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CHAIRMAN’S

LETTER

DEAR SHAREHOLDERS

FY2012 has been a good year for your Company. The key

financial results were:

@ Consolidated revenues increased by 30% to Rs. 96.7 billion
in FY2012.

© Earnines before interest, taxes, depreciation and
amortization (EBITDA)' rose by 55% to Rs. 25.4 billion.

@ Profit after Tax (PAT)? grew by 45% to Rs. 15.3 billion.

© Diluted Earnines per Share (EPS) increased from Rs. 64.9 in
FY2011 to Rs. 83.8 in FY2012.

I'am particularly delighted by four developments.
First, your Company succeeded in yet another
blockbuster generic launch in the USA under 180-

days marketing exclusivity. Dr. Reddy’s launched
olanzapine 20 mg tablets, the generic version of
the brand Zyprexa®. Olanzapine is used to treat
schizophrenia and bipolar disorder. This product has
added around USD 100 million to your Company’s
revenues for FY2012.

Second, the biosimilars business continues along
its impressive growth path. In my letter to you
last year, | had discussed the critical importance
of developing biosimilars in the years to come.
I'am happy to note that your Company’s global
biosimilars business grew by 45% over last year
and recorded sales of USD 26 million. Today, the
biosimilars portfolio of Dr. Reddy’s constitutes
(i) filgrastim, (ii) peg-filgrastim, (iii) rituximab and
(iv) darbepoetin alfa, which have commercial
presence in 13 countries among emerging markets.
These are helping to treat patients suffering from
cancer — and at prices that are significantly more
affordable than the corresponding innovator
drugs. Soon, | expect to see Dr. Reddy’s biosimilars
entering developed markets.

Third, as a scientist-entrepreneur, | am pleased
with the steady growth in your Company’s

" EBIDTA and PAT are adjusted for any one time
non-recurring items.



investments in R&D — which grew by 17% to clock
USD 125 million in FY2012, or 6% of sales. Two-
thirds were spent towards generics development
which continues to be an area of high potential
and sound returns; the balance was dedicated

to biologics and innovator research. | hope that

the target of 7% of sales will continue to be
maintained in the years to come.

Fourth, | must share with you the news of our
entry into Japan. As you might know, Japan is the
second largest pharmaceutical market in the world,
with an estimated size of USD 97 billion. It also
has low generics penetration: 23% of Japanese
prescription drug sales by volume are generics,
versus 70% in the USA. Through a joint venture,
your Company is working with Fujifilm to develop,
manufacture and promote generics, with a plan to
launch the first products in the next three to four
years.

Allow me to go down Memory Lane.

| go back 28 years ago, when your Company was
established with an initial capital outlay of Rs. 2.5
million, and our joys were unbound when we made
our first profits manufacturing ibuprofen for the
domestic market.

Fast forward to 11 years ago: April 2001, when
Dr. Reddy’s got listed on the New York Stock
Exchange. That year, i.e. FY2002, your Company’s
revenues shot up to Rs. 15,578 million — driven
by sales of fluoxetine 40 mg, which was its first
successful 180-days exclusivity in the US generics
market.

We had several other successful generics
launches in the US. | remember FY2007 when, in
a single year, we launched four exclusive 180-days
products: simvastatin, finasteride, ondansetron and
fexofenadine. In the process, consolidated revenues
of your Company shot up to USD 1.5 billion.

And in FY2012, Dr. Reddy’s became the fastest
Indian pharmaceutical company to surpass USD 2
billion in sales — doing so in less than four years of
crossing the USD 1 billion mark.

The financial people in your Company recently
did some work on shareholder value. It went thus.
If an Indian investor purchased 100 shares during
the Company’s IPO in August 1986, plus the 50%
rights issue in August 1989, and held on to these
till date, s(he) would be owning 5,400 shares of
Dr. Reddy’s, whose market value on 31 March 2012
would have been Rs. 9.48 million. The shareholder
would have also earned a total of Rs. 0.56 million
as dividends. The numbers are similarly attractive
for a long term US ADR holder.

These are attractive returns on investment, both
as capital gains and as dividends.

