headquarters 

of AstraZeneca in Wilmington, Delaware.

 “The region is strategically placed for a 

pharmaceutical company because of its 

proximity not only to several biotech compa-

nies but to the FDA,” says Catherine Bonuc-

celli, M.D., vice president of External Scien-

tifi c Affairs with the company. “It’s also a 

great place to live.”

 AstraZeneca’s roots in the Delaware Valley 

date to 1912, and its R&D center in Wilming-

ton is home to the discovery and development 

of Seroquel®, the atypical antipsychotic that 

has become a major brand and growth engine 

for the company. Today the company special-

izes in drugs for gastrointestinal, cardiovascu-

lar, neuroscience and oncology therapeutic 

areas, with products that include Arimidex®, 

Crestor® and Nexium®. AstraZeneca employs 

more than 64,000 people worldwide, with 

4,800 working in Delaware, and boasts annual 

revenues of more than $21.4 billion.

 Its pipeline is promising. The company 

holds 17 projects in Phase I, 17 in Phase II 

and 25 in Phase III development. There are 

28 NME projects in Phase I and Phase II de-

velopment, with 23 high-quality NMEs now 

in preclinical testing. In 2004, the company 

invested $3.8 billion in R&D.

 AstraZeneca didn’t reach this level alone. 

Senior management knows that sharing 

knowledge within the region and the indus-

try can help manage project times and costs. 

Many of those activities involve biotech. In 

the past year, R&D signed 270 collaboration 

agreements with external partners. Collabo-

rations with Abgenix Inc. and Cambridge 

Antibody Technology are expected to com-

plement AstraZeneca’s strengths in small 

molecule treatments by adding antibody-

based therapeutics.

 “AstraZeneca is committed to engaging in 

partnerships that complement our ongoing 

efforts to conquer disease,” says David 

Brennan, president and CEO of AstraZeneca 
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cell
research has involved 

monoclonal antibodies which 
use immune-system cells 

to make proteins that 
fight disease.

In the past year, AstraZeneca’s R&D arm signed 270 
collaboration agreements with external partners.

10WORD
PICS

Brave new words
for a complex business
with it’s own language.
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Biology isn’t the only discipline 
where collaboration and technol-
ogy are helping to improve out-
comes. Healthcare organizations 
in the Delaware Valley are increas-
ing their use of both partners and 
technology to control costs, im-
prove diagnostics and facilitate 
communications among all par-
ties, from providers to patients.
 “The gap between university 
and community hospitals is nar-
rowing,” says Richard P. Miller, 
president and CEO of Virtua 
Health, a multi-hospital health-
care system headquartered in 
Marlton, New Jersey. “We already 
perform clinical trials for Fox 
Chase Cancer Center and Johns 
Hopkins is talking with us about 
others. Virtua is beginning to play 
a major role in research and tech-
nology advancement. Our core 
mission will always be to take care 
of patients, but we can improve 
patient care through research, 
technology optimization and 
strategic partnerships.”
 Virtua has distinguished itself 
as one of the fi rst Six Sigma orga-
nizations in healthcare and as an 
early adopter of clinical and digi-
tal technologies. It has developed 
a strategic alliance with GE 
Healthcare to optimize technolo-
gy, develop leadership and stream-
line clinical operations.
 “We see these alliances as the 
mechanism to move us along the 
healthcare continuum at a much 
faster rate,” Miller says of Virtua, 
which has 7,100 clinical and admin-
istrative personnel and 1,800 physi-
cians as medical staff members.
 Unlike traditional vendor/cus-
tomer relationships where cus-
tomers agree to exclusively pur-
chase the vendor’s products in 
exchange for discounts, the 

Virtua/GE relationship contains 
no preset agreements to buy GE 
products. “In essence, the collabo-
ration leverages the respective 
strengths of both organizations in 
transforming healthcare delivery 
by creating a learning lab environ-
ment,” says Miller.
 A case in point is Virtua’s treat-
ment of uterine fi broids. With 
healthcare evolving toward less-
invasive surgical approaches, Vir-
tua became one of the fi rst health-
care systems in the nation to 
obtain the InSightec Ltd. ExAb-
late® system, a magnetic reso-
nance guided, focused ultrasound 
technology for the non-invasive 
treatment of uterine fi broids. Per-
formed as an outpatient proce-
dure, ExAblate is an alternative to 
hysterectomy, myomectomy and 
uterine artery embolization.
 Virtua is also planning to re-
place its hospital in Voorhees, 
New Jersey, with a digital campus 
that includes a cancer center, doc-
tors’ offi ces, restaurants and a 
300-bed hospital where clinical 
equipment will tie into the IT 
framework so that physicians can 
share information regardless of 
their location.
 But Virtua’s vision of health-
care care doesn’t stop with new 
technology, Miller says. “The Six 
Sigma program at Virtua led to 
the GE partnership. To improve 
performance, we asked, ‘How do 
we take the quality equation in 
industry, where they look at pro-
viding higher quality at a lower 
cost, and transfer that to health-
care?’ We looked at GE’s systems 
and how they applied them to 
manufacturing and brought that 
process to Virtua, then put a lot of 
rigor and measurement to every-
thing we do.”

“Healthcare providers are in-
creasingly turning to partners 
and technology to control costs 
and improve outcomes,” says Tom 
McCausland, president and CEO 
of Siemens Medical Solutions 
USA, which employs nearly 5,000 
people from U.S. headquarters in 
the Philadelphia suburb of Mal-
vern, Pennsylvania.
 Siemens Medical Solutions is 
a division of Germany’s Siemens 
AG, one of the largest electrical 
engineering and electronics com-
panies in the world. The medical 
division focuses on two major 
areas—imaging and information 
technology.
 “We use imaging equipment 
in diagnostics and treatment,” 
McCausland says. “We want to 
fi nd problems faster, because 
that offers a higher cure rate and 
lowers the overall cost to society. 
Secondly, if there is a problem, 
we use imaging techniques as an 
assist to guide minimally invasive 
procedures, avoiding full-blown 
procedures.”
 Like Virtua, Siemens has also 
applied industrial processes 
to healthcare, especially in the 
area of information technology. 
“There is a technology built into 
our software called workfl ow en-
gines. It’s a concept that’s been 
around in the industrial world 
for a long time, in the oil refi ner-
ies of south Philadelphia or the 
paper mills. Everybody knows the 

right things to do, but those pro-
cedures are not well-documented. 
We can use the workfl ow engine 
to create standardized processes 
and embed them in software so 
that it alerts and assists clinicians 
in making decisions and avoiding 
mistakes. It makes sure the right 
dosage of the right medicine gets 
to the right patient at the right 
time.”
 Siemens uses clinical partners 
such as Temple University and 
University of Pennsylvania to 
develop the protocols and tech-
niques that apply the technology 
the company produces. “We’re 
working with Penn’s radiology, 
cardiology and radiation therapy 
departments to develop new ap-
plications using magnetic reso-
nance imaging in neurology.”
 And Siemens latest achieve-
ment? Yet another high-tech 
marvel? No, it’s a system to deal 
with paperwork, a mundane but 
overwhelming chore that physi-
cians may dread even more than 
disease.
 “We’re helping organizations 
look at how a patient moves and 
paperwork fl ows through a facil-
ity so patients don’t have to wait 
for results,” McCausland says. 
“We’re also looking at electroni-
cally submitting information to 
insurance companies.”
 Having procedures covered 
faster and more fully—that may 
be the real medical miracle.

Virtua Health Systems

Siemens
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We’re Siemens, a global innovation company helping the needs of businesses

and communities right here in the US. We are leading physicians to more

advanced diagnoses of heart disease by pioneering 64-slice computed tomography (CT) with the

SOMATOM Sensation® 64, the world’s first CT scanner able to take 192 images of the heart per second.

This non-invasive, virtually pain-free procedure offers exceptional image quality, which can mean better

physician diagnosis, faster recovery time, and increased patient comfort and convenience. But unless you’re

one of the 70,000 Americans that we currently employ, you may not know us. We’re Siemens.

To get more clarity on Siemens Cardiac CT solutions, visit www.usa.siemens.com/heartview 

Who is helping doctors see the heart

We are.
with amazing clarity?
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accententaccent Outsourcing is a fast-moving trend throughout
the biotech industry.

A F T E R Y O U R
M E E T I N G I N  P H I L L Y ,

D O N ’ T C H E C K O U T .  
C H E C K I T O U T .

www.gophila.com

PHILLY’S MORE
FUN WHEN YOU
STAY LONGER

History. Culture. Shopping. Nature. Nightlife. Bring your family and friends and

linger over a cozy dinner. Chill out over drinks at a cool cabaret. Whatever you’re 

into or up for, let Philly extend an unforgettable invitation to stay a little longer.

FOR INFORMATION AND ITINERARIES, GO TO WWW.GOPHILA.COM.
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North America. “When we combine these 

collaborations with the talented and com-

mitted scientists working in our laboratories, 

our ability to succeed is greatly enhanced.”

 Proximity to the wealth of biotech fi rms 

and educational institutions in the region is 

also important to AstraZeneca, Bonuccelli 

says. “We have the opportunity to pull to-

gether sectors, not just the pharma industry 

but the medical device industry, academic 

centers and healthcare centers. It’s not realis-

tic to think any one company or academic 

center alone will have the resources to get the 

best outcomes.”

Taking Out a 
Contract
When Big Pharma looks to partner, manu-

facturing is often the place it starts, says Rob-

ert Broeze, president of Laureate Pharma 

Inc., a 75-person contract manufacturing or-

ganization based in Princeton, New Jersey.

 “The reason partnering is so important in 

our industry is, no matter the size of your 

company, it is very diffi cult to do everything 

yourself,” says Broeze, whose company, with 

$10 million in annual sales, has joined Safe-

guard Scientifi cs Inc. as a subsidiary.

 “Outsourcing is becoming an ever-in-

creasing trend in the industry. In some cases, 

companies want to utilize their fi nancial re-

sources for clinical trials. Their manufactur-

ing facility may be busy doing other things, 

or they may have one product that is differ-

ent from their other products and decide to 

outsource rather than to build a facility.”

 Laureate’s expertise in monoclonal anti-

body-based technology and its location make 

it an attractive partner, Broeze says. The 

company has signed collaboration agree-

ments with Southern Research Institute and 

GTC Biotherapeutics, among others.

 “We’re right in the middle of one of the big-

gest pharmaceutical corridors in the nation—

within an hour’s drive for many of our clients.”

Partners in Profi t
Collaboration isn’t limited to Global Phar-

ma. Celgene Corporation, headquartered in 

Summit, New Jersey, is the ninth-largest bio-

tech company in the world, posting impres-

sive commercial, clinical, regulatory and fi -

nancial results.

 Celgene is completing its second success-

ful year as a profi table company. During 

2004, total revenue increased by 39 percent 

to $377.5 million, while net income rose 

more than twofold to $52.8 million.

