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Key Trends in Generic Pharma Selling (2025—2035)

1. Commoditization & Price Pressure

Generic drugs will face intensifying price competition, especially in mature markets like the U.S.

and Europe. Buyers (e.g., hospitals, pharmacy chains, and payers) will continue to favor bulk

deals and tenders, pressuring margins




2. Consolidation Among Buyers and Manufacturers

Mergers among pharmacy benefit managers (PBMs) and distributors are creating larger, more

powerful buyers. Generic companies are also merging to survive pricing wars and achieve scale




3. Regulatory Expansion

Sellers must navigate local compliance, pricing rules, and quality assurance hurdles.




4. Digital B2B Selling & E-Procurement

Traditional sales reps will be supplemented or replaced by digital B2B platforms, particularly for bulk

buyers. Expect wider use of

e-tendering portals, automated bidding, and integrated supply chain tools.




5. Portfolio Diversification

Successful generic firms will move beyond simple molecules to offer complex generics,

biosimilars, and drug-device combinations. Sales teams will need technical training to sell more

differentiated products




6. Focus on Supply Chain Reliability

Buyers are prioritizing suppliers with consistent quality and supply capacity — not just low prices

— especially post - COVID.

Sales narratives will include logistics strength, regulatory track record, and risk mitigation.



7. Localized Sales Strategies

In price-sensitive emerging markets, winning companies will adapt to local needs, including pack

sizes, pricing tiers, and regional branding.




8. Pharmacist and Hospital-Driven Sales

Especially in developed markets, generics selling is shifting from prescriber-driven to pharmacist

and institution-driven, requiring stronger B2B account management.




9. Al and Data Use in Forecasting and Targeting

Generic companies will adopt Al for demand forecasting, sales force targeting, and competitive

pricing analysis.




10. Environmental and ESG Selling Points

Buyers and governments increasingly consider sustainability and ethical sourcing — giving sales

teams a new value proposition to pitch







Rapidly evolving Pharmaceutical Marketing Trends and a significant push towards
Digital Transformation in Pharma. This period of transformation demands agility

and adaptability from pharmaceutical companies to stay ahead in the competitive

landscape




The pharmaceutical sales landscape is evolving rapidly, driven by
technology,
regulations

changing healthcare models.
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1. Digital-First Engagement

Sales reps will increasingly use digital platforms (e-detailing, video calls, Al-powered CRM) to

engage healthcare providers (HCPs), with face-to-face visits becoming more selective.




2. Data-Driven Personalization

Al and big data will help reps tailor pitches based on prescribing patterns, patient demographics,

and treatment outcomes, improving relevance and timing.




This approach relies heavily on analyzing vast amounts of data to inform marketing

strategies. By understanding customer behavior and market trends through data,

pharmaceutical companies can refine their marketing efforts for maximum impact.




Predictive analytics is another critical aspect of data-driven decision-making in
pharma marketing. By predicting future trends and customer responses, companies

can stay ahead of the curve
Industry

Leaders need to understand the long-term implications of the evolving landscape and take

proactive steps to secure their companies’ future.
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110,787,067,180 0% 120,701,978,569 0.11%
Grand Total 139,410,051,962,497 4.8% 108,935,255,527,928 8.5%




S0 30 ¥e Cuond sl B L 1FY g 1FY @alo can I Margin g Markup (ow y 9

LZE:'S (JW) cod oagi=ma | 1 cwdd g)lo dby ) SSIBLJ) e (1 c«aed) markup | Margin Real 1 2 cwd 9ol dby ) JSOBL 3 g Margin Real 2 SAe gy
1 10000 G 100,181,085,870,982 14.3% 14.8% 12.9% 75,582,854,945,323 9.2% 20.4% 21,476,279,064
2 50000 G 10000 148,016,836,767,547 21.1% 13.7% 12.1% 161,733,507,616,876 19.7% 19.8% 7,647,199,592
3 200000 G 50000 | 117,990,350,939,038 16.8% 12.5% 11.1% 149,053,636,426,561 18.1% 18.8% 1,199,257,042
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3. Patient-Centric Models

Pharma sales will shift focus from product features to patient outcomes, including support

programs, adherence tools, and value-based pricing.

