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ABSTRACT
Background: This research aimed at how Saudi Arabia can be the global giant producer of 
pharmaceutical camel products using strategies for successful international penetration. 
In certain areas of Asia and Africa camel milk, urine, skin, and intestines are used as 
medicine from ancient days. Camel milk is the source of Vitamin C, B1, and B2. Heparin and 
gelatin are also extracted from the intestine and skin of the camel, respectively. While it is 
widely acknowledged that pharmaceutical companies are rapidly internationalizing. Much 
research on internationalization exists, but none of them concentrate pharma companies. 
Methods: As a result, we examine the current state towards internationalization, as well 
as the feasibility of an international policy, with a sample of 30 global pharmaceutical 
companies. For the eight years, we had collected data on total sales and regional drug 
revenues, as well as marketing, general, and administrative expenses. The Microsoft 
office 365 and IBM SPSS statistical program for Windows, edition 26.0, was used to 
perform all statistical calculations in this report. Results: Camel are pharmaceutically 
important animal and has great contribution in economy. Many Pharmaceutical companies 
in their home regions switched to being multinational, their TS remained unchanged from 
2010 to 2017 (Paired t-test, p = 0.352). However, companies that stayed focused on 
their home area increased their TS between 2010 and 2017 (Paired t-test, p = 0.053). 
Expansion of Asia-Pacific and Others have a inverse impact on the expansion of Total 
Sales (home-region-oriented: p < 0.05, r = -0.629; global: p = 0.161 r = -0.313), 
Although the development of North America, on the other hand, had a direct correlation 
with the growth of Total sales (home-region-oriented: p < 0.01, r = 0.818; global: 
p = 0.094, r = 0.408). Conclusion: This paper contributes to the awareness of the 
importance of camel's pharmaceutical products and international penetration strategies 
of pharmaceutical companies.
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INTRODUCTION
The economy of  the Kingdom of  Saudi 
Arabia (KSA) depends largely on the 
reserves of  oil and gases but as the 
population’s increases day by day and the 
and maximum countries goes toward Solar 
energy, so the export of  gas and oils are 
gradually lower down to fulfill this shortage 
it is necessary to designs different other 
sources of  income like several deserts are 

present in Saudi Arabia and camel are 
the best animal to survive such types of  
areas. So, it is necessary to design different 
marketing strategies for global penetration. 
According to the word bank, Saudi Arabia 
considers a high-income country. In KSA 
livestock waste is also used as an energy 
source.1 The production of  camel in KSA 
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decreases by almost 301717 heads was present in 2015 
as compared to 248205 heads was in 2016.2

Camel is a pharmaceutically important animal due to 
different reasons like human milk composition is similar 
to human milk as well.3 Vitamin C, B1, and B2 are in high 
amounts in camel milk these vitamins can also be extracted 
and used in multivitamins in different pharmaceutical 
companies.4 Milk has also antibacterial, antidiabetic, and 
anti-hepatitis.5 It has also other therapeutic and beneficial 
characteristics like anticarcinogenic, anti-hypertensive.6 
It inhibits the contamination due to the presence of  
lactoperoxidase, H2O2, lactoferrin, immunoglobulin, 
lysozymes, hydrogen peroxide, and free acid.7 From the 
camel’s milk, some hydrolysates are extracted that are 
anti-proteolysis.8 In the past camel’s milk are used for the 
medication of  certain diseases like jaundice, asthma, and 
tuberculosis because of  the presence of  certain natural 
components.9 Gelatin is an important component used 
in food industries as well as in nonfood industries like 
the tannin industry. Nowadays it has much importance 
in the pharmaceutical industries because it is used to 
cure osteoarthritis, skin aging, osteoporosis, obesity, 
and brittle nail as well.10,11 Gelatin was produced from 
different animals like pigskin and many others, but 
their usage is a religious issue, so the gelatin extracted 
from camel skin is most favorable and beneficial. Hence 
because of  these beneficial characteristics, these are 
used in different pharmaceutical companies.12 Heparin is 
also an important component of  pharmaceutical drugs 
used as anti-coagulant13 as these are heterogeneous 
anionic polysaccharides and are also known as 
glycosaminoglycan. they are easily be extracted from 
the camel intestine14 lungs.15 A unique type of  antibody 
is present in camel blood. They lack a light chain, so 
antibody comprises of  the only single domain that is 
variable one and commonly known as nanobody. They 
are important pharmaceutical components using for the 
screening breast cancer patient.16

