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MICRO LABS LTD.

Micro Labs was established on September 7, 1973, by Mr. G. C. Surana. Micro Labs
Limited’s operating revenues exceed INR 500 crore. It is a multifaceted healthcare
organisation with a highly competent marketing team with its headquarters in
Bangalore. The company possesses manufacturing facilities and research and
development centres that adhere to international standards. According to IQVIA’s
April 25 report, Micro Labs is ranked 19th in the MAT category. The company is
widely recognised for its brand “DOLO-650,” while its portfolio encompasses some
of the most prominent brands in various specialties, including cardiology,
diabetology. anti-infective, ophthalmology, and pain management.

Vission
raise the ark of
every aspect of operations from manufacturing and
R&D to patient education and healthcare
i O isati foster a
culture that values inclusivity, collaboration, and
growth.

Mission

To improve lives by providing high-quality,

and i i ical products.

Upholds the highest manufacturing, rescarch, and

ethical business standards to deliver excellence. By

focussing on patient well-being, strong stakeholder

i and they aim

to be a force for positive change in the global
healtheare ccosystem.
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ORGANISATIONAL STRUCTURE

Chairman& Managing Director: Dilip
Surana
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\ Chief Business Officer & President '/
Tavinder Jit Singh Vasudeva

\ Business Market ‘/

Challenges

« Staying engaged in virtual meetings and discussions; it was more challenging compared to in-
person interactions.

- Time management was another challenge because working from home came with many
distractions that affected both focus and productivity

Suggestions

- Some guidance regarding market could have been provided.

« More knowledge regarding market could’ve been provided so that the working on field can be
easier.

« Sales, marketing, and logistics teams can provide crucial insights and ensure smooth
operations. Their on the-ground efforts can help us understand market dynamics, customer
needs, and competition, enabling effective strategy execution and fostering brand growth and
customer satisfaction.

« More visits to the organization are required so that proper knowledge and experience of
market can be gained, which will help in future.

Faculty Name:-Dr. Sudhinder Singh Chowhan
Industry Mentor:-Mr. Tavinder Singh Vasudeva

PRODUCT PROFILE

« Brivaracetam is a anticonvulsant drug used for
treatment of partial onset of seizures.

« BRYV has high affinity ligand for SV2A.

« It has faster brain peneteration and high oral
bioavailability.

« Absorption is Nearly 100% oral bioavailability.

« Route of elimination is of more than 95%.

« Very few drug intercations compared to other
ASDs

« Effective doses ranges from 50-200mg/day

« No carcinogenesis or fertility impairment found.

BRAND NAME

« Salt Name:- Brivaracetam

« Brand Name: - BRIVACALM

« The Rational of Proposed name:

« The brand name “BRIVACALM” gives the clear
connection as “BRIVA™ connects to the API and
“CALM” connects to the core therapeutic activity of
the molecule that is treatment of seizures.

« The Calm Effect help in emotional reassurance that
a patient will seeks peace of mind and improved
quality of life.

« Moreover name is smooth , easy to remember as it
give a calm sounding effect that may be trusted by

Physicians
WOT ANALYSI

Weakness Threath
+Not FirstLine Yet: - Regulatory  Hurdles:
Despite s efficacy, many Stringent  regulatory
neurologists still  start approvals and
with  older,  cheaper pharmacovigilance
A.SDs. _ requirements. could
+Liver  Impairment delay new indications or
e Bt formulations.
sl it « Market Saturation: The
hepatic dysfunction.

anti-epileptic market is
competitive with several
gencrics and alternatives
(Lacosamide,

« Limited Long-Term Data
in Some Segments: Less
extensive  post-market

data  for  paediatric, N
elderly, and comorbid Oxcarbazepine, etc.).
populations

PESTEL

« Political:- Government initiatives in India like Ayushman Bharat promotes access to
neurological care. Pricing strategies and profitability are affected by government policies by
NPPA which controls pricing and reimbursement policy. Improving market access can be
achieved through beneficial reimbursement.

@ECOROMICAEIDE pilepsy market in India is growing on a good scale from $25 Million in 2024 to
projected $106 Million by 2035 with CAGR of 14%. Generic entry in India will drive volume-
based growth in cost sensitive area.

« Society:- In India majority of the cases of epilepsy are between 15-49 age group which is the most
economic productive segment. Social stigma around epilepsy reduces diagnosis and treatment
rate which can me main challenge in rural areas.

Increase in digital health awareness and using technological advancement like use
of seizure tracking apps will improve patient engagement and adherence. Use of e-prescriptions,
Tele Neurology and digital platforms can improve diagnosis and prescribing rates.

« Environment:- Using Eco Friendly packaging and supply chains ensure pharma companies to
reduce carbon footprint.

- Brivaracetam key patent expiry enables the entry of generic version in Asia specifically in
India. India sees no patent protection on molecule that do not meet “novelty” under Section
3(D) of Indian Patent Act Making easier for generic launch.
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« Segmentations
Segmented in Urban Tier 1&2 cities specialist neurologist access
and in Rurual and semi-urban areas which is a cost sensitive
and dependent on governement support programs
For demographics age above 16 increasingly foucs on males.

Primary target would be the neurologist in urban centres trating
patients >16 years with partial-onset seizures.
Hospitals and epilepsy centres with high patient volume.
Government tenders and rural neuro camps through branded-
generic offerings.

« Positioning
BRIVACALM- POWER TO PREVENT,CALM TO CARE.”
Positioned as High-efficacy and well-tolerated solution for
partial-onset epilepsy and Preferred switch option for patients
experiencing psychiatric/behavioural AEs with Levetiracetam

Learnings

« Personal Development

I.Learned business etiquette, netiquette, and body language to adopt a
professional corporate behaviour and enhance interpersonal effectiveness.

2.Emphasised table manners and formal networking to understand the power of
first i ions and boost fid in social-br settings.

3.Focused on i icity, and fessionalism in

and appearance to build a strong personal brand.

1.Applied strategic tools like PESTEL analysis and Porter’s principles to
brand positioning in itive markets.
2.Developed a comprehensive brand plan for Brivaracetam, combining
theoretical frameworks with practical pharmaceutical marketing insights.
3.Explored design psychology, including the use of colour, fonts, and layout in
LBLs to influence consumer perception and brand recall.




