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Partnering is Inevitable

Biotech is a Growing Source of Drugs for 
Licensing
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Majority of Compounds are in 
Smaller Companies
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Partnering is Critical for 
Survival

! Need for new cash, need to preserve cash

! Need to share risk

! Lack of in-house capability
" Research/Development
" Clinical/regulatory
" Sales/marketing

! Portfolio Gaps
" Stage of development
" Therapeutic area
" Territory
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Patent Expiration Drives Need
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In-licensed Products Do Well
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In-licensed Products Do Well 
But…

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

31% of alliances fail outright. (Accenture, 1999 Global alliance 
Survey)

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

<25% will be deemed successful. (The Warren Company, 1999)
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Partnering is Positioning
Where you see your product fitting into a 
market place to fill gaps.

" Cryptopharma: Oncology to Inflammation

" Chemgenex: Platform to product

" Combinatorx: Combinations of known drugs  

" Pfizer: Gabapentin
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Partnering is About Timing

! Timing of the partnering process  (13 months)

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

! Timing in relation to the patent time bomb 

! Timing in relation to market/tech development

Partnering is About Timing
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Getting it Right = 
Strong Competitive Intelligence
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! Understanding what you own

! Understanding your competitors

! Understanding you potential partners 

" IP, technical assets and tacit knowledge
" Market need
" Competitive/strategic advantage
" Price (deal precedents)
" Unmet need

Getting it Right = 
Strong Competitive Intelligence
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! Partnering is critical for survival.

! Partnering is all about positioning.

! Partnering is all about timing.

! Every commercialisation strategy should consider 

partnering and be underpinned by strong 

competitive intelligence.

Summary
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P +613 9660 2403    F +613 9660 2444
info@biocomm.com.au
www.biocomm.com.au
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Australian Licensing
73 partnerships involving Australian organisations in 
previous 12 months (PWC Bioforum April & July 2004) 

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

! 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

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

! Partnering is inevitable

! Partnering is critical for survival

" validation of your tech/skills and abilities

! Partnering is all about 2 concepts

" Positioning

" Timing