The business model of  pharmaceutical companies 
depends on investing in research and development in 
this way making novel things, delivering these products 
collecting return as profit.17 It’s widely accepted that 
novel things generate more profit, in a similar way 
pharmaceutical companies invest more in research.18 
Traditionally pharmaceutical companies are in more 
benefits because of  the addition of  higher values 
through research and less manufacturing costs.19 
However pharmaceutical companies nowadays facing 
problems with respect to their business. Majorly pressure 
on industrial profitability as the healthcare budget of  
developed countries increases so they are regulating 
pharmaceutical prices.20,21 The other challenge for 

pharmaceutical industries is for launching new products 
its efficiency is checked through clinical trials but 
unfortunately, success rates declined.22 “Target-to-hit” 
success ratio to introduce a medicine was only 4%, and 
an average of  1778 million USD is the cost to launch 
over 13 years.23

Given this framework, the pharmaceutical industry 
is seen to be increasingly internationalizing, to raise 
revenue through overseas expansions while reducing 
research and development costs through global trials.24,25 
Since technology and internationalization standardize 
customer preferences, high rank pharmaceutical 
companies shift from personalized medicine to globally 
standardized medicine.26 Internationalization enables a 
company to benefit from economies of  scale.27 Previous 
research on co-relation firm’s success metrics and 
its globalization have seen a high range of  outcomes, 
covering all positively and negatively co-relation, and no 
relationships at all28,29 Many well-known international 
companies fail caused by a lack of  adaptation, according 
to the author, who points out that variations in 
consumer tastes, finances, and purchasing habits, as 
well as environmental factors like legislation, necessitate 
international customization.30 The rising complexities 
of  multinational markets make it difficult to adapt 
successfully to consumer demands.31 In conclusion, 
when it comes to promoting internationalization for 
sustainability, there seems to be a discussion on how 
the global pharmaceutical industry ought to pursue 
a global strategy to collect revenues across the world. 
On the premise that consumer preferences are similar 
everywhere, or perhaps a global strategy for generate 
profit in a particular region on the premise that consumer 
preferences are specific regions.
There are two major parts in our research firstly aware 
the importance of  pharmaceutical products of  camel 
and packing these pharmaceutical products and deliver 
them globally. And the other major thing is the use of  
different techniques for global penetration and generate 
more revenue. As a result, we use evidence from 30 
global pharmaceutical firms from 2010-2017 to examine 
the impact of  foreign policy in the pharmaceutical 
industry. In this research, we describe international 
strategy as a technique for optimizing total sales (TS) by 
managing the geographic distribution of  revenue across 
regions, and on the bases of  geographical regions we 
divide pharmaceutical companies into four different 
parts.32 This classification relay on the trade power 
concept.33 The trade was geographically dependent and 
expand to broader areas like the Asia Pacific, Europe, 
and America.34 Most companies expand into new 
markets with a product that is somewhat close to what 
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they sell in home grounds, which are using to gauge 
international consumer approval of  their offerings and, 
as a result, move the entire manufacturing process to 
different markets.35 Pharmaceutical firms, on the other 
hand, are unable to measure approval of  their medicinal 
products in the same way. In general, medicines or any 
other medical products required the approval of  the 
host countries for that purpose a large significant data 
is required that takes extensive time with no assurance 
of  technical success. Pharmaceutical companies must 
obtain regulatory approval from another country to 
alter the characteristics of  their medicinal products, 
even though they are aware of  the country’s or regions’ 
acceptance.

