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Drugmakers
lift the lid on
emerging

market sales |

Big drugmakers are revealing more
details ahout where exactly they make
thsirmmsymuhidwmvhm[u-
vegtors that emerging markets mJJs'
can deliver tomoiTow's
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markets — partioularty in Asis and
Latin America — offer a lifsline for
makers of prescription and overthe-
counter drugs.

Until recemtly, however, analysts
have had few clues as to how to model
drug sales across a disparste rangs of
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Mﬂie]idaluthu'ﬂm‘m'ﬁmda;
The Anglo-Swedish drugmaker pre-

sented product-by-product perform-

ance in thesa markets, drilling down

to more than 20 different Hne 1tems in

its frstquarter results.

"This is a plvotal point in terms of
getting peopls to see where the rev-
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tually model Ghola
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Coming clear
Piizer kegan giving sales for five
i top drugs In emerging markets
in the fourth quarter of 2005
AsiraZeneca producad product-
by-product performance of voar
20 line items in EMs in Q1
Diisers are steering a middle
course: GSK broke down drugs
sales for emerging markets; -
Sanofi-Aventls gives an overall
emerging markets sales figure

Many companies have been cau-
tious sbout divulging information
that might help competitors, but there |
is & new recognition that without
more data, institutions will remain
wary about atiributing value to
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GlaxoSmithElines guarterly re-
sults, released on Wednesday, for the
first time broke down drugs sales for
emerging markets — and showed a
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gm‘irﬂl of 14-17% through 2014,
against 3-6% for developed markets.

Those kind of numbers are forcing
major imvestors to pay more attention.
“Qrver the next 10 years it is estimated
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