 Those results have enabled Celgene to re-

invest capital in its future. In 2004, Celgene 

devoted more than 40 percent of its revenue 

to research and development. “As a conse-

quence of its ongoing investment in cutting-

edge science, Celgene now has a robust pipe-

line comprising 19 compounds, six of which 

are in clinical trials.” says John W. Jackson, 

chairman and CEO. In the next 12 months, 

Celgene has the potential to realize three 
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drug approvals in four indications, he says.

 Commercial programs include pharma-

ceutical sales of Thalomid®, Focalin™ and 

the Ritalin® family of drugs and biothera-

peutic products and services. Flagship prod-

uct Thalomid (thalidomide) treats a type of 

leprosy while Ritalin and Focalin treat people 

with attention defi cit hyperactivity disorder.

 “The company takes great pride in helping 

tens of thousands of patients worldwide,” 

Jackson says. “As we work to improve peo-

ple’s lives, we are also building a highly prof-

itable global biopharmaceutical company.”

Writing the Bio
on BIO
Nowhere is collaboration more apparent 

than at the international conventions spon-

sored by the Biotechnology Industry Organi-

zation. BIO represents more than 1,100 bio-

technology companies, academic institutions, 

state biotechnology centers and related orga-

nizations across the United States and 31 

other nations. BIO members are involved in 

the research and development of healthcare, 

agricultural, industrial and environmental 

biotechnology products.

 Its annual convention, BIO 2005, is ex-

pected to draw as many as 20,000 attendees 

to the Pennsylvania Convention Center in 

Philadelphia from June 19–22.

 “The Greater Philadelphia area is a global 

center for medical research with an entrepre-

neurial spirit that is fostering a strong and 

emerging biotechnology industry,” says Jim 

Greenwood, president and CEO of BIO. “The 

Philadelphia area is home to many top-tier 

universities and research centers. In 2004 

alone, more than $810 million in NIH grants 

and contracts were won by local universities 

and companies. Eight of the largest U.S. 

pharmaceutical companies are located with-

in a 50-mile radius of the city, so there’s a 

strong biotech-pharma partnership.”

 The convention’s growth has paralleled 

that of the burgeoning industry BIO repre-

sents. The number of approved biotechnol-

ogy drug and vaccine products in the United 

States has soared from 22 in 1993 to 212 in 

2004, while investment in the industry sky-

rocketed during that time from $3 billion to 

$20.9 billion, including a record $4.9 billion 

for venture-stage companies. Since its found-

ing in 1993, BIO’s membership has more 

than doubled to 1,131.

Wheels of Fortune
Biopharma contributes signifi cantly to the 

economic health of the Delaware Valley. 

Thousands of people are employed by the 

industry in the region. But biotech is just the 

crest of a wave of economic progress, accord-

ing to Jim Shannon, chief marketing offi cer 

at Select Greater Philadelphia, an economic 

development organization.

 Business is growing. Greater Philadelphia 

is home to 15 Fortune 500 companies and 41 

BIO membership has more than doubled 
since its founding in 1993.
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Fortune 1,000 companies. The Delaware Val-

ley is also an incubator. Last year, the region 

had the fi fth-highest number of fastest grow-

ing, privately held technology companies in 

North America, according to the Deloitte 

Technology Fast 500.

 The area is undergoing a building boom. 

Greater Philadelphia contains almost 134 

million square feet of multi-tenant offi ce 

space in 1,689 buildings, with another 1 mil-

lion square feet of space under construction.

 Employment is rising. Last year, employ-

ment increased by 0.5 percent and is expect-

ed to climb by an additional 1.3 percent in 

2005. The population is rising, too, up 2 per-

cent between 2000 and 2004.

 The infrastructure is solid. The region fea-

tures an international airport with more 

than 600 daily fl ights to more than 130 do-

mestic and international destinations and 

the third-busiest train station in Amtrak’s 

national network, serving 3.7 million pas-

sengers a year.

 Lifestyle is also a draw. Greater Philadel-

phia boasts a cost of living that Select Greater 

Philadelphia estimates is at least 50 percent 

lower than the New York, Boston, and San 

Francisco metropolitan areas.

 “It’s a great home for innovation,” says 

Shannon, “and a great place to live, work, 

and do business.”
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Greater Philadelphia’s cost of living estimates—50 percent 
lower than New York, Boston, and San Francisco metro areas.

Mighty Mouse
Returns
Biotech and the Delaware Valley have come a 

long way. Yet despite the progress, all points 

on the triangle, from academic institutions 

to biotech fi rms to global pharmaceutical 

companies, still face two intractable foes: 

money and time.

 “The resource requirements to develop a 

drug are incredible,” says Wyeth’s Ruffolo. 

“Most biotech companies and certainly most 

universities don’t have the resources needed 

to develop new drugs. It is not unusual for 

the entire R&D process to take 15 years—Ty-

gacil™, one of the new antibiotics we’ve sub-

mitted, was granted priority review by the 

FDA and took 17 years to discover and de-

velop. The cost is somewhere between $800 

million and $1.5 billion to bring a new drug 

to the market. When people hear about a 

major advance coming from the genomics 

revolution, the expectation is that the drug is 

around the corner. In reality, it’s a decade or 

more away.”

 At the Wistar Institute, Meenhard Herlyn 

has waited long enough. With a small army 

of mice and nearly 29 years of work devoted 

to breaking the secret of the most deadly 

form of skin cancer, he’s more than ready for 

a cure, one that will give patients at least half 

of Ruffolo’s time-and-money equation.

 “Today we are on the verge of major 

breakthroughs in cancer therapy. Prevention 

is important, but people will still develop 

cancer. We will work on early detection be-

cause cancer, when detected early, is in most 

cases curable. The director of the National 

Cancer Institute has said that by 2015 he ex-

pects people will no longer suffer and die 

from cancer of all kinds. It is a hard chal-

lenge, but I am with him. I am an optimist.”

Jeff Widmer is the author of The Spirit of 

Swiftwater: 100 Years at the Pocono Labs. You 

can read excerpts of this book and other 

samples of his work at jeffwidmer.com.

7WEB
SITES

To learn more
about the biotech industry,

visit these Web sites.

• National Center for Biotechnology  
 Information

ncbi.nlm.nih.gov    
 Established in 1988 as a national  
 resource for molecular biology 
 information, NCBI creates public 
 databases, conducts research in   
 computational biology, and develops  
 software tools for analyzing 
 genome data.

• Biotechnology Industry   
 Organization 

bio.org
 BIO represents more than 1,100 biotech 
 nology companies, academic institutions,  
 state biotechnology centers, and related 
 organizations across  the United States  
 and 31 other nations.

• Pennsylvania Bio
pennsylvaniabio.org

 BIO’s equivalent on the state level.

• New Jersey Technology Council 
njtc.org

 New Jersey has a number of   
 resources for entrepreneurs, including  
 the NJTC Venture Fund, which makes  
 catalytic seed, start-up and early-stage  
 venture capital investments.

• Select Greater Philadelphia
selectgreaterphiladelphia.com

 One of several economic development  
 and marketing organizations in the  
 Delaware Valley, Select offers several  
 consumer-friendly publications about  
 the region.

• U.S. Food and Drug Administration 
fda.gov

 The site contains glossaries and 
 definitions of key terms in several  
 industrial sectors.

• Council for Biotechnology Information
whybiotech.com

 Founded by biotechnology companies  
 to  share information about research  
 and opinions concerning biotechnology  
 in agriculture.

There are more than 370 biotech 
drug products and vaccines 
currently in clinical trials targeting 
more than 200 diseases, including 
various cancers, Alzheimer’s 
disease, heart disease, diabetes, 
multiple sclerosis, AIDS, and 
arthritis. Understanding biotech’s 
impact, let alone its science, 
is a challenge.
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Philadelphia provides the facilities and services to please any

meeting planner. Quaint shops, fantastic restaurants, acclaimed

museums and performing arts, and the greatest concentration

of American history lie just steps from world-class hotels and 

the spectacular Pennsylvania Convention Center.

Pennsylvania
Convention Center

To learn more about  Philadelphia, call 1.800.CALL.PHL
or visit us online at www.pcvb.org.

The Pennsylvania Convention Center
� With expansion, the Center will boast 700,000 square feet 

of exhibit space; 541,000 contiguous square feet.

� Completely wireless with free WiFi in all public concourses.

� Largest permanent collection of contemporary art in a building 
of its kind.

� Currently, the ratio of exhibit hall space to meeting room space is
3.58:1. With expansion, the total will be 2.75:1.

“I must admit that our attendance figures (over 14,000) far exceeded our expectations. We have
had rave reviews from our members and have heard such things as ‘we love the venue,’ and ‘it is
our best meeting ever.’”

NANCY TODD, MANAGER OF NATIONAL MEETINGS

AMERICAN CHEMICAL SOCIETY, AUGUST 2004

To learn more about  Philadelphia, call 1.800.CALL.PHL
or visit us online at www.pcvb.org.
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Healthcare construction bright spot on building front
Posted on October 24, 2011 by Jeff Widmer

Healthcare construction is one of the bright spots in the building industry.

From August to September construction of single-family homes rose a timid 1.7 percent to a seasonally adjusted

annual rate of 425,000 units, the U.S. Commerce Department reported. Yet healthcare-related construction

continues, despite a pullback from the pace in 2008.

In the fourth quarter of 2010 an estimated $24.9 billion of new hospitals and clinics were under construction,

Health Facilities Management reported. Sixty-three of those projects were valued at more than $100 million

each. Another $27.7 billion in projects were in the planning stage, up from the previous year, according to Reed

Construction Data/RSMeans Business Solutions.

In its annual survey, Health Facilities Management and the American Society for Healthcare Engineering

predicted an increase in healthcare construction in 2011. Based on surveys and interviews with industry leaders,

the organizations said 36 percent of respondents were working on projects and another 31 percent have planned

projects within the next three years. Specialties getting the most attention? Cancer treatment, cardiac care and

orthopedics, priorities that reflect the aging baby boomer population. Other additions and remodeling projects

focus on revenue-producing areas such as emergency departments, imaging and surgery centers.

In its capital survey, VHA reported that two-thirds of its member hospitals are at work on construction

projects—a 35 percent increase for 2011 compared with 2009. VHA predicted a 35-40 percent jump in new

healthcare construction projects over that same period, according to Becker’s Hospital Review.

Anecdotal evidence of a resurgence in healthcare construction abounds. Earlier this year Duke Health System

launched an $800 million project to construct a fully integrated cancer center, hospital tower and School of

Medicine Learning Center in Durham, North Carolina. In New Orleans, work is planned on the construction of

the $750 million University Medical Center to replace Charity Hospital, which closed after Hurricane Katrina. In

suburban Chicago, Elmhurst Memorial Hospital has completed construction of a $450 million main campus.
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Elmhurst Memorial Hospital

Other expansion projects include University Hospital in San Antonio, Texas ($778 million); Memorial Hospital

in Chattanooga, Tennessee ($380 million); Ventura County Medical Center in California ($250 million); Clear

Lake Regional Medical Center in Webster, Texas ($92 million), and NYU Langone Medical Center in New York

City ($80.8 million). Late last year Scott & White Healthcare announced plans to build a 143-bed hospital in

College Station, Texas.

