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This is to certify that Mr. Akash Mukesh Nashine has successfully completed his
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from 13th May 25 to 11nd Jul 25.

You been assigned following project:

* Current and emerging trends along with competitor analysis for Dapagliflozin -
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Faculty Mentor- Mr. Goutam Sadhu
(Professor at IHMR University)

CURRENT AND EMERGING TRENDS ALONG WITH COMPETITOR
ANALYSIS ON “DAPAGLIFLOZIN” Mankind//I»>

Organization Mentor- Mr. Linson John Soroing T4

(Marketing Head of Templar Division)

MANKIND PHARMA MANKIND SPECIALITIES

Wankind pharma s ne of indie's eaing pharmaceuticalcompany “ ” : "
headauartered in Deli and founded by 2 & s Mankind Specialities is a super-specialty division of Mankind Pharma, which MARKET ANALYSIS on “DAPAGLIFLOZIN' Price & Pack Analysis
kind aspires to become custormer- cenmc Company an i iin the fi y
Siveto pmvlde accessible and affordable heal Il sections started operations in Mumbai in the financial year 20-21 with the vision of serving Market Study on Parameter JUSTOZA (Mankind) Competitor Brands.
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To be able to provide cost-effective, innovation based superior DAPAMAC | Zydus* %14 2700 |08 | 330 | 43 |z
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lives of the patients. GLUCRETA | Torrent* 1859 1861 002 012 292 1866.08 . jrl:::‘i \': more cost-effective per tablet due to larger pack (155) with
VISION - FORXIGA luhe costs makig s ccesie o rice serive s
To be global pharmaceutical company, most admired for its + uomen, D

MRPs, but per-1 bt contis ighe th 1USTOA

Affordability, Quality and Accessibility of products.
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Figure 1 L TITLE: 1. Minor Side Effects of Dapaglifiozin
“Current and Emerging Trends and Competitive Analyss of Dapagifiozin® with Focus on JUSTOZA (Mankind Pharma) +Increased urination
IPM Overview o ) + Urinay tract nfections (UTl)
* Internship Project at Mankind Pharma: + Genital nfections mostly mild & treatable)
13 May-13 July 2025 + Siight drop in blood pressure (i few patients)

2 wli..e for Promotion

2. METHODOLOGY:
Objective: “JUSTOZA = Smart Control, Superior Value.”

= CHARMAN & WHO Toanalyze
- A = ey Indian Affordable, Effective & Trusted Diabetes Care from Mankind
- B e | w| A Zw {14 Famesh unei) Head Business Unit Head Alternative:
" I )4 Dhore) [l (M- Mangesh Dukhande) : " ’
5E Feama 1QVIA MAT April 2024 vs. Aprl 2025 Data & “15 Doys of Power, ot o Smorter Price = Choose JUSTOZA" More tablets
NS "'“”“‘;L’,:;“}‘:‘,_, Head of Marketing + sales values (in % Cr) More relief. More reason to prescribe.
ZE {Mr. Linson John} + Market share %
B © Unit sales Challenges Faced During Internship
.. W.. B N . B B B- 2 + Growth tre Jve & o
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—— e (M. Mayur g . - . . Initally faced dificulty in managing and analyzing IQVIA data with
e A g 0 N ” . = mltple brands, combinations, and MAT trends across different
e Product exacitive Sr Product executive Theoretical Vs Practical Understanding timelines.
{Ms. Samriddhi kadam) (M. Naved sarw + Understanding Complex Brand Strategies
Figure 2 plis il kst
" T L L &
Figure 3 N N Sancing Technicl 8 St
+ Balancing Technical & Strategic
© Understood the pharma- # Analyzed market sales
Mankind’s growth faster in the Cardiac, Anti-Diabetes & Gastro compared to the <" | Needed to
s P Gy e e EEE L) Ty T e Tl
respective ozin (SGLT2 Dapaglifiozin brands.
inhiboter) o Observed how LBLs,
g . Inurnmlnﬂ?hvsldanlnMarbel!aeﬂha(k
1w | pm o owm oo om | ms o pw oa s omn fovow P — — — o Studied different visual aids,
5 tools are fuence soles requred incsry A et
2| e | s | e | e | f e | (e | o | | s e | e Lo | o T [ [ o [ o | [ [t [ [ [ 2 [ 28 S e designe AT
s ou | om n | e mfn | o om| a | ® e e e | e o] el o Learned the competitive o Commemes
of diab and brand
‘ we we o x| em o w x| % wn fux o ow e me o om  wm o m w wm m wm g w e e K ralranainE)
s P e e e e e e e e awsws | s ew | em s m w o e e w o Gained knowledge of o Gained exposure to how Major Learnings During Internship
o T A w om o ue fw om brand positioning and ms
¢ ws [ om om w [z s m wm [ sw s f o« P e e B B I | e B B B e I pris el i ST B * Deep Understanding of
7omeom | w o ws m x| w %5 @ x| a0 ue g o o wa mowwme | om om s om ow m om o ©  Understood patient © Suggested improvement Gmedmplmkmwlmwmmzhﬂﬂmmolwlev itsMOA,
P B B I I A NI R R R s o e compliance, dosage, and areas for better product
T I T e e T I ' 2 8 pack-size strategies positioning + Real-Time Compatitor Analysis
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Internal

External

SWOT Analysis of Dapagliflozin

Strengths

« Effective in lowrering
blood glucose levels by 70 g/day

+ Offers weight loss and blood
pressure benefits.

