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No surprise that most of the survey respondents 

(30%) source projects in North America (U.S. & Cana-

da) followed by Western EU (14%); with the remainder 

dispersed relatively evenly among economies and re-

gions beginning to develop their own pharmaceutical 

industry — India, China, SE Asia Japan / Korea, Argen-

tina / Brazil, Eastern Europe / Turkey and the Middle 

East. Regardless, while growth is necessarily a global 

proposition, it should not be considered an end-goal. 

Growth executed well should be aimed at achieving 

reach, scale and capability in quantities sufficient to 

sustain long-term profitability and stakeholder value.

Sell More / Make More
Of course, one could always achieve growth the old-

fashioned way, or by selling more. Certainly a simple 

proposition and a popular building block of growth, 

but the “how” to sell more is where complexity comes 

squarely into play.

For example, branded pharma is increasingly pur-

suing life-cycle management tactics to extend the 

market lives of formulas or molecules under their 

control. Another feature of this path to growth is the 

fact that if successful with regulators, reformulation 

can extend the data exclusivity of the product.

Expansion for growth can be pursued by adding 

capacity and infrastructure to support sales of an 

existing line or being ready to meet current or pro-

jected demand for extra capacity for a CDMO’s cus-

tomer’s hot-selling therapy. In a recent Wall Street 

Journal report, Samsung is constructing a facility 

in South Korea that will double their capacity, mak-

ing it the largest contract drug maker in the world. 

The plant is scheduled for completion in 2018.4  

According to WSJ Samsung BioLogics Co., which is 

97% owned by Samsung Electronics Co., the company  

would construct another facility next to its existing 

plants in Songdo, South Korea, investing 850 bil-

lion Korean won (equivalent to $740 million). In 2013, 

Samsung won contracts to make biologic drugs for 

Bristol-Myers Squibb Co. and Roche Holding Ltd.4

Product expansion
Selling more can translate into expanding entire new 

product lines and adding them to operations. One 

manufacturer, superb at aseptic filling and finishing 

of vaccines, might invest in another biologics-based 

product line to add dimension to a portfolio based on 

core processing capability. For example, Baxter made 

a $1 billion bet in this direction and expanded in a 

big way by constructing a dedicated plant in Georgia 

to process and sell albumen, the groundbreaking im-

mune system therapy.5

Market expansion
Codexis is a good example of a company with a fo-

cused adjacent market strategy. Codexis has been 

able to leverage its unique enzyme engineering tech-

nology to serve adjacent market sectors  “Codexis 

is off to a very solid start for 2016 delivering $8 mil-

lion in revenues for the first quarter, an increase of 

18% versus the same period last year,” said Codexis 

President and CEO John Nicols. “We also completed 

two projects in the quarter, one that helped us to pri-

oritize our next therapeutic drug candidates and a 

second that sharpened our entry strategy into a new 

adjacent market. We view both of these as prudent 

investments in high-value opportunities to leverage 

our CodeEvolver platform technology and accelerate 

our future growth.”6

acquisition
Contract development and manufacturing compa-

nies have been pursuing a deliberate strategy of ac-

quisition to achieve the technical ability, capacity, 

scale, flexibility and market penetration required to 

compete for the industry’s biggest and most sophisti-

cated contracts. CDMOs and CROs have been acquir-

ing capability to achieve the end-to-end integrated 

services that the world’s drug owners are demanding.

According to veteran industry journalist Agnes 

Shanley, CDMOs are making strategic acquisitions, 

as either partners with complementary strengths, or 

those occupying specific niches, thus augmenting 

services currently offered or increasing services.7

In a recent interview with Shanley, Tee Noland, Chair-

man and CEO of Pharma Tech Industries, remarked 

that his company’s base was expanding because of 

major trends in branded pharma including M&A activ-

ity, increased competition, generics and the move from 

traditional business models.7 He also noted another 

driver, a concept he called “customer customization,” 

in which smaller firms entering the market leads to 

niche opportunities for business. This reflects on con-

sumers, who — more specifically as targets as well as 

brand owners — are becoming increasingly focused on 
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