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DRAFT PHARMA POLICY:
THE GOOD, THE BAD THE UGLY

Interview with Sunil Attavar = d

Can you give us an overview of the
draft Pharma Policy? Does it include
devices, diagnostics and disposables
sector as well?

Indian Pharma industry has made
tremendous progress in the last 40
years. Today we have reached a
sizeable sales volume of over 2.1 lac
ONRPNB& YR LYRAIFY tKFNXYIQ&
contribution to exports is over 1.10 lac
crores. Indian Pharma exports to over
200 countries and has the highest
number ofregulatedmarket approved
facilities that produce medicines at the
lowest prices in the world.

Having said that, there are many areas

that must be addressed, like the drop

in growth from 15 per cent to 8 per

cent per annum, ovedependence on

AYLRNISR !''tLQasx GKS ySSR G2 1SS
upgrading to meet global quality

expectations and, most importantly, to

build a sustainable future that meets

the healthcare needs of Indians.

Continued after the Contents page.
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Interview with Sunil AttavamDraft Pharma Policy: the Good, the Bad the Ugly

In the past, policies usually focused on the
issues of price control. Hence there was a
need for an alencompassing policy to
address the needs of all stakeholders
including the industry and the public.

A separate draft policy for medical devices is
already in circulation and under review, in
consultation with all

stakeholders.

How long has the draRharma Palicy been in
the making and closely has the pharma
industry been consulted during the process?

I am not sure of the exact duration, but it
has been in the making for a while now and
many of the components like the API policy
and UCPMP have been under discussions
for over five years. The API policy was
studied by theKatochCommittee, which
made several recommendations; some of
these find mention in the draft Pharma
Policy, like the proposal for mega parks.

Many other issues like quality
improvements, introduction of BA/BE
studies, upgradation to WHO standards
have also been discussed for quite some
time. The draft Pharma Policy brings
together all the different components into
one consolidated document.

Indian Pharma has been consulted from
time to time along with other stakeholders
like the regulators, trade, civil society
including doctors, NGOs, the scientific
community and academia. These
consultations have been brodxdsed and
all views ardeing taken into account
before the final Pharma Policy is
announced.

Q.3. What are the important goals that the
government seeks to achieve through
the Pharma Policy?

U The goals are well articulated in the key
objectives, which are:

0 Making essential drugs accessible at
affordable prices to the masses.

U Providing a long term stable policy
environment for the pharmaceutical
sector.

0 Making India sufficiently seléliant in
endto-end domestic drug
manufacturing.
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Interview with Sunil AttavamDraft Pharma Policy: the Good, the Bad the Ugly

U Ensuring worletlass quality of drugs for
domestic consumption and exports.

U Creating an environment for R&D to
produce innovative drugs.

What is the industry's response to the
draft Pharma Policy? The good, the1sot
good and objectionable?

Considering that the draft Pharma Policy has
S0 many recommendations, there are
varying responses to different issues from
different constituents.

The Good:

1. Focus on Quality and Upgradation of
Manufacturing

Although India enjoys quite an enviable
position in the global pharma industry, the
need to align our quality practices to global
standards and upgrade is something the
industry welcomes. There is a general
consensus that India must upgrade its
Schedule M to global standards, for which
we have all the capabilities. Considering the
huge impact Indian Pharma makes on the
global market, it must have standards that
the world accepts.

Though the transition will be tough, the
government has proposed to extend all the
support by way of financial resources and
also invest in skill development to help the
industry build competencies. The SMEs are
particularly vulnerable in this area and
industry has urged that special support be
extended to them.

2. Skilling

The need to build technical competencies
and quality manpower finds a mention in
the policy which is welcome indeed. We
have suggested that this process be
extensive and accessible to all.

3. Support for APl Sector

The API sector is in urgent need of revival.
As a country we stand exposed to grave
strategic risks as a very large portion of
formulations depend on Chinese raw
materials and intermediates. Many critical
drugs are no more being made in India and
hence we need to leapfrog in a haste. The
policy makes a special mention on the
support to be extended to the API sector for
a quick turnaround.
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Interview with Sunil AttavamDraft Pharma Policy: the Good, the Bad the Ugly

The policy makes a special mention on the
support to be extended to the API sector for
a quick turnaround. Many valuable inputs
have been given which | am sure will find a
way to the final policy that will be a great
help.

4. UCPMRNd Cap on Trade Margins

We are aware that the many of the current
marketing practices leave a lot to be
desired. Indian Pharma has welcomed the
proposal to make UCPMP statutory. From
KDPMA we have suggested that the scope
be extended to nutraceuticals,
cosmeceuticals and AYUSH so that possible
loopholes are plugged. The penal actions
must be a deterrent enough but not a tool
for unnecessary harassment.