* Mankind Consumeraopts a unique
manufacturing process.

Opportunities

« Expansion in diabetes market
with growing population

« Combination therapies with
other drugs?

« Adjacent cardiovascular tretm?

Weaknesses

 Cardiovascular risks risk-
monitoring?

* Potential side effects.
management?

* Where do we fall behind on
long-term effects?

Threats

« Entrenched competitors?

« Patent expirations that could
pact us vulnera-

* Trends in new class

« Economic or political issues.

« New geos with |

could

TOWS Analysis of Dapagliflozin

« Leverage demonstrated
health benefits for wider
patient adoption

= Pursue FDCs to enhance
market penetration and
patient convenience

= Explore expansion in
emerging cardiovasula markets,

ST

- Highlight unique manufacturing
process in differentiating on
quality

= Focus on combination therapies
to stand out in a crowded
market

= Improved risk management
narratives focusing on trial dat

= Stress convenient fixed-dose
options in advertising

« Conduct studies around
sustained safety outcomes.

= Communicate safety findings
and long-term advantages
aggressively

= Preempt loss of patent
protection through lifecycle
management

« Prepare responses to changes
in class trends or regulations.

[ oo |

Howit
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Glucoses filtered by kidneys

Increased uringry excretion of
excassipiucose
(moan 70 g/day, corrssponding

of tente 0260 kealday)

Inthe kidney, blood passes through the glomerulus and glucose s filtered into the urine.

<

Normally, kidneys reabsorb

Blucose

The glucose in the urine is usually taken back (reabsorbed) into the blood by proteins called SGLT-2 in the proximal tubule.

<

Dapaglifiozin blocks SGLT-2
Dapaglifiozin

¥ More glucose is thrown out in o

Because SGLT-2 is blocked,
Helps in calorie loss and weight control

<

This process also removes about 70 grams of glucose per day, which is like losing 280 calories daily, helping in weight and
sugar control in diabetes patients.

+ Strategic Thinking for Brand Building.

* Value of Packaging, Visual Aids & Communication
ol .

influence
rescription behavior and brand recall among doctors
riven Decision Making.

el
+ Professional Communication & Team Collaboration

and professional presentation of reports and posters

Suggestions
+ Launch
tostay ahead in the market.

Justoza brand effectively.

easier to understand for doctors.
. 2andtier3
cites.
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* Current and emerging trends along with competitor analysis for Dapagliflozin
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MANKIND PHARMA

Mankind Pharma is one of India’s leading pharmaceuti

Name- Akash Mukesh Nashine

Roll No- 0674

Stream- MBA P

| company,

strive to provide accessible and affordable healthcare to all sections

of the society. Today, Mankind operates in 34+ cou
continents. The company has products in therapeuti
from antibiotics to gastrointestinal, cardiovasculai
dysfunction medications. In 2007-

Mankind entered consum

ntries across 6
ic areas ranging
r and erecti

healthcare by launching Manforce ‘and Prega News. Mankind
Pharma has 23 World class USFDA & WHO-cGMP compliance

values. Mankind has grown exponenti
company as per Prescriptions.

ly to becom

MISION

To be able to provide cost-effective,
quality pharmaceutical products across
/es of the patients.

novation based superior
e globe, to improve the

e India’s No. 1

VISION
To be global pharmaceutical company, most admired for its
Affordability, Quality and Accessibility of products.
Figure 1
IPM Overview

ORGANIZATIONA

CURRENT AND EMERGING TRENDS ALONG WITH COMPET!

Faculty Mentor- Mr. Goutam Sadhu
(Professor at IHMR University)

OR

ANALYSIS ON “DAPAGLIFLOZIN”

MANKIND SPECIALITIES

Mankind Specialities is a super-specialty division of Mankind Pharma, which
started operations in Mumbal In the financial year 20-21 with the vision of serving
the lives of millions of patients with innovative solutions, by offering quality and
affordable products.

TEMPLAR
Templar, the Cardiology division of Mankind Pharma, was established in 2015 and
focuses on managing diabetes, hypertension, and heart failure. Its flagship brand,
1USTOZA (Dapaglifiozin), is available in multiple combinations like JUSTOZA M, S,
SM, and GM. The division also includes key brands such as eplebless, Corabrad,
Gudpres, and the newly launched Sitabless, strengthening its presence in
cardiometabolic care.

