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Industry Changes Since 2004

Bayer acquisition of Schering AG (March 2006)
Schering Plough acquisition of Organon (March 2007)
Wyeth discontinues institutional brands (March 2008)
Pfizer acquisition of Wyeth (January 2009)

Teva acquisition of Barr and Duramed (January 2009)
Emergence of generic suppliers in Asia and Africa
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Key Partners for Private Sector Programs

Company Products

Bayer Schering OCs, injectables, hormonal IUS, Jadelle
Schering Plough OCs, Nuva Ring, Implanon

Pfizer, Inc. Depo Provera

Gedeon Richter OCs, EC

FamyCare OCs, IUDs
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Types of Contraceptive Products

Originator
Brand

Branded
generic




Trends in Mature Markets
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Largest markets in North America, W. Europe
R&D mergers and acquisitions

Growth of generic powerhouses

Intense litigation (patents, liability)

New OC formulations, new indications

Brand promotion increasingly focused on
consumers
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Trends in Emerging Markets

m Include Russia, E. Europe, middle
Income Asia and South America

m Fast growing markets, follow
trends from developed markets

m Substantial investment in brand-
building by R&D companies

m Limited penetration of generic
Industry in commercial markets
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Trends in Developing Markets

| IV~ SECURIL
m Include low-income countries in Africa, pour le bien-étre

) ; ] de ma famille!
South Asia, Latin America =
m Dominance of free/subsidized products

m Promotion of FP is domain of social
marketing and BCC

m Limited investment by manufacturers

= |nnovation driven by economics, public i, -i—
health goals et de I'enfant
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Opportunities for Partnerships

m R&D companies have resources to invest in overall
market growth but must defend brands

m Generic manufacturers looking for new markets,
offer low prices but have limited marketing capability
or distribution networks

m Cost structure and investment patterns are very
different for these two types of manufacturers
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Partnering with BSP in Jordan

m Key challenges:
Fertility and CPR below targeted levels
Traditional methods on the increase
Bias against hormonal contraception among doctors
Misinformation about OCs among patients

47% first-year discontinuation rate for OCs
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Partnering with BSP in Jordan

m Objectives:

Source: PSP
Doctors’ Family
Planning And
Breast Cancer
Survey 2008
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Reduce provider bias about hormonal contraception

Improve doctors’ ability to address patient concerns
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Infertility

Most common complaints regarding the use of OC

85%

28.75%

Weight gain Mood changes Fear of cancer Other




Partnering with BSP in Jordan

m Provider roundtables using EBM,
focusing on critical issues

. BSP and PSP/Jordan cost-sharing
20 roundtables in 2009-2010

m PSP-One trained speakers and
medical reps. from BSP and
PSP/Jordan project




Partnering

with FamyCare in Nigeria
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m Challenge: Introduce an affordable commercial OC

bra

nd on highly subsidized Nigeria market

m Strategy:
Broker partnership between a low cost manufacturer

and a local SM organization

Provide time-defined donor support for new brand then

graduate the program

Free OCs

SM brand Mid-price

Microgynon

$0.30 $1.00-1.25

$2.80




Partnership Model
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Famy Care Ltd.

Manufacturing
& branding

India

PSP-One

Brokering, project design and
market-building support

Products Society for

‘ Family Health

Marketing & distribution

PSI Nigeria

Funding for first order and
technical support




Results
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5 year distribution contract
between FamyCare and SFH

MoU and cost-sharing between
FamyCare, SFH, PSI and USAID

First affordable commercial OC
launched in January 2009

New formulation in previously
undifferentiated OC market

rrrrrrrrrrrrrrrrrr

Levonorgestrel 0.1mg + ethinylestradiol 20mcg

$1.20 per cycle




| esson Learned

= Both R&D and generic manufacturers make great
partners for private sector FP programs

m Generic manufacturers are willing to market their
own commercial brands and want to partner

m R&D companies with vested presence in
developing countries want to grow those markets

m Segmented strategies are necessary to attract
manufacturer support in a particular market

m Tomorrow’s challenge: to create viable markets
for commercial brands in developing countries
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Market Building Starts with Consumers

LS

[ L S .
r it [
[ . ™ - - | ~ :
' : YOU can oee al \
VDE TAANY = ]
s : ' CHILDREN YOI WANT 3
- : -, ith i TN IO C N WELR
\ T . Bmd nimicrmation on birth control
\ - -
; . A 4212290
W ¥ LA s O R T T WA O R,
\‘ -