Implementation of UCPMP coupled with a
cap on trade margins will be a great positive
for ethical marketing companies and will
also help control the price of medicines.

5. Focus on R and D

The draft Pharma Policy proposes many
initiatives and incentives to support
investments in R&DThere is also a push for
bringing academia and industry together for
creating synergy and better allocation of
tasks. This is much a needed and welcome
development.

Proposal to bring all the
regulators/authorities pertaining to the
pharmaceutical industry under one
department and clarity on the DPCO
mechanism

This will help the industry, the regulators
and the governmentllowing all health
related issues to be addressed together
rather than having different ministries and
departments addressing various issues.
Also, with clarity on the DPCO there will be
lesser scope for litigations.

There is a strong suggestion from within the
NPPA to make DPCO a more holistic act and
take it away from the Essential Commodities
Act (branding drugs and health as a
commodity is inappropriate said an officer

at a stakeholders meeting). instead it should
be part of the Affordable Healthcare Act

that includes diagnosis, hospitals and drugs.
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Interview with Sunil AttavamDraft Pharma Policy: the Good, the Bad the Ugly

The NotSa;Good

1. Making BE/ BA tests mandatory for
renewals

While the industry appreciates the need to
have BE studies for new launches, many
concerns remain. There is already a
notification to this effect but so far this
could not be enforced since we still are
awaiting clarity on the list of exempted
molecules and the list of marker products
against which the BE study has to be done.
There are not enougbentersto conduct
these complex studies and it will take a long
time to put the required infrastructure in
place.

Taking the constraints into consideration,
we have suggested that begin with BA/BE
to be made mandatory only for all new DCGI
approvals as well as for existing drugs which
have low solubility and low permeability or

if there have been adverse reports for a
particular product. For other categories; in
vitro dissolution test can be made
mandatory for all drugs including FDCs
which will meet the objective. This will put

in place a process that will only become
more efficient in the coming days.

The Objectionable
1. Third Party Audits

This is very risky considering that inspectors
will have access to all documents and other
data as well as infrastructure. This will lead
to most companies resisting third party
audits as they are unsure of the
confidentiality of data. These inspections
will not have any statutory validity.

2. Proposal of One Company One Drug, One
Brand, One Price

Although we understand that this is done to
stop small trading companies and have
more control on quality, to apply this across
the board will beakin to bombing the city to
kill rats. The proposal will actually restrict
innovation. The MSME sector will be the
most impacted and will face certain closure.

We have made a suggestion that marketing
companies be brought under separate drug
licensing category for better monitoring and
compliance for quality and pricing. Also, the
policy can insist that orgrug-one price be
applied for marketing companies.
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Interview with Sunil AttavamDraft Pharma Policy: the Good, the Bad the Ugly

3. Proposal to Phase Out Loan Licensing

Although there is no confirmed data, it is
estimated that over 70 per cent of MNC
products and 50 per cent of domestic
company products are manufactured under
loan licensing or P2P. This excludes
thousands of smaller companies who
market products in small geographic
pockets and propaganda cum distribution
companies (PCDs). Stopping this will
severely impact the availability of drugs.
Even with a timeline to phase it out, it is
going to require some serious planning and
investment. Shifting products or setting up
new facilities and completing all the
required approvals, documentations, trials
and validations for such a large number of
products will require a time frame of 5 to 10
years and investments of thousands of
crores.

To allay the fear of quality we have
suggested that the Drugs and Cosmetics Act
be amended to make the brand owner
equally responsible for quality. This will
prevent flyby-night companies from

entering the market.

In fact, loan license and P2P must be
encouraged with a pragmatic policy of Make
in India and encourage entrepreneurship
among young pharmacists. Lack of
entrepreneurship in the pharmaceutical
sector will lead to problems of self
sufficiency of medicines. P2P and loan
license has always attracted pharmacy
graduate entrepreneurs to set up
manufacturing facilities.

4. Proposal to Move to Generigsly Rx

This will be catastrophic for Indian Pharma.
To simply wish away the concept of brands
will mean that no company will be keen to
invest. Pharmaceutical sector will become a
trade dominated commodity business. Good
number of marketing companies will have
to close down. There is evidence to show
that having a product under generic has
neither helped lower the price nor benefit
the patient in any manner. In fact, this will
lead to shutting down of many companies,
which will have the opposite effect of what
is expected.
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We believe that the reason for this proposal
is the growing concern that the prices of
branded medicines are high due to
allurements given to doctors to prescribe
brands. This concern can be better
addressed by making UCPMP into law.

