PERCEPTION ANALYSIS AND MARKET POSITIONING OF

PLEGRIDY® (Peginterferon f-1a) F. Inspired by patients.
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Multiple sclerosis (MS) 1s a potentially disabling disease of the brain
and spinal cord (central nervous system). In MS, the immune system Total No. of MS Patients examine per month Total No. of Patients examine with RRMS per
attacks the protective sheath (myelin) that covers nerve fibres and
causes communication problems between brain and rest of the body
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cian preferences in current DMT’s available with the marketing re-
search and developing a market positioning for “PLEGRIDY™” from

the above collected data. Patients on the following Drugs
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Sample population: Conclusion

Suggestions

Neurologist « The Avonex occupying the maximum market shares in DMT cate- « PLEGRIDY" is pegylated form to extend its half-life and prolong its
Sample Size: gory, it would be easy to be replaced by PLEGRIDY®. Since, it is exposure 1n the body, enabling for a less frequent dosing schedule
Respondents: 40 pegylated form to extend its half-life and prolong its exposure in (Once 1n two week); it should be market as that way. Its advantages
Mumbai: 20 the body, enabling for a less frequent dosing schedule (Once 1n two over Avonex should not be counted in its marketing strategy because
Delhi: 20 week). Prior to its launch and clinical use PLEGRIDY® has been it will ultimately decrease the market of their own product.
well positioned as Interferon. Hence, 1t has good positioning in e There 1s a need of ease of administration of drug for MS treatment,
Sample area: terms of need of extended life and less frequent dosing. Pleginter- since the PLEGRIDY® should be taken once in two weeks hence
Mumbai feron beta-1a being one of the safest molecule and ease of admin- PLEGRIDY® should be positioned as ease of administration drug.
Delhi-NCR istration amongst the DMT’s available in the market, 1t can pick up e By creating a good positioning statement that will promise an emo-
Tool: in the market quiet well. But in the research it has been found that tional benefit, without stating directly to the patient 1.e. route of ad-
Semi- structured questionnaire to collect primary data ‘Cost’ and ‘Supportive clinical evidence’ are the most important ministration.
Microsoft Excel to carry out analysis characteristics that doctor seek before prescribing it. e UCB India Pvt. Ltd. should launch this product at competitive price,
e Hence, 1t can be considered that the market condition and initial by keeping in view the sale of Avonex.

opinion about the product is ideal for the launch of PLEGRIDY"™.
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