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FOUNDATION BRIEF Jeffrey Modell Foundation 
(JMF) (info4pi.org) was created after one fami-
ly’s personal tragedy inspired them to help oth-
ers. When Vicki and Fred Modell lost their son, 
Jeffrey, to Primary Immunodefi ciency (PI) dis-
ease, they were determined to help prevent this 
pernicious illness from claiming the lives of any 
more children. Their commitment led them to 
establish a unique organization dedicated to 
fi nding a cure for this life-threatening disease 
which affl icts at least 500,000 people in the U.S. 
alone and 10 million worldwide.

They have been tireless in their efforts to help 
other families who have children with genetic 
immunodefi ciencies and to raise awareness of 
these diseases by testifying on Capitol Hill, speak-
ing nationwide and before the E.U. Parliament. 
They have funded research and opened clinics 
around the world.

JMF has developed a global network of 
specialized centers for diagnosis, clinical care 
and research to fi nd treatments and cures for 
Primary Immunodefi ciencies. Families in the 
U.S., Canada, Europe, Latin America, Middle 
East, Asia and Africa have found comfort in the 
expert care they receive at these facilities, as well 
as through JMF KIDS Days, workshops, website 
and social media.

Will you discuss the creation of the Jeffrey 
Modell Foundation and how the Foundation 
has evolved? 

Vicki: Our son, Jeffrey, passed away when 
he was 15. During his lifetime, Jeffrey would 
always say to us, “Please, mom, dad, do some-
thing. You’re smart, you went to college. Please 
do something.” With his doctors, he would say 
the same thing, “Come on. You’re so smart. You 
went to medical school. There must be some 
way that you can help me.” 

Obviously, it was extremely frustrating and 
extremely sad for both his doctors and for us 
to hear him plead like that to fi nd some way 
to keep him healthy. After Jeffrey passed away, 
we remembered that plea of “do something” and 
Fred and I decided we had to spend the rest of 
our lives trying to fi gure out what went wrong 
with Jeffrey. We knew he had a B-cell defi ciency, 

but we wanted to defi ne exactly what that was 
and help prevent a sad and isolating event like 
that for another family. 

Our vision was to raise a suffi cient amount 
of money to support a Fellow or two to study 
this at Mount Sinai Medical Center, where he 
was treated. These Fellows would study B-cells 
and try to make a difference in the lives of 
people who have B-cell defi ciencies. We were 
very fortunate to be able to raise substantial 
amounts of money, so one Fellow became 
two and Mount Sinai was joined by Boston 
Children’s Hospital, Seattle Children’s Hospital, 
and Children’s Hospital of Philadelphia. 

This kept multiplying throughout the world 
and we now have about 800 physicians in our 
network that are working at about 400 research 
and medical institutions. We’re in 300 cities and 
86 countries and it’s growing every year. We’re 
on every continent except for Antarctica. The 
B-cell research gave rise to T-cells and all the 
other cells that we have now discovered keep 
our immune system working properly. 

Our vision has grown over the years. We 
expanded our mission to try to save lives for 
these children worldwide. 

How critical is it for the network to 
share data and research?

Vicki: We call this our global village, 
because it is a rather small community of immu-
nologists that make up the primary immunode-
fi ciency community and they are so willing to 
share with each other. Best practices have now 
been shared around the world including parts 
of Africa and parts of Asia instead of just within 
the United States or Europe. 

We’ve organized and hosted many medical 
meetings where we invite the best of the best 
to share their knowledge with other immunolo-
gists. We still have a ways to go in parts of the 
world where resources are limited, but it’s get-
ting better and better every day. 

Have you received government sup-
port for these efforts?

Vicki: The government has been very good 
to the Jeffrey Modell Foundation. We have been 
given the opportunity to testify numerous times. 
We are the benefi ciaries of very sizeable grants, 
and the grants are specifi cally for public aware-
ness and physician education. We know that 
this can really never stop because there will 
always be more doctors we need to educate 
and new children born each day who may be 
faced with this type of illness.

Will you discuss the advances being 
made in this area?