Methodology
Our study focuses on two parts one is the camel’s 
pharmaceutical products secondly and the most 
important part is strategies for international penetration. 
Camel has many pharmaceutical products milk products 
of  camel is collected vitamin and other important things 
are extracted using different methods. Gelatin, heparin is 
also extracted from camel skin and intestines respectively 
from the slaughterhouse. One of  the important factors 
is the packaging of  pharmaceutical products. For these 
products and their packaging, we contact different 
multinational companies and check their progress from 
annual reports.

Data
Focused on global medicine sales during 2010-2017, 
we approached the 50 largest global pharmaceutical 
industries.36 For the eight years, we had collected data 
on total sales and regional drug revenues, as well as 
marketing, general, and administrative expenses. We 
counted sales of  medicine related to human beings 
and omitted other medicine. Our major focus was on 
their strategies how they globalized from starting home 
grounds to globalize. The Financial reports as well as 
Annual reports, like the 20-F and 10-K forms, were used 
as data sources. The data that was in other currencies we 
first convert into USD based on International monetary 
fund statistics.37 We collected data from 30 global 
pharmaceutical companies out of  50 major international 
pharmaceutical companies as mentioned in Table 1.

Classification of Internationalization
Based on Verbeke’s and Rugman classification, we 
categorized the 30 companies into the four categories 
mentioned previously,32 and added a domestic 
group to round out the list (less than 10 percent of  
revenue in foreign countries).38,39 As of  2014, North 
America accounted for approximately 40% of  global 

pharmaceutical sales, followed by Europe (30%) and 
Asia-Pacific (30%).34 As a result, our three research areas 
are formed. We did not change net sales by local market 
size since the three regions’ economies are virtually 
similar.

Internationalization Effectiveness
Previous studies on the success of  internationalization 
lacked a control group.28,29 There has not been a detailed 
comparison of  the success of  multinational strategies. 
As our research is limited to 30 pharmaceutical 
companies, we use case research to point out the effects 
of  different strategies on the globalization. it creates 
a sense to pick marginal forms.40 As a monitor, we 
compare multinational companies to companies focused 
on their home regions as a control of  the two extreme 
foreign strategies.

Global Companies versus Home-Region-Oriented 
Companies
We used two classes of  companies with 2017 data to 
determine the efficacy of  an international penetration 
strategy. Home-oriented companies and global 
companies as a control. We compare the total sale of  
both international pharmaceutical companies and 
home region companies as this is the best indicator for 
understanding the effectiveness of  the international 
strategies. If  there were no statistical variations between 
both the groups, we compared Home region companies 
to global companies in terms of  the altered total sale, 
which we decided by dividing total sale using selling 
general and administrative (SG&A) costs, or sales 
and marketing efficiency. SG&A investments usually 

Table 1: Sample of Pharmaceutical companies list.
Asia Europe America

Eisai GlaxoSmithKline Johnson and 
Johnson

Sumitomo 
Dainippon

Bayer Alexion

Astellas Pharma Sanofi Gilead Sciences

Shionogi Roche Biogen

Teva 
Pharmaceutical

Merck KGaA Bristol-Myers 
Squibb

Takeda Novartis Mylan

Daiichi Sankyo Boehringer Ingelheim Eli Lilly

Shire Merck & Co

AstraZeneca Pfizer

UCB Celgene

Novo Nordisk AbbVie

Amgen
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increase the revenue hence logically total sales increase 
when SG&A increase.41 The Shapiro–Wilk test was used 
to determine if  the data met the normality criterion. 
When the data were normal, we used the Levene test 
to conduct the Welch’s t-test, or even the Student’s 
t-test, based on homoscedasticity. A Mann–Whitney U 
test was used when the study did not meet the criteria 
for normality. The dipole of  0.05 was used as a pre-
determined significance level. The Microsoft office 365 
and IBM SPSS statistical program for Windows, edition 
26.0, was used to perform all statistical calculations in 
this report.