These campaigns go beyond generic messages, offering content that is relevant and

valuable to each recipient.



it's about engaging with patients and healthcare providers in meaningful ways. This

involves understanding their needs and preferences and tailoring communication

strategies accordingly.




Along with this also helps redefine how pharmaceutical companies connect with

their audiences.

The adoption of these technologies is essential for companies looking to make a

substantial impact in the market.

This might include customized email campaigns or targeted web content, making

each interaction feel more relevant and personal



Social media is a place where pharmaceutical companies can share information,

talk with users, and create communities. These platforms let companies have

conversations with their audience and get feedback quickly.




the use of gamified content and interactive experiences is becoming more
prevalent. By incorporating game-like elements and interactive features into

educational content, pharma companies can make learning about health and

medications more engaging and memorable.



4. Omnichannel Strategies

Coordinated use of multiple channels (in-person, email, webinars, social media, mobile apps) to

create seamless HCP engagement journeys.




Using VR and AR in marketing is a milestone in the industry's digital transformation.

Imagine taking a virtual tour pharmaceutical manufacturing facility from the comfort
of your office or home.

This immersive experience not only educates but also builds trust and transparency
between pharmaceutical companies and their stakeholders



AR applications allow users to interact with a virtual layer of information overlaid on

the real world.

In pharma marketing, this means using a smartphone or tablet to see 3D molecule

models or learn how a medicine works in the body.

This interactive method improves understanding and boosts engagement



10 Applications of Augmented Reality Retail

AUGMENTED REALITY RETAIL

Virtual Fitting
Rooms

Analytics in AR

In-Store
Navigation

AR Product

Configurator

Product Catalogue
Visualization

AR Warehouse
Optimization

Virtual Retail
Stores

Gamified Retail
Apps

AR Advertisement

“Try-before-buy”
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Influencer marketing, initially met with hesitation, is now carving its path as a pivotal
component in the Pharma industry. This strategy is not just about reaching a wider

audience; it's about forging trust and establishing genuine connections.

Influencers have deep knowledge and trusted voices.




pharmaceutical influencer marketing is adherence to stringent regulatory standards.

Companies are meticulously crafting their marketing strategies, ensuring that every

message, and every collaboration, adheres to the highest standards of compliance.




5. Value-Based Selling

More pressure on pharma companies to demonstrate the real-world value and cost-

effectiveness of treatments, especially to payers and health system:s.




6. Increased Role of MSLs (Medical Science Liaisons)

MSLs will gain prominence over traditional reps, especially for complex therapies, as scientific

dialogue becomes a key sales driver.




/. Expansion in Emerging Markets

Pharma selling will grow in Latin America, Africa, and Southeast Asia due to increasing

healthcare access and investment.




8.Rise of Specialty and Biologic Drugs

Sales teams will need deeper technical knowledge as focus shifts to complex biologics, cell &

gene therapies, and precision medicine.




9. Compliance and Transparency

Tighter regulations will demand more ethical promotion practices, with increased scrutiny on

interactions and disclosures.




10. Al and Automation in Sales Operations

CRM automation, predictive analytics, and Al-driven coaching will streamline sales workflows

and improve productivity.




In the realm of Pharmaceutical Marketing Trends,

content is king.
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Trends in Biosimilar Pharma Selling (2025-2035)

1. Hybrid Sales Strategy

Biosimilars require a blend of generic-style pricing competitiveness and branded drug-level

scientific education.

Sales teams must address prescriber skepticism, especially regarding interchangeability, efficacy,

and safety.



2. Physician and Payer Education

A major focus is educating HCPs on clinical equivalence to reference biologics.

Payers are key stakeholders; sales must align with cost-savings and value-based contracting.




3. Increasing Market Acceptance

Initially slow uptake is changing — formulary inclusion and switching protocols are becoming

more favorable globally . Expect automatic substitution policies in more markets, like those

emerging in Europe and the U.S.




4. Complex Market Access Landscape

Sales teams must navigate biologic-specific regulations, patent cliffs, exclusivity periods, and

payer restrictions.