Why the relatively strong showing in healthcare? A combination of necessity and opportunism.

Take the case of Sarasota Memorial Hospital on Florida’s west coast. Some of the buildings on the main campus

were approaching the 50-year mark. Expansion and renovation of the 806-bed hospital to code would have been

problematic. SMH’s new president and CEO, Gwen MacKenzie, had opened the way by turning the system

around financially. In the teeth of a recession the system’s board launched the largest construction project at the

hospital in half a century.

Begun four years ago, the $250 million overhaul is extensive. The nine-floor tower will feature spacious private

rooms; new labor, delivery and mother-baby suites; a state-of-the-art neonatal intensive care unit for premature

and critically ill newborns and new orthopedic, medical and surgical units. The main campus improvements will

replace 220 beds and 1950s-era patient rooms in the oldest wings of the hospital with the latest in healthcare

technology, patient safety features and comfort amenities. The project also includes the latest hurricane proofing

to ensure continuing patient care in the event of a severe storm.

The work is expected to be completed in 2013.

“Construction has proceeded in phases, with the hospital taking a ‘pay as you go’ approach to keep expenses low

and take advantage of market conditions,” the former oncology nurse from Detroit said. “We are financing the

project primarily through the bond market, cash reserves saved in previous years, philanthropy and operating

profits routinely re-invested into our capital budget.”
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MacKenzie said despite a challenging economy hospitals need to capitalize on opportunity.

“It’s not every day you can build something of this magnitude,” she said.

Sarasota Memorial Hospital

This entry was posted in Architects, Builders, Business, Construction, Design, Innovation and tagged Chicago, construction, healthcare, home sales, hospital, housing, recession,

renovation, Sarasota, Texas. Bookmark the permalink.
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A Perfect Match
The Heart of Every Mack ®

 Starts at Hagerstown
Bill Durboraw’s workstation looks like the instrument panel of the space shuttle. 
Inside a $45 million steel-and-concrete bunker called the Engine Development Lab, 
Durboraw peers at computer screens crammed with data on speed, temperature and 
vibration. Behind several inches of glass sits the object of his attention — a Mack MP™ 
Series engine undergoing a comprehensive test to determine if it’s up to standards.

A few hundred feet away robotic arms ring pistons and assemble blocks. Driverless 
vehicles transport engines. A small army of technicians assembles and tests engines 
and transmissions. It is a complex operation that has produced the first heavy-duty 
diesel engines to meet the nation’s advanced pollution-control requirements.

This is the home of the famous integrated powertrain, the high-tech equivalent of the 
one the Mack brothers started building in 1905, the heart and brains of every truck 
that’s earned the Mack Pedigree™ distinction.

Welcome to Mack’s powertrain facility in Hagerstown, Maryland, where for 50 years 
the company has practiced balanced design, creating and testing a package of engine, 
transmission and axle built to function perfectly with each other. Since 2001 Mack has 
invested $300 million in upgrading and expanding the facility to ensure the Bulldog® 
remains the symbol of rugged reliability.

“The components work together to provide optimal performance and fuel economy,” 
says Curt Hassinger, vice president of key accounts at the facility, in explaining the 
benefits of integration. “The engine and transmission are constantly talking with each 
other. Advanced electronics like V-MAC® IV allow us to match the offering with the 
application. That ability has become crucial to performance as emissions regulations 
have become more stringent and the systems more complex and costly.”

“Going all the way back to our now world-famous Maxidyne® engines, Mack was the 
first Class 8 OEM to precisely match the engine’s RPM band to the transmission’s 
steps,” says Wayne Wissinger, Mack’s manager of product strategy. “You have to 
match the power curve with the steps so you don’t lose power during shifts.”

Performing with Precision  
That legacy is evident everywhere. The first person to greet you at Hagerstown is the 
plant’s most-senior employee, Jeanette Dansberger, one of the original hires when 
the facility opened in 1961. From there the tour mixes heritage with technology as it 
moves to the main building. At 1.5 million square feet the plant covers an area the 
size of 100 football fields. There’s a clear line of sight and not a scrap of cardboard 
anywhere. Everything is color-coded: green walkways, blue bins, yellow automated 
guided vehicles (AGVs), orange robotic arms tilting their heads like giant birds. 
Workers smile. The floors shine.

“We have a culture of continuous improvement,” Hassinger says. “A high level of 
robotics, automation and assembly controls ensure consistent product quality. We 
also tap into the talents and minds of employees by asking for improvement ideas.”

The goal is zero defects and safety issues. To achieve that, Hagerstown has implemented 
a production system that sets targets and measures performance to the micron. 
“Quality,” Hassinger says, “is built into the process.”

B I G  S T O R Y

Mack	workers	take	pride	in	building	the	best	diesel	engines	on	the	road.		
From	top:	Donny	Palmer,	Jeff	Shindle,	James	Caldwell	and	Billy	Seablot



54

A Perfect Match
The Heart of Every Mack ®

 Starts at Hagerstown
Bill Durboraw’s workstation looks like the instrument panel of the space shuttle. 
Inside a $45 million steel-and-concrete bunker called the Engine Development Lab, 
Durboraw peers at computer screens crammed with data on speed, temperature and 
vibration. Behind several inches of glass sits the object of his attention — a Mack MP™ 
Series engine undergoing a comprehensive test to determine if it’s up to standards.

A few hundred feet away robotic arms ring pistons and assemble blocks. Driverless 
vehicles transport engines. A small army of technicians assembles and tests engines 
and transmissions. It is a complex operation that has produced the first heavy-duty 
diesel engines to meet the nation’s advanced pollution-control requirements.

This is the home of the famous integrated powertrain, the high-tech equivalent of the 
one the Mack brothers started building in 1905, the heart and brains of every truck 
that’s earned the Mack Pedigree™ distinction.

Welcome to Mack’s powertrain facility in Hagerstown, Maryland, where for 50 years 
the company has practiced balanced design, creating and testing a package of engine, 
transmission and axle built to function perfectly with each other. Since 2001 Mack has 
invested $300 million in upgrading and expanding the facility to ensure the Bulldog® 
remains the symbol of rugged reliability.

“The components work together to provide optimal performance and fuel economy,” 
says Curt Hassinger, vice president of key accounts at the facility, in explaining the 
benefits of integration. “The engine and transmission are constantly talking with each 
other. Advanced electronics like V-MAC® IV allow us to match the offering with the 
application. That ability has become crucial to performance as emissions regulations 
have become more stringent and the systems more complex and costly.”

“Going all the way back to our now world-famous Maxidyne® engines, Mack was the 
first Class 8 OEM to precisely match the engine’s RPM band to the transmission’s 
steps,” says Wayne Wissinger, Mack’s manager of product strategy. “You have to 
match the power curve with the steps so you don’t lose power during shifts.”

Performing with Precision  
That legacy is evident everywhere. The first person to greet you at Hagerstown is the 
plant’s most-senior employee, Jeanette Dansberger, one of the original hires when 
the facility opened in 1961. From there the tour mixes heritage with technology as it 
moves to the main building. At 1.5 million square feet the plant covers an area the 
size of 100 football fields. There’s a clear line of sight and not a scrap of cardboard 
anywhere. Everything is color-coded: green walkways, blue bins, yellow automated 
guided vehicles (AGVs), orange robotic arms tilting their heads like giant birds. 
Workers smile. The floors shine.

“We have a culture of continuous improvement,” Hassinger says. “A high level of 
robotics, automation and assembly controls ensure consistent product quality. We 
also tap into the talents and minds of employees by asking for improvement ideas.”

The goal is zero defects and safety issues. To achieve that, Hagerstown has implemented 
a production system that sets targets and measures performance to the micron. 
“Quality,” Hassinger says, “is built into the process.”

B I G  S T O R Y

Mack	workers	take	pride	in	building	the	best	diesel	engines	on	the	road.		
From	top:	Donny	Palmer,	Jeff	Shindle,	James	Caldwell	and	Billy	Seablot
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The process starts with crankshafts and camshafts. Raw forgings are machined 
to within 0.001 inch of spec. (For reference, a human hair typically 
measures 0.0035 inch in diameter.) When the grinding and finishing 
processes are done the surfaces glow with a mirror finish — all for a part 
most customers will never see but which is essential for engine quality.

The situation is the same with engine assembly. Working with fully 
machined blocks employees install everything from cylinder heads to 
flywheel housing seals. Engines ride on AGVs that follow wires in the floor. 
The AGVs position the engines at each station so that technicians can easily 
reach their work. Each unit has a build schedule programmed into the 
computer system. As employees install components, the computer counts 
the number of items to install and regulates the torque of the power tools.

While the assembly line looks sophisticated, it’s the testing that distinguishes 
Hagerstown from the factories of old.

Verifying Quality
The quest for quality starts before a part enters the plant. “All suppliers 
need to demonstrate the capability to manufacture their components to 
spec,” Hassinger says. “We send auditors to their facilities to ensure they 
have quality standards in place.”

Once assembly starts the facility employs more than 350 in-process 
verification checks, with more at the end of the line. Electric eyes ensure 
all components are in place and properly positioned. A robot presses a 
piston assembly into a block with smooth precision.

All Mack® engines must undergo a thorough quality and performance 
verification before they are allowed to leave Hagerstown. To ensure each 
unit performs the way it was designed, the engines’ gas and fluid systems 
are pressurized to test for leaks. Computers check the electrical system for 
problems like short circuits while putting the engine’s computer through 
its paces. The oil system is filled under pressure to ensure the engine is 
fully lubed before it’s started. The oil fill pressure is also carefully monitored 
to ensure it matches design standards. If it doesn’t, quality engineers 
diagnose and repair. Finally, each engine is run for the first time so 
computers can verify injector firing pulses and other parameters.

Machinery is only one part of the equation. It’s the employees who are 
improving quality, and the bottom line. They meet on the plant floor 
in small groups to solve problems, working on quality-improvement 
activities called kaizen. They monitor their key performance indicators. 
But behind the fancy terms are some simple solutions that show how 
Mack is able to build a competitive product in the United States.

“During assembly a robot using suction cups picks up the head gasket 
and sets it on the block,” says Bill Walls, production system manager. 
“Sometimes two of the gaskets would stick, damaging the one when it 
fell. Or both were placed on the engine and we had to shut down the 
production line to remove the extraneous gasket. One of our employees 
had an idea: why not put a magnet on the machine so there’s enough 
force to pull down the second gasket?”

That’s one example of hundreds. Employees now generate up to 10 ideas 
per worker per year and receive awards for their efforts. But it’s the 
customer, Walls says, who gets the biggest reward. “All of these changes 
improve the product, not just the business.”

Working Smarter
For all of its expertise in manufacturing, Hagerstown is more than an 
assembly line, says Belinda Vinson, manager of communications. “Our 
organization has approximately 1,200 team members in a cross-functional 
structure that brings together professionals from departments ranging 
from product development to finance. Through our 50 years we have 
changed and evolved but have remained an icon in the industry.”