WhatBenefits Will Patients Get from the
Pharma Policy When Implemented?

Patients will see some tangible and some
intangible benefits. Since the policy
proposes to expand the scope of price
control, patients can expect price

reductions in more number of products.
UCPMP to curb undue allurement of doctors
and cap on trade margins will have an
indirect benefit in reduction of prices.

The intangible benefits will be a definite
improvement is the quality of products that
they are prescribed. Doctors will have more
confidence in the companies and they can
expect more predictable treatment
outcomes.

Investments on quality facilities, R&D and
skills development will bring in better
products in the future that are more aligned
to the needs of our county and help
employment generation, exports and
Improve Quality of Life for All

We hope that the final policy will address
the concerns that industry has expressed
and will be a patiibreaking document that
sets a roadmap for a strong and sustainable
growth of the industry that caters to the
wellbeing of Indian citizen

Sunil Attavaris CMD of Group
Pharma and President, Karnataka
Drug and Pharmaceutical
Manufacturers Association
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Annual Brand Plan: A
Career Stepping Stone

Soham Wagh

For a new Brand Manager, there
cannot be a better opportunity than
the annual brand planning exercise, to
make their presence felt in the
organization.

If a Brand Manager is able to create a
great annual brand plan in his/her first
year itself, it would be the equivalent
of a batsman hitting a century on
debut in international cricket or a
striker scoring a goal within the first 5
minutes of his first football World Cup
match.

Apart from potentially creating great
value for the organization by preparing
a great brand plan which capitalizes on
the market opportunities, a Brand
Manager has so much to gain from
their first annual brand planning
exercise like

1. Understanding each and every
aspect of the brand and it's operating
environment
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Soham Wagh Annual Brand Plan: A Career Stepping Stone

2. Developing a clear understanding of the
competition

3. Building strong network with all internal
stakeholders involved in the brand planning
process

4. Getting attention of senior stakeholders

Here are some simple tips that can help
Brand Managers to come out as winners in
their first annual brand planning exercise

1. Understand the templates

Most organizations have set templates for
the annual brand and they are released to
Brand Managers well in advance for
ensuring robust preparation. Getting
familiarized with the templates early on is
extremely critical. Any doubts should be
clarified with the immediate boss or the
Strategic Marketing/Business Excellence
team responsible for the annual brand
planning templates.

2. Be proactive in data analysis

Being proactive oanalyzingll data from
primary and secondary sources is extremely
critical. Jot down all the parameters that are
important for creating a solid understanding
of the internal and external scenario and
cull out all necessary data to answer critical
questions. Ensure that no data
collection/analysis is left for the last minute
because that will lead to a lot of anxiety and
heart burn.

3. Look at existing best practices

It is very easy to get drowned in our own

work and not pay attention to best practices
around us. Reach out to experienced Brand
Managers who are leading successful

brands. Understand from them what makes
G§KSANIJ 0N} yRa REYAM@EIQAE Y
the annual brand planning process.

¢
¢
N
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4. Anticipate stakeholder questions

Anticipating stakeholder questions is useful
to tackle them. Once a clear understanding
of what are the key brand challenges, what
are shifting trends in the industry and what
is the competition up to, is obtained,
addressing these questions becomes
relatively easy.
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5. Think beyond the template

Although templates are important it is
equally important to go beyond the
templates to support some important
choices you wish to pursue but are not easy
to explain through the set template.

6. Version control

The annual brand will be revised and
changed a million times before its final sign
off. It is very easy to get confused with
which version is the latest and captures all
the changes/corrections suggested at
various stages by important stakeholders.
Maintain a separate folder with proper
information on which version is latest one.

7. Language and semantics

Often people tend to notice small mistakes
in spellings and grammar rather than other
important aspects. No matter how silly this
sounds but ensure no spelling mistakes

creep into the annual brand plan. If it helps

@2t dzy i SSNJ G2 aLlsStt OKSOl | O2ff Sl 3dz
return of he/she doing the same for your

plan.

8. Practice

No matter how great a plan you have
prepared unless you deliver it in an
absolutely flawless manner on the day of
reckoning all the efforts put in through
months of preparation would go to waste.
Practice the delivery in front of the mirror,
practice in front of a trusted colleague,
friend or family to get your act right.

