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1. Introduction 
a. Mission statement
Biocon India Group is a popular pharmaceutical industry in India. It started with enzyme business in 1978 and since then, this Bangalore-based firm become the leading company in mass production of enzyme, generic drugs, and establish Syngene that is a contract research organisation (CRO). Biocon India Group also make their business well-establish in global pharmaceutical market (Biocon, 2020). Therefore, they set their mission to ‘train and develop an industry with talented individual, who can work in Biopharma sector and earn global competitiveness’.  
b. Vision statement
The vision of this company is to ‘become a popular centre for advanced study in Bioscience, which will ensure proficiency for Biotechnology and Engineering graduates in making their career’. They started with a vision to improve global healthcare with innovative and affordable biopharmaceutical products for the patients (Bioconacademy, 2017). Hence, they work collaborate with their partners, and healthcare systems over world.   
c. Corporate values
The corporate value of Biocon India Group is to make ‘empowerment for engineers and Bioscience graduates, by delivering basic knowledge to develop proficiency in Biopharma sector’. They also want to power India in biotechnology industry and set career prospects in Biotech sector.   
d. CSR
Biocon India Group works to empower India in Biotechnology industry. They mainly open scopes for graduates to set their career as biotechnologists. Besides, they also provide innovation at affordable prices for the aspiring students, to set their interest in scientific experiments. They also contribute in human healthcare and life in India.  
e. Governance structure 
Biocon India Group works with a corporate structure, which is controlled under the supervision of Managing Director. The organisational structure of the company is also divided in three distinct classes according to their functions, like Syngene (Customer research), Biocon (Biopharmaceuticals) and Clinigene (Clinical development).   

Figure 1: Biocon India Group organisational structure
(Source: Gupta, 2017)



2. Relation between external environments with internal context on the management case 
External Environment
a. Major trends from the Case
In India, Biocon India Group has become a popular biotechnological company, which creates several new areas of opportunity in India. Presently, Biocon become a firm with 9234 employees and yearly revenue of US $75 million. As Biocon India Group has divided their tasks in several groups, each of them is making remarkable performance in their respective fields (Pradeep Kumar, 2019). The major trend of Indian market, which is influencing the performance level of Biocon India Group, is the awareness and interest among students in biotechnology. Besides, the healthcare system in India has been improved and approached for making innovative appearance. This leads them to set their objectives and execute their performance to develop industrial proficiency in biotechnology and Biopharma sector. They develop the scope for scientific experiments for the aspiring candidate, which is developed by the increasing interest of candidates in that field, and expanding scope of using biotechnology in both human healthcare and life (Jain, 2013). The newest subsidiary of the company Clinigene has also made their remarkable performance to provide technical strengths to Biocon India Group. By their excellent performance, they even get chance to perform clinical trials of their biopharmaceutical products. 
The major trends, which are leveraging the scope for Biocon India Group, can be depicted as following:
The scope for scientific research and experiments is served by their subsidiary Syngene.
Change in the healthcare industry, by which affordable and innovative healthcare products can be delivered. 
Their approach towards global biotechnology and biopharmaceutical industry
Enough experience of the company to set up research organisation and produce generic drugs.
b. Implications of the trends from the case
The vision of the company to make a centre for advanced learning is served by their subsidiary contract research organisation (CRO), through which they can show their ability in global pharmaceutical market. Their vision to make career scope for the interested candidates in Bioscience and engineering disciplines are served with this approach (Kurup, Chandrashekar and Muralidharan, 2011). They accomplish a large number of candidates in their organisation, in which they can show their skill in both scientific experiments and research activities, and in manufacturing process. They become expertise in making of generic drugs and producing enzymes, which helps them in becoming the fastest and largest growing pharmaceutical industry in India. Even their performances are helping them to attain global competitiveness (Zehra and Naqvi, 2018). The candidates with Biosciences and Engineering graduates can easily get their career scopes through this, because they open a wide opportunity for them, in which they can become industrial proficient in Biopharma sector. 
Even their performance in healthcare sector is very much promising, and it mainly comes from the leading trend of this country to make improvement in healthcare sector. This trend leads them to make biotechnological products and devices for healthcare sectors, which they can avail in affordable price for a sustainable solution. With the help of these trends, Biocon India Group helps in introducing innovation in biotechnology industry, by maximizing the numbers of aspiring and skilled biotechnologists and widening the possibility for them (Prozherina, 2019). Another important implication of the emerging trend of the country is that, Biocon India Group makes a connection in between academic, and biotechnology and pharmaceutical industry that not only make proficient candidates, but also identify the potential issues in Biotech sector.            
c. Pestel Analysis to identify the issues 
Factors 	Influencing factors 	Opportunities/ Threats 	Key driver (Yes/ No)	Certain/ Uncertain (C/U)	References 
Political 	Policies for recruitment on high-talent		Opportunity 	Yes 	C 		(Biocon, 2020)	
	R&D become the priority of nation	Opportunity 	Yes 	U 	
Economical 	Unbalanced demand and supply 	Threats 	Yes 	U 	(Casestudyrescue, 2020)
	Recession 	Threats 	Yes 	C 	
	Improvement in efficiency level  	Opportunity 	Yes 	C 	
Social 	Human capital development 	Opportunity 	N 	U 	(Strategic Planet, 2020)
	Training increase 	Opportunity 	Y 	U 	
Technological 	Improvement in technology 	Opportunity 	Y 	C 	(Strategic Planet, 2020)
Environmental 	Environmental protection laws	Threats 	N 	U 	(Biocon, 2020)	
Legal 	Protection through IP rights 	Opportunity 	N 	U 	(Casesteam, 2020)