Organization Mentor- Mr. Linson John

@

Mankind//I»

Servisy Lo

(Marketing Head of Templar Division)

MARKET ANALYSIS on “DAPAGLIFLOZIN”

Price & Pack Analysis

SWOT Analysis of

Internal

External

Strengths
« Effective in lowrering
blood glucose levels by 70 g/day

+ Offers weight loss and blood
pressure benefits.

* Mankind Consumeraopts a unique
manufacturing process.

Opportunities
« Expansion in diabetes market
with growing population

« Combination therapies with
other drugs?

Dapagliflozin

Weaknesses

* Cardiovascular risks risk-
monitoring?

« Potential side effects
management?

* Where do we fall behind on
long-term effects?

Threats

« Entrenched competitors?

+ Patent expirations that could
impact us vulnera-

+ Trends in new class

. or political issues

» Adjacent
* New geos with less competition

tretm?

could impact Mankind?

BT T
ety
e Product executive
{Mr. Naved sarwar}
Figure 2
E Figured
e
coueanr — = - — r
na | e S| e el e e e e ey Mankind’s growth faster in the Cardiac, Anti-Diabetes & Gastro compared to the e
s s s s e wns
market growth
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TOWS Analysis of Dapagliflozin

SO

« Leverage demonstrated
health benefits for wider
patient adoption

Pursue FDCs to _enhance
market penetration and
patient convenience

= Explore expansion in
emerging cardiovasula markets

ue manufacturing
process in differentiating on
quality

= Focus on combination therapies
to stand out in a crowded
market

« Improved risk management
narratives focusing on trial dat

- Stress convenient fixed-dose
options in advert

= Conduct studies around
sustained safety outcomes

WT

+ Communicate safety findings
and long-term

Market Study on Dapagliflozin Parameter JUSTOZA (Mankind) Competitor Brands.
Brands Company | MAT April 24 | MAT April 25| IS | Growth% | MS | UNITApril25 |  Growth% 5 mg Pack (MRP} <136.1 (15 tablets) Ranges from %129.5 - <525
FORXIGA | ASTRAZ 7156 8131 975 | 1363 | 1275 217587 402
UDAPA Usv T e 7 T a e 5 10 mg Pack (MRP) 2179.7 (15 tablets) Ranges from 2151 - 2554
OXRA Sun* 59.56 7042 1085 | 1822 | 1104 476615 7.60
DAPANORM | _ Intas a2 47.93 351 | 790 751 3690.06 028 Pack Size Larger pack (15 tablets) | Moot others offer 10 or 14
DAPAVEL Alkem* 4162 48.74 7.12 17.11 7.64 4503.25 831
DAPARYL | _Intas * 2784 3047 263 | 945 478 2825.71 105 T
DAPAGLYN Mac 27.16 23.89 327 | 1204 3.74 1595.54 419 FORXGA MRP xs25-xssa(very high) | proo PTE BV
DAPAMAC | 2ydus* 26.14 27.00 0.86 330 423 239302 298
GLUXIT Eris * 24,00 2114 28 | 1191 | 331 20373 1625 Summary:
GLUCRETA | Torrent* 1859 1861 0.02 012 202 1866.08 854 + JUSTOZA i more cost-effective per tablet due to larger pack (15s) with
- - reasonable MRP.
+ FORXIGA is the costliest, making it less accessible to price-sensitive patients.
GRAND + UDAPA, DAPAVEL, and DAPANORM have smaller packs with slightly lower
TOTAL 590,91 63795 |4a708| 796 |10000| s1749.41 220 MRP, but per-tablet cost is higher than JUSTOZA,
1.TImE:

“Current and Emerging Trends and Competitive Analysis of Dapaglifiozin” with Focus on JUSTOZA (Mankind Pharma)

* Intemnship Project at Mankind Pharma:
13 May-13 July 2025”

2. METHODOLOGY:
« Objective:

To analyze the current
dynamics in the Indian anti

nd market JUSTOZA
iabetic market using secondary data.

and Identify emerging trends and competitor

024 vs. April 2025 Data
+ Sales values (in X Cr)
* Market share %
* Unit sales
* Growth trends (value & uni
+ Combination analysis of Dapaglifiozin with other anti-diabetic molecules (e.g., Metformin, Linagliptin, Sitagiiptin, etc.)

Theoretical Vs Practical Understanding

Theoretical Learnings Practical Learnings
© Understood the pharma- s
cology and MOA of
Dapagliflozin (SGLT2

Analyzed market sales
data (MAT) for

inhiboter). © Observed how LBLs,
o  Studied different visual aids, and
Dapagliflozin combinations promotional tools are

and th ications

o Learned the compe
landscape of anti-diabetic
drugs in India

o Gained knowledge of o
brand positioning and

e cycle management

© Understood patient o
compliance, dosage, and
pack-size strategies

designed.
o Worked on price
comparison and brand
pack-size mapping.
Gained exposure to how
marketing teams
evaluate competitors
Suggested improvement
areas for better product
positioning

Collecting
) Distat diet

&S m

Loop
of Henle

How it works?
Glucase is filtered by kidneys
In the kidney, blood passes through the glomerulus and glucose is filtered into the urine.
Normally, kidneys reabsorb glucose
The glucase in the urine is usually taken back (reabsorbed) into the blood by proteins called SGLT-2 in the proximal tubule.

