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CCO
Apr 11, 2019 in Proﬁles In Company
This interview is the first in a continuous series called PROFILES IN COMPANY. We'll be
taking a deeper look at the people who work for Aimmune and getting to know them from
all levels and locations within the company. Our first subject is our new Chief Commercial
Officer, Andrew Oxtoby, who began his job on January 22nd and hit the ground running.
AB: Why don't you give us a little background on yourself and how you came to the US.
AO: I was born and raised in Yorkshire in the north of England. My father was a professor at
the University there; he taught electrical engineering. When I was a teenager he got a job
teaching at Purdue University in Indiana, so he moved over here for a year. My mum and the
rest of us stayed behind (I'm the oldest of four). After a year, Purdue said do you want to
work here permanently, so we moved there as a family and I studied engineering at Purdue.
AB: Biomedical engineering?
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AO: Mechanical. My first job out of University was with Procter & Gamble. My first job was
designing Pampers premium diapers. It's also where I met my wife, Tracy, who was a
chemical engineer working on Pampers as well. We got married in 1998, so we just had our
20th wedding anniversary last year.
AB: Congratulations. And you have children?
AO: Yes, we have two children: Emma, who is fourteen and was born in Indianapolis and
Sophie, who's 11 and was born in London.
AB: Oh, so you went back to London?
AO: Well, first I left P&G in 2000 to go to Harvard Business School for two years. When I
graduated in 2002 I went to Indianapolis to work for Lilly. And then after being there for
about two-and-a-half years they asked if I would like to move back to the UK; so we moved
back in 2005.
AB: And your wife is American?
AO: Yes, she's originally from Missouri, actually. We lived outside London, near Windsor.
And as I said, my daughter Sophie was born there. In fact, my wife gave birth in the hospital
just down the road from our Paddington office. Little known fact: at the same time Baby
Spice from the Spice Girls was giving birth in the next ward over.
AB: I'm sure all the Gen X fans at Aimmune will love that fact. Tell us how, what brought you
to Aimmune?
AO: I had been at Eli Lilly for 16 sixteen years and I really enjoyed it. I wasn't actively looking
to leave, but I had communicated to a couple of search firms that for the right opportunity
with something that was smaller and more entrepreneurial I would be interested. I was
approached by a firm in September of last year.
When they described the company and what it was about, my first reaction was I don't think
so because I didn't know the therapy area. But what was attractive was it felt like a dynamic
and interesting company, and I was intrigued at the chance to get involved in something
where there wasn't any treatment options. That's not an opportunity that comes across your
desk very often. So I said let me learn more. Then I had a phone conversation with Jayson
and I got even more interested. By the time I had received a job offer, I counted - if you
include the board members - that I'd talked to 22 people about the job.
AB: So it really excites you that this is a new field of medicine.
AO: Very much so. You can work your entire your career, and never have this chance. We're
going to have a chance to be the first treatment, and there's nothing in the foreseeable
future that can compare in terms of our ability to truly help patients. That is a rare and
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exciting opportunity.
AB: Tell us about the concept of commercializing oral immunotherapy. What do you think is
the most interesting aspect of your job?
AO: Well, I can say this: it is quite unusual for a company of our size to be able to actually
commercialize it by ourselves. Most biotechs either have to partner with somebody that's
got a lot of scale or they need to get acquired because they can't do it themselves. Allergy
is a pretty concentrated sub-specialty and there are only 5,000 allergists in the US. That
really allows us to be able to build a relatively lean and agile field organization.
Here are some numbers I can share that would give it some perspective: There's 350,000
primary care physicians in the US. There's about 100,000 pediatricians. There's 12,000
endocrinologists. So 5,000 allergists is a very small sub-specialty. It's a really unique
opportunity to be able to commercialize it yourself.
AB: That's fascinating; in a way the idea of food allergy is this really big idea, but in reality
it's really targeted.
AO: Exactly. The nature of our product is we want to work with allergists. We think allergists
are the right people to treat patients and ensure that they get a safe dosing regimen and
the best outcomes.
AB: So what are the key milestones to bring AR101 to the market?
AO: Right now, we need to make sure we understand the landscape. We need to
understand where allergists currently are in terms of their ability to administer AR101 and
treat patients. We know there is a relatively small number of them who do Homebrew OIT
(Oral Immunotherapy) and so they are likely going to be set up to do AR101 pretty well.