Given the way your Company is heading, with
regular first-to-file exclusivities coupled with a
predictably healthy annual growth in base revenues
and incomes, | am sure that Dr. Reddy’s will
continue delivering superior value to its investors.

Most importantly, your Company will continue to
deliver superior value to millions of patients across
the globe — by providing affordable and innovative
medicines for healthier lives.

May the Company’s progress continue. For
medicine. And better lives.

Thank you for your constant kindness and support.

With my very best,

DR. K. ANJI REDDY
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Key Financial Highlights
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Dr. Reddy’s crosses
$2 billion* in revenues

The fastest Indian company to achieve
this feat.

Growing footprint in the
OTC segment with global
revenues crossing $200
million in FY2012

More than 10% of Company Revenues.

Consolidated Revenues

Consolidated revenues increased by 30%
to Rs. 96,737 millions that is $2.02 billion in
FY2012 from Rs. 74,693 millions in FY2011.

EBITDA

EBITDA increased by 51% to Rs. 25,409
millions in FY2012 from Rs. 16,789 millions
in FY2011.

Profit after Tax

Net profit of Rs. 14,262 millions in FY2012
from Rs. 11,040 millions in FY2011, a growth
of 29%.

Fully diluted Earnings per Share

Fully diluted earnings per share increased to
Rs. 83.8in FY2012 from Rs. 65 in FY2011, a
growth of 29%.

ANDAs in US
Dr. Reddy’s filed 17 ANDAs in FY2012. As of
31 March 2012, the company has 194 ANDAs

(Including partnered ANDAs). As of 31 March
2012, the company’s ANDA pipeline has 80
ANDAs pending with the US FDA, of which 41
are para-IV filings with seven having first to file
status.

DMFs

The company filed 68 DMFs in FY2012. Of
these 14 each were filed in US, Europe and 40
in other countries. As on 31 March 2012, the
company had cumulative filings of 543 DMFs.

Business Performance

Global Generics

Global Generics grew by 32% to Rs. 70,243

millions in FY2012 from Rs. 53,340 millions in

FY2011.

® Revenue from North America grew by
68% to Rs. 31,889 millions in FY2012 from
Rs. 18,996 millions in FY2011. Significant
portion of this growth came from our first
to file launch of olanzapine 20 mg and
other important new product launches.
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® Revenue from Russia and other CIS
countries grew by 22% to Rs. 13,260
millions in FY2012 from Rs. 10,858 millions
in FY2011.

® |ndia showed a revenue growth of 11%
to Rs. 12,931 millions in FY2012 from
Rs. 11,690 millions in FY2011.

® Revenue from Europe decreased marginally
by 2% to Rs. 8,259 millions in FY2012 from
Rs. 8,431 millions in FY2011.

Pharmaceutical Services & Active
Ingredients

Revenues grew by 21% to Rs. 23,812 millions
in FY2012 from Rs. 19,648 millions in FY2011.
This growth was largely driven by new product
launches to generic customers and improved
customer orders.

*At average billing rate of Rs. 47.91 per one
USS$.



KEY MILESTONES

Growing Globally (2012-2000)

2012

e Crosses USD 2 billion in revenues and is the fastest in Indian pharma
to reach this milestone

2011
e GlaxoSmithKline and Dr. Reddy’s agrees to the sale of US penicillin
facility and products

e FUJIFILM and Dr. Reddy’s establishes an exclusive joint venture for
developing, manufacturing and promoting generic drugs in Japan

e Expands its R&D centre in Cambridge, United Kingdom

e Approval and launch of fondaparinux

e Approval and launch of olanzapine 20 mg tablets

e The first Indian company to celebrate its 10-year anniversary at the
NYSE on 15 April 2011

2010

e Launches darbepoetin alfa in India under the brand name 'Cresp®’
- world’s first generic darbepoetin alfa and the only one in India

2009

e Enters into a strategic alliance with GSK for emerging markets

2008
e Acquires BASF's formulation manufacturing unit at Shreveport,
Louisiana, USA

e Acquires DowPharma’s small molecules business at Mirfield and
Cambridge, UK

e Announces launch of US specialty business, Promius™ Pharma

2007
e [aunches Reditux™ (rituximab) the world’s first monoclonal
antibody biosimilar

