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A Launch trip of
OTC/OTX product

A Case Study of Predapox

BY: MAHMOUD M. HAMED

SENIOR PRODUCT MANAGER
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OTC Vs. OTX Vs. Rx

O I )( OTC Products OTX Products

. Products that can be
Products dispensed bought without

New Aspect in OTC market by pharmacists oz

without a need for a dispensed on the advice

’ of the patient’s
BY: MAHMOUD M. HAMED doctor’s Rx. S,

e.g.: Analgesics e.g.: Supplements

RX Products

Products dispensed ONLY
by a prescription of a
healthcare professional.

e.g.: Antibiotics




How many products launch find
success?? (1)

Fail

W Succeed

95%




Nearly 30,000 new products are
introduced each year, and 95% of
them fail according to Clayton
Christensen, a professor at Harvard

How many Business School.

oroducts launch
find success??

(1) And no business is immune to this
harrowing statistic, which includes
misfires from companies like Google,
Coca-Cola, and Colgate.
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How do you Product-market fit
measure the Revenue and profitability
success of your Customer acquisition and retention
new product Innovation and differentiation
launch? .

User experience and feedback
Learning and improvement

Powere d by Al and the Linkedin community



Why Most
Product

Launches
Fai\? (2)

FLAW 1: THE COMPANY
CAN’T SUPPORT FAST
GROWTH.
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Why Most
Product

Launches Fail?

Flaw 2: The
product falls
short of claims

and gets bashed.

e.g.: Vista.
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Why Most Product
Launches Fail?

Flaw 3: The new item
exists in “product
limbo.” e.g.: Coca-Cola
C2




Why Most Product
Launches Fail?

Flaw 4: The product defines a new
category and requires substantial

@- consumer education—but doesn’t
get it. e.g.: P&G Refresher.

L AIR

Y- : ‘



Why Most Product
Launches Fail?

Flaw 5: The product is revolutionary, but
there’s no market for it. e.g.: don’t gloss
over (This product sold to whom and on

what price?).




12 Product Launch Success Strategies g

Establish A Product Launch Plan.

Perform Market Research.
|dentify Your Target Market.
ldentify Your Competitors.
Develop A Marketing Strategy.
Plan Your Budget.
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12 Product Launch Success Strategies g

Set Measurable Goals And Benchmarks.

Perform Extensive Product Testing
See What Worked—And Didn’t Work—For Other Companies.

Measure The Success Of Your Product Launch

Support Your Team.

Prepare To Overcome Product Launch Hurdles.
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cases




COUGH RELIEF

IDAY&NIGHT ) @

Robitussin

MAXIMUM MAXIMUM .
STRENGTH STRENGTH

Cough+Chest Nighttime « -

Congestion DM CoughDM <)
TN Gt S

Non-Drowsy

Dg =D FOR TREATMENT COUGH AND
P COLD SYMPTOMS FOR MORE

1-8 FLOZ (237 m)/ 14 FLOZ (118 m) 8 FLOZ (237 ml

3 BOTTLES - 20 FL OZ (591 ml) TOTAL THAN 50 YEARS.




s

NOARTARACINS AN BEALTN®  [TENCAITY s
B i

trum ® ntrum

. SILVER s SILVER'

CENTRUM

CENTRUM® IS THE MOST DOCTOR- AND PHARMACIST-RECOMMENDED

MULTIVITAMIN BRAND IN 86 COUNTRIES. m
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g Reading the market attractiveness.

Pre-Launch
e IMS Analysis for the market.

Steps

Market Surveys.




redc ;m - Better to be Late

f mended stc q dose for all patients is 30mg
t r needed appr ately 1 to 3 hours prior

to sexual occtvty
Ireatment with Dapoxetine should not be initiated

with the 60maq dose

Dapoxetne 30 mg

Better to be Late
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The Only Approved
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PREMATURE EJACULATION'

: L75

1 out of 3 men experiences PE* at some time in their lives. 0.91

d 0.9
(o) 1.8 minutes — -
ol A X I ox

The average amount of time a man suffering
ot b B Meon IELT™ Before B Meon IELT After
ofter sexua

from premature ejaculation lasts,

stimulation begins Predapox (Dapoxetine 30 mg) increases the IELT 3 times
the normal time.*

NN reuptoke inhiotor (SSRI) o

N=872 175{1 N«876 N=870

\\ 17- J 2404 7 Ei s

Plocebo B Dopoxetine 30 mg I Dopoxetine 60 mg

Dapoxetine is a potent selactive Serotor

he mechanism of oction of OOx

— Unlike other SSRIs, dapoxetine is
= absorbed ond eliminated ropidly B R o Sy N P o
& | from the bocy! re 1 e
N nterc