Companies Shift to becomes Global versus Home 
Region companies’ comparison.
To assess the impact of  a change in international strategy 
on performance (like adjustment in the total sale from 
2010-2017), we used 2017 data and divide companies 
into two groups: those that shifted to becoming global 
(like companies that were domestic in 2010 and now 
shifted toward global or bi-regional) as well as those 
who remain domestic as control. The Shapiro–Wilk test 
was used to determine if  the data met the normality 
criterion. We used a paired t-test with a pre-set level of  
significance since these data were regular (p-value of  
0.05).

Growth Pattern
We use a pre-set significance level to test the Pearson 
correlation coefficient among the change in total sales 
from 2010-2017 as well as the change in the percentage 
of  the local regions to understand a rising factor in 
the TS of  multinational industries and home-region-
companies (both sides P-value 0.5).

RESULTS

Pharmaceutical industry internationalization
The subsequent classifications and group transformations 
are shown in Table 2. In 2017 40% of  companies (12) 
were global and 33% of  companies (10) were home-
based. No domestic companies were present at that 
time. From 2010 to 2017 the home region companies 
decrease in number from 15 to 10 while the increase 
was seen in international pharmaceutical companies 
from 8 to 12. One host-region-oriented company, three 
home-region-oriented companies, and two bi-regional 
companies become global while 2 global companies 
become host-region-oriented or bi-regional. While one-
third of  the pharmaceutical industry’s largest companies 
were still anchored in their home regions, the industry’s 
largest companies were moving to a global orientation.

This table shows the 2017 40% of  companies (12) were 
global and 33% of  companies (10) were home-based. 
No domestic companies were present at that time. From 
2010 to 2017 the home region companies decrease in 
number from 15 to 10 while the increase was seen in 
international pharmaceutical companies from 8 to 12.

Comparison of Home-Region-Oriented companies 
Versus Global Companies 
Based on statistical data from 2017, Figure 1 compares 
overall revenue and sales and management (S&M) 
efficiency between multinational and home-region-
oriented companies in 2010 and 2017. In 2010, there 
were no statistical variations in total sales (Mann-
Whitney U test, Welch’s t-test; p = 0.456, p = 0.069 
respectively). Global companies’ S&M productivity, on 
the other hand, was lower than that of  companies based 
on their home area (Student’s t-test, p < 0.05). In 2017, 
however, there was no statistically significant difference 
in overall revenues between global and home-region-
oriented pharmaceutical companies (Student’s t-test, 
p = 0.409). Our findings show that an international or 
home-region orientation approach increased modified 
TS effectiveness.

Global and home stayed companie’s comparison
In 2010, 15 pharmaceutical firms were based in 
their native country. Five companies move toward 

Figure 1: Comparison of Home-region-oriented companies 
versus global companies in sales, marketing productivity, 

and total sales. (a) Total sales in 2010 nine are home-
region-oriented companies while 12 are global companies. 

(b) this shows total sales in 2017 nine are home-region 
oriented while 12 are global companies. (c) shows sales and 

marketing productivity 2010 eleven companies are global nine 
companies are home-region-oriented while one from each 

category cannot provide selling and marketing productivity. 
(d) sales and marketing productivity 2017 eleven are global 
companies while nine are home-region-oriented companies 

and one company cannot provide sales and marketing 
productivity. p< 0.05
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multinational companies. In 2017, one organization 
became host-oriented, while nine others stayed home-
region-oriented, as seen in Table 1. Figure 2 highlights 
the differences in TS between companies that go global 
as well as those who stay regionally centered between 
2010 to 2017. Even though many businesses in their 
home regions switched to being multinational, their TS 
remained unchanged from 2010 to 2017 (Paired t-test, 
p = 0.352). However, companies that stayed focused on 
their home area increased their TS between 2010 and 
2017 (Paired t-test, p = 0.053). We found no evidence 
that changing the foreign approach had a positive effect 
on performance effectiveness.