¢ Balaglitazone (DRF 2593) enters Phase Il of clinical trials becoming
India‘’s most advanced NCE

2006

e Acquires betapharm in Germany
e Becomes an AG partner for Merck’s Proscar® and Zocor® in the US

e Obtains 180-day marketing exclusivity for ondenesetron
hydrochloride tablets

2005
e Acquires Roche’s APl business in Mexico

2001

e Becomes the first pharma company in Asia Pacific, outside
of Japan, to list on NYSE

e Obtains first ever 180-day marketing exclusivity for a generic drug
(fluoxetine 40 mg capsules) in the US

e Launches its first generic product (ranitidine) the US

2000
e Cheminor Drugs (a group company) merges with Dr. Reddy’s

Expanding and Innovating (1999-1991)

1999
e Acquires American Remedies in India

1998

e Licenses anti-diabetic molecule DRF 2725 (Ragaglitazar) to Novo
Nordisk

1997

e Becomes first Indian company to out-license an original molecule
DRF 2593 (Balaglitazone) to Novo Nordisk

o Files first ANDA with US FDA for ranitidine

1995
e Dr. Reddy’s Research Foundation files first patent in the US

1993
e Establishes Dr. Reddy’s Research Foundation. Drug Discovery
program starts

1991
e Formulation exports to Russia commences

Taking the First Steps (1990-1984)

1990

e Becomes first Indian pharma company to export norfloxacin and
ciprofloxacin to Europe and Far East

1987

o Obtains its first US FDA approval for ibuprofen API
o Starts its formulations operations

1986

e Goes public with listing in Bombay Stock Exchange
e Enters international markets with exports of methyldopa

1984

e Established by Dr. K Anji Reddy with an initial capital outlay of
Rs. 25 lakhs
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AN ORGANIZATION is nothing but

a community of people who come together

to create value for their stakeholders —in our
case, it is patients, doctors, customers, business
partners, investors and the community at large.
Our people, from diverse backgrounds, cultures
and thinking have come together for a common
purpose — to provide affordable and innovative
medicines for healthier lives. We truly believe
we can make a difference by making affordable
medicines that are within the reach of everyone
and help to lessen the burden of disease in the
world. Every single day, when we come to work,

we reinforce our commitment not just to
the organization, but also to making

the world a better place for everyone.

This creates the magic of an engaging

and nurturing workplace. We are proud

to spend a large portion of our time

to identify ways in which we can help

lower healthcare costs, improve access to
medicine, and develop innovative medicines
for unmet medical needs. We never lose
sight of the fact that what we make directly

impacts the health and quality of human life.
Yes, at the end of the day, it is about People.

It is not just about
numbers.

It is about People.




Our purpose is to provide
affordable and innovative
medicines for healthier lives.
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We focus on making generic products

that cost a fraction of the innovators’

drugs so that more people have access to
affordable medicines. We innovate and
develop complex products so that we can meet

the unmet medical needs of more patients.
reach wherever they are required in time, we
are also dedicated to help rural patients gain
access to quality diagnosis and treatment
through our outreach programs.

Just as we are committed to work the
supply chain so that our medicines
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Our innovations are for the patient’s
convenience. The lifelong relationships we

create help us work with our customers, and
business partners to grow our profits. All the
assistance that we provide to our doctors so that they

can keep up with the latest scientific developments
is to enable them to serve patients better.

Through our combined expertise, shared
knowledge and deep understanding of the
pharmaceutical business, we strive to make a difference
to our patients, doctors, customers, business partners,
investors and the community at large.

Thousands of us across geographies work
relentlessly every day to fulfil the purpose.

Our people are a team —a single force that

collaborates seamlessly to alleviate the
burden of disease on the world and
helps our patients to extend and improve the
quality of their lives.
We are
Dr. Reddy’s.
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COMMITMENT
THROUGH INNOVATION

Redd

“The journey of Dr. Reddy’s
Fondaparinux started as a
development project between our
CPS business and Alchemia, an
Australian Biotech company. The

chemistry was challenging and as
a team we had our task cut out.”

affordable prices.