Its fost octing property makes it
suitable for the trectment of PE but

Treatment with Dapoxetine should not be initiated wit
not as an antidepressant \

the 60 mq dose

L Preda I




ple VE-1A g o Jia gl 3o 17 wiiga Laa wilay Jia il Al G3d Acyw Albiio
Flat 13 30 (i3 Jo Y8l Gdg v wiay Las £l wiall B35 wag
1out of 3 men experiences PE* at some time in their lives. ;

278

175
ﬁo.s '

B Meon IELT™ BEFORE B Meon IELT After

lanl AU GAAN GBg 3js 430 P+ (imSgia) guSgilay plaaiul
Using Predapox 30 mg (Dapoxetine) increases IELT 3 Times
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INSIDE
THIS
NEWS
LETTER

PG. 2

Daily Sales

PG.3

Daily Activities in pharmacies

PG.4

Best Performers

Zaki Nasr (Best DM)
44 offers

Mostafa Noman (10 offers)
Magec Hosny (10 offers)
Hesham Sayed (7 offers)
Michael Helmy (12 offers)

Mohamed Ramacan (3 offers)

PREDAPOX NEWSLETTER Ramy Noshy (Assiut) Best M REP
1 SEPTEMBER 16 offers

Az we reached thiz step in our Launching for our new piller [Precapox ®), we need to have
better look caily anc to monitor very closedy.

The total offers we cid till end of August 190 offers

Our total sales reached above 10,000 packs.

BEST
PERFORMACE




The top drug launches
since 2017/ .
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The top drug launches
since 2017/

Mavyret”
it Company: AbbVie
e EE—— Disease: Hepatitis C
Take a3 tablets ance doi Approved: Aug. 3, 2017

L A —

Sales, first four full quarters: $3.01 billion

Take all 3 tablets once daily
at the same time

ﬁ with food n

Push down on tablets breaking through back side

. P AL Direct-to-consumer campaign called “Face the Cure,” actors who
portray patients repeated the phrase “in only 8 weeks,” emphasizing
Mavyret’s short time to cure.

E— )

Adv: 8-week treatment, whereas the others cure the disease in
12 weeks.

Price was $26,400 per course, while both Vosevi and Epclusa
cost $74,760 for the full 12-week treatment.




The top drug launches
since 2017/

Biktarvy
Company: Gilead Sciences
 — Disease: HIV
R Approved: Feb. 7, 2018
... Biktarvy' | First four full quarters sales: $1.94
ICegravir, emtricitabine, 2% *11°
- ofovir alafenamide) tables billion
30 mg /200 mg /25 m§

SN

Biktarvy comes in a small package.

Note to pharmachit
5o 50t cover ALERT box with pharmacy bbel . . . .
b s ’J—'“ Taking a smaller pill could lighten some psychological
——— burden on patients, but that advantage itself doesn’t explain

Biktarvy’s success so far.
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The top drug launches
since 2017/

— Ocrevus

- Company: Roche

A Disease: Multiple sclerosis

o Approved: March 28, 2017

S First four full quarters sales: CHF 1.35
’ billion ($1.38 billion)

Pricing Ocrevus at a 25% discount to Merck KGaA’s
Rebif—a drug it had beat in head-to-head clinical trials
in relapic,ing MS—and an average 20% discount to other
MS rivals.
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The top drug launches
since 2017/

Shingrix
Company: GlaxoSmithKline
e Disease: Shingles
| E Approved: Oct. 13,2017 (Canada); Oct.
i 23,2017 (U.S.)
e First four full quarters sales: £784
million ($999 million)

Age: 50 and above.

A
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The top drug launches

N since 2017/
.
N, Spinraza
oo Company: Biogen and Ionis
gpin'a £8 Disease: spinal muscular atrophy
(ngesci?igﬁe” Approved: Dec. 23, 2016
\Y‘\ yzwal=st First four full quarters sales: $884
A 4m eg1e
W ::rig :21?"533-8'2'1,«4-'r- mllhOn
s the promise of a potential cure with just one

injection
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The top drug launches
since 2017/

Skyrizi
Company: AbbVie and Boehringer
Ingelheim
Disease: plaque psoriasis and more
Approved: March 26, 2019 (Japan), April
23,2019 (U.S.)

First 11 months of sales: $655 million

it launched TV ads for Skyrizi, called “Nothing is
Everything,”




The top drug launches
since 2017/

e . Zolgensma

e Company: Novartis

Disease: spinal muscular atrophy
Approved: May 24, 2019

First 10 months of sales: $531 million

Novartis had a price tag of up to S5 million, even though the
final cost came in way at $2.125 million for the one-time
therapy.

it still ranks as the world’s most expensive treatment.




