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Pricing decisions

affect revenues Wh at iS a price?
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rather than costs

4 competitive weapon to

help a business exploit
market opportunities.

The price a business charges
for its product or service is one
of the most important business
decisions management make.

element of the
marketing mix

The bad news for entrepreneurs is (pPPPPPPPPPPP......)

that pricing is a really tough to get
right. There are so many factors to

consider, and much uncertainty Setting a price that is too high

about whether a price change will or too low will - at best - limit
have the desired effect. the business growth. At worst,

it could cause serious problems
for sales and cash flow

the amount of money
given in payment for
something



. . ABSE:
What is a price?

DEFINITION
The amount of money charged
for a product or service, or the
sum of the values that

consumers exchange for the
oenefits of having or using the
oroduct or service.*

* Ahmed RR, Parmar V, Ahmad N, Warraich UA, Khoso I.
Communication Mix in Pharmaceutical Marketing.
The Pharma Innovation Journal 2014




General Pricing Approaches ABSE:

Standard markup to the cost of the product
Setting price to make a target profit

Setting price based on buyers’ perceptions of
value rather than on the seller’s cost

Offering just the right combination of quality
and good service at a fair price

Offering just the right combination of quality
and good service at a fair price

onsultants



New-Product Pricing Strategies

Setting a high price for a new product to skin

M d rket's kl mm | ng maximum revenues layer by layer from the

PriCi N segments willing to pay the high price; the
g company makes fewer but more profitable sales

Setting a low price for a new product in order to

Ma rket'DEHEtratiOn attract a large number of buyers and a large

market share.

Pricing
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Product Mix Pricing Strategies

of different features, and competitors’ prices

. . . The pricing of optional or accessory products along with a

Setting a price for products that must be used along with a

Ca ptive-pr()d uct Pricing main product, such as blades for a razor and film for a

camera.

AN
. . e Setting the price steps between various products in a product line
P rod u Ct LI n e P rl CI n g based on cost differences between the products, customer evaluations

Setting a price for by-products in order to make the main

By-prod uct Pricing product’s price more competitive

Combining several products and offering the bundle at a

Product bundle Pricing reduced price



Pharma specific pricing ABSLEE

Managed Entry

Agreement




PRICING OBJECTIVES L

Market penetration * Profits maximization

* Market skimming » Cash flow

» Target rate of return * Product line promotion
* Price stabilization * Survival

» Meet of follow competition

Market share
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Price impact on...... PROFIT!!! e
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Tamsalusine Sales
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01. OMNIC Astellas Pharma Europe (Netherlands) e (2. FOKUSIN Sanofi (France)
e (3. ADENORM Kiev vitamin factory PJSC (Ukraine, Kiev) 04. OMIKS Universal Agency PRO-PHARMA LLC (Ukraine, Kiev)

05. OMNIC OCAS Astellas Pharma Europe (Netherlands)

All Ukrainian Market Data are from Proxima Research
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All Ukrainian Market Data are from Proxima Research
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Practical case of proactive, aggressive price strategy Commumants

Good Days
Price per DDD (€)

2014 01

01. OMNIC®, Astellas Pharma Europe, #30 M 02. ADENORM, Kiev vitamin factory PJSC, #30 m 03. FOKUSIN®, Sanofi (France), #30
MW 04. FOKUSIN®, Sanofi (France), #90 05. OMIX, Universal Agency PRO-PHARMA , #30

All Ukrainian Market Data are from Proxima Research
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Practical case of proactive, aggressive price strategy Commumants

Tamsalusine Sales (€)
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01. OMNIC Astellas Pharma Europe (Netherlands) . FOKUSIN Sanofi (France)
e (3. ADENORM Kiev vitamin factory PJSC (Ukraine, Kiev) . OMIKS Universal Agency PRO-PHARMA LLC (Ukraine, Kiev)

05. OMNIC OCAS Astellas Pharma Europe (Netherlands)

All Ukrainian Market Data are from Proxima Research
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Practical case of proactive, aggressive price strategy Commumants

Solution
Price per DDD (€)
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2014 01 2016 02

01. OMNIC®, Astellas Pharma Europe, #30 M 02. ADENORM, Kiev vitamin factory PJSC, #30 m 03. FOKUSIN®, Sanofi (France), #30
B 04. FOKUSIN®, Sanofi (France), #90 05. OMIX, Universal Agency PRO-PHARMA , #30

All Ukrainian Market Data are from Proxima Research
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All Ukrainian Market Data are from Proxima Research
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Practical case of proactive, aggressive price strategy Commumants

Tamsalusine MS % (DDD)

01. OMNIC®, Astellas Pharma Europe (Netherlands), caps. solid w/modif.release 0,4 mg, #30
e (2. ADENORM, Kiev vitamin factory PJSC (Ukraine, Kiev), caps. solid w/modif.release 0,4 mg, #30
e (03, FOKUSIN®, Sanofi (France), caps. solid w/modif.release 0,4 mg blister, #30

04. FOKUSIN®, Sanofi (France), caps. solid w/modif.release 0,4 mg blister, #90

05. OMIX, Universal Agency PRO-PHARMA LLC (Ukraine, Kiev), caps. solid prolong act 0,4 mg blister, #30

All Ukrainian Market Data are from Proxima Research
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December 2013

Others; 18,71% 01. OMNIC®, Astellas Pharma
Europe, #30; 23,26%

05. OMIX, Universal Agency PRO-
PHARMA, #30; 10,27%

02. ADENORM, Kiev vitamin
factory PJSC, #30; 11,20%
04. FOKUSIN®, Sanofi (France),
#90; 9,64% 03. FOKUSIN®, Sanofi (France),
#30; 6,42%

September 2019

Others
24%
[MMSA KATETOPUU], [MPOLEHT]
[MMS KATETOPWMW], [MPOLLEHT]
[MMA KATEFOPUUN],[MPOLLEHT]

[MMA KATETOPUMU], [MPOLIEHT]

[MMA KATETOPUMU], [MPOLIEHT]
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Today
Price per DDD (€)

2014 01 2016 02 2019 08

01. OMNIC®, Astellas Pharma Europe, #30 M 02. ADENORM, Kiev vitamin factory PJSC, #30 m 03. FOKUSIN®, Sanofi (France), #30
W 04. FOKUSIN®, Sanofi (France), #90 05. OMIX, Universal Agency PRO-PHARMA , #30

All Ukrainian Market Data are from Proxima Research
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Practical case of proactive, aggressive price strategy Commumants

Tamsalusine Sales (€)
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. OMNIC Astellas Pharma Europe (Netherlands) e 02. FOKUSIN Sanofi (France)
. ADENORM Kiev vitamin factory PJSC (Ukraine, Kiev) 04. OMIKS Universal Agency PRO-PHARMA LLC (Ukraine, Kiev)

. OMNIC OCAS Astellas Pharma Europe (Netherlands)

All Ukrainian Market Data are from Proxima Research
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