It symbolizes the excellent teamwork displayed by

Dr. Raghu and his team, and highlights the organization’s
capabilities in complex chemistry, high-end technology

in manufacturing, and cross business unit collaboration.
The team’s fondaparinux journey was an exciting

and demanding one. There was no generic player in

the market manufacturing this medicine due to the
complexities involved in development and intricate
manufacturing processes. For Dr. Reddy’s, fondaparinux
called for knowledge of complex carbohydrate chemistry

But, instead of being intimidated by these reasons, the
Custom Pharmaceutical Services (CPS) team turned this
intermediate project, which involved the development and
manufacturing of fondaparinux, into the one of the great
value additions to Dr. Reddy’s product portfolio.

In the six years of hard work that the team put in,
besides demonstrating commitment and dedication,
they had to execute an unusually long (~60+) synthetic

and the availability of many first-time chemical capabilities.

mpany’ or ‘Dr.
nt accounting
ong way in

g shareholders

ronpaPARINUX iS the only generic medicine of its kind available in the world
today. It is used for prophylaxis, treatment of deep vein thrombosis and acute
pulmonary embolism. This success story is a testimony of Dr. Reddy’s efforts
to meet the unmet medical needs by providing innovative medicines at

stage process with multiple complex purification stages.
They had to collaborate between five business units
internally, and a complex network of external partners.
Dr. Raghu and his team kept proving their mettle with
one milestone after another. As a result, the project
became the first end-to-end collaborative deal for

the company as well as a global manufacturing and
marketing deal. The resultant Drug Master File (DMF)
and Abbreviated New Drug Application (ANDA) were
filed with the US FDA in February 2009. The ANDA was
officially approved in July 2011.

According to the February 2012 IMS data, Dr. Reddy’s
achieved a market share of about 25%. Based on this
number, it is evident that many patients must have used
the medicine. The team has achieved path-breaking
results because their efforts have made fondaparinux
available today to patients in the US as an affordable
alternative, and soon it will be available in many other
parts of the world.




“The surge in the demand
for omeprazole in the US
required that we do some
out-of-the-box thinking. The
objective was to introduce
innovative changes to the
manufacturing process without

impacting quality or productivity,
while clearly addressing the
strict regulatory and GMP
requirements.”

wHEN omeprAzoLE, One of Dr. Reddy’s top selling prescription products

in the US witnessed a surge in demand, Dr. Surya Devarakonda and his
Improvements team were faced with an interesting challenge. They had to
come up with innovative changes that could be made to the manufacturing
process without affecting the product’s quality and efficacy.

True to their commitment to innovation, the
Improvements team made it possible for Dr. Reddy’s
manufacturing process to comfortably produce 800+
million capsules per year. This huge achievement now
helps our business earn USD 50 million every year, but
more importantly, our patients can continue to take
omeprazole with complete confidence.

Another interesting fact about this feat is that the

team was able to achieve such incredible results with
less than Rs. 10 million in capital investments. Since

the commercial manufacturing process of Omeprazole
consists of five independent steps, the team re-evaluated
each of these steps carefully in terms of improvements
to be made. However, and this was the catch, those
changes had to be introduced in such a manner that
neither patient safety nor manufacturing output could
be impacted. Of course, the strict regulatory and GMP
requirements also had to be addressed. Dr. Devarakonda

and his team decided to handle it in a systematic
manner using innovative, scientific, and engineering-
based manufacturing principles. For example, the team
considered changing the spray guns in pellet coating
machines, which could immediately improve the rate of
production by more than 50%.

This brilliant insight launched the process of systematically
working on one equipment at a time, understanding its
mechanism, and then innovatively tuning it to suit the
new and more complex process, without compromising
on quality and while improving productivity. During this
process the team also applied Quality by Design principles
to improve robustness through continuous improvements.
Now, similar approach has been extended to the remaining
four steps, and the overall efficiency of the manufacturing
process has been improved so that a consistent quality
product can now be manufactured day in and day out - an
example of true manufacturing innovation!