Chuck Pannell, vice president of human resources, agrees. “The 
transformation from 1961 to today has been significant. Looking around 
you see a clean, modern, highly tooled and automated facility. The 
technology of the product has evolved and improved. Our workers have, 
too. Employees need skills and training that were unknown in 1961. We 
employ engineers and specialists of many disciplines and all our employees 
use modern systems and technologies. Our workforce is more knowledgeable 
and engaged than ever while embodying the Mack spirit that has made 
Hagerstown great.”

That’s especially important at a time when other manufacturers are 
challenged just to meet current emissions requirements.

“A large part of this building is dedicated to developing products to meet 
emissions and fuel-efficiency standards,” says Adam White, director of 
the Product Development Lab. “We not only match the engine with the 
transmissions and driveline, we match them to the after-treatment system. 
Mack integrates all of the filters, tanks, pumps and controls so our 
customers know they’re getting a complete package that is certified to 
meet emissions requirements and exceed their expectations.”

That makes Mack a one-stop choice. “Our engines are clean, fuel-efficient 
and virtually trouble-free,” White says. “Why would you want to go 
anywhere else?”

He could be talking about Hagerstown itself.

“Through our 50 years we have 

changed and evolved but have 

remained an icon in the industry.”

  — Belinda	Vinson
Manager of Communications 

 Mack’s Hagerstown Powertrain Operations

Mack	Engine	Development	Lab

Bill	Durboraw	monitors	computers	that	measure	the	health	of	a	Mack	engine	
in	the	Engine	Development	Lab	at	Hagerstown	Powertrain	Operations.

Curt	Hassinger,	vice	president	of	key	accounts	at	Mack’s	facility	in	
Hagerstown,	Maryland.
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At Hagerstown, pride comes in twos and threes. Generations, that is.

“Both of our fathers worked here, on the same line,” Kevin Boyer says as 
he and Donnie Palmer talk about assembling the Mack® T300 transmission.
“You have pride in the standard of living and the company’s involvement in 
the community. My dad would tell you that made all the difference in the 
world. The money that generates from this place throughout the community… 
you take a lot of pride in that.”

Both have worked at Mack’s Powertrain facility in Hagerstown for more 
than 10 years. Boyer builds the front box of the transmission, installing 
the countershaft, main shaft and pump. Palmer does functional testing to 
ensure that transmissions shift easily with no vibration or noise. Both men 
take immense pride in their work.

“There’s a bit of a craft to what we do,” Boyer says. “It’s not just the training 
but the experience in dealing with the nuances of the job, like timing the 
gears. You have to have an ability to put things together, and to know 
what to look for.”

“I don’t have a computer screen to tell me when to shift gears,” Palmer says. 
“I have my ears tuned to what the transmission should sound like. I can 
hear if there’s a little bump on a gear.”

Quality is always on their minds. “Every one of us to a man doesn’t want 
to see something go out the door that isn’t the best thing we can produce,” 
Boyer says. Palmer, whose hands are the last to touch the transmission before 
it leaves the plant, agrees. “You see the product going down the road, you 
know someone in this facility had a hand in that.”

Deep Roots
Some employees have even deeper roots. Third-generation Hagerstown 
employee Mike Armstrong, who assembles transmissions, comes from a 
long line of Mack workers. His father Mick machined engine blocks while 
his grandfather Ted worked as a millwright in the facility. Both of the elder 
Armstrongs arrived at Hagerstown in 1962, a year after the plant opened.

John Hiteshue’s father, John Sr., started at the plant that same year, working 
in the cam and crankshaft department. John Jr. hired on in 1968 and his 
son Scott joined the group in 1999.

Why come to work after 43 years in the same place? “Interest,” says Hiteshue, 
who works in the prototype shop finding the most efficient way to assemble 
new components. “It’s challenging to find a leak, or to change the flywheel 
housing and ship the engine by the end of the day. We all have ideas on 
what’s the best thing to do in a given situation. Nobody’s right all the time 
but it makes you feel good when somebody listens.”

Then there’s the satisfaction of knowing that his work provides the customer 
and the service technicians with a superior product. “If we can make it a 
little easier for the guy in the field, cut down his aggravation, then we’ve 
accomplished something.”

Others take pride in Hagerstown’s integrated approach to production.

“We have manufacturing and engineering in one facility,” says Doug Smith, 
a 40-year veteran who engineers instrumentation and controls in the test cells 
at the Engine Development Lab. “You can walk from engineering right into 
the shop and see how the product is being assembled. We have a common 
goal. People who’ve come here from all over the world say that compared to 
other companies the people here support each other, treat others with respect.”

Smith says that culture translates into better products. “We’ve made a lot 
of improvement to the quality, durability and fuel-economy of the engine. 
People are always asking, ‘Can we measure this?’ I like the job because it’s 
always new.”

Pride in the Name of Mack
Like Their Fathers Before Them, These Workers Wear the Bulldog ® with Pride

Assembly	technician	Kevin	Boyer	works	on	a	Mack	T300	transmission.

New Enthusiasm
That freshness is a big draw for relative newcomers to the operation. They 
like the challenge of using their hands and heads.

“The work is fast-paced, new and innovating,” says Carly Smith, project leader 
for prototype order-to-delivery. “It’s never the same tasks day in and day out.”

Smith (no relation to Doug Smith) coordinates all orders for the prototype labs, 
where Hagerstown builds, tests and tracks engines in the development stage. She 
joined the staff about a year ago after earning a degree in supply chain management
from Shippensburg University and likes the opportunity to apply her skills.

“This job involves so much problem-solving,” she says. “It doesn’t call for a 
textbook answer. When there’s a problem you can’t just look it up on Google.”

Troy Harrison has a bit more experience — he’s worked as a quality technician 
for cams, crankshafts and transmissions for 13 years — but finds the 
same satisfaction in the variations of his job.

“I work in three different departments,” he says as he checks the tolerances 
on a newly minted crankshaft. “One day I might be checking parts, the 
next I’m checking machines.”

A member of the Army National Guard, he’s able to see the parts he 
helps assemble in action. “I can say, ‘If you cast it this way or put the 
flange over here you can improve the product.’ It feels good to be able 
to influence the process or the design.”

Kevin Boyer says that’s one thing that gives him satisfaction — that and the role 
his father played during his years installing synchronizers on the transmission line. 
“I guess it’s come full circle. He retired in 1997 from the same department. Howard. 
If you put his name in the article, he’d be proud. He’d be real proud of that.”
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Project	leader	Carly	Smith	coordinates	orders	for	the	prototype	lab,	which	builds,	
tests	and	tracks	engines	in	the	development	stage.

Quality	technician	Troy	Harrison	runs	a	check	on	a	Mack	crankshaft	to	ensure	it	
meets	specifications.

Scott	Pitzer	inspects	a	Mack	transmission.
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Hagerstown Timeline
Mack Trucks, Inc. replaces engine, transmission and 
carrier facility in Plainfield, New Jersey with $45 million 
powertrain facility in Hagerstown, Maryland

Construction begins on facility

Hagerstown plant opens

First Mack engines roll off assembly line

Company holds first family day picnic with 
9,300 attendees

Mack constructs first four engine emissions test cells

Plant installs first computer numerically 
controlled machine

Hagerstown receives first certification for EPA 
emissions regulations

Hagerstown wins Maryland’s highest recognition, 
Bill Pate Award for outstanding economic and 
civil contributions

Employees build Grief Relief Park, an onsite social 
and recreation area

Mack invests $100 million to modernize equipment 
and introduce E7 engine 

Hagerstown certified ISO 9001-2000

Mack invests $28 million in engine manufacturing 
operation to meet 1998 emission standards

Hagerstown introduces first in-process verification 
system for quality assurance

Hagerstown produces its one-millionth engine, 
a Mack ASET-AC

Company begins $150 million program of upgrades 
and capital investments

State-of-the-art Engine Development Lab opens

Hagerstown begins assembly of MP™ series engines, 
powertrains using Mack® ClearTech™ SCR system

Plant begins subassembly of mDRIVE™ automated
manual transmission

Powertrain facility voted “Best Place to Work” in 
Herald-Mail (Hagerstown) contest

Powertrain facility celebrates its 50th anniversary
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Current facility	 1.5	million	sq.	ft.
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BANKING ON A LEAP OF FAITH 

Good evening everyone and thank you very much for coming out tonight to Cedar 

Crest College.  It’s great to be back at Cedar Crest and to see so many of my friends 

and associates.  

 A big thank‐you to Gene Dickison and the committee for selecting me as the 

recipient of the Woman in Business Award for 2011.  It has been 30 years since I 

graduated from Cedar Crest College and I am honored to be with you tonight.  In fact 

it is also my 30th year in banking here in the Lehigh Valley and my 12th year 

celebrating my 30th birthday!   

When I was chosen for the award I was told that I would have the opportunity to 

present a lecture and that I should start thinking about a topic.  My first thought was 

that the only lectures that I have been giving lately were to my husband, and those 

topics probably are best kept between him and me.   

So as I began to think about what I could share with all of you tonight, I thought a 

good starting place may be to think about how I spend my days as a banker for a 

local community bank.   

And I began to think about how every day I spend a lot of time considering risk.  In 

banking, on a daily basis, we spend a lot of time considering all kinds of risk.  We 

have interest rate risk, investment risk, reputation risk and credit risk, for example.  

I also thought about how each day I spend considering my region’s cost of funds and 

net interest margin and overhead to asset ratios and net income before corporate 
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overhead… and right about now I would have been successful in curing some of the 

audience’s insomnia. 

These things are all very important to bankers but not entirely a complete picture of 

how I view my role as a community banker.  So I looked up the definition of risk, 

which is “the potential that a chosen action or activity (including the choice or 

inaction) will lead to an undesirable outcome”.  The notion implies that a CHOICE 

having an influence on the outcome exists.  Well the word CHOICE spoke to me in 

that, in part, what we do every day really requires somewhat of a leap of faith.  So 

tonight I’m banking on a leap of faith. 

What is faith? Faith is the confidence or trust in someone or something. Faith 

implies a trusting reliance upon future outcomes.   

I’ve been in banking for 30 years – as a retail banker, a small business banker and a 

private banker, and now as president of Team Capital Bank’s Lehigh Valley region. 

Bankers talk a lot about risk.  Risk can be financial, but it’s also the chance we take 

when we help others.   

Over the years I’ve met extraordinary people who took that chance. They worked 

not just for themselves, but for the greater good. I’d like to share one of those stories 

with you tonight. 

A year or so ago Team Capital Bank took a leap of faith and provided a line of credit 

to a local charter school, namely Lincoln Leadership Academy, which is located on 

the East side of Allentown. Team Capital Bank is a new bank here in the Lehigh 

Valley that opened its doors five years ago with a mission of being “different and 

better.”  The bank’s tolerance for risk is perhaps not as great as that of larger or 

established banks. I heard the story of lifelong educators who had a dream of 

building a school for students the system has discarded.  