Table 1: PESTEL Analysis
The political factor is the most important discipline for Biocon India Group, which is mainly exhibited by the political focus on healthcare sectors. This contributes in the development and innovation procedures of the company and helps them to embrace technological advancements. The requirements of talented candidates in healthcare and pharmaceutical industry are raised, and the expenditure on R&D activities is enhanced, which shows a growth of the company in nation (Prozherina, 2019). Even it helps in contributing in global pharmaceutical industry with technological transformation. In addition, they undergo a balance in between need and supply, which ensures their positive responses in performance. The financial condition of the company is also suitable enough to sustain their activities, but the restricted cash flow may cause issues to execute their tasks. The recession is also a significant factor that is concerned with the industry and cause reduction in manufacture and improvement activities. 
The social factor for Biocon India Group is legislative for the company, and similar thing is followed by technology. The improvement in technology helps them to introduce innovation, whereas, the dependence on foreign technical companies is hampering performance (Strategic Planet, 2020). However, the federal involvement of government is mitigating the issue. The environmental protection laws is also influencing in the growth of the company, because it restricts the experimental exposure in nature. The lawful setting of the company on the other hand is able to get an opportunity in legal actions, because it helps them to protect the intellectual property.     
d. Porter’s five forces analysis
Threats of new entrants 	Low
This factor is favourable for the company, because it makes a barrier for their new entrants to enter in their market. This is attributed with their brand reputation and enough experience in that field. The company has overspread in India in several sectors, and they are penetrating in the healthcare industry. They also contribute in the field of research, and clinical and technological intelligence (Caserighted, 2020). They operate their business through multiple subsidiaries, and each of them is engaged in their respective tasks, which makes their position unbeatable in the country. The company is focusing on making scopes for scientific researches and they have developed a connection in between academic and industry. Their activities are making them the leading company in Biotechnology and Pharmacy in India, and make this force low for them. 
Threats of being substitute 	Moderate  
The products of Biocon India Group are available in market and even in better price, which makes an alternative for the customers. Therefore, this force is moderate for the company, as these can be easily replaced with other products with similar qualities. This is mainly possible for the technological advancements, which helps other existing companies to use the technology and sell the products in better price (Bruijl, 2018). This will effectively make an impact on their profit percentage. Therefore, the company must put the prices of their products competitive to avoid being substituted or get affected in growth potential, and it contributes in profit margin.   
Bargain power of suppliers 	Strong 
The bargain power of the company is significantly high and it comes with limiting the quality and quantity of the products.  They can easily transfer the services and costs of the products and make the impact on manufacturing process. The suppliers can easily switch their costs and companies with available facilities.  
Bargain power of customers 	Strong 
The bargain power of customers of Biocon India Group is strong and it highly influencing the company and its profitability. This is mainly developed with imposed power of the suppliers that plays a crucial role for the company. Even, it also results in the unfavourable condition for thee suppliers in terms of price, service and quality of the products.   
Competitive rivalry 	Moderate 
Though several companies are emerging in country in similar industry, the brand image and customer large operating market is helping them to overcome this force with marketing strategies (Amrollahi and Akhgar, 2013). This mainly comes from other emerging biotechnology companies, who are engaged in manufacturing of biopharmaceutical products at affordable prices. Their involvement in academic purposes however helps them to make this force moderate.   


