
C    O    M    P    A    N    Y       P    R    O    F    I    L    E

© 2003. This publication is provided to paid subscribers of the InnovationWORLD ALERT service only.
It may not be reproduced or redistributed in whole or in part. For information, call 415.383.2344.

Cepheid, Inc.
Cepheid develops DNA analysis platforms that use
microfluidics and microelectronic technologies.

Founded: 1996
Public: NASDAQ: CPHD
Headcount: 169

904 Caribbean Drive
Sunnyvale, Calif. 94089
Ph. 408.541.4191
Fax 408.541.4192
www.cepheid.com

Key location decision-maker
John Bishop, CEO
Ph. 408.400.8374
bishop@cepheid.com

CURRENT CRITICAL NEEDS
Though the public company can’t disclose its specific
expansion plans, it has revealed intentions to add distributors
in Asia and other markets. It also plans to enter selected
European markets with direct sales efforts through its
subsidiary, Cepheid Europe S.A.

CRITICAL EXPANSION FACTORS
It’s important for the company to have a physical presence in
the areas it sells products, in order to be involved with the life
sciences and research communities directly and learn from
different market adoption rates.

COMPLEMENTARY INDUSTRIES
Microelectronics, microfluidics, life sciences research, clinical
diagnostics, food testing, environmental management,
biodefense, pharmacogenomics

GROWTH METRICS
The seven-year-old company has gone public, developed a
unique technology platform and signed many large clients
such as Kraft Foods and the United Stated Postal Service. First
quarter 2003 revenue increased by 41 percent and product
sales increased by 26 percent. Gross margin dollars on
product sales in the same period increased by 111 percent.

I N N O V A T I O N W O R L D  M A P P I N G

U.S. FACILITIES
Sunnyvale, Calif.: United States
headquarters, 160 administrative and
scientific staff

GLOBAL FACILITIES
Maurens-Scopont, France: European
headquarters, 10 administrative and
sales staff

DISTRIBUTORS
Fisher Scientific (North America),
Diagnostic Technology Pty. Ltd.
(Australia), Biotron Healthcare (India),
P. Ltd. (India), TaKaRa Shuzo Co., Ltd.
(Japan), Bohan Biomedical Inc. (Korea),
BioSyn Tech Sdn Bhd (Maylasia),
Diagnostic Technology Pty. Ltd. (New
Zealand), TaKaRa Shuzo Co., Ltd.
(China), BST Scientific Pte Ltd.
(Singapore), TaKaRa Shuzo Co., Ltd.
(Taiwan), Instrumentation Laboratory
Gesellschaft m.b.H. (Austria),
Instrumentation Laboratory S.A.
(France), Instrumentation Laboratory
SpA (Italy), Cepheid Europe S.A.
throughout Europe, and more

PROFESSIONAL SERVICES
Legal: Fenwick & West, LLP
Accounting: Ernst & Young, LLP

OTHER KEY EXECUTIVES
Kurt Petersen, Ph.D., President, COO,
Director
John Sluis, VP Finance, CFO
Lee Christel, Ph.D., VP Engineering
Cris McReynolds, VP Business Development
Bill McMillan, VP Biotechnology
Russel K. Enns, VP Regulatory and
Clinical Affairs, Quality System and
Reimbursement
Joseph H. Smith, VP, General Counsel
Ira Marks, VP Worldwide Sales & Marketing

CUSTOMERS
Kraft Foods, Northrop Grumman,
United States Food and Drug
Administration, Centers for Disease
Control, United States Department of
Agriculture, United States Postal
Service, hospital-based laboratories,
commercial reference laboratories

TRADE SHOWS/CONFERENCES
Oct. 21-23: Rodman & Renshaw
Techvest Healthcare Conference,
Boston Marriott Long Wharf Hotel,
Boston, Mass.



C    O    M    P    A    N    Y     C    A    P    S    U    L    E

© 2003. This publication is provided to paid subscribers of the InnovationWORLD ALERT service only.
It may not be reproduced or redistributed in whole or in part. For information, call 415.383.2344.