<y

<

aggressively

Preempt loss of patent
protection through lifecycle
management

Prepare responses to changes
in class trends or regulations.

v 112
Dapagiifiozin (like FORXIGA in the image) blocks the SGLT-2 protein, 5o less glucose gets reabsorbed.

More glucose is thrown out in urine
Because SGLT-2 Is blocked, extra glucose is passed out through urine, which reduces blood sugar levels.

Helps in calorie loss and weight control
This process also removes about 70 grams of glucose per day, which is like losing 280 calories daily, helping in weight and
sugar control in diabetes patients.

<

<

. Minor Side Effects of Dapa;

Increased urination
Urinary tract infections (UTIs)

Slight drop in blood pressure (in few patients)

. Tagline for Promotion

% “JUSTOZA - Smart Control. Superior Volue.”

Affordable, Effective & Trusted Diabetes Care from Mankind

Alternative:

% “15 Doys of Power, at @ Smarter Price — Choose JUSTOZA" More tablets.

More relief. More reason to prescribe.

Challenges Faced During Internship

Large-Scale Market Data

faced difficulty in managing and analyzing IQVIA data with
multiple brands, combinations, and MAT trends across different
timelines.

Understanding Complex Brand Strategies.
It was challanging to interpret the rationale behind pricing, pack size
differences, and formulation positioning in a highly competitive diabetic
market.

Balancing Technical & Strategic Thinking
Needed to nat just analyze numbers but translate data into meaningful
insights, which required shifting from an s
mindset.

Interpreting Physician & Market Feedback
Understanding how doctors respond to brands and how market factors
influence sales required industry-level thinking and interaction with
cross-functional teams

Major Learnings During Internship

Decp Understanding of Anti-Diabetic Market
s

its MOA,
available combinations, umd murket positiouing stralegics.
Real-Time Competitor Analysis
Leamned to track nd driv d

observe brand cannibalization or declining trends in real-world settings
Excel Proficiency in Pharma Analytics.

Developed working knowledge of Pivot Tables, VLOOKUP, HLOOKUP,

and trend charts to draw actionable conclusions from complex datasets.
Strategic Thinking for Brand Building

Understood how companies plan brand lifecycle, launch strategies,

positioning, and pricing madels in highly saturated markets

1 Aids &

Leamed how LBLs, and

prescription behavior and brand recall among doctors
Data-Driven Decision Making

Learned to present findings through structured insights for product

team discussions, helping in strategy alignment and future planning.

5 sty ¢

mentor reviews,
and professional presentation of reports and posters

Suggestions
Launch new combinations like Dapaglifiozin with Linagliptin 2nd Metformin
to stay ahead in the market.

and social the
Justoza brand effectively.

an 16t
easier to understand for doctors.
Introduce smaller and low-cost packs to target patients in tier 2 and tier 3
cities.

aring ..
doctors.
2

based on market.

competitor

changes.




4. Compiled Reporting Format

Name of the Organisation: Mankind Pharma

Area/ Department/ Project of Summer Internship Program: Product Management
Team — Cardiology (Dapagliflozin)

Name of the Student: Akash Mukesh Nashine

Roll no: 0674 Stream: MBA Pharmaceutical Management

4.1 Activity Done:

During my internship at Mankind Pharma, I had the opportunity to work extensively within
the Product Management Team (PMT), specifically focused on the cardiology segment.
The internship allowed me to understand the intricate working structure of the PMT, where
I learned about how product portfolios are built, maintained, and adapted according to

therapy trends and competitive shifts.

I started by exploring the existing cardiac brands under the Templar Division, gaining
exposure to how product communication flows between marketing and sales teams. This
provided valuable context for the brand I worked on — Dapagliflozin — a widely used
SGLT2 inhibitor for type 2 diabetes and its comorbid conditions like heart failure and

kidney complications.

My work revolved around detailed molecule analysis. I studied Dapagliflozin’s clinical
mechanism, its global and Indian market evolution, its therapeutic positioning, and its role
in fixed-dose combinations (FDCs). I researched brands such as Forxiga (AstraZeneca),
Udapa-M (USV), Dapavel (Macleods), Oxra (Zydus), Gluxit (Lupin), and more to
understand their pricing, packaging, promotional strategies, and emotional hooks in

branding.

With IQVIA data, I conducted multi-month market analysis, observed prescription trends,
and calculated incremental sales and growth opportunities. I used tools like RCPA (Retail
Chemist Prescription Audit) to collect physician and chemist feedback on existing

Dapagliflozin prescriptions, which helped build the brand perception map and market gaps.