Table 2: Porter’s Five Forces Analysis

Figure 2: Porter’s Five Forces
(Source: Medium, 2020)
e. Industry life cycle
From the analysis made in PESTEL and Porter’s Five Forces, the Biocon India Group holds a satisfactory position in market. The company gets competitive advantages in biopharmaceutical industry because of its large expand in market. The company embraces the technologies and its advance features, which makes them able to attain the leading position in the market (Badjatya, 2013). Though there are several numbers of companies are emerging in the country, the reputation and brand image of Biocon India Group remain in the former position. It can be achieved by their involvement in multiple sectors, like linking the academic with industry, making skilled personals and penetrating in healthcare sector. The aim is to introduce technological advancement in healthcare sectors makes them able to get the competitive position in market (Flowers, 2011). The company becomes the leading producer of generic drugs, and makes their contribution in scientific researches. The company is a potential inventor of pharmaceutical products, which comes with their scientific experiments. The company also provides support and scope to the aspiring candidates, who participated in their biopharmaceutical and biotechnology industry operations.
The contribution of Biocon India Group in Indian Pharmaceutical industry is inevitable. They are engaged in the formulation and production of bulk generic drugs, which are amount INR168 crore in a year. Even it contributes in the growth of economic performance of the nation in global pharmaceutical industry by manufacturing drugs and participating in scientific researches. The knowledge delivered to the candidates, and providing training to them to become a successful biotechnologist also helps them to attain 15% annual growth rate. The company also shows a remarkable performance in Indian pharmaceutical market by using two third of their annual growth rate that amounts INR 19,737 crore for domestic market. Rest INR 6631 crore are used for exporting in international market, and it earned 21% annual growth rate. This makes a yearly revenue of INR 4079 crore.           

Figure 3: Industry life cycle
(Source: Industry Life Cycle, 2015)
f. Critical Success factors using CPM Matrix 
The evaluation of needs of the customers is an important factor, which a company should identify to get competitive advantage. These factors are reported as critical success factor, which drive the company towards getting an advantageous position in market. This can be developed with financial analysis or checking the performance report of the company (Simoens and Sinnaeve, 2012). The critical success factors should be figure out to check thee disciplines in which the company is lagging behind. In case of Biocon India Group, it has been found that though the performance of their two subsidiaries is satisfactory, there is a lack in control for the activities of Clinigene. This sector is rapidly growing in the nation, and it is found in making good performance in clinical trials of generic drugs. Although the performance is profitable for Biocon India Group, there is a lot of distracting factors, which restricts the company to set their signature in innovation (Flowers, 2011). Their ability in discovery and development of generic drugs become limited, which make significant impact for Biocon India Group in their global pharmaceutical market. However, the potential success factor for the company can be depicted as following:
Innovation in technology
Advancement in healthcare sectors
Expansion of the clinical research scopes
Penetrating in global pharmaceutical industry
Critical success factors 	Weight 	Score 	Weighted score 
Marketing 	0.25	4	1.00
Brand reputation 	0.25	4	1.00
Expansion in market 	0.36	3	1.08
Product quality 	0.24	3	0.72
Customer loyalty 	0.05	2	0.1
Diversification in services  	0.36	4	1.44