T GAUTAMA BUDDHA
Senior Director - Packaging Development

towards patients does not end with just making
medicines. Ensuring that our products are packaged for optimum protection,
customer convenience and safety are also important, more so in the case of
cytotoxic products. This responsibility is shouldered by T Gautama Buddha
and his team, the people who make sure that our cytotoxic products benefit
from the best possible packaging solutions.

Cytotoxic products need special attention. There are

a few very specific reasons behind this. To begin with,
most of these products are temperature sensitive and
need to be stored at 2 to 8 degree Celsius. Second, they
need to be protected during transportation to different
destinations through cold chain for 96 to 120 hours.
Third, they also need to be protected from breakage

as those who come in contact with the product may
face the potential threat of developing cancer. Finally,
needle stick injuries to paramedical staff who administer
hundreds of injections to patients, and surface
contamination due to accidental breakage of vial or spill
on the packaging line are also matters of concern.

Al of these factors are taken into consideration by

the team as they come up with innovative packaging
solutions for our cytotoxic products. While 'Cytosafe pack’
ensures that the product is contained in a thermoformed
tray even during accidental breakage, ‘Preventis’ is a
safety shield which covers the needle and ‘Ono-guard’

is a plastic sleeve that acts as a barrier between any
cytotoxic residue that may remain on the surface of the
vial and the person handling the product. These ground-
breaking packaging solutions have helped us win the trust
of customers and patients worldwide, plus numerous
accolades from global bodies, because packaging is as
important as the creation of the product itself.



DR. V. VENKATESWARLU
Vice President & Functional Head- IPDO Generics

the patient is the most important person. The company
believes in delivering high quality medicines to patients that guarantee the
necessary therapeutic benefit at an affordable cost. Dr. Venkateswarlu and
the Quality team ensure that the Quality by Design (QbD) approach, the
scope and salient features of which has been defined by the regulatory
authorities, are applied to produce the best quality products.

QbD is a systematic approach of attaining predefined
quality through scientific justification and logical
evaluation of all attributes that characterize product
quality. It offers a scientific and innovative approach

of transforming from testing quality of the product to
designing the quality of the medicine. QbD makes it
possible to deliver safe, effective and quality medicines
to patients, an easy assessment of quality of product,
controls for review and approval process for regulators,
and finally a cost effective, high throughput, regulatory
hassle-free, manufacturing process to the industry.

To meet the challenges posed in current pharmaceutical
development which is based on setting up the
manufacturing on an empirical approach operating
with fixed process parameters, QbD operates on three
main principles: Concentrating on domain knowledge,
Knowledge created through scientifically designed

experimental data, and Risk assessment plan through
quality risk management. When applied, QbD provides
cost effectiveness, high productivity, and robust quality
products and reduces regulatory intervention when
changes are made in the process because they are
within design space.

At Dr. Reddy’s, all operations are routed through

the QbD principles. The company has adopted more
structured, rigorous, scientific and statistically sound
approaches along with a robust quality management
system. In this journey, building scientific, logical

and statistical correlations through DoE (Design of
Experiments), bio success through pharmacokinetic
aspects and correlation by tactical design, and cycle
time reduction are some of things the Quality team
focuses on. QbD is a testimony of our commitment to
the patient’s health.




REACHING MEDICINES

WORLDWIDE

“Qur primary focus is on
launching new medicines to
address disease indications
prevalent in the rural areas
of India. We pay a lot of
emphasis to ensure the roots

of Indura penetrate deeper
by building a sustainable
prescription base.”

pr. REDDY's Medicines are available almost everywhere in the world, so it

is natural that they are also available in rural India and are relevant to the
users. However, it is interesting to note that the incidence pattern of disease
is different in rural areas from their urban counterparts. This is where

Dr. Reddy’s unique initiative, Indura, comes in. A phenomenal effort in
ensuring that rural patients reach the doctors, Indura also has a pivotal role
in creating awareness on treatment compliance.

