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MAKES SENSE HERE, FIND DRUG MNCs

Branded generics route makes sense, they find, even as they invest in markptmg reach
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ign drug omr:pmﬁns, e
to stage a comeback
in the domestic pharma-
oeuticnl business with high-
priced innovative medicines,
are finding the staple business of lo-
cal generic drug counterparts more
attractive in Indian conditions.

Almost all of them, whether
names such as Pfizer, Novartis, Glax-
o5mithKline or others, are look-
ing for a share in the home-grown
generics' business model — the rev-
enues from sabe of low-priced brand-

nerics.
randed generics are moedicines
equally effective as the original patent-
ed molecules but made throwgh dif-
ferent routes and sold at e much low-
er cost, under various names.

The Indian model for foreign drg
majors is expected to continue for
& long time, as experts predict the
share of patented medicines to re-
main abysmally low at tero-three per
cent in the foresesable future,

en by 2020, will be less than one
per cent. Branded generics con-
stitute more than 80 per cent of the
Indien pharmaceutical market. We

"Patented products form a small

| X/\FES'HJ\’Y«JrtmL-n of the Indian market and
v
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are expanding our branded gener-
ics portfolio to therapies relevant
to India,” said Pfizer India's man-
aging director, Hewal Handa, Pilz-
er had launched eight branded
generic drugs during the past year,
he added.

Size spells opportunity
Emerging markets aré expected to
achieve a size of $400 billion by 2020,
with the Indlan market expected to
grow to a size of 540 bn (T1.8 lakh
crore) by then, an Icra analysis says.
The projection explains the ra-
tionale behind the acquisition of
Piramal Healthcare's branded gener-
i business by U5 drug company Ab-
bott, for £3.7 bn, early this vear. It al-

said branded generics would contin-

e to dominate the Indian market and |

would account for over B0 per cent of
domestic drug business even in 2020,
Novartis, a long-term player in the
domestic buginess as

to majors such as Daiichi Sankyo
or US-based Merck, have been in-
troducing several branded generic
products in recent years, he said.

so tells why Japanese drug maker One of two legs

Daiichi Sankyo was eagerto scquire  However, the branded generic focus
g g versal of hetf iobal

- versal o r

er, Rﬂﬂb&x_’:?fr $46 ALMOST ALL OF strategy. mr:%]n.igm
bn two years earlier.  THEM, WHETHER ﬂ;&[ﬂramul:,rsis,mﬂﬁ
For the same reason, of these companies
ownership of compa- NAMES SUCH AS have a two-pronged
nies such as Dabur  Pfizer Novartis, strategy for India: To
Pharma, Matrix Lab-  GlaxoSmithKline or target the mass mar-
oratories and Shanta  others, are looking for ket via produet local-
Biotech changed g chare inthe home- isation and Indiz-spe-

hands in the recent

) cific pricing, and

peat grown generics e umeh o
“Pharma MMNCs are business model ad products in niche
currently launching  Fevenues from sale of segments at & premi-
branded generics in * low-priced branded um, "GlaxoSmithK-
the Indian marketvia  generics line, for instance, has
product localisation, a launched branded

strategy that involves
Iocal branding, sourcing and pricing.
This strategy helps them launch prod-
ucts ntcompetltwu pnc.es thereby
addressing affordability issues, With
localisation, the pharma MNCs op-
erating in India have been able to im-
prove their growth rates and this strat-
egy is expected to yield future growth,”
the lera study said.

Ranjit Shahani, vice chairman &

managing director Novartis India Lid,

generics like Benitec
A (Olmesartan, in combination with
Amilodiping) in the cardiology seg-
ment, Meropenem in the antibiotic
segment, and Calamine lotion in der-
matology. Similarty, Pfizer has come
out with ‘branded value offerings’
(branded generics) like Telmisartan
and Rabeprazole in the therapeutic
segments of cardiovascular man-
agement and gastrointestinal, re

spectively,” the study says.

Sujay Shetty of global consul-
tancy Pricewaterhouse Coopers
agrees, "Except for a few compa-
nies like Roche, that specialises in
& few areas, all other foreign multi-
nationals are looking at Indis s brand-
ad generics market. Branded gener-
ies consist of 8 per cent of the cur-
renit portfolio of drugs sold hee. There
will be no change in this com position
for the next 10 years,” he raid. He
also said all multinational firms op-
erating in the country were sirength-

ening their marketing, to spread wide
aivd deep here,

_"Leading companies such as GSH,
P izer and Abbott have invested sig-
n ficantly in expanding their field
fe ree to widen the reach of both their
arrent products and the ones in their
p.peline, Pfizer added 500 people
to its field force in 2000, while Mer-
cli Ltd had added 450 in 2008. Some
poarma MNCs have also outsourced
their sales and marketing function

in remote rural areas o third parties,

given that it is not cost-effective for
them to have their own field force in
such locations,” Icra said,

The experts also feel it is too ear-
Iy to predict that the increased pres-
ence of foreign drug firms in the same
business spectrum is hurting Indi-
an players.

"The market has huge potential,
Many parts of semi-urban and ru-
ral areas of the country are still left
out, There is enough space for ali
players,” Shetty said.