First impression might not be the last
impression but they are definitely lasting
impressions. Your first annual brand
planning session is your rite of passage from
a rookie marketer to a marketer who will
shape the future of the brand4

Soham Waghs a Pharmaceutical Marketing
professional based out of India. Soham likes
to write about easy to implement self
improvement tips and other contemporary
issues affecting business. The opinions
expressed here are his own and does not
reflect that of any other organization or
individual.
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Uniform generalisations about the GM
role are unhelpful. As there is no one
type of a country, there is no one type
of a country GM. The commercial
context of the country and the internal
dynamics determine the GM archetype
required for success.

Transitioning into the GM role can be
complex and it is easy to get lost in the
fuzziness of leadership or the link
between leadership and business
strategy. There is scaffolding that GSK
has put in place to support this
transition through a structured GM
2yo02FNRAY3I GNI Ol @
though for leaders to feel lonely and
lost in the sea of options available to
them. The choices that leaders make
during this important passage of play
can have a disproportionate impact on
the people they lead and the markets
they serve.

12| Medicin Man September 2017
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Sundar Ramachandrasucceeding as Country GM at GSK: A Whitepaper

Based on my discussions, five key themes
emerged that GMs can pivot around. The
experience, exposure and education lens
referred to as the 70:20:10 framework
provides an overarching structure to build
these capabilities.

1. Navigating the VUCA environment

Navigating a volatile, uncertain, chaotic and
ambiguous environment

2. Balancing Values & Value

Being an ambassador of GSK values and
delivering sustainable commercial results

3. Managing the local commercial dynamngics

Developing a visceral understanding of the
market

4. Leading in a matrix and the globlaical
mixg¢

Developing an enterprise view and
influencing without authority

5. Leadership brand & talent ambassagior

GMs role as an actor and the architect

1. Navigating the VUCA environment

GMs need to have an informed view of the
macro environment which is shaped by the
pace of change in technology, evolving
commercial models and sogpolitical
nuances. They have to navigate through the
volatile, uncertain, chaotic and ambiguous
nature of the markets in which we operate.
Their ability to deal with the unknown, pick
up early signals, keep pace with the new
trends and make strategic choices about
investment options is what makes the GM
role valuable to the enterprise.

+ complexity volatility

has many
interconnected parts and variables.
Some information is available or can be.
predicted, but the volume or nature of it

is
unexpected or unstable and may be of
unknown duration, but it's not necessarily
hard to understand; knowledge about it

&  can be overwhelming to process. is often available.

2
Example: You are doing business in many Example: Prices fluctuate after a natural
countries, all with unique regulatory disaster takes a supplier off-line.

< environments, tariffs, and cultural values.

Approach: Build in slack and devote

Approach: Restructure, bring on or resources to preparedness—for instance,
develop specialists, and build up stockpile inventory or overbuy talent.
resources adequate to address the These steps are typically expensive; your
complexity. investment should match the risk.

5 . . .

2 ambiguity uncertainty

&

3 ics: Causal fics: Despite a lack of other

3 complotely unclear. No precedents oxist; information, the event’s basic cause and

&  you face “unknown unknowns.” effect are known. Change is possible but

8 notalgiven:

2 Example: You decide to move into

£ immature or emerging markets or to Example: A competitor’s pending product

g launch products outside your core launch muddies the future of the business

S competencies. and the market.
Approach: Experiment. Understanding. Approach: Invest in information—collect,
cause and effect requires generating interpret, and share it. This works best in
hypotheses and testing them. Design your conjunction with structural changes, such
experiments so that lessons learned can as adding information analysis networks,
be broadly applied. that can reduce ongoing uncertainty.

1
- +

Source: HBR
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Sundar RamachandrgnSucceeding as Country GM at GSK: A Whitepaper

Most interviewees suggested that this
capability can be built by staying invested in
new developments, being proactive in
gathering insights by reading, following
thought leaders and participating in industry
forums and think tanks.

GM Speak:

G9ESOdziA®Sa 6K2 KIFE@S Iy SELISNASYGAL
understanding of what it takes to sense

trends, respond and learn will be better

prepared for VUCA. Driving digital

transformation in the market is one example

2F oKl iQa SELISOGSR FNRY (KS Daadad ¢Kj
just about technology but fundamental

shifts in how people communicate, learn and

engage. Multi country experiences, above

country roles and exposure to other

industries builds the capability of picking up

SI NI & -Zdlieey Schullél/P & Global

Head of Selling Excellence)

G! aLANRY 3 Dad Ydzald 06S RSTtAOSNIGS I 0
taking big risks and learning from failures.