Table 3: CPM Matrix
Internal Environment 
a. Strategic capabilities
The strategic capabilities of a company can be obtained from three successive factors influencing the performance. These are as following:
Physical: The physical performance on Biocon India Group is competitive in Indian market. The involvement in research purpose and innovation in pharmaceutical products are helping them to achieve a leading position in Indian market. The technologies used by companies are advantageous for them to make significant impact in global pharmaceutical industry (Klein et al., 2013). 
Financial: The financial condition of the company is stable. The excess of supply chain activities are helping them to follow a price less than the available one, which increases the cash flow issues to them. In addition, recession is another limiting factor, which results from economic downtown. 
Human resource: The Human Resources of the company is up to the mark, as they provide training to aspiring individuals. Even, as they are involved in academic purposes, and integrate them in industrial activities and experiments, they have skilled workforce to perform. 
b. Value chain analysis
Primary activities
Inbound and outbound logistics
It includes the activities of organisational suppliers to deliver the products	They are engaged in supplying of end products in market	The distribution chains are performing their activities in this case properly 
Operations
In includes the manufacturing process, which are composed of converting the raw materials in final products. The production of the company is competitive in market
Marketing and sales
The Biocon India Group includes a good number of suppliers, who are helping in delivering the products in market
Services
The technological advancement are contributing in ensuring good services


Table 4: Primary activities
Support activities 
Firm infrastructure
Well-equipped technologies 	Innovative techniques 
Human resources management
Training and continuous learning 	Large number of employees 
Technology development
Advanced technologies 	Proper healthcare infrastructure 
Procurement
End-to-end services 	Cheaper production costs 


Table 5: Support activities
c. VRIN Analysis
Resources 	Valuable 	Imitable 	Rare 	Exploited 	Competitive advantage 
Financial resources 	No 	No 	No 	Yes 	Temporary 
Employee base 	Yes 	Yes 	No 	No 	Permanent 
Technology and infrastructure 	Yes 	No 	Yes 	No 	Permanent 
Human resource management 	Yes 	Yes 	Yes 	No 	Permanent 
Marketing 	Yes 	No 	No 	Yes 	Temporary 
Brand image	Yes 	Yes 	No 	No 	Temporary 


Table 6: VRIN analysis
The maximum competitive advantage to Biocon India Group can be obtained frothier technological support, because it helps them to expand their reach in several sectors. They are performing in multiple sectors, like healthcare, research and development, manufacturing and so on. Therefore, they can get competitive advantage from their large market size and valuable market performance. Their employee base is also a competitive factor, through which they can perform their tasks easily and make significant performance in Indian and global pharmaceutical market (Leclercq, 2016). Their training and innovation activities are contributing in this case, which are helping the company to earn positive market response. The brand image of the company is also giving them temporary advantage, because there are several emerging industries are originating in Indian market, which make satisfactory performance in market.    
d. TOWS analysis
	Internal factors 
	Strengths 	Weakness 
External factors	Opportunities 	Strong brand image in market	Technological advancement	Large market reach	Involvement in several activities through subsidiaries 	Use of advanced technology 		Lack in monitoring control	Lots of distraction	Lack of innovation in research
	Threats 	Global network	Reputation in global market	High profit percentage 	Low investment in R&D