Sandra and Sis‐Obed Torres, are you here tonight?  Sandra and Sis‐Obed looked at 

public school programs across the nation and decided that the one‐size‐fits‐all 

system wasn’t working for all of the students.  They believe that education is the 
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greatest equalizer in our society.  They understood the “urgency of now” as we 

endeavor to prepare our children to lead our communities and our nation with 

character, integrity, and conviction.  The demographics are changing in our region 

and some kids were falling out of the system. We say these kids are “high‐risk” 

children.  Sandra and Sis‐Obed saw these kids as “at‐promise” children living in 

“high‐risk environments”. They didn’t just want to do something different. They 

wanted to do something better. So Sandra and Sis‐Obed decided to start a charter 

school whose foundation is based on love and faith to support the educational needs 

of the students. 

Starting a school in the depth of a recession is a risk. At a time when businesses are 

closing, when the nation’s economy was at the forefront of every evening’s news 

story, when parents are cutting back, when state budgets are being trimmed, and 

when banks fell to scrutiny for the types of loans they were approving possibly 

more than ever before.  Risk had more of a negative connotation than ever before. 

  Sandra and Sis‐Obed Torres banked on a leap of faith.  They put everything on the 

line personally to support their request. They were relentless in their expressions of 

enthusiasm for Team Capital Bank to weigh the credit risk of extending the school a 

line of credit and together take a leap of faith…at a time when maybe that leap of 

faith was needed the most.  Team Capital Bank provided Lincoln Leadership 

Academy with a six‐figure line‐of‐credit to buy books and support overhead, furnish 

the classrooms and rehab the tired walls of the existing building.   

But it really did a lot more.  The leap of faith made a difference to “at promise” 

children to be part of a school that is dedicated to the academic, social and spiritual 

success of every student.  I have to say here that Cedar Crest College offered me that 

kind of feeling and opportunity and provided me with a solid foundation for my 

professional career. 

Lincoln Leadership Academy now has 302 middle grade students. From the minute 

you walk into that school you’re filled with pride. Many of the students have just 

come to America, and many come from very poor families with challenging family 
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dynamics.  Yet inside that school they look sharp in their burgundy uniforms. They 

look proud, and so does the staff. The students are succeeding academically. They’re 

staying in school. The police say they’re rarely called for discipline problems. The 

school opened with the foundation of love and faith. They believe their students can 

succeed if the world gives them a chance.  

 They teach the 3 R’s…for the Mind it is Reading, Writing and Arithmetic….for the 

Heart they instill Repentance, Reconciliation, and Restoration and for the Hands 

they instill Respect, Responsibility, and Resourcefulness.  That combination equals 

Success. 

The school took a leap of faith, and so did we as a bank.  It mattered to the 302 

tudents. s

 

For a community bank like ours, balancing the good for the corporation with good 

for the community is a part of our mission.  Our values inform the risks we’re willing 

to take. The word “values” has two meanings.  Values are numbers on balance sheets 

and company pro‐formas.  But values are also love, loyalty, hope, growth.  How do 

your values inform the choices, the risks, you take in your life? And do you at times, 

ank of a leap of faith? b

 

This afternoon I had the opportunity to address two groups of Cedar Crest students.  

I was really impressed by their energy, their compassion, their interest in life. We 

talked about a lot of things and we got to know each other in the short time we 

spent together.  I shared with each of them this totem – a symbol.  This is a silver 

acorn on a chain.  It’s said that the acorn knows what the tree should be. In part, it is 

a symbolic seed of all of our potential. 
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Just like the acorn, each of us is on a journey. It’s a journey to be the best at who we 

want to be‐‐ not someone else’s idea of what we should become.  We don’t always 

know what the outcome will be.   

 encourage you to take a leap of faith in yourself.    I

 

In the business world we talk of IQ and EQ.  IQ – intelligence quotient – has long 

been heralded as a measure of future success in the business world. IQ, our ability to 

think, to reason, to use logic and analytic skills, is important. The students here at 

 enhance their IQ.  Cedar Crest College are studying to

But IQ is not the whole story. 

EQ – emotional quotient—is a measure of your emotional intelligence, or your 

ability to use both your emotions and cognitive skills in your life.  Emotional 

intelligence competencies include empathy, intuition, creativity, flexibility, 

resilience, coping, stress management, leadership, integrity, authenticity, 

intrapersonal skills and interpersonal skills.  From my experience today with the 

s well. students, I know that they are developing their EQ at Cedar Crest a

It’s said that EQ gets you through life; IQ gets you through school.  

EQ is also important in business.  It’s a trait of great leaders.  Our emotions drive us, 

they don’t distract us.  Can we educate our emotions – both the positive and 

negative ones – so that we can make better decisions?  EQ is like a GPS system. It 

helps us understand who we are from the inside out. How we might respond as the 

real world comes at us.  It helps us take that leap of faith that sometimes conflicts 

ith our IQ.  I propose both are equally important. w
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You are like this acorn. (HOLD UP THE ACORN NECKLACE)  What are you doing to 

ensure that you get from here to there? Trust that at the next level of you, you will 

e a perfect fit.  That’s a leap of faith in you. b

 

 

I am a perhaps a most unlikely bank president. I grew up in a row house in 

downtown Allentown. My parents worked numerous jobs so that I could be the first 

in our family to attend college.  Attending and graduating from Cedar Crest College 

was a badge of honor that my dad was proud of, as he never finished high school.  I 

learned a lot about work ethic from my dad who most of his life had at least two 

jobs.  He pushed me to work to earn a living and be independent while my mom 

taught me things like… finding the good in everyone and everything, appreciating 

diversity in life and people, and being nice. 

Together with my parents and my educational experiences, I was blessed with the 

right tools to navigate life‐both the good times and bad times.  I lead with my heart, 

my EQ.  And I trust and verify my decisions, my IQ.  

I’m a lifelong learner. Last year I graduated with honors from the Stonier National 

Graduate School of Banking program at the University of Pennsylvania.  It wasn’t 

easy balancing the demands of my job at Team Capital Bank and my personal life 

with the requirements of a master’s credit program. To be honest I would not have 

had this experience if it was not for my boss’s (Jim Deutsch) “gentle” (and I have that 

word in italics) suggestion that I enroll in a banking management school.  He took a 

leap of faith with me, pushed me out of my comfort zone, to further advance my 

banking and leadership skills.   

Now I have to tell you all that the first night in the dorm, sleeping on a Chicklet that 

was supposed to be a pillow with a mattress that let’s just say, wasn’t my King size 

pillow top bed, I had my doubts about his “suggestion”. However, I persevered. I 
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worked hard.  I asked for help when I needed it.  And I grew.  And I’m proud to say 

that you can teach an old dog a few more new tricks. 

Here are my values, my GPS:  balancing emotions with my intellect; empathy; 

building connections between people; asking people for their ideas.  

I guess it’s not a surprise that I work for a community bank.  We believe that we are 

a bridge – that we’re taking a leap of faith to make our communities more 

worthwhile places for all of us.  Balancing the principles of banking with the values 

of community. 

Can we collaborate – use our individual uniqueness together – to make a difference?  

Can we balance what’s good for ourselves with what’s good for our communities to 

ake them better?  I believe we can. m

 

It’s been a pleasure to talk with you tonight.  I wish each of you much success on 

our journey.  Believe in yourself.  Take a Leap of Faith. y

 

hank you all very much for making this a very special day in my life. T

 

 

 

 

 

 

 

 



‘Splendor’ turns Selby Gardens into design showcase
Posted on January 5, 2012 by Jeff Widmer

The Marie Selby Botanical Gardens in Sarasota are known for their riotous orchids and twisting banyan trunks.

Given the semi-tropical weather on the Gulf Coast of Florida, the show is generally outside. That changed last

month as a dozen members of the Florida West Coast Chapter of the American Society of Interior Designers

joined forces to reinvent one of the original homes on the property.

“Holiday Splendor at the Payne Mansion” packed the two-story building with color and texture as designers

augmented their work with one of the Selby’s recurring themes—the classic phalaenopsis orchid.

Thirteen rooms in the 1934 Southern Colonial mansion were furnished and adorned with holiday décor.

Transforming the first floor into a sparkling holiday retreat were ASID designers Bonnie Lancaster, Charles

Bolton, Carmen Christensen, Cheri Pachter-Neary, Christine Brown, Harriet Stephenson, Karen Sellenraad, Sue

Ann Schmitzerle, Jackelyn Yops Rogerson, JoAnn Calleia, Louise Stewart and Micheline Laberge.

Their work ranged from post-industrial steel on the porch to low white-and-wicker lounge furniture on the patio

to a dining room sparking with glass. The project is highlighted on the designers’ Facebook page.

The home itself is compact but beautiful. It belonged to Christy and Anne Payne, neighbors and friends of

philanthropists Bill and Marie Selby, whose estate became the Marie Selby Botanical Gardens.

Proceeds from the show benefited the Gardens.
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“Because we have the same lifestyle, 
we understand the other’s schedule,”
says Uchenna, a pediatrician.  “We
understand how difficult the field 
is and how tired we each can 
get.  We know how to cope with 
the stresses.”

And what about the added respon-
sibilities a newborn brings?  “We take
turns taking care of the baby,” says
Solibe, an internist.

Typical of many physicians
who marry, the Ufondus 
met in medical school.
They are part of a growing
trend of doctors seeking a
more perfect union—by
marrying other doctors.  
Of the 150 physicians
practicing at Pocono
Medical Center, 15
percent are married 
to other physicians, a
number that is slightly
higher than the 
national average.

Merging two such
demanding careers
might seem risky, 
but local physicians 
say they find comfort
in their shared 
experience.
Uchenna can think
of few disadvantages

Six PMC physician couples explore the state of their unions.

Prescription for Happiness

in a dual-doctor marriage.  “You both
work very hard,” she says, then breaks
into a big smile.  “but there is nobody
at home to cook!”

Family ties

Drs. Khemraj and Mayuri Sedani 
agree.  The couple met in 1981 when
Mayuri was a medical student and
Khemraj was an intern in Mumbai
(formerly Bombay, India).  They
married in 1985, moved to the
Poconos in 1993, and started a family.
Things haven’t slowed since.

“I work on average 90- to 100-hours a
week,” says Khemraj, who specializes in
the management of critically ill
patients.  He is Board-certified in
internal, pulmonary, and critical care
medicine.  “I get called at every hour 
of the day.”  

When he isn’t seeing patients, he
spends a lot of time keeping up with
the latest developments in his field.
But every day, he strives to get home
by 7 p.m. for dinner with his family.
“That is the rule,” he says, “When I
walk into the house, I am a father.
When I leave the house, I am a doctor.
Everyone understands that.”

