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Executive Summary 

Introduction 
The pharmaceutical industry is one of the largest and dynamic economic sectors. The global 
spending on medicines will grow to nearly $1.5 trillion by 2023 at a 3–6% compound annual 
growth rate. 
Generally, the pharmaceutical industry is strictly regulated. Promotional activities are under 
strict legislation. These activities are burdened with ethical consideration and public 
attention. In the case of pharmaceutical products, the aim of promoting is to inform 
healthcare professionals about new treatments available via direct-to-consumer (DTC) 
advertisement in a specialized medical professional media or in the form of outreach to 
healthcare professionals by medical representatives who provide to the HCPs up-to-date 
and accurate information about new chemical entities. Supporting modern modes of medical 
marketing business collaboration relies on a disparate mix of medical representatives, 
symposia, congresses, and trainings across a growing variety of hotels, halls, and 
conference rooms. But health care professionals (doctors, pharmacists) often get tired of 
traveling, information (from having multiple sessions) and product's data, thus leading to 
poor experience and low acceptance. 
If pharmaceutical companies want to use the advantages of E-Visits and e-Prescription, they 
have to be sure that valuable information about the customers is being received and this 
information can be used in all other communication channels. While MED-REP solves one of 
the challenges for prescription realization in pharmacies, pharmaceutical companies 
(manufacturers, distributors) have continued to struggle with legacy marketing system type 
that carry forward the limitations of more than 50-year old burden. Many marketing & sales 
departments cobble together solutions to accommodate the ever-growing demand for data 
from their medical representative’s base to consolidate systems, and focus on best doctors 
& pharmacies to maximize their ROI and/or Brand development. This approach is far from 
seamless—the various approaches generate friction, creating marketing & sales team’s 
frustration and slowing business productivity while adding burden to the managers and 
medical representatives. 

Company and Opportunity  
Company established in accordance with the Company Registration Law of Republic of 
Macedonia. It is 100% private owned by single person. Annual revenues in the last two 
years have been 0 euros, since the clients were in a free period of use and training. By mid 
2020 they will start paying for the services. 
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Today’s hyper-digital landscape is changing how prescriptions are transacted, and such 
change is becoming increasingly evident in how businesses collaborate internally and 
externally. MED-REP Group provides a SaaS product that is a Closed Community 
Collaboration Platform, used to manage: Continuous Medical Education, Social 
Networking & Communication, Prescription Creation & Realization, and Advanced 
Planning & Analytics, for HCPs and Pharma companies worldwide. It is a “one 
country-one market” product, making it franchisable and expansion-easy, creating 
pricing policies according to the market size and other market depending factors. It 
connects all parties through frictionless platform for better: notification, messaging, and 
content sharing. Our cloud-native platform delivers reliable, secure, high-quality data and 
control that is easy to use, manage, and deploy, provides a measurable 
return-on-investment, is scalable, and easily integrates with current systems and 
applications. 
The real opportunity for MED-REP (and Investors) is the trend toward a greater use of digital 
channels (“Doctors like digital”; Guidemark Healthcare Marketers Trend Report), and the 
piece of the big Pharma marketing budgets. The so-called digital doctor isn’t just a figment of 
some pharma marketer’s imagination, and we have the tool to embrace it. 

Industry and Market Analysis 
Marketing efforts within the pharmaceutical industry differ depending on the relevant 
recipient; they are not aimed at the product (medicine) user—the patient, but at the medical 
professional prescribing/recommending therapy/product. The main marketing approach is to 
use medical representatives who meet with HCPs and, present their products’ advantages 
and discuss what types of patients can benefit from the specific medicine. Such meetings, 
often referred to as “visits,” are regulated and scheduled, so that individual sales reps visit 
multiple doctors per workday. Moreover, today's doctors have very little time available for 
medical representatives. A 2016 study of physicians working in outpatient care found that 
less than a third of physicians use working time in direct contact with patients (Source: 
Sinsky C, Colligan L, Li L, et al. in ambulatory practice: a time and motion study in 4 
specialties. Ann Intern Med. 2016; doi: 10.7326 / M16-0961) 
Furthermore, the development of a new, innovative medicinal product can be an expensive 
and long process (between 10 and 15 years). There is a need for more investments in 
research and development. Because of that, all new medicinal products are insured and 
covered by a patent which allows innovative companies to recover the funds used for R&D 
and invest into the development of new molecules. The so-called innovative products do not 
have an analog on the market and are being developed by R&D companies. If/When a 
patent expires, any generic pharma company has the opportunity to produce its own generic 
product. So, new product launches, faster time to market, decreased and calculatable costs, 
improved operational efficiency, enhancing customer loyalty, decreased operational 
expenses, reduced cycle time, are some of the benefits of using MED-REP SaaS.  
Although product information is an important factor, its reception will not likely to be a 
sufficient motivator for a medical doctor to use e-prescribing. Because of that, 
pharmaceutical companies will have to consider other incentives to convince specialists to 
use the new communication channels. MED-REP SaaS with its model and algorithms 
provides solution to this issue!  
This is a key advantage of MED-REP and the uniqueness is the major advantage factor over 
potential competition.  
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Management and Operations 
Vladimir Bajraktarov, founder and CEO. With experience in a managerial position in the 
private pharma wholesaling sector for more than 20 years, the qualifications and motivations 
are more than obvious. In charge of policy making and performance implementation, 
oversees the overall operation of the company.  
The other two employees include a strong tech IT manager and a sales manager with 15 
ears experience in pharmaceutical selling. 
Using proven automatization and control CRM platforms in day-to-day business operations, 
we tested and build traction in smaller market, fine-tuned particular methods, best practices 
and management styles, so that we stand out and are ready to expand vertically to bigger 
regional markets, but also European and worldwide. 

