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Generics growth in the period 2006-2009 has been mo re than twice lower than in the 
period 2003-2006

Generics market sales trends (2003-2009)
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Certain brands have shown a higher resistance than others to generics penetration, 
which may have important strategic implications for  R&D-based companies 

Average generics penetration in the first 12 months

Generics penetration 1

Higher penetration scores Lower penetration scores
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¹ As % of molecule units (original brand(s) and generics), compounded average of the different form and dosages 
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Source: Smart Pharma Consulting analyses after GERS data
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Generics penetration is facilitated by INN¹ prescrip tion and by substitution which 
results from the interaction between pharmacy staff  and patients

Generics prescription
by physicians

Generics acceptation
by patients

A B
Generics
penetration

Generics acceptation
by patients

Key drivers of generics penetration
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Source: Smart Pharma Consulting analyses

Turnover (/units delivered)
of the molecule

Number of companies
proposing generics

Perceived risks linked
with substitution

C

Generics proposition
by pharmacy staff
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¹ International non-proprietary name
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Brands that best resist generics competition, usual ly address specific segments at 
risk such as children, elderly and/or fragile patie nts 

Generics 
prescription

by physicians
A B

C

Generics
penetration

Generics acceptation
by patients

Specific segments of at-risk patients (1/2)

Buprenorphine 

(SUBUTEX)

� Substitutive treatment for patients 
addicted to opiates

� Schizophrenic and bipolar patients
� Alzheimer patients who present Risperidone 
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Typical patient targets
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Source: Smart Pharma Consulting analyses – HAS

Turnover
of the molecule

Number of companies
proposing generics

Perceived risks linked
with substitution

Generics 
proposition

by pharmacy staff

� Alzheimer patients who present 
aggressive symptoms 

� Aggressive children above 5 years with 
mental retardation

� Management of persistent, moderate to 
severe chronic pain which cannot be 
managed by other opioid drugs 

� Adjunctive therapy in the treatment of 
partial seizures with and w/o secondary 
generalization in adults and children

� Management of postherpetic neuralgia 
in adults

Risperidone 

(RISPERDAL)

Fentanyl

(DUROGESIC)

Gabapentine 

(NEURONTIN)

1

2

3
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Indeed, as illustrated by fentanyl, health authorit ies have begun to raise pharmacists 
attention on the risk to substitute specific patien t populations with generics
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Specific segments of at-risk patients (2/2)

Generics 
prescription

by physicians
A B

C

Generics
penetration

Generics acceptation
by patients

Generics

Reference drug DUROGESIC 12 mg/h (Janssen-Cilag)

Typical fentanyl generics group¹

Fentanyl Biogaran

Fentanyl Ratiopharm

Fentanyl Sandoz

Fentanyl Winthrop

MATRIFEN (Nycomed)
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Source: Smart Pharma Consulting analyses – AFSSAPS ¹ As formulated within the AFSSAPS Directory for the 12 mg/h

“Fentanyl patches are very strong opioid analgesics, with a 
narrow therapeutic index.
As mentioned in the “special precautions” section:
� High body temperatures can accelerate fentanyl absorption. For this 

reason, feverish patients need to be monitored to check the 
emergence of opioid side effects symptoms.

� Elderly patients and children (from 2 to 16) can be more sensitive to 
the active substance.

Due to inter-individual variations which could occur in some 
elderly patients or children and in order to prevent inappropriate 
dosage, patients need to be carefully monitored during their 
treatment in case of a change of fentanyl prescription (switch 
from original brand to generics, switch from generics to original 
brand, switch from generics to generics).”

Turnover
of the molecule

Number of companies
proposing generics

Perceived risks linked
with substitution

Generics 
proposition

by pharmacy staff1

2

3

MATRIFEN (Nycomed)
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Molecules with lower generics penetration display m uch lower INN prescription rates, 
thus making pharmacists attempts to deliver generic s more difficult

Generics 
prescription

by physicians
A B

C

Generics
penetration

Generics acceptation
by patients
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INN¹ prescriptions of drugs
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Prescriptions under the INN¹ as a % of molecule pre scriptions²

Lower penetration
scores3

Number of generics players per molecule
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Source: Smart Pharma Consulting analyses – EPPM data (MAT Winter 07-08)
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1 International non proprietary name - 2 Original brand(s) and generics – 3 Penetration scores in the first 12 months 
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17
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21 21
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Higher penetration

scores¹

Generics offer on molecules with lower generics pen etration is usually more limited, 
at least during the first 2 to 3 years

Number of companies selling generics
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Generics offer on a selection of drugs

Generics 
prescription

by physicians
A B

C

Generics
penetration

Generics acceptation
by patients

Lower penetration
scores¹

Number of generics players per molecule
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¹ Penetration scores in the first 12 monthsSource: Smart Pharma Consulting analyses after GERS data
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Strategic options to optimize brand resistance to generics

Why do some brands better resist generics competition?

Optimize brand value beyond 
generics accessible business
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“Non-genericable” sales

Generics penetration

Direction n°1

Optimize time to compete
with generics
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Direction n°2

Optimize original brand sales 
after generics entry
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Direction n°3

Leverage
generics business
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50%
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Direction n°4

Several strategic options can be adopted to optimize , in the short term, the 
performance of brands which are intrinsically resis tant to generics
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Pediatric line extensions

Source: Smart Pharma Consulting analyses

3 Back-up brands

4 Rx-to-OTC switches

2 New combination

0%

New formulation1

0%

9
Medical / regulatory 
information to physicians 
and pharmacists

0%

Warning / restrictions to 
substitution

8

13 License to generics players

0%

Auto-generic launch12

R&D-based company “royalties”

6 Stricter compliance to 
bioequivalence requirements

7 Patent litigation

5

10 Price adjustment

11 Commercial agreement with 
distributors
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Strategic implications for R&D-based companies

Why do some brands better resist generics competition?

Generics being competitors like any other one, orig inal brands should consider them 
as such and compete against them to optimize their p erformance

� It is key for pharmaceutical companies to identify , amongst their brands about to lose 
their market exclusivity, those which are likely to better resist generics competition

� Then, they should adopt the following process, in an attempt to optimize sales of 
eligible brands :
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Source: Smart Pharma Consulting analyses

Estimate the 
level and speed 

of generics 
penetration¹

Define 
resources to 

allocate 
before and after 
generics entry  

Determine
up to when
to maintain 
promotional 
investments

Measure the 
impact of 

promotional 
investments 

1 2 13 4

¹ In the light of most likely scenarios re. competition rules (e.g. substitution, promotional requirements, etc.)