Not that his wife isn’t busy, too.
Mayuri is Board-certified in internal
medicine and pediatrics with a practice
in East Stroudsburg.  To that she adds

Drs. Solibe & Uchenna Ufondu

Dr. Solibe Ufondu smiles and hands
photographs of his two-week-old
daughter around as his wife, Dr.
Uchenna Ufondu, rushes in the back
door.  It’s going on 1 p.m. and the
couple is trying to grab a bite to eat
before they return to work at the
practice they share.  For the Ufondus,
working in the same office doesn’t
always mean spending quality time
together.  The patients, after all, come
first.  But the experience does give
each doctor a greater understanding of
the other’s concerns.



the care of their two daughters, ages 
15 and 11.

To cope, the couple has agreed to a
traditional division of labor.  Mayuri
decided not to seek admitting
privileges at PMC.  (Pocono Hospital-
ists, a practice based at the Hospital,
covers her patients when they are
admitted.)  For Mayuri, the arrange-
ment allows her more time to focus on
her office patients, and her children.

“There is a lot of sacrifice,” Khemraj
says of dual-doctor marriages.  “My wife
knows when I get an emergency phone
call, I drop everything.”

Handing off the baton

This morning is a tough one for Drs.
Patricia Martz and David Russo.  
David left early for surgery at Pocono

Medical Center, where he will spend
the next seven days on call.  Patricia is
feeding 17-month-old Abby, then
bathing and dressing her before they
both head to the office the couple
share.  Once there, Patricia leaves
Abby in the office nursery.  While her
daughter plays, Patricia sees the first
patients of the day.  When David is
finished with work, he’ll take over the
childcare duties and she’ll finish with
her patients.

Things don’t always go that 
smoothly for this husband and wife
surgical team.

“There are days I get up and wonder,
How do we do it?”  Patricia says
between patient visits.  “You just keep
going.  I’ve learned to sacrifice things
that used to be important to me, like
looking at myself in the mirror in the
morning to make
sure my hair is OK.
Now I make sure my
baby is doing 
well before I leave.”

As with many 
dual-physician
couples, Drs. Martz
and Russo met in
medical school,
when she was a
resident and he was
in practice.  They
married in 1996 and

moved to the Poconos.  Both worked
long hours until the baby arrived.

“There is lots of compromise,” Patricia
says.  “I give up a lot of my work to 
be with my baby, and I wouldn’t have
it any other way.  We fell into
traditional roles.  It may be a gender
issue, but he does the bulk of the
hospital work and I do the bulk of 
the childcare.”

There are other sacrifices in a dual-
doctor marriage.  “We have very little
downtime as a family and that time is
so precious, but then there aren’t a lot
of families who have a lot of down-
time,” she says.  “We’re pretty much 
on 24/7.  One of us works every
Saturday and Sunday.  One of us is in
the hospital seven days a week.”
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Drs. Khemraj and Mayuri Sedani

Continued on page 16

Drs. David Russo & Patricia Martz



time for my family.  You have to
establish priorities.”

They met in India in 1983, attended
different medical schools, and tied 
the knot in 1989.  He came to the
United States in 1992 to study in
South Carolina and she joined him 
a year later.

The pace of life hasn’t changed much,
but their attitudes toward it have.
“This is a hectic lifestyle,” Vidya says.
“The other partner is able to
understand the schedule and the
demands of the job.”

From Russia (and Ukraine),
with love

For Yelena Kipervas, DO, and Yevgeniy
Isayev, MD, the vacation may have 
to wait.  They don’t practice in the
same office: Yelena runs a family
practice in Bartonsville while Yevgeniy
is Board-certified in neurology and
practicing in East Stroudsburg.  
They’re not even from the same
place; she is from Moscow and he 
is from Kiev.

They met in medical school in 1988,
married in 1990, and moved to the
Poconos in 1992.  Since then, they’ve
started a family and now have three

Use your strengths

That’s what the Bigatels did.  Levelle
Bigatel, a family practice physician,
and her husband David, a vascular and
general surgeon, set up their own
practice in Monroe County last year.

The Bigatels met in a Georgia hospital
where Levelle was doing her residency.
David, who was in practice there, was
making rounds.  “I was post-call and in
survival mode,” Levelle says.  “I was
not paying attention.  He asked one of
the residents about me and got my
phone number.”  Because of their
schedules, they had little time to date.
“We’d eat dinner together and he’d go
back to work at the hospital.”

But the relationship survived, and the
couple united themselves and their
practices three years ago.

“I think it works because we
understand what the other person’s
profession is like,” Levelle says.  

“We understand
why we’re eating
dinner late.  By
understanding, we
cope better.”

Their practices
benefit, too.
“Intellectually, you
can bounce things
off each other,” she
says.  “You can use
each other as a
sounding board.”

Even without children (they have two
miniature Italian greyhounds), life gets
busy.  They find themselves eating 
in restaurants more than at home.
“When you do have time, you have to 
use it for something for yourselves,” 
says David.

His advice to other dual-doctor
couples?  “Use the strength of each
individual,” advises David.  Levelle
laughs.  “I’d say, take more vacations.”

Diagnosis, marriage

No need to tell that to Drs.
Lakshmi Shankar, an internist,
and her husband, Vidya
Ponnathpur, a cardiologist.  With
two children active in sports and
busy practices, the couple has
decided to make some sacrifices.

Lakshmi has created a Monday-
to-Friday practice.  She has
elected not to take calls at night
and on weekends so she can care 
for their children, ages 11 and two.

“After 6 o’clock, I am done 
with my work,” she says.  “I am
lucky because I have the best 
of both sides.  I want to be able
to use my training and have 

Continued from page 15

Drs. Levelle & David Bigatel

Drs. Vidya Ponnathpur & Lakshmi Shankar
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children—ages five, four, and two.
Both doctors grew up in physician
families; both her parents and his
parents are doctors.  But even that
didn’t prepare them fully for the pace
of married doctors’ lives.

“You are very busy,” he says.  “You
work for days and days.  You leave the
house when the kids are asleep and
come home when they are asleep.”  
In order to maintain that schedule, he 
says, you need an understanding spouse.

Then there’s the pressure.  “You
dealing with very ill people,” he says.
“The physical exhaustion, you can
battle.  The emotional exhaustion,
that’s where you need your spouse, 
your family to replace energy.”

And how do busy doctors find time 
or family?  “You make it,” Yelana says.  
“There is no best time to start a family.”

Mr. & Mrs. Doctor — A Growing Trend
As more women enroll in medical school, married physician couples will continue to increase.
Right now, 15 percent of PMC’s medical staff is comprised of doctors who are married to other doctors.  Take a look:

In the end, the key to maintaining a
successful relationship comes down to
one factor.  “The profession doesn’t
matter,” Yevgeniy says.  “The most
important thing is love.”

Drs. Yevgeniy Isayev & Yelena Kipervas

♥ Andrea Argeson, MD, pediatrician & 
Ralph Hawks, MD, internist

♥ Levelle Bigatel, MD, family practitioner & 
David Bigatel, vascular surgeon

♥ Colleen Cahill, MD, hospitalist & 
Eric Bean, DO, emergency medicine

♥ Lindy Lee Cibischino, MD, pediatrician & 
Maurizio Cibaschino, orthopedic surgeon

♥ Colleen Cooper, MD,pediatrician & 
Cary Davidson, MD, family practitioner

♥ Sulagna De, MD, internist & 
Parvez Memon, MD, family practitioner

♥ Janet Erickson, MD, hospitalist & 
Craig Erickson, MD, family practitioner

♥ Virginia Gortych-Barnes, MD, PMC physician advisor & 
Frederick Barnes, MD, orthopedic surgeon

♥ Suman Katara, MD, physiatrist & Rajkumar Katara, MD, neurologist

♥ Yelena Kipervas, DO, family practitioner & 
Yevgeniy Isayev, MD, neurologist

♥ Carol Latzanich, DPM, podiatrist & Scott Kissell, DPM, podiatrist

♥ Patricia Martz, MD, surgeon & David Russo, MD, surgeon

♥ Mayuri Sedani, MD, pediatrician/internist & 
Khemraj Sedani, MD, pulmonologist

♥ Lakshmi Shankar, MD, internist & Vidya Ponnathpur, cardiologist

♥ Uchenna Ufondu, MD, pediatrician & 
Solibe Ufondu, family practitioner

ADJUNCT STAFF

♥ Sheila Borick, MD, family practitioner & 
Mark Powell, MD, family practitioner

♥ Stanley Mielnicki, MD, family practitioner & 
Georgine Sibbering, MD, family practitioner
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ALLENTOWN BUILDING A MONUMENT TO GROWTH

Steve Blakesley is a value investor, the kind who finds out-of-favor assets and waits for others to recognize 

their inherent value. Think Warren Buffet or former Vanguard icon John Neff.

Now think Allentown.

For years the real estate agent has had his eye on the downtown. Lately it’s been the old bank at 645 

Hamilton St. Most people saw a relic—the building sat vacant for five years after First Union merged with 

Wachovia Bank in 2001 and its employees moved across the street. Blakesley saw a revival.

“I read this article about the building and thought, What’s going on with the dead trees in the planters and 

millions of dollars in back taxes?” Blakesley says as he nurses a cup of coffee in Gerry’s New City Café, a 

tenant on the first floor of the rechristened Monument Plaza. “It looked like what Allentown needed—a place 

for small businesses.”

While Blakesley, who moved from Iowa to the Lehigh Valley 1992 to work for State Farm Insurance, hadn’t 

considered a large commercial project, he didn’t want to see a beautiful space go to waste. “So I called the 

Realtor, did the financials and negotiated a deal.”

In 2004, his Oasis Entertainment LLC bought Monument Plaza for $430,000 in cash and $1.4 million in 

assumed debt, including unpaid taxes, water bills and penalties. He then invested about $1 million in 

renovations and opened the doors to any entrepreneur who could use a high-traffic location with a wireless 

network and a loading dock.

Today, Blakesley is leasing small portions of the building to 14 tenants, including a security service, an 

entertainment agency and a loose group of start-up companies called, not surprisingly, The Entrepreneur 

Network of the Lehigh Valley, or TENLV. They have pooled resources such as high-speed Internet and 

janitorial services. And they have a common theme—to revive the downtown one small business at a time.

“He’s very passionate about Allentown,” says Bob Wendt, director of research for the Lehigh Valley Economic 

Development Corporation (LVEDC). “He took a risk in restoring an abandoned building.”

For its part, LVEDC held a broker/developer meeting at 645 Hamilton last year and invited members of the 

real estate community to tour the property and discuss issues that relate to urban renewal. “We had 65 

people attend, one of our biggest turnouts ever,” says Jarrett Witt, the organization’s regional development 

manager.

Blakesley wasn’t surprised. “I could already see Allentown was in resurgence. Instead of people looking to 

sell and leave, people were looking to buy and start their business. The more people who live and work in 

the city, the more businesses it will support.” Revitalization, he says, “starts on a small scale.”