Packaging was another key area of focus. I performed a comparative study of strip
aesthetics, carton designs, color psychology, blister layouts, and tactile features like
embossing and coating. My analysis included how brands used these features to enhance

recall and drive visual identity in chronic therapy segments.

On the promotional front, I evaluated multiple visual aids from competitors and Mankind’s
own existing VAs. This helped me learn how storytelling, MOA visualizations, and doctor-
centric communication are integrated into visual tools. I contributed ideas for redesigning

visual aids and taglines to improve differentiation.

One of the most exciting aspects of my internship was preparing the final strategic brand
plan for Dapagliflozin. I created a structured report that included mission-vision alignment,
competitor benchmarking, SWOT analysis, segmentation strategy, marketing mix
planning, brand tagline suggestions, price-positioning logic, and packaging upgrade
proposals. This plan was shared and reviewed with the marketing mentor, where I received

valuable feedback and appreciation for the insights compiled.

The internship not only gave me task-specific exposure but also shaped my mindset towards

analytical thinking, market-oriented creativity, and brand planning frameworks.

4.2 Linking theory (Classroom learning) with practice at your
organisation:

My academic background in pharmaceutical management greatly supported my internship
tasks. Every module from marketing strategy, sales analytics, branding, and communication

design found direct application in real-life projects.

The frameworks of STP (Segmentation, Targeting, Positioning) and the 4Ps of marketing
were extensively used in analyzing how Dapagliflozin is positioned differently across
companies. | realized the power of micro-segmentation, where even a small difference in

brand messaging or packaging can impact recall among doctors.

The concept of the product lifecycle, which we explored in theory, became highly relevant
when comparing older brands with new FDC launches. Understanding how mature
molecules require repositioning and how lifecycle extensions work with new therapy

claims was a key takeaway.




Our classroom sessions on brand communications helped me critique and suggest
improvements for visual aids. I learned to judge visuals not just for content, but also for

emotional appeal, design clarity, and how the story flows for the prescribing doctor.

In research and analytics, the application of RCPA, IQVIA secondary data interpretation,
and forecasting models taught me how to make market sense out of data. Concepts such as

prescription pull, penetration, and uplift became more than just theoretical definitions.

Even in designing the final poster and presentation, I was able to bring in lessons from
storytelling techniques and visual communication. Presenting the brand plan with a clean,
data-rich yet visually impactful poster reflected our learning on simplifying complex brand

strategies.

4.3 Gaps identified on the working area:

While the organization had a well-structured framework and provided strong mentorship
during the internship, I observed several practical challenges during project execution that
impacted workflow efficiency and insights depth. One of the major limitations was the
restricted access to real-time physician-level data. This limitation made it difficult to
perform accurate psychographic segmentation or monitor prescription trends on a week-to-
week basis. As a result, aligning marketing strategies with physician behaviour and brand
response became more reactive than proactive. A more dynamic CRM dashboard with real-
time inputs could have significantly improved the ability to track, interpret, and act on

market trends with precision.

Another key challenge involved inconsistencies in pricing data collection across regional
teams. There was no standardized system for regularly updating or verifying pricing
information, especially for fixed-dose combinations that often varied in pricing between
neighbouring markets. This discrepancy created complications in conducting price
benchmarking and weakened the accuracy of competitive positioning. A centralized, real-
time pricing repository would have helped maintain consistency and supported more

reliable pricing analysis.

Furthermore, it was observed that many promotional visual aids, particularly from
competing brands, were heavily focused on technical content. While the scientific accuracy

of these materials was strong, they lacked emotional engagement and visual coherence. For
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a chronic therapy area like diabetes, where sustained brand recall is essential, the absence
of emotionally resonant storytelling and appealing design elements reduces the overall
effectiveness of these tools. Blending technical clarity with emotional appeal could enhance

recall and physician engagement over time.

Lastly, a practical issue was identified in the packaging of brand variants within the
Dapagliflozin range. Due to high similarity in design, field representatives and even doctors
found it challenging to quickly differentiate between product versions. This not only affects
the visual recall of the brand but can also create confusion during prescription discussions.
A more strategically designed packaging system with distinct color codes, typography, or
icon-based identifiers could improve brand clarity and support effective field

communication.

4.4 Suggestions for improvement:

To enhance overall marketing efficiency and strengthen brand performance, several key
improvements can be implemented based on the observations made during the internship.
First and foremost, the organization should invest in developing a real-time CRM-based
dashboard that integrates physician-level prescription data, competitor brand movements,
and sales trends. This would provide product managers and marketing executives with live,
actionable insights, enabling quicker and more informed decisions. Having visibility into
territory-specific trends and brand traction would support the development of personalized
promotional strategies, allowing for immediate alignment of field activities with actual

market needs.

Additionally, there is a pressing need for a centralized digital repository or tracker to
streamline access to brand visuals, pricing data, promotional materials, and campaign
performance metrics. Such a system—preferably created using Excel with macros or
visualization tools like Power BI—can offer real-time filtering, auto-updates, and region-
wise segmentation. This would eliminate redundancies across regions, reduce
communication gaps, and allow for better market responsiveness, especially during new

brand launches or price revisions.