The top drug launches
since 2017/

Ozempic o
= x Company: Novo Nordis
Jozmm@ = Disease: Type 2 diabetes
= Approved: Dec. 5, 2017
: First four full quarters sales: DKK 3.15
billion ($508 million)

Novo prepared with a mountain of clinical data,
compared not just to placebo, to Merck DPP-4 inhibitor
Januvia, AstraZeneca’s once-weekly GLP-1 drug
Bydureon and Trulicity.

DTC marketing investment reached $160.5 million.




The top drug launches
since 2017/

Dupixent
Company: Sanofi and Regeneron
Disease: atopic dermatitis, asthma and
chronic rhinosinusitis with nasal polyposis
Approved: March 28, 2017
First four full quarters sales: $387 million

g |

They unveiled an awareness TV ad called
“Eczema Exposed.”




40 Ways to
Crash
a Product Launch

(5)
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Pre-Launch Phase:

No market research on the product or the

market has been done. |r,@

40 Ways to Most of the budget was used to create the

Crash J PI’OdUCt product; little is left for launching, marketing,
and selling it.

Launch

The product is interesting but lacks a precise 7]
market

-
—

Eul

The products key differentiators and
advantages are not easily articulated.




Pre-Launch Phase

The product defines a new category, so
consumers or customers will need

considerable education before it can be sold.

40 Ways to
Crash a Product

Lau ﬂCh The sales force doesn’t believe in the e X
product and isn’t committed to selling it. L%T@

Because the target audience is unclear, the e
marketing campaign is unfocused. =

>




Pre-Launch Phase:

Distribution takes longer than G
expected and lags behind the launch. =7

40 Ways to

Crash a Product Sales channels are not educated about

Launch the product and thus slow to put it on @
shelves.

The product lacks formal independent @

testing to support claims.

4




Pre-Launch Phase:

The marketing campaign is developed in-
house by the manufacturer and lacks

40 V\/ays to objectivity.

Crash a Product
Launch

The product is untested by consumers; only
the company can assert its benefits.

=
=
=
/) =

The website is the primary place to order,
but the product description is unclear, and
the site isn’t fully functional.




Launch Phase:

The product is launched too hastily and =%
doesn’t work reliably.

40 Ways to The launch is aimed at the wrong target

Crash a Product Judience. >

Launch

Supplies of the product are insufficient to ‘ %
satisfy orders. 0—5

The product is launched too late for its key
selling season. ﬁl

N
sfm
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Launch Phase

The product doesn’t fit into any key selling

40 Ways to season.
Crash a Product | f
The manufacturers claims can’t be backed
Launch up. mm
A governing body (the FTC, the FDA) pulls the
product, citing false claims. R
II1I
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Launch Phase:

The product is given a limited trial at J
retail but without public relations, 4

40 Ways to marketing, or promotion to turn.

Crash a Product

Launch The product is launched without ®
influencers to promote its efficacy. ‘X/

The launch budget is insufficient to $

pull the product off the shelf.
G ©




Launch Phase

o)
The product has no trained spokesperson to <
educate the media. ﬁ

40 Ways to

Crash a Product Management launches the marketing %
campaign before distribution is complete. )

Launch

Management has promised the board and
stockholders an instant hit without =
considering how much time is needed to
educate consumers about the product.

7

8./



Launch Phase:

ign | ineffective. MMM,
The ad campaign is untested and ineffective LA
The launch campaign depends solely on PR Q
40 Ways to to sell the product. qu\;
Crash a Product

Launch The company spends the entire

marketing/advertising budget at launch, so w
no funds are left to sustain the campaign

Company executives underestimate the
value of Twitter and Facebook.




Launch Phase

Retailers are given no incentives to feature m
the product.

40 Ways to

Crash a Product All marketing budget goes to advertising and g,
I_aunch public relations, none to social media. .’

Line extensions aren’t test-marketed as

thoroughly as the original product, so they _f')
fail.




Launch Phase:

The product is launched to capitalize on a
fad that soon fizzles.
40 Ways to

Crash a Product .
|l aunch consumers, who don’t understand how the '@J

The product design is unique but confuses

product works.

The spokesperson is a bad fit with the
product, creating a discordant message.

ﬁ
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Launch Phase:

The product is priced too high for mass
adoption.

\J
demographic the product is geared toward. B\

40 Ways to Consumers are unclear about what b/

Crash a Product

Launch The product is manufactured offshore;
qguality control issues result in negative @

consumer feedback and product returns.

The ad campaign is launched before the sales
force is fully briefed, so customers know

more than salespeople about the product.
\/‘fm
81/




Sources

Clayton Christensen, a professor at Harvard Business School.

Harvard Business Review
The Product Manager by Hanna Clark.

fiercepharma.com/special-report/top-10-drug-launches-since-2017

Why Most Product Launches Fail by Joan Schneider and Julie Hall.
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