Monument Plaza is not small scale. A buff-colored concrete building on the northeast corner of Center 

Square, it towers over the traffic that spins past the Soldiers and Sailors Monument at Seventh and Hamilton 

streets. Built in 1955 as the headquarters of First National Bank of Allentown, the building’s seven levels (the 

http://www.lehighvalley.org/index.cfm
http://www.lehighvalley.org/index.cfm
http://www.lehighvalley.org/page.cfm?pag=442
http://www.lehighvalley.org/page.cfm?pag=422
http://www.lehighvalley.org/page.cfm?pag=298
http://www.lehighvalley.org/page.cfm?pag=293
http://www.lehighvalley.org/page.cfm?pag=296
http://www.lehighvalley.org/page.cfm?pag=297
http://www.lehighvalley.org/page.cfm?pag=37
http://www.lehighvalley.org/index.cfm
http://www.lehighvalley.org/page.cfm?pag=37
http://www.lehighvalley.org/page.cfm?pag=59
http://www.lehighvalley.org/page.cfm?pag=45&targetPage=618&SCHREFERRAL=3687&EMAIL=jwidmer%40swb%2Ecom
http://www.lehighvalley.org/page.cfm?pag=618&SCHREFERRAL=3687&EMAIL=jwidmer%40swb%2Ecom&print=1


basement still houses the bank vault) provide 121,000 sq. ft. of space that can be divided into offices as 

small as 1,200 sq. ft.

Inside, the view is expansive, with covered teller stations, a clock that looks like a prop from a Jimmy 

Stewart movie, a piano, two aquarium tanks and Gerry’s New City Café. Escalators lead to a mezzanine. The 

carpets, walls and ceiling are clean and the elevators work.

Steve Blakesley’s office on the sixth floor features a curving white stucco wall, peaceful art prints and a 

conference room the size of a tennis court. But Blakesley holds court downstairs in the lobby, sipping a cup 

of coffee with Gerry and finding something positive to say about a pipe that burst in the extremely cold 

weather. “One thing you can say about a frozen pipe: at least it won’t leak until it’s fixed.”

His philosophy on business development is just as sunny.

“The building is designed for high traffic flow,” he says. “This is my whole concept: keep it on the tax roles 

and make a place for small to medium business to develop.

So far that philosophy has worked.

His tenants include MAM Security, a private investigator with 40 employees; Organic Entertainment, a music 

producer associated with the Nina Simone Foundation; Dino Melendez Realty; Madison Funding; Mercurion, a 

commercial video producer; SAGE, a concierge for business, and TENLV, among others.

“The tenants are doing really well,” Blakesley says, walking the escalator to the second floor. “Most of the 

people who come into this building have doubled their business.”

Rob Burke is betting on that. The administrator of TENLV and owner of Mercurion, Burke has spent $100,000 

on piles of furniture that now cover part of the second floor. He’s already assembled 21 cubicles in 7,000 sq. 

ft. of common space flanked by small offices for TENLV. So far several small businesses have decided to 

rent, including Lehigh Valley Janitorial Services, Lehigh Valley Latino magazine and Strategic Advisor 

Guidance Expert, or SAGE.

“These small businesses are already successful but need to have a place with business facilities like video 

teleconferencing,” he says. “It’s like a working chamber of commerce event with desks.”

For $200 a month, tenants can rent a cubicle with telephone, Internet access, IT and janitorial services plus 

access to conference rooms. (Office space costs $300 a month.) Burke, whose company creates film and 

video presentations for corporations like Hovertech International of Bethlehem, believes tenants can share 

more than services. “They can take advantage of the expertise of the person in the next cubicle, whether 

that’s in website development or accounting.”

Elisa Rodriguez, co-owner of SAGE, agrees. For a higher rent, she gets an office with a door on an upper 

floor but many times you’ll find her in the common space talking with other entrepreneurs.

“This gives an opportunity to the person who has a concept and a plan at a fraction of the price of other 

office space,” she says.

“Tenants can use this as a think tank,” Burke says. “They can talk about how to handle a situation like sales 

and marketing. And once they outgrow the network space, they can rent space on the third floor at 

reasonable rates, or move elsewhere in the city.

“This building has a lot to offer.”

Downstairs in the café, Steve Blakesley looks through huge windows to the Wachovia Financial Center across 



Hamilton and smiles as he remembers Monument Plaza’s days as a bank. “Some of the people who worked 

here when it was owned by First Union were transferred across street to the Wachovia branch. Now they 

come to Gerry’s for lunch. They say it’s nice to see it up and running. A lot of them like touring their old 

offices.”

That’s as nostalgic as Blakesley gets.

“Ten years ago Center Square was practically vacant. It started coming back about 8 to 10 years ago. People 

started buying and renting houses. It was an infill of residential. Following that was an infill of small 

businesses. Now it’s getting to be an infill of larger business, like the [Alvin H.] Butz building on Ninth Street 

and Liberty Property Trust’s green building that’s primarily occupied by PPL.

The Lehigh Valley, he says, offers the ideal place for development of all sizes.

“I like the Lehigh Valley. The arts and entertainment are fantastic. Allentown is close to Philly, the Poconos, 

New York City and the ocean but far enough away that it has its own influences.

“What I like about Allentown is you have a big city with a small-town mentality—friendliness and a good mix 

of culture. I have faith in the people of Allentown. Most of the people who live and work here, they own the 

business. If you work 16 hours a day at something, you’re going to be successful.”

Especially his tenants. “I only provide space. They are the real developers. They determine which way the 

building goes.”

And which way will Allentown’s value investor go next? “I’m always looking for new commercial properties. 

I’m looking for hidden gems.”

And monuments to the entrepreneurial spirit.

 

Questions? Email us or Call us at 800-LV-1-SITE (1-800-581-7483) l Links l Privacy l ©LVEDC 2005

2158 Avenue C, Bethlehem, PA 18017 l Phone: 610-266-6775
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Safety and Style: 
Universal Design and Bathing Systems
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Safety and Style: 
Universal Design and Bathing Systems

 
Summary
Americans want to age in place but their homes—and their attitudes toward growing 
older—present barriers to progress. A solution for consumers and professionals is 
universal design, which creates accessibility for everyone regardless of age or ability. 
With a baby boomer turning 50 every 7 seconds and Americans stating they want to 
age in place, the concept of universal design is going mainstream.

"Safety and Style: Universal Design and Bathing Systems" will examine this growing 
trend. It will outline the principles of universal design and how they can be applied to 
critical areas of a home such as the bathroom.

“We don’t want to look at ourselves as less than we’ve ever been,” says designer 
and author Mary Jo Peterson. “Universal design enhances people’s lifestyles. It helps 
them do all of the things they’ve always done but it makes the space work for them, 
for their parents, for their children. It brings aesthetics and accessibility together. In 
short, it’s just good design.”

Aging in Place
Countless surveys have shown that baby boomers overwhelmingly want to age in 
place rather than enter an institution. Yet remaining in homes that are not equipped 
to accommodate a decline in mobility and function can pose safety issues. And those 
problems are likely to grow with the population. People who are age 55 or older 
numbered 67 million in 2005, according to the U.S. Census Bureau, which counts the 
65-plus age group as the fastest growing segment of the population.

Research by the American Association of Retired Persons (AARP) and the National 
Association of Home Builders (NAHB) shows that:

• 89% of people 50+ wish to remain in their own homes indefinitely
• 75% of remodelers have seen an increase in requests for aging-in-place work
• 60% of remodelers already perform aging-in-place work
• The aging population is a big issue affecting the remodeling industry     
    over the next five years, second only to the availability of skilled labor.

The problems aging homeowners face by staying put aren’t trivial. Falls are the 
leading cause of injury deaths in people 65 years of age and older, according to the 
National Safety Council. The U.S. Centers for Disease Control and Prevention (CDC) 
reports that 15,800 people 65 and older died from injuries related to unintentional 
falls in 2005, the latest year for those statistics. About 1.8 million people 65 and 
older were treated in emergency departments for nonfatal injuries from falls, and 
more than 433,000 of these patients were hospitalized. Falls have become the 
leading cause of injury-related death among those over age 80, according to the 
American Academy of Orthopaedic Surgeons. (See Figure 1)
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Unintentional falls are not just a problem for the elderly. The CDC says there were 
more than 8 million fall-related injuries reported in 2005. Unintentional injuries are 
the fifth leading cause of death among all Americans, and falls rank number three on 
the list, at 19,363 deaths, after motor vehicle accidents and poisoning.

The problems grow with the population. The NAHB projects 55+ households will 
comprise 40% of all households by 2012. And while the number of 55+ households 
is projected to increase 27.1% between 2005 and 2014, the 65-74 age bracket is 
estimated to grow 38% in that period.

Homeownership rates 
for this age group 
are high: the Census 
estimates that 81% 
of those 55-64, 
83% of those 65-74 
and 79% of those 
75+ own their own 
homes. And as more 
multigenerational 
families live in these 
homes—2000 Census 
figures show that 2.4 million grandparents were primary care providers to children—
the challenge of staying safe will continue to grow for everyone.

That doesn’t mean that accidents in the home are an inevitable part of aging. There 
is a strategy that can make spaces and products safer and more accessible to people 
of all ages and abilities. It’s called universal design.

Universal Design
Born out of efforts to improve access for people with disabilities, universal design 
incorporates concepts that improve function and access for every household 
member regardless of age, size and ability. In the United States, the universal design 
movement began in the late 1980s in response to the stigma attached to design for 
people with disabilities, according to The New York Times reporter Elaine Sciolino. It 
gained traction in 1990 with the passage of the Americans with Disabilities Act.

Principles of Universal Design
There are seven principles of universal design as defined by the Center for Universal 
Design at North Carolina State University:

Equitable use. The design is useful and marketable to people with diverse      • 
  abilities.

Flexibility in use. The design accommodates a wide range of individual  • 
  preferences and abilities.

Simple and intuitive. Use of the design is easy to understand, regardless of  • 
  the user's experience, knowledge, language skills or current concentration  
  level. 

Figure 1: Home Injury Fatalities and Older Adults (age 65+)
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"Universal design 
integrates beauty 
and function and 
it must succeed at 
both or fail." 
Mary Jo Peterson

Perceptible information. The design communicates necessary information  • 
  effectively to the user, regardless of ambient conditions or the user's  
  sensory abilities.

Tolerance for error. The design minimizes hazards and the adverse        • 
  consequences of accidental or unintended actions.

Low physical effort. The design can be used efficiently, comfortably and with  • 
  a minimum of fatigue. 

Size and space for approach and use. Appropriate size and space is             • 
  provided for approach, reach, manipulation and use regardless of user's  
  body size, posture or mobility.

Traditional examples of access include buildings with wheelchair ramps, closed 
captioning for video programs and institutional-looking showers with prominent grab 
bars. More modern and less stigmatizing examples of universal design include lever 
handles on doors, flat panels on light switches, utensils with larger handles and 
zero-threshold shower enclosures. Universal design homes feature one-story living, 
no-step entries and wide doorways and halls. Spaces and products are designed to 
be functional and attractive for people of all abilities.

Safety and Style for Everyone
One of universal design’s leading practitioners is Mary Jo Peterson, a certified 
kitchen/bath designer and aging-in-place specialist from Connecticut. A teacher 
for the National Kitchen & Bath Association, she is the author of several books on 
universal design including "Universal Kitchen and Bathroom Planning" and "Gracious 
Spaces" (McGraw-Hill).