Improving packaging design is another critical area. Many Dapagliflozin variants currently
lack strong visual differentiation, making it hard for field representatives and doctors to
identify the correct variant quickly. Implementing design changes using bold color schemes

guided by color psychology, tactile elements like matte or gloss finishes, or embossed strips
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can significantly improve shelf recall and visual identity. These changes would not only

strengthen brand visibility but also reduce confusion during prescription discussions.

Furthermore, promotional visual aids must evolve to focus not just on technical detailing,
but also on the emotional and clinical outcomes of therapy. Incorporating patient-centric
narratives, outcome-focused benefits, and simplified visual formats can create a deeper
connection with prescribers. Adding localized Indian clinical data or testimonials from
regional healthcare professionals would improve the relatability and credibility of these

materials, especially in semi-urban or rural setups.

Lastly, fostering cross-functional communication is essential to bridge the gaps between
product management, design, and field execution. Instituting monthly review meetings
involving key stakeholders from each function—marketing, medical, design, and sales—
can create an effective feedback loop. These meetings can be used to assess campaign
performance, gather on-ground insights, and collaboratively decide on necessary
adaptations. Such integration would not only boost internal coordination but also ensure

that the brand strategy remains agile, field-informed, and patient-focused.

4.5 Key Learnings:

This internship at Mankind Pharma was a deeply transformative experience that marked a
significant shift in both my academic and professional development. It went far beyond the
application of theoretical concepts from the classroom — it allowed me to adopt the
mindset and strategic thinking of a brand manager operating in a competitive

pharmaceutical environment.

One of the most valuable lessons I learned was how to translate complex, molecule-level
scientific data into engaging, value-driven brand stories that resonate with both doctors and
patients. By working on the Dapagliflozin molecule and its combinations, I gained a deeper
understanding of how therapeutic benefits can be effectively positioned in the market,
especially in chronic therapy areas like diabetes and cardiology. I learned how aspects like
pricing, packaging differentiation, and visual communication directly influence
prescription behaviour, brand recall, and patient adherence — concepts that 1 had

previously only studied in theory.

Another major area of growth was in communication. Throughout the internship, I was

actively involved in discussions with product mentors, marketing leaders, and field
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representatives. These interactions enhanced my ability to communicate ideas clearly and
confidently, whether it was through preparing professional reports, giving internal
presentations, or designing impactful poster summaries. I developed the skill to express
technical and marketing insights in a structured, meaningful way that aligns with the

expectations of both scientific and business audiences.

I also developed a sharper analytical mindset. Tasks such as competitor benchmarking,
sales performance analysis (MAT data), price-mapping, and packaging audits trained me to
look at data critically and draw actionable conclusions. I learned how to transform raw
numbers and market observations into strategic decisions — such as identifying positioning
gaps, improvement opportunities, and areas where our brand could better differentiate from

competitors.

Just as importantly, this internship helped me understand the importance of collaboration,
mentorship, and structured planning in a corporate setup. I saw how successful brand teams
operate — by sharing ideas, learning from field feedback, and continuously refining their
approach. The guidance I received from my mentors and the feedback loops with cross-
functional teams taught me the importance of humility, adaptability, and continuous

learning.

Overall, this experience helped me evolve not just as an intern, but as a future-ready
pharmaceutical marketing professional. It strengthened my confidence, refined my skills,
and gave me a clearer vision of the role I aspire to play in the pharmaceutical industry

moving forward.
Signature of the Student Akash Nashine

e

Approved by the IHMR University’s Mentor
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5. weekly report

Name of the Organisation: Mankind Pharma

Area/ Department/ Project of Summer Internship Program: Product Management Team —

Cardiology Division (Marketing)

Name of the Student: Akash Nashine

Roll no: 0674 Stream: MBA in Pharmaceutical Management

5.1 Week no:1 From: 13 May 2025to 16 May 2025

Activity Done

Understood the structure and function of the Product
Management Team in the Cardiology division.

Studied product portfolios, especially cardiac brands
handled by the team.

Linking theory (Classroom
learning) with practice at

Applied knowledge of Pharma branding and
communication in reviewing visual aids.

your organization

Gaps identified on the e Limited real-time market feedback from doctors is
working area. affecting timely updates in promotional strategies.
Suggestions for e Visual aid content can be made more evidence- based and
improvement interactive.

Plan for the next week e Support the team in planning promotional campaigns for

field execution.
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5.2 Week no: 2

From: 19/05/2025.. to....24/05/2025.

Activity Done

During this week, I completed an in-depth study of Dapagliflozin, a

sodium-glucose cotransporter-2 (SGLT2) inhibitor used in the

management of type 2 diabetes mellitus, chronic kidney disease, and

heart failure. Key

activities included:

Studying the history of Dapagliflozin, from its development by
Bristol-Myers Squibb and

AstraZeneca to its approval by regulatory agencies (FDA
approval in 2014).