Getting involved in enterprise wide cross

functional projects outside your area of

expertise builds this capability. It also builds

the ability to handle stress and provides a

reservoir that GMs can fall back on during

dzy O S NIi I AOMmariugmasiatris

(General Managerindonesia)

Recommendations

U Get involved with the statip ecosystem
in your country to spot early trends.
Establish a reverse mentoring
relationship with founders of a few
healthcare starups. You can offer them
guidance on managerial and leadership
issues where they lack bandwidth and in
return pick up insights on future trends.

U Participate in industry associations and
conferences and develop an exterral
viewpoint

2. Balancing Values & Value

GMs have to establish a balance between
being an ambassador of our corporate
values (integrity, respect for people,
transparency and patient focus) and
delivering sustainable commercial results.
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Sundar RamachandrgnSucceeding as Country GM at GSK: A Whitepaper

It also requires the commercial savviness to
identify opportunities and deliver
sustainable results. GMs must be explicit
about our focus on performance and drive
the seltbelief in teams about winning in the
market the right way. This capability can be
built by studying our values to the point of
being able to be explicit and articulate
about them.

My interviewees suggested that one way of
achieving this is to link the commercial wins
in the market with specific values as
appropriate. These stories can then be
scaled across the organisation to drive a
tangible understanding of delivering
commercial success while living the GSK
values. Leveraging our history and sharing
examples of how deviating from our values
has adversely impacted our reputation is
also one narrative that GMs can use. A
balanced approach is key to our reputation
as an enterprise and GMs must take
accountability for this.

GM Speak:

G¢KS Da Ydad ¢l t1 GKS Gl1rf1 2y @I dzS:
Owning up to your part in the failure

engenders you with humility and

vulnerability- key attributes of a trust

building leader. Your teams will also learn it

is okay to acknowledge and learn from

failure and you can build a culture of failing

Frad FyR €tSIENYAYyIéEDd . EFyOAy3 06SiGgS
corporate values and outcomes requires

GMs to be practically patient meaning that

you understand that some things will take

time to work out due to practical constraints

of time, resources, and capability. This does

y2i YSIy @2dz NBYFAY Ay |
mode-NBYSYo SNI GKIFG WK2LIS A
A0NX GS3eQd / KSO1 Ay 2y
plans early and often and keep calibrating

& NI ljqt#zHsdsaR{Retired

Managing Director Galderma Pharma &

CEO coach)

Recommendations

U Be explicit about commercial outcomes
and leverage values as a vehicle to get
there. Leverage diagnostic reports like
value assurance surveys to understand
the voice of the organisation
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Sundar RamachandrgnSucceeding as Country GM at GSK: A Whitepaper

U Engage in storytelling to share how
commercial success ties up with
enterprise values. Embed values in your
overall narrative and messages to the
wider organisation

3. Managing local commercial
dynamics

Execution excellence is a principle areas of
focus for GMs. This requires an
understanding of the competitive
landscape, local insights, superior
management of channels and marketing
activation. It was no surprise that the typical
career path to the GM role included roles in
sales and marketing particularly at the level
of managing strategic brands. The need to
move from a pure play selling misdt to
co-creating a long term business plan also
emerged as a key capability.

Most interviewees acknowledged that the
period of assessing, listening and learning
ends sooner than expected and action is
expected at the end of it. A structured-30
60-90-day plan provides the overarching
structure to navigate through this phase.
GMs must start with a deep dive into the
P&L and work outwards from that. This
provides clear insights into the operating
model, productivity, team performance and
enables them to establish commercial goals.

The ability to influence the external
environment which includes the

government, industry associations, channel
partners and trade was recognised as a key
capability. Broad based exposure that cuts
through key functions like GMS, Finance and
HR was also recognised as a success factor.
Interviewees felt that capabilities such as
establishing feedback systems, governance
structure, hiring key talent and building a

top performing team outweigh any-a@epth
technical knowledge that the incumbent

may bring to the role. The consideration set
keeps changing and the decision making
process is complex as a GM. The success
factor is to keep your head down, listen well
and keep learning.
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GM Speak:

Gt N OGAOS RSOA&AA2Y YI1Ay3a FyR R
mental model to evaluate choices. As a GM,
every conversation you have is a potential
decision point. Aspiring GMs must build the
ability to make decisions with a limited
consideration set or data points. This can be
learnt by getting involved in high stake
projects as the sponsor or lead. Listening
more than speaking and being data driven
are also handy tools to navigate in a new
environment. Learn the rules of alignment
and be pragmatic with your expectations.
The 70:20:10 framework for alignment can
be useful.