Table 7: TOWS Matrix
Strength-Opportunity (SO)
Brand image
Market size
Use of advanced technology
Strength-Threats (ST)
Global performance in pharmaceutical industry
Successful profit percentage
Weakness-Opportunity (WO)
Lack of innovation
Lack of control
Weakness-Threats (WT)
Low investment in R&D
3. Competitive and development strategies towards strategic management issues 
a. Customer Journey Map to analyse Customer analysis
The customer journey map describes the customer perception towards a company by analysing their experiences and degree of satisfaction to ensure long-term relationship. This can be observed in five distinct stages as following:
Awareness: The awareness stage is the most important part of customer journey map, because it determines the familiarity of the brand among customers. As Biocon India Group is performing their business for several years in India, and makes their step in all disciplines related to pharmaceutical and biotechnology industry, it is popular among the market (Moon et al., 2016). Their global performance is impressive, and they make a good reputation in biopharmaceutical industry. They are involving in scientific experiments, which help them in earning reputation among aspiring candidates in India.     
Consideration: Biocon India Group has made their effort as research organisation, in which they works to serve in global pharmaceutical market (Jang, Hye-jin and Namchoon Park, 2017). They works as earning through learning method, which provides a scope for the candidates to set up their career plan successfully with this organisation. As the customers are aware of the brand, it has become a viable option for them to work with this company. The customers find this company suitable for their requirements, and this makes the customer to consider this brand for purchase.  
Purchase: Purchase decision for Biocon India Group is found with their exclusive features and operating activities. The company make remarkable performance not only in pharmaceutical or biotechnology industry, but also put their effort to set up the career opportunities for graduates in these disciplines. They also perform their role in healthcare sector and make affordable technologies to ensure sustainable development in this sector (Moon et al., 2016). The connection in academic with research and manufacturing process helps in making the purchasing decision for the customers.    
Service or retention: Biocon India Group helps their customers to retain their services. The company provide support for the graduates in engineering and bioscience disciplines, so that popularity and demand of the company in Indian market retain without any issue. The company provides training to their employees an even the candidates seeking support for career goals, which ensures a long-term service retention with them. The healthcare support with technological advancement is also become a factor to retain service of the company because of its sustainable development feature (Archives of Business Administration and Management, 2018). However, the contribution of pharmaceutical business of this company to retain service is inevitable.      
Loyalty expansion: Involvement of the company in scientific experiments helps in their loyalty expansion campaign. The company make their effort to ensure learning scopes for their students and aspiring candidates, through which they can expand their work in several sectors (Jang, Hye-jin and Namchoon Park, 2017). Technological advancements, which they adopt to ensure profitable condition for the company also helps them to expand the loyalty for their customers.   

Figure 4: Customer Journey Map
(Source: Venngage, 2020)
b. Value Proposition Canvas 
With the value proposition canvas, the position of the company and their extent to meet customer needs can be obtained. This is done with two distinct steps, like value proposition and its extent to customer profile (Khizhnyak, 2018). The value proposition of Biocon India Group is engaged in making of products and services for their potential customers, while it helps in getting benefits to them, which is the gain of customer profile. Functional and social responsibilities performed by Biocon India Group also contribute as products and services, and it considered as a part of value map in this canvas, and found fit in between value proposition and customer profile. 