Started in 2009 with a team of around 600 marketing
associates, Indura, led by Rajaram M Bagayatkar, focuses
on reaching "the last mile” — rural India. The Indura team
passionately works at minimizing gaps in the healthcare
delivery system by addressing them through diagnosis
and treatment. The typical profile of reach as chalked out
by this go-getting team is extensive. It covers nearly 500
districts, spread across 20 states, touching more than
140,000 doctors and 70,000 chemists. Through Indura,
more than 60 Cr people in the towns classified between
Grades 4 to 6 are touched every day!

The success of this initiative depends on the pipeline of
new products that can be quickly created and enhanced.
Besides, the team also emphasizes on building a large
sustainable prescription base to improve the distribution
channels. They do this by appointing new stockists under
Project Foot Print, which contributes directly at increasing
accessibility to Dr. Reddy’s medicines even in the far flung

corners of India. Market innovations, like e-Detailing and
SMS Reporting are among some of the other things that
were born in Indura.

Indura promotes 43 Stock Keeping Units (SKUs) of 18
brands in therapies like anti-infectives, pain analgesics,
gastroenterology, cardiovascular and gynecology.

But it doesn’t stop at improving access to medicines
alone. Indura is also a front runner in launching
e-Swasthagraha, an initiative based on a webcast
model of Continuing Medical Education. In fact,
e-Swasthagraha reached a peak capacity of connecting
with 2200 doctors in a single intervention spread across
100 hubs in 2011. This was a huge success because
key opinion leaders in oncology, cardiovascular and
gastroenterology were connected to rural physicians
who greatly benefitted through the knowledge sharing
sessions. Indura is truly making a big difference in the
smallest places of India!



on novemeeRr 2011, Dr. Ravi Prakash Mathur with his Global Distribution
Center (GDC) team fulfilled our company’s commitments by handling a
unique challenge with élan during the launch of olanzapine 20 mg.

It was the largest shipment that Dr. Reddy’s had ever
handled - in a single invoice in terms of value and
volume. It also had to be made available for Day

One launch, immediately on receipt of approval! The
shipment comprised of 112 pallets, equivalent to 12
refrigerated trucks and weighed 36 metric tons. It was
too big to be sent as scheduled air freight, but not big
enough to engage a charter flight. Also, regulations
demanded that the shipment land in a single lot on
arrival in the US. But, the GDC team was excited!

Taking the challenge head-on, Dr. Ravi and his team came
up with a unique solution. They routed the shipment via
Singapore. It was held in transit at a UPS warehouse of
GMP standards at the airport logistics park there, and
upon receipt of approval, the shipment was sent as one
lot from Singapore to the US airport in a single day.

“The launch of olanzapine

20 mg in November 2011 posed
a unique challenge. It was the
largest shipment we had ever
handled in a single invoice, too
big to be sent as scheduled air
freight and too small to engage

a charter flight. Also, regulations
demanded that the shipment
must land in a single lot on arrival
in the US. But we were excited!”

This is what our people like Dr. Ravi and his team do
at GDC - they ensure that Dr. Reddy's medicines reach
patients all across the globe on time. This is a hugely
challenging task because shipping across borders
involves many things: navigating through a complex
network of regulatory bodies like customs and health
regulators, operators of ports and airports, and third
party logistics service providers. They take care of all
these, while ensuring utmost priority to preserving
product quality and compliance to regulatory norms
during international transit. Without them, our
medicines wouldn’t reach the world. Dr. Ravi and his
team make access to medicine look easy.



HELPING DOCTORS
CONNECT THE DOTS

“Busy schedules make it difficult for doctors to
keep pace with the latest clinical developments.
It is, however, very important that they do so,
which is where we come in. Through Info-Jini,
we are able to address this need of doctors so

that they can make informed decisions in their
day-to-day clinical practice.”

Global Medical Affairs provides a convenient solution
to this problem through a unique information service
called Info-Jini. Medical Affairs and Info-Jini teams
collaborate to provide doctors with the latest medical
data required to make informed clinical decisions, and
consequently better patient management.

Info-Jini is one-of-its-kind, customized, medical
information service provided by Dr. Reddy’s to its
esteemed customers. On receipt of a medical query,

the team first understands the exact kind of medical
information a doctor needs. It then goes about collating
evidence-based data in the form of full text articles,
presentations, abstracts and meta-analysis. After all this
is done, the doctor is provided with the information
which is to his / her satisfaction.