Reviewing its mechanism of action, clinical
indications, pharmacokinetics, benefits, and safety profile.

Analyzing market data and identifying brands available in India
containing Dapagliflozin (monotherapy and combinations).

Compiling a list of substitute brands such as Forxiga
(AstraZeneca), Oxra (Sun Pharma), Glyxambi (Boehringer
Ingelheim — combo with empagliflozin), Xigduo (AstraZeneca—
Dapagliflozin + Metformin), among others.

Comparing strengths, prices, and market share of the available

brands.
Linking theory e This week’s activities enabled me to apply my knowledge of
(Classroom pharmacology, therapeutics, and pharmaceutical
learning) with marketing. Classroom concepts like drug classification,
practice at your pharmacovigilance, and competitive analysis were directly
organization applied while studying Dapagliflozin and its market substitutes. I
also got hands-on exposure to real-world data on product
positioning and brand differentiation
Gaps identified Lack of consolidated comparison data between brands regarding
on the working pricing, availability, and physician preference.
area.
Suggestionsfor | e Develop a central document compiling all brand and clinical data
improvement on Dapagliflozin to assist PMT in quick reference.
Conduct field surveys or connect with the sales force for ground-
level feedback on brand reception and prescription trends.
Plan for thenext | e Begin working on brand positioning strategies for Mankind’s
week

Dapagliflozin products.
Conduct SWOT analysis of Mankind’s portfolio vs competitor
brands.
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5.3 Week no:3 From: 26 May 2025 to 30 May 2025

Activity Done e Analyzed the past4 years of market data for
Dapagliflozin and Sitagliptin.

e Compared sales performance, market growth, and
forecasted data for upcoming years.

e Learned tocalculate growth percentage, market share,
and incremental sales.

e Understood sales trends using IQVIA data and
secondary sales reports.

Linking theory (Classroom e Applied marketing concepts like Product Lifecycle,

learning) with practice at Market Analysis, and Sales Trend Evaluation.

your organization

Gaps identified on the e Lack of easily available real-time competitor data makes

working area. forecasting difficult.

Suggestions for e Introduce simple tools or dashboards for regular

improvement tracking of sales and market share.

Plan for the next week e Supportin drafting a basic marketing plan for one
product (combination).
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5.4 Week no: 4 From: 2 June 2025 to 7 June 2025

Activity Done

¢ Conducted in-depth research on Dapagliflozin,
including its mechanism of action, discovery

timeline, and historical development.

o Studied current market trends, growth potential, and
incremental sales patterns for Dapagliflozin in the Indian
market.

+ Performed a competitor analysis, identifying major
brands such as Forxiga (AstraZeneca), Xigduo, Jardiance,
and Invokana.

» Prepared and delivered a presentation on the above
insights with a focus on brand value and positioning

of Dapagliflozin.

Linking theory (Classroom
learning) with practice at

e Ta

» Applied Pharmaceutical Product Life Cycle Management,

your organization Competitive Strategy, and Drug Classification C MOA from
pharmacology lectures.

Gaps identified on the » Most brands lack emotional connect in their visual aid

working area. and campaign design.

Suggestions for » Focus on patient-centric messaging in visual aids

improvement highlighting benefits beyond HbA 1c reduction (e.g.,

cardiovascular and renal protection).
Develop engaging doctor-patient interaction
scenarios in marketing tools.

Plan for the next
week

* Analyse how top Dapagliflozin brands promote their
products through visual aids, detailing stories, patient
leaflets.
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5.5 Week no:5

From: 09/06/2025...... to 13/06/2025....

learning) with
practice at your
organization

Activity Done e This week I completed a detailed competitor analysis of dapagliflozin
and its combinations in the Indian market. I studied the top
competing brands like Forxiga (AstraZeneca), Dapefy (Sun Pharma),
Udapa-M (USV), Oxra (Zydus), Gluxit (Lupin), Dapanorm (Eris).

e [ analyzed their marketing strategies, visual aid positioning, guideline
endorsements, and brand communication styles.
I also created a complete counterstrategy to position our brand better in the
market to increase prescription share.
Linking theory e Tused the SWOT analysis, positioning matrix, STP (Segmentation,
(Classroom Targeting, Positioning), and pricing strategies from our marketing

theory to study brand success in the dapagliflozin category.

Gaps identified on
the working area.

e Some competitor brands are dominating with emotional themes and
global data, which is missing in our current detailing.

e Packaging and visibility at chemist points is lower compared to
competitors like UDAPA-M and Oxra.

Suggestions for
improvement

e Promote our brand using Indian real-world data, testimonials, and
success stories.

e Enhance chemist engagement and prescription pull- through with
better schemes and visual materials.

e Provide simplified FDC messaging to doctors — especially
highlighting Dapagliflozin + Metformin dual benefits.

Plan for the next
week

e Prepare a brand-specific counter-visual strategy with tagline and
visuals.
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5.6 Week no:6  From: 16/06/2025...... to 20/06/2025.....