Figure 4: Value Proposition Canvas
(Source: B2B International, 2020)
c. Four Link analysis 
Four corners of a company to analyse strategic position of the company helps to identify the competitors and determine its impacts on company’s performance level. This first factor, which contributes in this case, is the motivation, which in Biocon India Group is the driver for multiple dimensions to get future goals. The current strategy helps to identify the impact of competitor and in this case, it is the manufacturing level, which is affected by this factor. The capabilities of the company show that it is operated through expanded market, and it helps them to perform over competitors (Visual-paradigm, 2020). The management assumptions are come through effective learning and training scopes to their candidates that ensures competitive advantage to them.        
d. Competitor analysis using strategic Canvas Model
In the strategic canvas model, the line graph shows that how far the company is performing their marketing and other factors. The strategic model shows that the price of the products and services of Biocon India Group goes in a competitive way, and it shows high performance graph in market. It shows proper future growth in Indian market, along with substantial growth strategy.    
e. Corporate strategy Model
1. Strategic Position
During the time of Ms. Kiran Shaw has faced several issues while growing and starting the venture. The main challenge was the accessibility of venture capital. After some year, she has successfully started the business operation in different regions (Pharmatutor, 2020). In terms of strategic position, Biocon consisted of five vital growth verticals- Biosimilars, Branded Formulations, Research services, Novel molecules and Small molecules. These five aspects reflect the brand value of Biocon, where it would make and how that value may make differently than rivals.  However, the main competence of their position is strong customer relationships. 
2. Strategic Choices
Strategic choice refers to the decision that may decide the future strategy of a company. Here, Value proposition of Biocon is the promise of value that they make to deliver in the market (MoreBusiness, 2020).  In case strategic choices, Biocon has been step ahead in delivering the true value promise. 
3. Strategy in Action  
 As per the strategy is concerned, global pharmaceutical company has focused to take three strategic actions. Research and development is one of the key aspects that generally make target and even custom the molecules to enhance the revenue (Wilde, 2018). In clinical trials, the company might offer the services in some of all phases, working with the hospitals, finding the patients and managing the data. Once the drug is tested and approved, it may produce in bulk according to set the process and formula. 
f. Stakeholder matrix 
Stakeholders	Nature	Roles	Impact
Managers 	Interior	All the business operation undertakings and sales within company	High
CEO and Senior managers	Interior 	Decision making regarding policies, launch of products and implementation of business models within organisation (Famuyide and Famuyide, 2019)	Medium
Employees and staff	Internal 	Helps in manufacturing of products, their sales and advertisement strategies Work according to the protocols set by managers. 	Medium
Suppliers	External 	Packaging the products, supply chain management and other chemicals essential for manufacturing of drugs	Medium
Customers	External	Conduct research and development, manufactured the pharmaceuticals and marketing the products in terms of their demands and needs. They purchase the items and support to profits for Biocon. 	High

 
Table 8: Stakeholder Matrix
g. Competitive Strategy options
a. Price-Based strategy
In this strategy, Biocon has estimated the charges of similar items, which are on the market. Here, it is essential to only consider those items, which are similar to the item being offered. In 2000, Biocon India launched a new item i.e. Clinigene. In Indian market, the market price of Clinigene is 333.75 rupees. The high growth of this item has reaped the revenue of Biocon as a CRO player (The Economic Times, 2020). The recent capabilities of Clinigene is positioned itself within low-to-medium value segment. As Biocon focus on IP and technology, the company has estimated as strong –differentiator within the marketplace. 
b. Application of Game theory 
Game theory is the hypothetical model towards imagining the community situation between the competing players. Here, foreign CROs like Quintiles are the main competitor for Clinigene.  Apart from this, game theory is dealing with scientific business operations, or at least the optimal managerial aspect of competing and independent performers within the planned situation (McKinsey and Company, 2020). By utilising game theory, real-world scenario for such conditions like product releases and pricing competition may reduce and their results may be predicated. The key aspect to game theory is that one player’s payoff is contingent on the strategy integrated by other player. Depending on the framework, various other assumptions or requirements may be necessary. New organisational procedures and designs might need to be enforced and introduced to estimate game theory. 
c. Financial highlights 
In India, the clinical research of Biocon was started to take off, and was forecast to explore during the next decade. Here, CROs are playing the major players for Biocon. For instance, lotus labs is growing at a rate of 100% per year, and one study predicted that Indian CROs will grow from 0.7% of the global market to 20% in 2020. Total capital share of Biocon is 300.00 Cr., and the company reserves 6,814.50 Cr within the global market (BusinessDictionary, 2020). 
4. Factors considered for implementing a strategy
a. Porter’s Generic strategy
To be the prominent image in pharmaceutical industry, Biocon has strived to apply certain business policies in the company, which mainly serve to enhance the customer’s base and revenue generated effectively. Porter’s model is the perfect one to review the strategies, and then integrate it.  
Cost Leadership Strategy: Due to this policy, the company has generated revenue $7 billion in 2000, and expected to grow at 30% per year. Here, Biocon also offered 15% concessions on their drug items, which increases the profits by 21% in 2008. The pharmaceutical industry has invested capitals in advanced technology along with logistics to deliver superior items and services to customers (Ifm.eng.cam.ac.uk, 2020).
Focus Strategy: In this situation, one of the prominent strategies implemented Biocon includes insulins, monoclonal devices and antibodies to offer the patients, who have been suffering due to several illnesses. Around 46.3% of the sales within Biocon results from sales of customised drug products (tutor2u, 2020). It is assorted that developing the products concerning the customer’s demands and needs is one of the efficient ways to develop the place for pharmaceutical industry in Indian market. 
Differentiation strategy: The pharmaceutical industry has set their global portfolio in terms of insulin analogs, antibodies, and rh-insulin. Bu developing the capabilities to conduct clinical trials and BE/BA studies, Clinigene has differentiated Biocon from other rival companies. It also filled the missing gap in drug discovery and development value chain for Biocon. 
b. Bowman’s Strategy clock
Position 1: Low value/Low Price – Biocon set the low price for the drug products like human insulin and antibodies. 
Position 2: Hybrid Price- Biocon sells products at less professed values as compared to its rivalries. For instance, the processes of exquisite products such as perfumes sold are at profit margin of 12.5% while drug items, are at profit of 5.6 % (Bstrategyhub, 2019).
Position 3: Differentiation- Biocon has created a niche for itself by including natural products within its drug items. Here, Syngene was the first Indian CRO to serve the other pharmaceutical and biotech items. 
Position 4: Focussed Differentiation- In this context, Biocon strives to make its products available across the globe based upon demands of Indian customers. 
Position 5: Increased Price – This strategy has been utilised by Biocon after creating a sufficient amount of customer base (Bhasin, 2020). The prices increased are according to market trends. 
Position 6: High price/Low value – Biocon tries to avoid this position, as there are many competitors within the market. 
Position 7: Low Value/Low Standards-At present, there are no products by Biocon that fits within this criterion. 

