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Under guidance of Harish Tiwari ( Sr. Marketing Manager) Under guidance of JYOTIN DEV DAS( Sr. Director Marketing)
* Market Analysis; Study of the whole Insulin (Glargine) market *Generation of the doctor database; Biocon use a sales force portal INSPIRE.com,
* Finding observation; from the bulk IMS Sales data on the basis of Value & Units Database of the doctors are collected and uploaded on INSPIRE.com by the TBMs
* Prescription vs Prescribers analysis & the calc. of P/D (Prescription per Doctor) (territory business manger)
* Competitive Analysis ; Study of the marketing approach , strength and weakness of  <Categorization of doctors; The generated database of the doctor is then
the competitive brands on the basis of different states and zone categorized on the basis of their speciality Standard Re Potential  Brand  Final  Doctor
* (Calculation from IMS data on the following aspects; *Calculation of the data on the following aspects; Rate Grid  Penetration Grid Category
MAT (Moving Annual Total) , QTR (Quarter), MS (Market Share), GR (Growth Rate), v'Potential of the focus brand, 533 RX H H HH A
CAGR (Compound Annual Growth Rate), YTD (Year to Date), %Cont (Percent v'Penetration of Brand vs Competition brands | <ss17x = M Y MM B
Contribution) *Segmentation of doctors on the Grid (BCG Matrix)| <18 L L L G
* Insights (on the basis of); ‘ “ .
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* For Commercial Excellence;
v'Use premium sales force applications for managing the sales force,
v'Training module of the sales force should be well designed for each segments,
v'Biocon should focus on the personality development of their sales force
* For Marketing; A well defined review and feedback system should be maintained
for the Medical representatives to review a particular and targeted doctor

Benefits of Biocon Internship
Close understanding of the corporate culture

* Network building in an esteemed organization
* Gained knowledge of two different markets and two different departments
* Qverall Development of marketing skills , strategic thinking and market analysis

Rx/Rxer, P/D Analysis GLARGINE Market and Brand (Year-wise)

p/D Prescription Vs Prescriber

B PrescriDer e Proscription

2019

Prescriber Prescription
YEAR P/D 2019 23844 26.89 Lakhs
2019 9.4 GLARGINE 2020 25936 28.59 Lakhs

GLARGINE 2020 9.2 [INDIA ZONE] 2021 19629 17.80 Lakhs
[INDIA ZONE] | _ 2021 7.6 2022 25009 2091 Lakhs