Implementation and Marketing 
We have launched the first version in Macedonian market in Q4 2018. Developing and 
upgrading functionalities up to the latest version, that was rewarded as the most innovative 
product to fight COVID-19 by Macedonian government fund FITR. Transferred hosting to 
AWS and proved that this product has great future. We are struggling with own investments 
for running and marketing expenses to reach liquidity of the platform. Further details on 
running expenses (for Macedonian market) and revenue forecasts can be found in the 
provided Financial scenario file. 
Additional expenses are needed for marketing in specialized media, online and organizing 
live webinars. We have early fans and enthusiasts, but as more pharma companies start 
using the benefits of MED-REP, their word-of-mouth will be one of the key HCP users 
generator. So, a fresh investment here is very much needed. 

Financial Plan  
We need up to 300.000 EUR to support our current operations and successfully launch on 
(at least one more) Serbian market. Please review the provided details on running expenses 
(for Macedonian market) and revenue forecasts can be found in the provided Financial 
scenario file, and we would appreciate it very much if you provide us with an opportunity to 
present the product and financials over video conference or in person. Upon request, we can 
provide the Plans Price list and Member Type option list.  

Conclusion 
MED-REP SaaS provides e-Prescription service as a marketing & analytics tool for 
pharmaceutical industry, e-learning as a Continuous Medical Education tool and loyalty 
program as incentive tool for HCPs. Based on our research and experience, we can make 
the following statements about MED-REP: 

- E-Visits tends to supplement traditional meetings between medical reps and health 
care professionals, rather than replace them altogether, and enables medical and 
sales reps to be more effective. The main advantage of e-Visits is to decrease 
marketing expenses and to increase the e-Influence over customers (HCPs).  
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- It is important to define an adequate communication mix when presenting different 
products. In the earlier phases of the life cycle of a pharmaceutical product, 
e-Prescribing can seem rather to attract medical doctors, engage their interest, and 
satisfy the need for information about a new product. Understandably, customer 
preferences and their willingness to adopt new technologies are of crucial importance 
to the success of any new communication mix.  

- Although product information, CME and networking are important factors, its 
adoption will not likely to be a sufficient motivator for a medical doctor to use 
e-Prescribing i.e. MED-REP SaaS. Because of that, MED-REP SaaS provides 
pharmaceutical companies possibility of other incentives to convince HCPs to 
use the new communication channels and e-Prescription.  

- HCPs e-Visits are decreasing marketing expenses, increasing access to HCPs, and 
preserving at the same time many of the advantages of standard face-to-face 
meetings. It is a revolutionary method for promoting pharmaceutical products 
which increases both the quality and the variety of promotional activities of 
pharmaceutical companies. It proves its benefits for HCPs and pharmaceutical 
companies alike. MED-REP’s approach is a major time-saver for the HCPs, while 
ensuring higher ROI for the pharmaceutical companies. E-Visits are not a substitute 
for standard visits but allows medical and sales reps to be more effective instead. 
Therefore, it should be regarded as a supplement to the standard company 
marketing mix to complement and strengthen the approaches currently in use. 

We built a robust and scalable tech product, and are constantly upgrading and updating it to 
meet the ever-increasing needs and demands of all our clients and customers. We have 
proven to move fast and shake things, and with sufficient financial support we can achieve 
this much faster! 
  


