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done. That, combined with a lack of 
regulatory oversight for testing facili-
ties, has further slowed progress, indus-
try experts say. �One key issue has been 
lack of regulatory clarity. That has led to 
some confusion in the marketplace and 
in the investor space,� said Sciona�s Gill, 
who is working with the U.S. Food and 
Drug Administration (FDA) to � g-
ure out just how to regulate the testing 
industry, without lumping companies 
like hers that provide nutritional advice 
alongside those that test for more seri-
ous genetic diseases.

Beyond Testing
Testing aside, several companies have 
begun to take the discussion a step fur-
ther, asking not only what picture our 
genes paint for us, but also how we can 
change that picture with speci� c prod-
ucts.

Metagenics, a company founded 25 
years ago �to help patients achieve their 
genetic potential through targeted nu-
trition� has long used nutrigenomics 
in product development, helping the 
company formulate nutraceuticals that 
address common �nutrigenomic expres-
sion patterns,� the company reports.  In 
essence, Metagenics works off of the 
second principal of nutrigenomics�
that nutrients can alter the way DNA is 
expressed�to develop products such 
as Kaprex, a plant-based joint relief 
product said to modulate prostaglan-
din production, and Insinase, which 
targets cells to promote healthy insulin 
function. Chief Scienti� c Of� cer Jeffrey 
Bland stresses that his company does 
not create products to �neutralize bad 
genes.� 

�We evaluate the most common forms 
of genetic uniqueness that relate to spe-
ci� c health conditions and we design 
our product to address those,� he said. 
Metagenics sells only through health-
care practitioners. In 2007, the company 
grew its revenues 21% and is on track to 
� nish 2008 with more than $200 million 
in revenue, Bland told Nutrition Busi-
ness Journal. 

Brian Meshkin, president and CEO of 
Salugen Inc., believes consumers want 
something more. Thus far, the three-

year-old San Diego, California-based 
company has launched two pilot pro-
grams to test what it bills as �customized 
individual solutions based upon genes.� 
First came GenoTrim, which used ge-
netic testing to create a Made For Me 
formulation to �address your body�s 
speci� c roadblocks to optimal weight.� 
Then came Spa Gen, which used ge-
netic testing to create �a one-of-a-kind 
supplement� to promote wellness. Now, 
the company is reviewing its data from 
the pilots, is working to bring down the 
cost of its supplement packets (which 
reached into the hundreds of dollars) 
and is planning its distribution strategy, 
Meshkin said.

�No one does a lab test for the sake of 
doing a lab test,� Meshkin noted. �When 
[people] take a lab test, they are doing 
it to treat [a problem], to do something 
about it. The customization model is the 
true promise of nutrigenomics.�

That promise could require a wait 
though. Products like Salugen�s tend to 
make research pioneers like Ordovas 
queasy. While the science behind the 
genetic testing is sound, Ordovas said, 
the link between speci� c supplements 
and changing the trajectory of certain 
diseases is tenuous at best. 

�I am very concerned about those com-
panies that have taken that route of 
pairing simple genetic analysis with a 
solution in the end that doesn�t have a 
scienti� c basis.�

Meanwhile, many investors simply aren�t 
up to speed on what nutrigenomics is.

Another entrepreneur, Fredric Abram-
son, had the idea in 2000 of creating a 
vending machine that mixed your soft 
drink based on your DNA. He pulled to-
gether a distribution plan and enjoyed 
some early, positive press, but has been 
shocked at the lukewarm response 
since.

�We just haven�t been able to break away 
from early stage,� said Abramson, who 
teaches biotechnology at Johns Hop-
kins University. �The food compa-
nies and dietary supplement companies 
don�t understand genetics. We haven�t 

found anyone interested in funding it.� 
The tide may be turning, however. In 
May, President George Bush signed the 
Genetic Information Nondiscrimina-
tion Act, which aims to protect people 
from discrimination in the workplace 
or by their insurer due to genetic infor-
mation. That single piece of legislation 
alone could have a powerful impact on 
consumers once leery of any kind of ge-
netic test.

�People were worried that their genetic 
information was this powerful stuff that 
their employer or insurance company 
could get a hold of and that was a ma-
jor barrier from a consumer standpoint,� 
said DeBusk. �I feel like that barrier has 
now been erased.�

And food giants NestlØ and Uniliver
are already exploring ways they can con-
sider genes when creating new foods. In 
2001, the companies jointly hosted a 
nutrigenomics conference in the Neth-
erlands. And scientists at the NestlØ Re-
search Centre in Switzerland have made 
nutrigenomics a research priority for 
several years.

Given all of this activity, maybe�come 
a few years from now�that supermar-
ket of the future might not seem so sci-�  
after all. 

The nutritional genomics movement 
holds great potential for the U.S. nutri-
tion industry. In fact, we believe that 
nutrigenomics could be the force that 
drives mature supplement categories 
back into double-digit growth rates, as 
consumers search for proven ways to 
prevent disease and live healthier, longer. 

But before more companies are able 
to make good on this potential and 
begin moving out of the start-up phase 
with their products—as Metagenics 
has been able to do—they must de-
velop a clearer and unifi ed message 
about the science behind nutrigenom-
ics, its potential and its limitations. 
They also must invest in further high-
quality research to convince regulators 
of nutrigenomics’ effi cacy and safety.
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