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Commercialisation Strategies
and Technicalities:

What works and why?
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Biocomm Services
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ocomMm Partnering iIs Inevitable
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Biotech i1s a Growing Source of Drugs for
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Partnering iIs Critical for
Survival

e Need for new cash, need to preserve cash
e Need to share risk

e Lack of in-house capability

2 Research/Development
=2 Clinical/regulatory
2 Sales/marketing

e Portfolio Gaps

2 Stage of development
2 Therapeutic area
2 Territory
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Patent Expiration

firor

Drives Nee

Year Brand Name Indication Revenue
2001 Neurotonin Partial $1.59 b
Seizures i
2004 Diflucan Fungal $567 m GlaxoSmithKline
Infection |
2005 Zoloft Depression $19Db Year | Brand Name Indication Revel
2006 Norvasc Hypertension | $1.6b 2002 | Augmentin Bacterial $1.3
Infections
Zithromax Bacterial $1.1b
Infections 2003 Flovent Dermatosis $677
2007 Zyrtec Allergic $990 m Flonase Allergic $53¢
rhinitis rhinitis
2006 Paxil Depression $1.8
Imitrex Migraine $82¢
Zofran Nausea

$616
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In-licensed Products Do Wel
But...

Out of 100 alliance negotiations, 90 will fail to
reach agreement; only two will survive more thai
fOUF yearS. (A.D. Little, Partnering, 2001)

31% Of a||ianceS fa” OUtright. (Accenture, 1999 Global alliance

Survey)

30% will survive but not reach satisfactory
ObjeCtlveS. (The Warren Company, 1999)

<25% W|” be deemEd SUCCGSSfUI. (The Warren Company, 1999)
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Partnering is Positioning

Where you see your product fitting into a
market place to fill gaps.

2 Cryptopharma: Oncology to Inflammation
2 Chemgenex: Platform to product
2 Combinatorx: Combinations of known drugs

2> Pfizer: Gabapentin



ocomMm Partnering is About Timing
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confidential
information

Further Preliminary

CDA plus scientific indication Uk

discussions

Prepare scientific and of Interest Agreement
sent to . . and due
presentations commercial and offer

discussions

interested
parties

diligence

Feb/Mar Apr/May Jun/Jul Aug Sep/Oct Nov

e Timing of the partnering process (13 months)

e Timing in relation to the patent time bomb
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ocomMm Partnering is About Timing
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confidential
information

Further Preliminary

CDA plus scientific indication Uk

discussions

Prepare scientific and of Interest Agreement
sent to . . and due
presentations commercial and offer

discussions

interested
parties

diligence

Feb/Mar Apr/May Jun/Jul Aug Sep/Oct Nov

e Timing of the partnering process (13 months)
e Timing in relation to the patent time bomb

e Timing In relation to market/tech development
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Getting It Right



s Getting It Right =

A~ figa~ilE:

e || Strong Competitive Intelligence

e Understanding what you own
e Understanding your competitors

e Understanding you potential partners

= IP, technical assets and tacit knowledge
2> Market need
2> Competitive/strategic advantage

E = Price (deal precedents)

. 2> Unmet need
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Summary

e Partnering Is critical for survival.
e Partnering Is all about positioning.
e Partnering is all about timing.

e Every commercialisation strategy should conside
partnering and be underpinned by strong

competitive intelligence.
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Commercialisation Manager

Biocomm Services Pty Ltd
1 Collins Street, Melbourne VIC 3000
P +613 9660 2403 F +613 9660 2444
iInfo@biocomm.com.au
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D Australian Licensing
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TEigeSEAI 73 partnerships involving Australian organisations
preViOUS 12 months (PWC Bioforum April & July 2004)

At least two deals in the A$17-20m range

e Acrux-Vivus and Prima Biomed-Biomira

Majority early stage technology or distribution
deals

US figures for same period included 270 biotech
and device partnerships worth in excess of
A$6,000m

ﬁ Amgen-Biovitrum - A$775m!
>
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Partnering as a
Commercialisation Strategy

e Partnering Is inevitable
e Partnering Is critical for survival

= validation of your tech/skills and abilities
e Partnering Is all about 2 concepts

- Positioning

= Timing