Home-Oriented pharmaceutical companies versus 
Global companies’ growth pattern
Figure 3 illustrates the relationship between the change 
of  total sales as well as the change in regional sales 
contribution to total sales. Expansion of  Asia-Pacific 
and Others have a inverse impact on the expansion of  
Total Sales (home-region-oriented: p < 0.05, r = -0.629; 
global: p = 0.161 r = -0.313), Although the development 
of  North America, on the other hand, had a direct 
correlation with the growth of  Total sales (home-
region-oriented: p < 0.01, r = 0.818; global: p = 0.094, 
r = 0.408). Furthermore, the proportion shift in North 
America and Asia-Pacific/Other regions was inversely 
related (home-region-oriented: p < 0.01, r = - 0.843, 
global: p < 0.01, r = -0.713). Both groups’ growth rates 
are considered close in general. The rise in total sales for 
both groups was supported by an improvement in the 
proportion of  local sales in North America.

DISCUSSION
Table 2 shows that a high proportion of  pharmaceutical 
companies moves toward global one from (2010-2017). 
While it may not be necessary to specifically relate the 
findings of  this study to those of  previous research, the 
pharmaceutical industry appears to be more proactive 
than other industries.42 This study supported all those 
firms and industries that are related to biotechnology and 

pharmacology for its expansion to all other countries 
using different strategies.43 However, as seen in Table 
2, the proportion of  companies focused on their home 
area is comparable to that of  global companies. To look 
at it another way, some pharmaceutical companies are 
already rooted in their home regions. Internationalization 
is divided into three stages, according to the 
capabilities-based organizational growth like sensing, 
seizing, mobilizing and transferring.44,45 Individual 
pharmaceutical companies must fulfill environmental 
and internal business standards for internationalization 
at the mobilizing, seizing, and operating, or changing 
phases. They may also understand that a pharmaceutical 
product that is dominant in a single geographic market 
might not be appealing to consumers worldwide. Given 
these obstacles, a pharmaceutical company would 
need sophisticated global transferability of  scientific 
expertise, international management skills, and unique 
strategic strategy for each country.46 Even though the 
International Committee for the Harmonization of  
Technical Requirements for Pharmaceutical Products 
for Human Use (ICH) is working on legal context 
harmonization to adapt to the globalization of  
developing drugs, processing, and delivery. As a result, 

Figure 2: Comparison of firms in total sales that move to be 
global and those stays home-region-oriented. Five companies 

shift toward being global while nine remained home-region-
oriented. P<0.1

Table 2: Internationalization of Pharmaceutical industry.
Category Global Home- 

region
Host-
region

Bi-
regional

Unknown 2017

Global 6 3 1 2 0 12 (40%)

Home-region 0 9 0 0 1 10 (33%)

Host-region 1 1 2 0 0 4 (13%)

Bi-regional 1 2 0 1 0 4 (13%)

Unknown 0 0 0 0 0 0 (0%)

2010 8 (27%) 15 (50%) 3 (10%) 3 (10%) 1 (3%)



Aliedan, et al.: Internationalization Pharmaceutical Camel Products 

634� Indian Journal of Pharmaceutical Education and Research | Vol 55 | Issue 2 | Apr-Jun, 20211

Figure 3: The growth pattern of Home-region-oriented and global companies from 2010-2017. The change of total sales (2010-
2017) is represented on X-axis, while the proportional shift in sales per region (2010-2017) is shown on Y-axis. (a) Twelve 

number of global companies (b) eight number of home-region companies while two firms cannot provide data. p<0.05, p<0.01.



