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Business structure of the leading phari tical panies (2009)
Rx-focused % of total company sales
AstraZeneca 98% 29%: Device — Implants Jean-Michel Peny
Merck&Co 92% 8%: Animal health — consumer health
—
Lilly 91% 9%: Animal health (6%); Others (3%) -
—
Pfizer 91% 1%3 8%: Animal health (6%); Other (2%) P ha rm a Ma rket I n s 1 g hts
—
Sanofi-aventis 85% 3% 5% 7%: Animal health
N - Key Facts & Challenges -
84% 8% 8%: Oral care (5%); Nutrition (3%)
80% 20%: Diagnostics

Strategic portfolio matrix for pharmaceutical companies (2009) ' ‘
Mid [ Big | Strategic options \
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Healthcare- v P = One vs. multiple drug
Pierre Fabre Abbott 383 / business segments 2010 Edition

Novartis
= One vs. multiple healthcare

“Observation collects facts, reflection combines them,

% e e business segments experimentation verifies the result of that combination"Dlderot
% ;z,sj,zr Lilly Sanofiavenis | S = Limited vs. large number of
s Merck & Co Plizer therapeutic areas A Smart Pharma Consulting
2 J Growth potential per strategic segment (2009-2014)
nama compancs Y anarma companes) ! esimats |
o : :@ : = The Pharma Market Insights - Key Facts & Challenges - 2010
& R IGenerics 1 Edition, provides fact-based analyses to better understand the
& o e @ 5 Lo % pharmaceutical market and to better anticipate its evolution by
g __________ i: __________ :_ __________:___ - <_EéO%iorto{T)lsa}lesof 2014.
é Animal D : : larma companies
g - ! nﬁ{éﬁ@ < hama companes” " * The author shares its strategic vision of the market and
I [ [ proposes a specific tool to help pharmaceutical executives
e e O 5 7 define the most appropriate development strategy for their
5-10% 11-15% 1620% >20% 2014 cstimated company.
2014 estimated return on revenues 3 sales level in USD Bn 2
Note: Vaccines are included within ethical segments. They should grow from $ 21 Bn in 2009 to $ 53 Bn in 2014 and maintain an average profitability of 20% ] The reVIeW Of the market Structure and the Identlflcatlon of ItS
key drivers and limiters , determining its trends, will be
particularly useful for those who wish to reinforce their

strategic thinking.
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