Fred: There are now over 400 genetic 
defects that have been identifi ed, but when 
Jeffrey was being diagnosed and treated, there 
was a lot of shrugging of shoulders and doctors 
saying, “We’re not sure what’s going on here.” 
There were only 70 defects identifi ed at that 
time. Over the years, because of what we’ve 
been doing and the education and the publish-
ing and the symposia, more and more defects 
have been identifi ed. It’s a very different picture 
than it was in the 1970s. 

Vicki: We’ve now developed a program 
for gene sequencing. Physicians and immu-
nologists may have patients who do not have a 
specifi c diagnosis. They know it’s an immune 
deficiency, but they don’t know which one 
it is. We are providing a free program for 
genetic sequencing worldwide. We’re going 
to 380 centers where they can take their most 
complex, complicated patients and we will 
get them sequenced. 

It is being offered to them for free. The ship-
ping, the kits and fi nal diagnosis. Everything is 
being paid for by the Jeffrey Modell Foundation, 
because it will defi nitely save thousands of lives. 
We’ve learned a lot from this about what these 
defects are and what causes them and how we 
turn them off. 

This is a really important program and 
we’re very excited about our newest venture. 

This effort came out of a tragic situ-
ation in your lives and you have been able 
to touch the lives of so many through the 
Foundation. Are you able to appreciate 
what you have built in Jeffrey’s name?

Vicki: That’s a beautiful question and an 
emotional one. I don’t know that we’ve 
taken enough personal time to think about 
that because we’re so anxious to fi nd the next 
Jeffrey and to make sure that we can save that 
child’s life. We know we’ve done some good 
but it always feels like there’s so much more to 
do. As I said before, there is a baby being born 
every second somewhere in this world who 
might need us. 

Fred: Vicki gets wonderful e-mails, let-
ters and phone calls from people in the U.S. 
and around the world who say, “We’ve found 
out about the Jeffrey Modell Foundation and 
because of it, we’ve found out what was wrong 
with our child. My child is doing well.” That’s 
such a fulfi lling and gratifying piece.•
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EDITORS’ NOTE Prior to her current 
position, Amy Scissons served as Global 
CRM Practice Lead for Mercer. Earlier, she 
served as the Global Marketing Leader 
for Moody’s Analytics. Scissons’ career 
includes marketing leadership roles at 
Jackson Hewitt Tax Service, BBDO, 
and DIRECTV Broadband. She also 
founded and managed the Spanish 
activewear fi rm, Bionik, in Barcelona, 
Spain. Scissons holds a bachelor’s degree 
in history and an M.B.A. from McGill 
University as well as a certifi cate in inter-
national business from HEC School of 
Management.

COMPANY BRIEF Mercer (mercer.com) builds 
brighter futures by redefi ning the world of work, 
reshaping retirement and investment outcomes, and 
unlocking real health and well-being. Mercer’s more 
than 25,000 employees are based in 44 countries 
and the fi rm operates in over 130 countries. Mercer is 
a business of Marsh & McLennan, the world’s leading 
professional services fi rm in the areas of risk, strategy 
and people, with 75,000 colleagues and annualized 
revenue approaching $17 billion. 

How has the role of the CMO evolved?
In B2B companies, surging returns from value-

based marketing is forcing CMOs to evolve into tech-
nologists and strategic business advisors or perish. 
Technologists, because technology is about people, 
processes and data. As the impact of technology 
continues to evolve, so must marketers’ thinking 
around its use. Strategic business advisors, because 
it’s critical for CMOs to entrench themselves in the 
business and be seen as critical partners in develop-
ing the growth agenda.

Through both roles, CMOs have an opportu-
nity to own the customer experience. AI, automa-
tion and advanced technologies are unleashing an 
overwhelming number of consumer engagement 
touchpoints that, under the supervision of tech-savvy 
CMOs, can be used to reach untapped marketplaces. 
Armed with customer data and insights, marketing 
can then educate decision-makers within their busi-
ness on how, and why, to allocate resources to 
emerging opportunities in growth markets, uniquely 
positioning themselves to drive the business forward 
in meaningful ways. 

While many marketers are much more com-
fortable playing to more traditional strengths, which 
is thinking about the brand, communicating to the 
market, and hoping that this in itself will move the 

business forward, we are seeing more and 
more CMOs looking to be more proactive 
about ushering their employers into the 
age of digital transformation and tapping 
into the power of data to be a north star 
for growth.