Market access and regulatory experts will be integral to sales planning.




5. Hospital and Health System Targeting

Unlike generics sold mostly through retail chains, biosimilars are often hospital-administered, so

selling is institution-focused.

Requires strong account-based selling and value demonstration at the health system level.




6. Differentiation Beyond Price

Since biosimilars can't compete purely on cost, sellers highlight:

Reliable supply
Patient support programs
Real-world evidence (RWE)

Convenience (e.g., device formats)



7. Emerging Market Growth

Biosimilar growth in India, Brazil, South Korea, and China is surging due to rising biologic

demand and favorable manufacturing economics.

Sales strategy must adapt to local regulation, branding requirements, and trust-building.




8. MSLs and Key Account Managers

Sales teams will need scientifically trained Medical Science Liaisons (MSLs) and KAMs to

influence adoption at multiple levels (clinicians, procurement, pharmacy committees).




9. Digital Enablement

Use of digital detailing, Al-powered customer insights, and evidence dashboards to support

conversations around biosimilar adoption.




10. Public Perception and Branding

Increasingly, biosimilars are branded, and public campaigns help boost physician and patient

trust.




Biosimilars combine the cost-saving value of generics with the educational, trust-building, and

stakeholder complexity of specialty drugs. Selling them requires data-backed engagement,

payer-savvy strategy, and cross-functional collaboration.
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security along the supply chain can also benefit from a boost with a technology originating from the
financial system: blockchain.

Counterfeit drugs might offer a cheaper alternative but are the cause of tens of thousands of deaths
worldwide, while the fake drug trade continues to be a profitable multi-billion dollar business.

In Asia, Africa and South America, such drugs make up around 10-30% of the total medicines on sale.

Blockchain could bring a radical security measure to the drug distribution chain via a barcode record
system that can be tracked from the manufacturer to the end user.

This way, medicines can be tracked in real-time by authorized parties and patients, making it much more
difficult for criminal networks to operate.



https://www.reuters.com/article/us-pharmaceuticals-fakes/tens-of-thousands-dying-from-30-billion-fake-drugs-trade-who-says-idUSKBN1DS1XJ
https://www.pharmaceutical-technology.com/features/blockchain-pharma-opportunities-supply-chain/

In addition to a secure distribution chain, blockchain can also allow the sharing of confidential

data pertaining to drug development and clinical trials. By being a simple yet secure measure,

we will see pharma companies investing more and more into blockchain.







metaverse

In March 2022, CVS took steps to launch a pharmacy
in the metaverse. During the same month, iMining
also took steps to launch a pharmaceutical platform
in metaverse virtual world Decentral




Metaverse
Pharmacy

In many ways, the metaverse is similar to immersive video games.

Metaverse allows you to buy or sell goods and interact with people around you by creating a physical
sensation of actually being there.

You can do everything from purchasing over-the-counter products to consulting a pharmacist from
the comfort of your own space
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3PLs

McKesson has its own specialty pharmacy, Biologics, to address specialty pharmaceutical
delivery and dispensing.

Cencora acquired a specialty logistics provider, World Courier, several years ago and has aligned
that with clinical trial services, especially in the booming cellular and gene therapy space.

Cardinal has made recent expansions to build out its “at-Home Solutions” business to provide
medical products to patients in their homes; this also includes plans to build a new 350,000
square-foot distribution center in Greenville, SC

Each of the Big 3 has a substantial patient-support business, providing hub services for
prescription authorizations, reimbursement, and adherence. Finally, as noted ahead, each also

has a third-party logistics (3P|.) service to deliver drugs without taking ownership of them.



Role of 3PL Companies in the Future of
Pharmaceutical Distribution

1. Cold Chain Specialization Ensuring temperature-controlled transportation and storage for
sensitive products like vaccines and biologics.

2. Support for E-Commerce in Pharma Enabling last-mile delivery, localized warehousing, and
integration with online pharmacy platforms.

3. Global Supply Chain Optimization Managing cross-border transport, customs clearance, and
regional regulatory compliance.