BRIDGING THE GAP between the doctors and their access to cutting-edge
clinical information is what our Global Medical Affairs team works towards.
Since the medical world is dynamic, it demands that doctors are aware of
the latest developments. Busy schedules and lack of time, however, make it
difficult for most of them to keep pace.

Since its inception in 2006, the Info-Jini service has
had an impressive track record — it provides medical
information support to over 10,000 doctors across
India with an average of over 8,000 presentations and
12,000 queries responded to every year.

Now Info-Jini serves more purposes than one. Doctors
consider it a valuable source for their scientific
information needs. Patients rely on it for better quality
treatment. Dr. Reddy’s sales personnel use it to enhance
their relationships with doctors and achieve business
objectives. On a broad scale, through Info-Jini, Global
Medical Affairs drives the company’s philosophy of
introducing a SEA (Science, Education and Accessibility)
change in the way patients are treated in the country.
Clearly a win-win situation for all.



“Early diagnosis of cancer
increases the chances of survival.
The challenge, however, lies

in creating awareness among
physicians. Through our PromOTE

initiative, we are trying to change
that by working with registered
oncologists all over India.”

At pR. REDDY's, HP Samantaray and his team are committed to a noble cause
that helps thousands of patients every year. Their aim is to change the cancer
landscape in India through PromOTE or 'Promotion of Oncology Training and
Education in India’. They want people to see the ‘can’ in ‘cancer’.

Through an effort to promote early detection,
awareness and diagnosis, PromOTE prolongs the life of
cancer patients in the country. Since one of the major
challenges with cancer care in India has been late
diagnosis, Samantaray and his team are working on
executing these programs extensively across the country.

PromOTE is being jointly executed with the Indian Co-
operative Oncology Network or ICON. It involves intense
coordination with oncologists, and teamwork between
various marketing divisions at Dr. Reddy’s as well as with
physician bodies like the Indian Medical Association
(IMA). Since the launch of PromOTE nationwide in
January 2008, over 130 programs have been conducted.
Such programs involve educating doctors to give better

care for their patients. So far, the program has seen
the involvement of more than 130 oncologists and has
helped over 14,000 primary care physicians and other
specialists deliver better patient care.

The success of PromOTE has also caught the
Government of India’s attention. It is now being
introduced to medical colleges for increased cancer
awareness among final year and post-graduate
students. Samantaray and his colleagues are relentlessly
working towards ensuring that cancer patients in India
are given the best chance to fight the dreaded disease.
They are happy to be able to bring about this wave of
change in India. So is Dr. Reddy’s.



CREATING LIFELONG
RELATIONSHIPS

“To mutually grow the
business, we needed to
redefine how we looked at
our partnership with Walmart.
Dr. Reddy’s commitment to a
“team based” approach has
opened the doors for a lasting

partnership and relationship
between Walmart and the
OTC division.”

BUILDING STRONG PARTNERSHIPs and lasting relationships with top customers is

paramount to Dr. Reddy’s success. That is precisely what the US OTC Division
did to reach their first milestone of USD 100 million in sales. One of the best
examples is the “win-win" partnership established with customers like Walmart.

Chris Costa, Senior Director of Sales, saw the opportunity
to leverage Dr. Reddy’s unique portfolio to meet the
customer’s strategic shift to diversify its supply sourcing
and drive growth through innovation in key store brand
segments. This required a total team effort to take our
relationship and partnership with Walmart to new levels.

Chris and the team set out to delight the customer

in all facets of the business. They created a dedicated
sales and customer service team to ensure Dr. Reddy’s
was responding to what mattered most to Walmart:
Differentiated store brand offerings, enhanced
consumer value, best in class customer service, sales
and marketing excellence, and joint business planning.
It required diligence at every step. The key initiatives
they undertook included expanding access and choice
for consumers who prefer capsule form products and
delivering packaging innovation with easy to open

bottles. In many cases, these initiatives and others
improved the value proposition for Walmart store
brand shoppers while providing t