Activity Done

Studied packaging strategies of pharmaceutical
brands in the anti-diabetic segment, especially
Dapagliflozin and its combinations.

Analyzed how companies use attractive strip
colors, blister shapes, and carton designs to create
brand recall.

Reviewed visual aids (VAs) used by top brands to
understand how they communicate scientific benefits
with visual storytelling.

Identified different elements like embossed
logos, UV-coated strips, and color-coded doses

as branding tactics.

Comparing our (Mankind’s) Dapagliflozin branding
with competitors like Forxiga, Udapa, Dapavel, and
Gluxit.

Linking theory
(Classroom learning)
with practice at your
organization

Understood the impact of packaging aesthetics on
prescription behavior and chemist-level recall.
Connected theoretical knowledge of visual
communication and brand positioning to real-world
material.

Observed how product identity is built through
consistent design elements across all materials.

Gaps identified on the
working area.

Visual aids are sometimes content-heavy with less
focus on design clarity or emotional connect.
Field force finds it difficult to differentiate variants
when packaging design is too similar.

Suggestions for
improvement

Introduce bold color differentiation, tactile
packaging, or 3D embossing to enhance brand
recall.

Plan for the next week

Support in developing a counter-packaging idea
for Mankind’s Dapagliflozin combinations.

Benchmark top visual aids from the market
and suggest a creative concept for relaunch.
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5.7 Week no: 7  From:23/06/2025...... to...... 27/06/2025........

Activity Done This week, I done a market analysis of the molecules:

1. Bisoprolol Fumarate (Monotherapy)
2. Dapagliflozin Propanediol + Bisoprolol Fumarate
(Fixed-Dose Combination)

o Identified major competitors and brands for both
molecules.

e Analyzed retail pricing trends from Feb to May 2025
using market intelligence tools and distributor inputs.

e Compared price movements across various brands
(including premium and generic versions).

Linking theory (Classroom (¢ Applied principles from Pharmaceutical Marketing
learning) with practice at |[Management to assess how pricing influences product
your organisation positioning in chronic therapy segments.

e Used Market Mapping and Competitor Benchmarking
tools discussed in class for practical brand comparison.

Gaps identified on the e Lack of real-time price tracking for new combinations in
working area. distributor systems.

e Many companies do not update pricing in synchronized
manner across geographies, making regional pricing

inconsistent.
Suggestions for e Introduce a centralized dashboard for monthly pricing
improvement updates of all key therapeutic combinations.
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5.8 Week no: 8

From: 30/06/2025

....t0 04/07/2025....

Activity Done

e Delivered a presentation on the molecule Dapagliflozin, covering
its discovery,

mechanism of action,

clinical

combinations, and current Indian market scenario.

e Conducted a thorough analysis of the complete presentation
(PPT) and identified areas for elaboration and improvement.

e Initiated work on a detailed Word document report on
Dapagliflozin, expanding on the information covered in the

benefits,

presentation with more in-depth insights, data, and references.

Linking theory
(Classroom
learning) with
practice at your
organisation

Applied principles from Pharmaceutical Marketing,
Brand Analysis, and Competitive Strategy in organizing
and presenting Dapagliflozin’s brand landscape.

Used Pharma Product Management techniques in
evaluating label claims, LBL design, and visual aid strategies.

Gaps identified
on the working
area.

Need for more physician-centric educational content
regarding Dapagliflozin’s unique value among combination
therapies.

Limited differentiation seen in some Dapagliflozin brands,

leading to generic perception.

Suggestions for
improvement

Develop more clinical outcome-driven content in visual aids
and marketing tools.

Plan for the next
week

Finalize and submit the detailed Word document report on
Dapagliflozin.
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5.9 Week no: 9 From:

07July2025 to 11July2025

Activity Done

e [ successfully completed my internship tenure at
Mankind Pharma.

e Submitted the final project report and analysis data
related to Dapagliflozin and its combinations to my
mentor.

e Received constructive feedback on the work done,
including brand analysis, market insights, pricing
strategies, and packaging studies.

e Discussed future improvement areas, presentation
enhancement, and how to sharpen product
positioning skills.

o Finalized all deliverables as per mentor and
organizational expectations.

Linking theory (Classroom
learning) with practice at
your organization

Applied concepts from Product Management, Pharma
Branding, Market Analysis, and Competitive Mapping.
Used marketing theories such as STP

(Segmentation, Targeting, Positioning), 4Ps, and data
interpretation in practical product analysis.

Gaps identified on the
working area.

Limited availability of real-time physician
prescription data made detailed segmentation
difficult.

Suggestions for
improvement

Use digital tools like CRM dashboards and field
force apps to improve real-time feedback flow.
More structured frameworks for inter-team
communication for faster execution.

Plan for the
next week

Internship completed. No further weekly activity
planned.

Signature of the Student Akash Nashine

P

Approved by the IHMR University’s Mentor
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