w
[\
w
—
No

U 70%- You must adapt to the new market
& people

U 20%- The teams must adapt to your style
of functioning

U 10%- Nobody will adapt. Accept it and
1SSLI Y2@Ay3 | KSI R¢

Sridhar VenkateglM- CARICAM)

Gaz2ad Daa KI@S | oAla FT2NJIFOGA2Yy YR
can sometimes be at the risk of not spending

enough time in the listening to understand

mode before planning initiatives. Spending

significant amount of time with the outgoing

GM and the local HR head can accelerate

GKS dzy RSNRGFYR&gYy3I 2F GKS YIN] Sih¢o
GurprrietSiingh(Senior PartnerKorn Ferry

Hay Group & CEO coach)

Recommendations

U Join the expat CEO community in the
country and use it as a soundboard to
pick up local nuances. Chalk out specific
chunks of time each week for market
visits to develop a visceral
understanding. Read secondary research
and market reports to test your
hypothesis

U Identify and deliver quick short term
commercial wins as they are vital to
bootstrap investments and commitment
from the global organisation

4. Leading in a Matrix and the Global
Local mix

Mastering the matrix and enterprise
thinking are capabilities that aspiring GMs
must build early in their journeys.
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GMs must also build the capability to
establish an alignment with the regional and
global strategy.

The GM is also expected to provide a strong

voice and shape the global agenda by

mining into local insights. This requires

transition from a shortem focused¢ WO I y

S 3ASH GKAA R2ySQ o0dzaAySaa

adNy GS38

F LILINR F OK G2 | wLa AlG LINRPFAGEOES Ay |

NHzy Q SYGSNILINRAR&S adNIy GdS3e |
GM Speak:

GLYy@Sald Ay odzif RAy3a It 201 €
keep these networks active as leverage

happens over a period of time. Broad based
relationships within the enterprise builds an

appreciation for global platforms,

capabilities, resources & tools. This in

combination with the GMs willingness to

pilot new ideas builds a competitive

I R@I vy ig BraishamkshikakGM-

Nigeria)

G,2dz KIgS G2 R2 A4 Ittt oe
misconception. GMs have the hotline to all

key corporate functions and must leverage

this access. Local innovation and creativity

can be blended with global resources and

scale. There is also a tendency in new GMs

to either be an albut visionary or an atiut

execution champion. There is a middle path

that mitigates this risk of focusing too

LILINR | OK @

NEBt I GA2Y:

82dNBESE F

ONBIRf& 2N F20d@mday 3 (22 yI NNRGE & dé

LugmaarHarris(General Manageg
Indonesia)

Recommendations

U Develop an enterprise view of the
business by working on global projects

SFNXI e Ay (KS 22dNySed ! g2AR G(G(KS Wy

AVOSYGSR KSENBQ A8YRNBYS
U Leverage the global scale to your
advantage. Be thoughtful and deliberate

about networking as it can provide the
scaffolding required at critical junctures

5. Leadership brand and GM as the
talent ambassador

The GM must think of their role across two
spectrums of being an actor and architect.
The actor refers to the leadership brand of
the GM and that they are always on stage.
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Building a strong team is, by far, the biggest
imperative for the country GM. In addition

to delivering local results, a strong team
earns the confidence of the global
enterprise, ensures its commitment and
sets off a spiral of success. GMs role as the
torch bearer of the leadership and talent
development activities was a common
theme that resonated with my interviewees.
GMs must also build capabilities to establish
robust talent review processes, champion
diversity, improve the depth and the quality
of talent pipeline and position the local
entity as a great place to work.

Doing a detailed talent review in

partnership with the outgoing GM and HR
Head at the pre joining stage is one way of
getting a head start. This includes but not
limited to looking at talent profiles,
assessment results, career tracks & journeys
of key talent, engagement survey results
and also a macro understanding of the
talent market in that country.

Interviewees also highlighted the need for
the GM to establish their personal
leadership brand that clearly communicates
what they stand for. This is especially
important in clutter of social media and an
inter connected world.

GM Speak:
G, 2dzNJ £ SFRSNAKALI 6N} yR OFy KSfL) g2dz

broaden and deepen your impact. Managing
it is true way of being authentic and an
agent of change. Speaking opportunities at
industry forums, conferences and writing for
trade magazines are all tactical ways of
building this capability for aspiring and new
D a a ¢RonaldSequeirgCountry HR Head
India)

G! dzi KSyaAoOAide Aa 1Se G2 fSIFRSNAKALY :
and leaders are being evaluated 24/7. Being

an authentic leader is the only sustainable
advantage. Identification and being

deliberate about building this leadership

brand takes seliwareness and time.