4. Track & Trace Compliance Using technologies like blockchain, 10T, and serialization to meet
regulatory requirements (e.g., DSCSA in the U.S.).



5. Crisis Response and Flexibility

Providing emergency logistics during pandemics, natural disasters, or geopolitical disruptions.

6. Cost and Risk Reduction

Allowing pharmaceutical companies to outsource logistics, reducing infrastructure costs and
operational risks.




5 Ways 3PLs Enhance Pharmaceutical Distribution

1. Streamlining Supply Chain Operations

3PLs excel at making supply chain processes smoother and more efficient. When they handle
logistics, the overall process becomes less chaotic and more reliable.

Utilizing modern technology like warehouse management systems (WMS) and transportation
management systems (TMS) allows them to coordinate various aspects of storage and delivery
seamlessly. This integration minimizes delays and maximizes efficiency throughout the supply
chain.

The benefits of this streamlining extend to everyone involved. Manufacturers can concentrate
on producing high-quality drugs, while distributors, including wholesale pharmacies, can focus
on getting those products to the end-users quickly.



2. Ensuring Compliance with Regulations

The pharmaceutical industry faces strict regulations that must be adhered to at all times.

Agencies like the FDA have established guidelines to ensure safety and quality. 3PLs possess the
expertise to navigate these regulations effectively.

They stay updated on the latest requirements and implement quality assurance protocols to ensure
that every part of handling, storage, and transportation meets the necessary guidelines.

Whether it involves maintaining specific temperatures for sensitive products or ensuring proper
documentation, these providers take care of it all.



3. Enhancing Scalability and Flexibility

Demand for pharmaceuticals can change unexpectedly. It can get influenced by seasonal trends,
global health crises, or sudden market shifts.

3PLs offer scalable solutions that help companies adapt to these changes. Whether a business
needs more storage space or additional transportation, 3PLs can provide the necessary
resources.

Responding quickly to market demands also allows them to stay ahead without overextending
their resources.



4. Improving Distribution Reach and Speed

One of the most significant upsides of working with a 3PL is the access to an expanded
distribution network. These providers partner with numerous warehouses and transportation

companies across the country. This network allows for a broader geographic reach and quicker
delivery times.

Timely access to essential medications can make a remarkable difference for patients in remote
or underserved areas.

Faster distribution also implies building trust with patients. They need to be confident that their
medications will arrive when necessary. 3PLs enhance this trust by ensuring that logistics are
well-managed and reliable.



5. Reducing Operational Costs

Maintaining an in-house logistics operation can be expensive and resource-intensive. When you
let 3PLs handle these logistics tasks, you can focus more on the core operations instead of
worrying about shipping and delivery.

3PLs consolidate shipments and optimize delivery routes, which ultimately lowers operational
costs.

Significant cost reductions also come from leveraging economies of scale. 3PLs handle logistics
for multiple clients while also negotiating better rates with carriers.



Top Global 3PL Providers in Pharma

1. DHL Supply Chain / DHL Global Forwarding

Specialized services under “Life Sciences & Healthcare”
Global infrastructure with over 150 health logistics hubs

Strong cold chain network and real-time tracking tools

2. UPS Healthcare / Marken
Marken handles clinical trials logistics and biologics transport
Offers door-to-door solutions with full cold chain compliance

Advanced tracking and specialized packaging systems



3. FedEx Healthcare Solutions

FedEx S : or | L

Services include biologics, clinical samples, and medical devices

4. AmerisourceBergen / World Courier

Specializes in time-critical and temperature-sensitive shipments
Global presence with customized cold storage and customs support

5. Kuehne + Nagel — KN PharmaChain

Robust compliance with FDA, EMA regulations

Real-time monitoring and temperature-controlled shipping



Leading 3PLs in the Middle East

1. Eco Wide Logistics (UAE)

Cold chain services, humidity-controlled warehousing, and timely delivery

2. Al Nowras (Oman)

Door-to-door pharma logistics, customs clearance, and 24/7 service

3. Tripharma Logistics (UAE)

Custom solutions for pharma clients worldwide.

4. The Net Global (Lebanon)

Experienced in time-sensitive pharma deliveries with temperature control.
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