Equally, we know there's a number that are very enthusiastic about AR101 but their clinic
probably doesn't have the space or the staffing or some other aspect of the logistics. So it's
helping them to understand what would be necessary in order to set themselves up to
administer the products safely.
The fundamental thing is it's about having a great experience for the patient and for the
physician, a safe experience and a positive experience so the patients tell other people who
are suffering from peanut allergy this is something you are going to want to do.
AB: And they feel safe and secure with the community of people they're working with.
That's a unique part of our business.
AO: Yeah.
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AB: Well, what do you think we can expect in terms of the growth of the company? I mean
in terms of, you're going to be overseeing, what is it, 40% of the company or something like
that?
AO: Well, today we're at 230 people across the company. We think that by the end of the
year we'll be approaching 400. Many of those additions will be in the field organization in
the US. Also, we're going to be building out the European organization for the launch in the
middle of 2020. Yes, we'll be adding a lot, but one of the things I'm learning is it always
takes longer to hire people than you think it's going to take. It's one thing on paper and it's
another thing in reality. And it's not for lack of people wanting to join Aimmune, it's about us
having a high bar of what it takes to join the organization.
AB: So, is there any difference, say, like in departments? I mean is it just bigger
departments? Are you going to be bringing on new departments?
AO: That's a good question. I don't think there will be new departments. I think we will have
additional focus in some areas. For example, one of the things that we know we need to add
resources for is around market planning and forecasting and business intelligence. As we
grow our pipeline beyond peanut into egg and milk and multi-nut, we need to have people
that are able to do forecasting for what those opportunities are and make sure we
understand what that is for the US, also for Europe, also for other places around the world.
And that's a lot of work.
AB: So, take egg, which we're planning to get going next. From what I know most of the
market is in China and Asia. Does that mean there will be a Hong Kong Aimmune?
AO: Potentially, but not for quite some time! The question is, first of all we have to evaluate
the market opportunity and then figure out what is the best way to realize the opportunity:
is it to build infrastructure there ourselves? Is it to partner with somebody in that part of the
world? We don't know. Because - as we're seeing - peanut allergy is far more of an
opportunity in the US and Europe, whereas egg is likely an opportunity in Asia as well as in
Europe and the US. You have to think about what you would need to add to make sure that
you can support it in that part of the world.
AB: And you have plenty of time to do that.
AO: We have some time, but I would also say we have a sense of urgency to evaluate these
opportunities so that we can put in place what's needed to bring these new products to
patients. There are also implications around how you plan clinical trials. For example, when
we do our Phase 3 study for Egg, we may well have sites in Japan and/or China and other
parts of Asia.
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AB: Okay, well, the hardest part of our interview is over. Now this is the fun part. I'm going
to ask you a few questions from the "Proust Questionnaire" – it's a series of questions that
Marcel Proust would ask his guests as a kind of parlour game in turn-of-the century (I mean
20th century) Paris. It's supposed to reveal a person's character – just for fun…
AO: Okay…let's do it.
AB: Okay. So what is your current state of mind?
AO: Optimistic
AB: What is your most marked characteristic?
AO: Impatience.
AB: Who is your hero in fiction?
AO: James Bond
AB: Which living person do you most admire?
AO: Barack Obama
AB: If you could change one thing about yourself, what would it be?
AO: Try and be more present.
AB: If you were to die and come back as a person or thing, what would it be?
AO: (laughs) I'd love to come back as a professional golfer.
AB: Which words or phrases do you most overuse?
AO: I'll tell you a short story: we had Bring Your Child to Work Day last year and I brought my
(then) 13 year old daughter Emma. That evening, my wife asked Emma, "What did you learn
from being at work with your Dad?" And she said, "Well, he sits in meetings and he tells
people to "close the gap" a lot."
AB: What do you consider the most overrated virtue?
AO: One of the things I really value in people is authenticity. When I meet people that seem
perennially positive and happy about everything, I do wonder if that's a front or cover-up to
mask how they really feel about things. Often we talk about the importance of being
positive, but I think being genuine and authentic as a leader is so important. Be yourselfeven if you're not happy about something. Of course, perhaps this just means I'm an overlycynical Brit?!
AB: Okay we're done!
AO: That was fun.
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AB: Glad you liked it.
AO: Thank you.
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