Aspiring GMs must start seeking

professional help from executive coaches in

GKS SIFENIe& adlcRé&somi?2 GKAA
DsouzgVP¢ Communications &

Government Affairs, South Asia)

(@)
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Recommendations

U Leaders are both actors and architects.
Consider speaking at conferences and
writing for trade publications

U Do a detailed talent review in partnership
with the outgoing GM and HRBL at the pre
joining stage. Study the macro talent
trends of the country by reading industry
reports and discussions with HRBL

In summary

Supporting the GM transition is not about
setting up a training program as part of the
induction schedule rather having a holistic
view of how the new leader is settling in. Are
they focusing on the right strategic questions?
Is the team buying into the new leadership?
Are they establishing relationships with key
stakeholders and adjusting well to the new
culture?

What is interesting is that with a few
exceptions, most transition support practices
for new GMs are fairly simple, low cost, and
low tech. This is not a one person or one
function responsibility and an all hands on
deck approach involving the regional
president, HR business leader, executive
coaches and global L&D is required to
program manage this successfully.

GM Speak:

GENI YyaAlGA2Y A FNB y234 Ly 1w LINROofSYX

multi-dimensional business problem and how

quickly the new leader ramps up, has a direct

impact on P&L. New leaders can sometime

feel like a dropped food packet in a famine

situation. If adequate attention is not paid,

the new executive can get consumed by the

here & now. Hiring well is a good start but

pStt 0S3Adzy A gDeepik ¢ KIfF R2ySoé
JayaramarfCEQ Transition Insight. ex Egon

Zehnder consultaniy

Sunder RamachandriGM- Training
(Commercial Excellence), India Rx at GSK
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Role of Digital in the
Customer Journey

Salil Kallianpur
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www.allansanders.co.uk

Recently | decided to buy a laptop. As |
looked around for the right one, |
realized how little | knew about
hardware. Having always used a
companyprovided one, it was one of
the things | had never bothered to
educate myself on.

As | always do for most things that |

know nothing about, | spoke to friends.

From what they told me, | did a lot of

research online. Armed with

information of an ideal laptop, |

RSOARSR (2 at221 FYyR F¥SSté¢é¢od L KSIRS
to an electronics store and spent the

O0SGUSNI LI NI 2F Fy K2dzNJ wiSadAay3aQ
models with the help of the friendly

salesman, before | bought the one |

wanted. Do most of us shop this way?

Maybe!

l'a @2dz aSSY Ay Yeé WLIz2NDOKIasS 22dz2NySe
the human element came in just once

¢ to seal the deal. With so much

information available online, | had

already made up my mind before |

went into a store and bought what |

wanted to. This was a case of laptops

and dummies, but is this very different

in the case of drugs and doctors?
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My personal opinion is that in any selling
process, a human element is never
obsolete, but the effectiveness of that
element is maximized when it is introduced
at the most appropriate moment in the
WOdza 12 YSNJ 22dz2Ny Se Qo

It is quite well known that in the new era,
70% of the buying decision is made before
the first contact with a supplier is made. By
the time | walked into the electronics store,
| knew which laptop | wanted to buy, its
specifications, its sizeplorand addons. |
walked into that store just to see how that
laptop actually looked and to understand
the deals that the store would offer on my
purchase. The salesman at the store already
had a ready and willing customer and his
sale was efficient and quick even though |
made a big show of looking and evaluating
other options. The actual amount of time he
spent on making the deal was not more
than 15 minutes of that hour.

Such efficiency is needed in pharma sales as

well since the rep model is currently under

stringent evaluation. Companies seeking

operational efficiency are criticatyalyzing

all major costs and are looking for

alternatives. In such a scenario, instead of
O2YyAARSNIBYm™ IY2RE2 = O02YLI yASa
aK2dzZ R O2 WSS NI2IR SWid2 @ KA &
means downsizing a bulging force to just the

optimal number of people needed to quickly

and efficiently close deals. An example is

illustrated below:

Reach out to far greater number of
doctors than your sales force ever
could through digitalchannels

Gauge how doctors engage with
your content and create ‘stickiness’
through personalizing that content.

Doctor asks for
Company

Stay with them as they move from
an exploratory to an engagement Move doctor ‘ contact through
Dh% . . ’ ‘ . from “aware” “request

to “advocate” ) sample” or

online. “meet the rep”
feature on the
site.

Understandthe customer journeyand
create multiple touch points to move
the doctor from engaged tothe

advocacy stage. ©Salil Kollionpur
000
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As companies build websites, apps, videos

FYR 20KSNJ RAIAGEHE O2yGSydas Aa GKAa |
22dNySeQ GKIG GKSe KFIGS +d GKS ol O
minds? Are they willing to prime a customer

as much as they can using their formidable

online resources and connect a medical rep

as the final point of contact to seal the deal?