Aliedan, et al.: Internationalization Pharmaceutical Camel Products 

Indian Journal of Pharmaceutical Education and Research | Vol 55 | Issue 2 | Apr-Jun, 2021� 635

finding a one-size-fits-all answer in all regions appears 
to be very difficult. Eeven though there is no variation 
in the number of  pharmaceutical companies (more than 
10,000 million USD sales in 2017) among home-region-
oriented companies and global.
We investigated the effects of  a change in global strategy 
(i.e., moving to global) on performance effectiveness, but 
found no positive results, as seen in Figure 2. Then, as 
a control, we correlated companies that moved toward 
a bi-regional orientation or global to companies that 
stayed based on their home area. However, there was 
no statistical difference (data not shown, Student’s t-test; 
p = 0.070), companies that stayed in home region have 
high in S&M efficiency in 2017 than others who just 
moved to an international business. As seen in Figure 1, 
this pattern was close to what we saw in global vs. home 
region pharmaceutical companies. One explanation is 
that they are looking for a different advantage from the 
rise in international regional revenues, which is known 
as multinationalism.47 Multinationalism has a positive 
relationship with Tobin’s q (TQ), that characterized the 
co-relation of  a company’s market values to the cost of  
replacing its properties.48 Similarly, The international 
nature of  Fortune Global 500 firms has a positive 
impact on TQ.49 Companies with an S-curve correlation 
between multinationalism and efficiency, like TQ, meet 
the S-curve in firm profitability, like return on sales.28,49

In this analysis, we looked at the shift in TS and sales in 
each region and discovered that home-region-oriented 
and global pharmaceutical companies have similar 
growth trends. Simply put, focusing on pharmaceutical 
companies as an international strategy for TS growth 
is successful. The integration–responsiveness model 
is among the most common approaches to global 
expansion among many theories.50 Using this model, 
we can demonstrate how the pharmaceutical companies 
are distinct. Since drug modification necessitates a high 
level of  responsiveness, it is restricted because of  a 
countless of  data, significant cost, approval, as well as 
investment of  lengthy time. Furthermore, increasing 
dynamics of  foreign companies make it impossible to 
respond effectively to a variety of  market demands.31 All 
pharmaceutical companies must figure out how to gain 
global competitiveness through international versatility, 
learning skills, and inventions.

CONCLUSIONS AND IMPLICATIONS

Research Conclusion
We concluded that camels’ products are highly beneficial 
for human health. Different pharmaceutical products are 

made from his skin intestine and milk as well. A public 
awareness is necessary to understand its importance. 
We also focused on the state of  globalization in 
pharmaceutical companies and how successful it is. 
Our analysis has led us to three big conclusions. Firstly, 
concluded that the pharma industries appear to be high 
proactive in pursuing a global strategy and move into 
an international approach, although few of  the major 
firms stayed rooted in their home country. This finding 
adds to ancient studies by presenting updated data on 
the state of  globalization in the pharma companies 
from the last few years, one of  the aims of  our study. 
Secondly, we observed global pharma industries did 
advantage from a foreign distribution strategy in terms 
of  S&M productivity and TS. This result adds to our 
understanding of  the efficacy of  a foreign policy using a 
statistical approach, which is another aim of  our study. 
Finally, we discovered that concentrating on regional 
revenues helps global pharmaceutical companies raise 
their TS. This may mean that even an international 
method to improve sales in a specific region based on 
the premise that consumer needs vary by region is a 
better strategy for encouraging internationalization for 
long-term development.

Implication, Limitation, and future work
This research has implications for understanding the 
pharmaceutical industry’s long-term development from 
the standpoint of  internationalization.28,44,45 In terms 
of  practical consequences, pharmaceutical companies 
should evaluate specific markets to increase revenue by 
leveraging the benefit of  being able to respond to changing 
consumer needs. We examined the efficacy of  a global 
strategy and discovered that a focus on the home market 
has aided revenue growth. However, changing a strategy 
does not appear to be easy, as our research indicates that 
pharmaceutical firms are transitioning to a global focus. 
The context of  management decisions is becoming 
more complicated than in the previous, and a company 
must identify the activities that provide the company’s 
business model, the areas in which the company’s 
resources and/or value-adding activities are distributed, 
and the management techniques of  the operations when 
creation planned decisions on a business model. They 
emphasize that, in the current competitive environment, 
location decisions are becoming increasingly important. 
As a result, prospective studies that look at international 
penetration from either the perspective of  research or 
development must consider the full scope of  a business 
model’s implications for the pharmaceutical industry.
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