Are Mercer’s marketing efforts 
consistent globally or do you target 
your efforts by market?

We take a balanced approach 
between global and local marketing. The 
Mercer brand is global but is often per-
ceived as a U.S.-fi rst brand. Roughly half 
of our business still comes from the U.S. 

and Canada while a little bit more than half of it 
comes from what we call the International Region – 
all countries except for the U.S. and Canada.

We recognize that our business is sold at a local 
level so if the brand is not resonating locally, or our 
go-to-market strategy does not actually speak to the 
needs of the local market, we know we’ll never be 
successful. From a global perspective, we have con-
sistent messaging globally and our marketers are 
expected to know where the brand is evolving glob-
ally and how it refl ects activities locally. 

What it drills down to is empowerment. Local 
marketers need to feel empowered to own messag-
ing within their market. We achieve this by driving 
thought leadership globally while bringing it alive 
through localization in fi ve or six primary markets. 

How is technology impacting Mercer’s 
marketing efforts?

At Mercer, people are at the heart of everything 
we do, and we are constantly looking for ways to 
fuse economics and empathy to maximize our 
impact. Those principles guide our marketing strat-
egy as well. We focus on tapping into data-driven 
marketing to positively infl uence the customer expe-
rience through multi-platform touchpoints.

In doing so, we focus our efforts on what the 
client experience is on our own digital platforms, as 
well as where they play in the market, to determine 
where we need to show up digitally. Being able to 
tap into that data to distinctly articulate our value 
across different platforms is part of what uniquely 
sets us apart from our competitors.

How critical has it been to build employee 
engagement in Mercer’s marketing programs?

With over 25,000 employees globally, 
delivering services to 26,000+ clients, employee 
engagement is hugely important to us. We need 
to make sure that our senior leaders are aligned 
and that our people understand what it is we’re 
trying to do. 

Data helps us with these efforts immensely. Our 
teams conduct analysis through data visualization 
tools and transcribe and interpret that information into 
actionable data sets that inform their decision-making 
processes. Additionally, everyone on Mercer’s market-
ing team is assigned simple metrics and KPIs and can 
directly access their data to track how effectively they 
are meeting those assigned goals.

This is something that we have had to evolve 
over time. We needed to recognize that marketing 
is on a journey and it has to become a customer-
centric, data-driven function for the organization. It is 
a matter of earning trust, showing wins, and making 
sure that we’re fully aligned to the business strategy. 

Will you discuss Mercer’s commitment to 
building a diverse and inclusive workforce?

Diversity and inclusion is very dear to Mercer. 
Our workplaces are more diverse than ever before 
and we know that tapping into this breadth of diver-
sity is key to the creative process and the cross-polli-
nation of ideas that drive modern discovery. 

We view D&I as a solution, not an issue, and 
we have been on the forefront of encouraging our 
clients and industries as a whole to think more about 
what it means and how to drive progress. 

Externally, we recently launched the next gen-
eration of our When Women Thrive, Businesses 
Thrive, to help re-energize the conversation on D&I 
and the effort to close the gender gap. Internally, 
we continue to challenge ourselves to think more 
broadly and more critically about our hiring and 
team development practices. For example, by creat-
ing diverse software teams, we’re fostering different 
perspectives and experiences to solve a problem. 
The results can be magic. 

What do you tell young people about the 
opportunities that Mercer offers?

As the world’s leading professional services 
fi rm in the areas of risk, strategy and people, there 
are a lot of career opportunities at Mercer. 

With a diverse workforce based in 44 coun-
tries, with operations in over 130 countries, I 
always emphasize the globality of Mercer. When 
I go into the markets and meet with my teams, 
the fi rst thing that they mention is that they would 
love to work in such-and-such country, or work 
with such-and-such team. We do everything in our 
power to give those opportunities to our employ-
ees and to give them ways in which they can 
challenge and stretch themselves.

When I’m speaking to new recruits, I tell them 
that if they’re looking for a challenge that could 
really open interesting doors for them, considering 
Mercer is a very in triguing option.•
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