Peterson strongly believes that since universal design benefits everyone, 
manufacturers and builders need to create their products and spaces with those 
principles in mind. “Universal design is not simply a medical solution to a physical 
challenge,” Peterson says. “Rather it is design of products and spaces that precede 
possible changes in the lifespan of a home and its residents.”

The arguments against universal design are numerous but usually come down to 
higher price, lower demand and— the toughest one of all—aversion to aging. Peterson 
says universal design products don’t cost much more than traditional ones. Surveys 
done by AARP and other groups show awareness and demand for these items have 
risen over the past 20 years.

“The last argument against universal design is the least understood and the toughest 
to deal with,” she says. “This is the ‘I don’t need this, I’m not frail, I don’t want to 
acknowledge my age and it won’t look good.’ Our unfortunate cultural fear of aging 
and of physical changes is often at the heart of the argument. Universal design 
integrates beauty and function and it must succeed at both or fail. It needs to 
enhance the appearance of the space or it’s not good design.”

Consumers are warming to the concept. AARP surveys conducted since 1986 show 
an increasing percentage of baby boomers are installing universal design elements in 
their homes. They realize the benefits of universal design go beyond safety and style. 
Universal design features will help them care for aging parents, bathe their children in 
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According to the 
research by Delta 
Faucet, seniors 
find bathing too 
stressful for 
them to relax but 
they don’t want 
an assist from 
institutional-
looking products. 
They want 
bathrooms to 
reflect their active 
lifestyle, not a 
limited future.

comfort and, as their segment of the population continues to age in place, increase 
the salability of their homes.

Industry Response
Contractors are beginning to embrace universal design, too. The NAHB, in partnership 
with AARP and the NAHB Research Center, has developed the Certified Aging-in-
Place Specialist (CAPS) program, a national initiative designed to teach professionals 
how to modify homes for aging in place. Since 2002 more than 1,600 people have 
completed CAPS, making it the fastest-growing education program at the NAHB. Other 
groups sponsor similar programs.

These professionals go beyond the obvious improvements, such as non-slip flooring 
and low-maintenance exteriors. They focus on lighting from multiple directions 
to reduce glare and shadows, contrasting colors to aid depth perception and 
convenience shelves at entryways for grocery bags.

“We still have such a long way to go, but we are building momentum,” Peterson says, 
pointing to NAHB surveys that show universal design is gaining greater acceptance 
among professionals.

Her advice to builders who want to capitalize on the trend is to learn as much as 
possible. “Take classes offered by NAHB and others. Understand there are several 
types of customers and several ways to reach them. Some you can talk to directly, 
others are turned off by the direct approach. For people who don’t have an urgent 
need for accessibility, you have to suggest its benefits for someone else. Other people 
with progressive conditions such as MS know they have a need. You can be more 
direct with them because they are looking for information. Then there are people with 
traumatic conditions such as car accidents or stroke. You have to be extremely direct; 
they have an immediate need and want you to tell them the solution.”

Universal Design and Bath Safety
If any place in the home calls out for universal design it’s the bathroom. Surveys 
show older adults are most afraid of falling and scalding themselves in the shower, 
and statistics from the CDC and other sources bear that out. In late 2008, Delta 
Faucet Company conducted extensive research on bath safety in two key retirement 
destinations, Arizona and Florida. Alice Morgan Research conducted 12 two-hour 
focus groups in Scottsdale and Tampa during which nearly 100 builders, plumbers 
and senior adults were asked about their needs and tastes in bath-safety products. 
The respondents also evaluated prototypes of a bathing suite based on universal 
design principles by Delta®.

Study Results
The bathroom is one of the most critical spaces in any home, especially for baby 
boomers. For them the room needs to be attractive and functional, as well as stylish 
and safe. According to the research by Delta Faucet, seniors find bathing too stressful 
for them to relax but they don’t want an assist from institutional-looking products. 
They want bathrooms to reflect their active lifestyle, not a limited future.

The tub/shower prototypes were consistently praised for being better looking and 
less institutional than the molded products that are currently on the market. In 
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their written evaluations—which were completed before any discussion took place— 
respondents frequently praised the attractive look of the Delta units, calling them 
“clean and stylish.” The Delta prototypes clean, contemporary design lines which 
make them very appealing in appearance. 

Some of the units, particularly the tub/shower combinations, were seen as practical 
options for multi-family use. The units were also seen as able to accommodate 
bathers both with and without mobility concerns.

Consumers liked the zero-threshold drain system, removable seat with vents for easy 
cleaning, handshower and the transfer seat tub/shower combination. They found 
the diagonally mounted grab bars more attractive than the traditional horizontal and 
vertical combinations and said they would be useful to everyone, not just seniors and 
people with disabilities.

Builders were impressed with the details. “This looks finished,” one said. “It doesn’t 
look like a grab bar.” Builders also liked the ease-of installation—the units come in 
four pieces that can easily be carried through nearly completed construction and 
assembled without damage from subcontractors. The most consistent refrain among 
contractors was that one-piece tub and shower units are nearly impossible to install 
on remodels because of the demolition necessary to get them into the bathroom.

Builders and plumbers also praised the grab bar attachment system. They 
immediately understood a grab bar that locks into a metal plate that screws 
into studs would withstand far more stress than a bar that is installed using the 
conventional method of putting screws into a reinforced shower wall.

Peterson says what Delta Faucet and other manufacturers are doing is important 
because it makes universal design products “more readily available and easier to 
work with. As I was looking at the products I was thinking about how a builder is going 
to install this. Is it a straight-forward installation? I think that’s where Delta has an 
advantage.”

The Future is Now
Peterson says the concept of universal design has been a long time coming but that 
it appears to be gaining traction, as her business experience shows. “I learned that 
many of the things I designed to support or give access to a client with a disability 
would also improve the space for an able-bodied client. In fact, I learned that the 
question to ask clients is what they wanted of a new space, not what they already 
know a kitchen or bath can do but what they wish it could do. My focus need not be 
people with disabilities to the exclusion of others but improved flexibility and access 
for all clients.

“Whether an ideal to work toward or an attainable goal, universal design is gaining 
attention. It should be our objective that one day every designer of space or product 
will consider universal design principles just as integrally as the other elements of 
design. We will no longer need a name. We will simply acknowledge as quality only 
those creations that respect the diversity in people.

“This is a design whose time has come.”

"It should be our 
objective that 
one day every 
designer of space 
or product will 
consider universal 
design principles 
just as integrally as 
the other elements 
of design." Mary Jo 
Peterson
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Delta Faucet launches new product line
Always in the forefront of innovation, Delta is answering the call of the market with 
the launch of their new universal design products. Delta, Proteus Design of Boston, 
along with Masco Product Design's Chief Designer, Victor Hoernig, and his team have 
developed a truly remarkable product offering that is perfect for not only those that 
might need assistance as they age, but also for the everyday person who just might 
be tired and need a bit of help with their daily hygiene. 

"When we designed the features of our new universal design products, we had 
everyone in mind. For instance if someone is just tired from a long day at work or if 
they have a sports injury and simply need a bit of assistance, these bathing systems 
are perfect for them. The goal was to make life easier, " said Victor Hoernig, Chief 
Designer, Masco Product Design. 
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Sources
“Aging Baby Boomers,” Yankelovich Monitor, July 2004.
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Summary of an American Housing Conference study of “boomfluentials” 
(homeowners aged 50-60 with household incomes of $100,000 or more). 
The study looked at home preferences and the effectiveness of different ways 
to market universal design. A full report can be purchased for $995 at www.
americanhousingconf.com.

“Fixing to Stay: A National Survey on Housing and Home Modification Issues,” May 
2000. An AARP telephone survey of boomers and the elderly aged 45+ on senior 
housing, the fifth study conducted since 1986. 2,000 respondents were surveyed, 
55% women, with an over-sampling of African Americans and Hispanics to allow for 
better comparisons by race/ethnicity.
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2006.
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National Safety Council.

Peterson, Mary Jo. Mary Jo Peterson Inc. Design Consultants, 3 Sunset Cove Road, 
Brookfield, CT 06804, MaryJo@mjpdesign.com, (203) 775-4763.

Pulte Homes Baby Boomer Study, May 2005. 2003-2004 survey done by Harris 
Interactive of 1,814 boomers ages 41-69 living in one of 10 geographic regions 
(basically metropolitan areas across the country). The sample size is representative 
of the country as a whole: 26% had incomes greater than $75,000, 8% greater than 
$125,000.

“Safe Haven - for Older Adults.” Home Safety Council (http://homesafetycouncil.org/
state_of_home_safety/sohs_haven_p002.pdf).
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NOTES

"Senior Living Survey - Internet Home Alliance Research Council," May 2007. Survey 
of 600 homeowners aged 50+ (50-64 are considered trailing boomers, 65+ leading 
boomers) who bought a new home in the past four years (2002-2006) and live in an 
active adult community or traditional neighborhood.

“Staying in current home? Update it now.” USA Today, June 11, 2007 (http://www.
usatoday.com/money/perfi/retirement/2007-06-11-retrofit_N.htm?csp=34).

"These 4 Walls: Americans 45+ Talk about Home and Community,' May 2003. 2003 
AARP telephone survey of Americans age 45+ (weighted by gender and age) that 
follows the “Fixing to Stay” study.

U.S. Centers for Disease Control and Prevention.
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Bio

Contact

Jeff Widmer has a passion for 
writing about the people who benefi t 
from a client’s brands. The author of The 
Spirit of Swiftwater and other books, 
blogs, websites, and collateral, his work 
bridges the gap between journalism 
and marketing, public relations and 
copywriting. It ranges from the creation 
of strategic communications and social 
media plans to the production of their 
content.

A veteran of editorial, agency, and 
corporate life, he has created social media 
networks, directed TV commercials, and 
conducted on-camera fi eld interviews. 
He’s written the entire contents of 
microsites, magazines, and annual 
reports. That has led to a rich and varied 
work experience, from coverage of the 
construction of America’s fi rst space 
shuttle to the writing of a nationally 
syndicated column on music.

Clients have included leading brands such 
as Crayola, Delta Faucet’s Masco Bath, 
Mack Trucks, National Penn Bancshares, 
Resorts USA, and Sanofi  Pasteur. His 
writing has won numerous awards from 

the International Association of Business 
Communicators and the Pennsylvania 
Newspaper Association.

He has studied with some of the country’s 
greatest writers, including John Gardner 
(Grendel), Harlan Coben (Tell No One), 
and the Poynter Institute’s Roy Peter 
Clark (Help! For Writers).

He has also volunteered with some of 
the best-known non-profi t organizations 
including Rotary International, the 
American Cancer Society, and the 
American Heart Association.

Specialties include healthcare, fi nance, 
social media, corporate history, ghosted 
memoir, and collateral in all forms, 
channels, and platforms.

widworks@gmail.com
http://jeffwidmer.com/

(570) 856-2671
@jrwidmer
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