IW

DNA analysis is a process that has gained
significance and applicability over the past five years with
the birth of genomics.

Analyzing DNA can tell us everything from the presence
of pathogens in food to mutations that make individuals
resistant to certain drugs. A form of this analysis, known as
DNA amplification, can even correlate individuals’ DNA
sequences with specific genetic diseases such as cancer.

However, the complexity of sample preparation, time,
skills, training, and the disparate pieces of machinery that
are required, all present myriad obstacles to scientists
engaged in current DNA amplification methods.

Publicly traded Cepheid (NASDAQ: CPHD) develops
technologies that knock down these obstacles in the many
areas where DNA detection has applicability.

The Sunnyvale, Calif.-based company’s fluidic systems
are designed to carry out preparation and processing of
raw specimens for DNA analysis in a hands-off, automatic,
rapid manner. The company’s line of I-CORE modules
simplifies analysis and saves time by quickly carrying out
amplification and DNA detection in a single reaction tube.

More important is the platforms’ range of
applicability. Cepheid’s foremost market is the 100,000
worldwide molecular biology researchers whose
understanding of the molecular mechanisms of genetics,
diseases, and disease treatment can be accelerated by
improved RNA and DNA sample preparation, target
amplification, and detection technologies.

The company also addresses the food testing market
by serving industry giants such as Kraft Foods with the
on-site ability to immediately detect and identify bacterial
and viral pathogens such as salmonella in food production
(e.g. raw materials, processing, assembly lines, and water
supplies). Current methods, by comparison, take two or
three days, thus hindering efforts to quell contamination
problems quickly.

Other areas of applicability include clinical diagnostics,
pharmacogenetics, environmental quality management and
the growing field of biodefense.

The worldwide market for all of these applications is
approximately $3 billion a year, according to the company.
The genetic assessment tools the company provides were
estimated in 2001 by Front Line Strategic Consulting to
present a market opportunity of more than $114 million,
with an estimated compound annual growth rate of more
than 35 percent. Similarly, the research tools the company
provides were estimated by Frost and Sullivan, also in a 2001

Cepheid, Inc.
report, to present a $252 million market in the United States
alone with a 25 percent annual growth potential.

The company is rapidly expanding overseas business
development efforts in order to realize these market
opportunities. Currently 80 percent of its products are sold
in the United States but international sales efforts are
growing. It has representatives and distributors in 13
European countries and a 9,000 square foot European
headquarters in Maurens-Scopont, France.

Though the public company can’t disclose its specific
expansion plans, it has revealed its intentions to add
distributors in Asia and other markets and will enter selected
European markets with direct sales efforts.

InnovationWORLD believes that looking at the
company’s growing U.S. direct sales force gives an indication
of what can be expected of future European sales efforts. In
the last year it has doubled its sales force to 10 fulltime
sales reps and has announced plans to deploy up to 25 sales
reps in the United States by 2006. Furthermore, direct sales
represented 44 percent of total U.S. product sales in 2002
compared with 14 percent in 2001.

“We’ll add nominal amounts of employees, or a ‘pay as
you go’ situation,” said CEO John Bishop, of the accelerated
European sales rollout. He added that other functional areas
of business will be necessary for European market
penetration, such as deployment of marketing personnel
and research facilities.

“Particularly in Europe, it’s important for the company
to get on the ground and be involved with the life sciences
and the research community directly,” stated Bishop. “That
can lead to other opportunities to position ourselves as we
introduce clinical products to take advantage of and learn
from different market adoption rates.”

The size and shape of this European presence at the
onset isn’t as important as what it will evolve into, according
to Bishop. “The technology we are involved with for genetic
assessment is brand new and leading edge, so (we will)
really hit the tip of the iceberg on some of these markets,”
he said.

The company can benefit from regional logistical
information that might reveal market size and adoption rates
for new research technologies in different regions.

“Generally the type of information we look for is
overall demographics of certain countries, such as total
numbers and sizes of hospitals and amount of laboratory
testing,” said Bishop, “It’s generally readily available but it’s
always helpful.”
—Michael Boland