If this is how it can be done, how would the

YSRAOFE NBLIQa 220 S@2t@dSK 2KFG {AYR
training would such sales forces require?

h¥ O2dz2NASS GKAa AayQd Ly Slae LINROS:
away from a decadesld mindset of

0dZAf RAY3 FN¥YASE 2F YSRAOFt NBLBA Aay!
to be easy. And to be sure, such models will

probably not be the best in every single

situation. For example, a new product

launch will require a different strategy

compared to a more established brand. The

fact of the matter is, evolving technology

provides superior alternatives to creating

value for customers without having to

compromise traditional sales metrics.

| am pretty sure the salesman at the

electronics store was hailélieved that |

knew what | wanted when | walked in. It

saved his time and allowed him to refocus

his energy to other dummies who wanted

fILIG2LA® 22dZ RYyQid RNHA NBLKA | yR
feel the same wayMl

¢
N
O

Salil Kallianpus a pharma veteran having
worked with industryeaderslike Novartis,
Pfizer and GSKe wasExecutive Vice
President- Classic BrandSOE at GSK
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Disorder

Vivek Hattangad

At 38, you were promoted as Deputy
General Manager because of certain
skills you possessed like decision
making, great analytical skills, critical
thinking, ability to comprehend
complex situations and of course many
other vital areas which require you to
discern between a great risk and a
calculative risk.

You were looking forward to become
the General Manager but pressures of
work andthe executive lifestyle has

put your health in shambles. You are
now a diabetic, the diastolic blood
pressure is abnormally high, you
neither have time to exercise regularly
nor time to relax or take a holiday.
Perhaps, you are also in a mild state of
anxiety.

Slowly, over a period of time you are
unable to take any decisive actions.
Your emotional intelligence skills have
reached its nadir. Neither your
superiors, nor your peers and
subordinates seem to rely on your
judgment and opinion on important
issues. In short, you have lost your
mojo.
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At45, your career has stagnated and you
are still the Deputy General Manager. You
go into a state of depression.

2 KF §Qa ¢NRy3K

This is a typical case of Executive
Dysfunction or Executive Function Disorder.

Executive FunctionWhat is it?

To give an example, take an Air Traffic
Controller at a busy airport. He safely
manages the arrivals and departures of
many aircraft on multiple runways. He
organizes and expedites the flow of air
traffic, and provides information and other
support and logistic for pilots.

Similarly, your brain too needs skills to
comprehend analyze filter distractions,
prioritize tasks, set and achieve goals, and
control impulses. Psychologists define
Executive Functions as a term to describe
the many tasks our brains perform that are
necessary to think, act, and solve problems.
Executive Functions enable you to plan,
comprehend, prioritize, decide, focus
attention, remember instructions, and
juggle multiple tasks successfully. And these
are the skill are sets required in ambitious
young upwardly mobile adults.

Science has shown that the hippocampus in
the brain is the seat of cognitive functions,
including Executive Functions. The
hippocampus is under slow attack when a
person is past 35 of age.

When you have lifestyle disease or have
FYEASGE |y RamRadiedhie &8 A 2y =
formation is accelerated. This slowly but

steadily begin destroying synapses before it
clumps into plaques and eventually leads to

nerve cell death. The volume of

hippocampus shrinks (called hippocampal
decay)(See Fig 1)

Can this process be reversed?
No.
Can it be controlled and harnessed?

Yes. The volume can be preserved and
protected if you give something which can
LINE @ S y-amyldickpfaque formation in
hippocampus.
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Lefthand: Normal Neurog RightK I Y Ravyloid plaques

Howdo you know if you have a deficit in
Executive Functions? Doctors can help you
know if you have Executive Function
Disorder with the help of a tool called
Barkley Deficit in Executive Function Scale
(BDEFS).

Is the management of Executive Dysfunction
elusive? Medical science is making great
progress and surely scientists may be able
to find a solution.

But till then, live a healthy lifestyteavoid
garbage food, exercise regularly. Work on
your Emotional Intelligence. Your dreams of
becoming the next CEO in your organization
can be fulfilled.

Vivek Hattangadk a
Consultant in Pharma
Brand Management and
Sales Training at The
Enablers

Heis alsovisiting facultyat CIPM
Calcutta(VidyasagatJniversity)

for their MBA coursé Pharmaceutical
Management
vivekhattangad®theenablers.org
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