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KNOWLEDGE IS KEY
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IGNITION: TOO MUCH COST
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BRINGING COST DOWN 
THROUGH SUBSITUTION
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HISTORICAL GROWTH IN 
SUBSTITUTION



HISTORICAL GROWTH IN 
REVENUES



INDUSTRY OVERVIEW
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THE GENERIC MARKET
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WHY GENERIC DRUGS MAY 
BE A GOOD CHOICE
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WHY GENERIC DRUGS MAY 
BE A GOOD CHOICE
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INDUSTRY AND FDA 
STANDARDS ARE RIGOROUS
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INDUSTRY AND FDA 
STANDARDS ARE RIGOROUS



THE R&D PROCESS
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DEVELOPMENT COSTS
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BRANDS THAT GOT HERE



GENERIC CONVERSION 
OPPORTUNITIES



WHAT IS A GENERIC DRUG?
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WHAT IS AN ANDA?
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WHY TERMED 
“ABBREVIATED”?
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INNOVATORS CAN FIGHT
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SEA OF INFORMATION
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USEFUL INFORMATION

.�����������"������������������������������
�������������G

� ,�������"�����!�

� #����������������

� ,����������

� $�������



USEFUL STUDIES
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END RESULT:
CONSUMERS TRUST GENERICS
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END RESULT:
CONSUMERS TRUST GENERICS
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THE “HATCH-WAXMAN” ACT
THE LEGAL LANDSCAPE
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GENERIC DRUG APPROVAL 
PATHWAY
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GENERIC DRUG APPROVAL 
PATHWAY
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GENERIC DRUG APPROVAL 
PATHWAY
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OFFICE OF GENERIC DRUGS
IN THE

CENTER FOR DRUG EVALUATION 
AND RESEARCH

ORGANIZATION CHART







CONTENT OF AN ANDA
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SAFETY + BENEFIT = HOPE 
FOR PATIENTS
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WHAT IS THE FOCUS DURING 
THE REVIEW OF ANDA?
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ANDA APPROVAL
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INDUSTRY EXPECTATIONS FOR 
THE GENERIC MARKET
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A CRUCIAL POINT IN TIME
BRAND DRUGS GOING GENERIC
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MAJOR PATENT EXPIRATIONS



GENERIC HIGHLIGHTS FROM 
2005



EXPECTED GENERIC CLASS 
OF 2006*
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SIGNIFICANT GENERIC 
POSSIBILITIES IN 2007*
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SIGNIFICANT GENERIC 
POSSIBILITIES IN 2008*
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SIGNIFICANT GENERIC 
POSSIBILITIES IN 2009*
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SIGNIFICANT GENERICS BY 
THERAPEUTIC CATEGORY



LARGE MARKET AIDED BY 
PIPELINE & DEMOGRAPHICS
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APPROACH AND STRATEGY

� J�������

� �����������=��������

� ���������������������������������������������
�������������

� F����%�����$���������!��������.��

� +�����

� ���������������������������������������������

� ���������������������������������"���A���������

� '���"�+�����������������I������#�������#�"��D��

�  ������	������������6�����������



APPROACH AND STRATEGY
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CHALLENGES FACING 
MOROCCAN COMPANIES
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HOST OF SOURCES
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DISTRIBUTION
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MARKETING
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CREATE “IN-HOUES” 
SALES/MARKETING TEAM

Advantage
Disadvantag
e
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LICENSE/DISTRIBUTE THROUGH 
GENERIC MARKETER
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CONTRACT WITH 
SALES/MARKETING PARTNERS
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HAVING COVERED ALOT OF 
GROUND...



HOW TO REACH US
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