Figure 5: Bowman’s Strategic Clock
(Source: Bhasin, 2020)
c. Ansoff growth Matrix 
Market Penetration 	Product Development
Through surveys and feedbacks form customers, value proposition and market demands are analyses.	The target market comprise of patients between 18-45 years. The main purpose is to maintain customer loyalty by customising products according to needs (Bhasin, 2020).	Introduce range of daily usable products such as insulins and antibodies. 	Launch new range of nature based products by the end of 2019.	Improvise human insulins and insulin Glargine to include more customers.	Introduce nature friendly products to maintain corporate social responsibility of company.
Market development 	Diversification 
Customise products according to location and local problems of the customers	Introduce new and existing products within various global market	Making products available in various sizes to increase sales	Customising products that includes huge range of products to estimate the health condition	Include small molecules for their formulations anti-obesity, urological and oncologicals. 	Include wellness care products for improving sales 

 
Table 9: Ansoff Matrix
Ansoff matrix helps to analyse product strategy within the current business scenario, renowned organisations strive to analyse the financial capabilities in order to progress their business and undertake correct strategies for improving their position within the market (Bhasin, 2020). In this context, the Ansoff matrix forms to be an effective tool as it considers 4Ps of marketing mix and enables the company to make poised decisions. 
5. Conclusion
From the above analysis, every company needs to have proper business strategy to beat the competitor in corporate market competitions. This pharmaceutical sector also has several strategies and this is why they can provide tough fight in Indian market race. Here, Biocon has selected their own strategic investment and behaviour in research and development of drug items. However, Ansoff matrix, Value chain analysis and CPM matrix have been taken in order to know capabilities and success factor of Biocon within Indian market. The vision, objectives and mission of Biocon are also explained within an effective manner. The role of macro environment has also portrayed by taking Pestel analysis. Lastly, Porter’s five forces and Bowman’s model will choose to analysis the competitive environment of Biocon. 
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