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TOP EMPLOYERS SURVEY

SURVEY DEMOGRAPHICS
GENDER

58% male, 42% female

E XPERIENCE

65% have 10 years or more work experience

CAREER STATUS

74% report that they have not yet reached
the peak of their careers

COMPANY T YPE

48% biotech, 37% pharma, 7% university,
8% other: more than 4 out of 5 work in
private industry

GEOGR APHY

72% from North America; 22% from Europe;
5% from Asia/Pacific Rim; 1% from rest of world

understand what their personality type is and how they communicate and interact. It also helps employees recognize and interact
with communication styles that are different from their own.
Appraisals can go both ways. Monsanto Company, which rose to
number two this year after appearing fourth last year, has employees
rate their managers in an annual survey called “leadership 180.” This
helps managers gauge their own performance through the eyes of
their team, says Robb Fraley, Monsanto’s executive vice president
and chief technology officer.
Creating this culture of respectful two-way communication is taken seriously, says Bernd Kirschbaum, head of Global R&D, Merck
Serono (Merck Serono and EMD Serono are part of Merck KGaA,
which is ranked ninth). The company emphasizes the team over the
individual, which means taking action when respect for either individuals or the team are lacking, he says. “We have discontinued contracts of people who have not embraced our values—for instance,
managers who were rude or abusive to the employees they supervised,” explains Kirschbaum. “If you ignore this as an organization
and as a leader, you completely lose credibility. You need to say, ‘This
is unacceptable.’ You need to follow up.”

ENCOURAGING INNOVATION

Open communication builds respect and a harmonious work place,
but letting employees know that their role in the company is meaningful, their research is cutting-edge, and that creativity is valued is
how many of these top companies stay positioned at the forefront of
scientific discovery and at the top of Science’s survey.
With the look and feel of a university campus, Genentech has consistently created such a culture. But that culture is more than superficial. For instance, the popular postdoc program at Genentech fuels
the innovative environment, both directly and indirectly. Postdocs
make up about 10 percent of the company’s research community.
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They are not attached to “pipeline” projects; rather, they are free
to do basic research. Their goal is to do cutting-edge work that will
merit publication in a top-tier journal. “It brings creative and energetic individuals into the organization,” says Tessier-Lavigne. “They
challenge the status quo.” These types of positions allow scientists
to follow their noses in more basic research areas, which might yield
findings that the company can later capitalize on.
Challenging the status quo, for Genzyme, means seeking treatments for unmet medical needs. “We don’t do ‘me too [drugs],’”
says Smith. The company recognizes that ideas will fail more often
than succeed—what looks like a good idea on paper is not always
a good idea in patients. “We’re forgiving as an organization,” Smith
says. “We don’t kill ourselves with angst over things that don’t
work.” However, having high goals is a key component of being an innovation leader, says Roger Perlmutter, executive vice president of
research and development at Amgen, which placed tenth this year.
“We focus on grievous illness,” Perlmutter says. “You could say ‘of
course you do.’ But many companies seek modest improvements in
existing therapies. We focus almost exclusively on programs where
there have been few or no drugs developed.”
Another way companies encourage innovation is by offering incentives. Several of the top employers use contests to up the ante.
Merck KGaA actively solicits new ideas internally, says Kirschbaum.
“The whole company is asked to provide ideas that they normally
wouldn’t get support for,” Kirschbaum says. A committee picks the
winners and the awardees get to run the project as if they were entrepreneurs. Vertex holds a company-wide contest for an “outstanding research award” of $10,000 to a person who is recognized by senior leaders and peers. And to encourage new thinking, Vertex started an internal exchange program last year that they call “step out”.
The winning applicant is able to explore a research area outside of
their own expertise for three months. Millennium’s “success share”
program encourages innovation by linking a portion of employee
bonuses to the achievement of annual corporate and individual goals,
including product revenues and advancement of the pipeline.
Finding fresh ideas can go beyond internal contests to friendly
competition. Roche, which rose to fifth place this year from seventeenth in 2009, has three independent pharmaceutical research and
early development units in-house to lay the foundation for innovation
through diverse approaches. “The way each of these units tackle
challenges and the resulting outcomes can be very different,” says
Sylvia Ayyoubi, global head of human resources. However, Roche
also searches outside the organization for ideas, with around 150 actively managed research partnership globally. Monsanto reaches into
an even larger reserve of research collaborations—with over 1,500
partnerships between academic institutions and public and private
organizations—for advances that always start with the concept that
any new idea must help farmers better raise a crop, says Fraley.
One such agreement is a “yield and stress” collaboration with
BASF, announced in 2007, where both companies jointly agreed to
put $1.5 billion into developing crops that withstand various biotic
and abiotic stresses and have higher yields. In July, both companies also committed to contribute up to another one billion dollars.
Monsanto also uses grants and scholarships to fuel their innovation,
including the $10 million Beachell-Borlaug International Scholars Program for research in rice and wheat that was announced last year.
Seeing the results of an innovative approach serves as the
ultimate motivation for scientists, says Syngenta’s Campagne.
This year the company launched a new model for insect control
developed from start to finish at its Research cont. on p. XXXX »
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