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Preface





Welcome to the world of pharmaceutical marketing management! This comprehensive textbook has been carefully crafted to provide you with a solid foundation in the concepts and fundamentals of this field. Our aim is to not only educate but also inspire you to delve deeper by exploring additional resources.


Keeping in view of all in mind, the authors provided all the efforts to generate initial level of interest by making a better understanding of the fundamentals in marketing. This book will definitely provide an insight on marketing management concepts and can be used successfully in college courses and practical training thatrequire an overview of the critical aspects of marketing management and marketing strategy development.


The book is useful at Diploma, B. Pharm, M. Pharm education levelsas well as forpost-graduate curriculum not only relating to pharmacy profession but also helps for allied sciences who have relevant concepts.In addition to this, the book is useful to the industry, researchers, teaching faculty, doctorates those who are new to the concepts.


Our content aligns with the PCI syllabus while going beyond the prescribed curriculum to include additional topics such as


⮚ Marketing aspects related to consumers.


⮚ Product Design which states the prospective of product and market


⮚ Promotion Pharmaceutical Marketing


⮚ Pricing of Product, Service and concept


We want to emphasize that this book aims to foster independent thinking rather than spoon-feeding information. We have made every effort to provide accurate and relevant information, but we welcome your feedback. If you come across any errors or deficiencies, please do not hesitate to bring them to our attention for consideration in future editions.


We hope this textbook will serve as your guide, empowering you to navigate the exciting world of pharmaceutical marketing management with confidence.


- Authors
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CHAPTER 1








Marketing


1.1 Introduction


In our daily routine many products are included as Toothpaste, Soap, Bread, Milk, Car, Mobile Phones, Laptops, and Clothes etc. but from where these products come and where it goes? These products come from the market and their suppliers are known as the marketers and their receivers are known as customers or consumers.


These marketers engage in a variety of activities to increase demand for their goods and services in order to generate profit. These activities are referred to as marketing activities because they significantly meet customer needs and requirements in order to facilitate the exchange of goods and services between producers and consumers.


The Latin word "mercatus," which meaning to trade, is where the word "market" originates (To purchase and sell of goods). In a nutshell the meeting of buyer and seller, price determination and transfer of title are the activities, essential for the existence of market.


The definition of market can be viewed by different dimensions:


⮚ The market is the place where buyers and sellers exchange ownership and where products, services, and other objects are bought and sold.


⮚ Market refers to the location where buyers and sellers congregate to enable the exchange of products and services.


⮚ The market can be share market, vegetable market, gold market or geographic market, wholesale market i.e., market dealing in bulk quantity of a particular good or retail market i.e., dealing in small quantities of different goods.


⮚ According to the American Marketing Association, a market is a location where buyers and sellers come together or a hub for certain business operations that control the flow of products and services from the producer to the customer or user.


The first step in marketing begins with the identification of customers’ needs and ends with their satisfaction. It entails tasks like designing or merchandising the product, packing, warehousing, transporting, branding, selling, and advertising, as well as upholding positive customer relations to encourage repeat business. Marketing is therefore a social activity in which people trade commodities and services for cash. In order for a company to thrive and flourish, marketing is crucial.


Marketing in the modern era has focused mostly on customer happiness with an eye on any organization's success, which will ultimately play a crucial part in the growth of the nation. The main attention of any firm towards the needs and wants of its customers. Hence, the process of designing, pricing, availability, quality, and promotion etc. of any product are done on the basis of customers’ needs.


1.1.1 Marketing: A Definition


• The practise of conducting business operations in a way that facilitates the flow of goods and services from producers to consumers is known as marketing. The traditional definition of marketing was very limited, only included actions linked to moving goods from producers to consumers.


• The social process of marketing enables people to freely make offerings and exchange goods and services with others in order to satisfy their needs and wants.


• Marketing is a collection of processes for developing, communicating, providing, and exchanging goods and services with customers, according to Philip Kotler.


1.1.1.1 Features of Marketing


These are the primary attributes of marketing:


Needs, wants and demands: One of the main objectives of the marketing process is to determine what the target market wants, needs, and demands. To accomplish this goal, all necessary marketing initiatives are made.


Need, finding out what the target market wants, needs, and demands is one of the key goals of the marketing process. The purpose of all necessary marketing efforts is to achieve this goal. It depends on situation when the need of things arises. Example, need of oxygen became important in Covid19 pandemic, at the time lot of oxygen demand was generated for the patient’s survival. Needs become wishes to fulfil requests that are made for certain items that could meet the consumer's need.


Creating a market offering: Any business can satisfy customer wants by offering a package of advantages that will entice customers to buy their goods or use their services. Market offering refers to making an offer for goods and services while outlining their characteristics, such as their size, form, quality, and intended uses.


Customer value: Only when a product's or service's values meet their wants in relation to its price will a consumer be willing to buy it. They are getting the most out of the good or service. Value can include elements like pricing, quality, and service. Value rises along with quality and service but falls along with cost. It can be modelled using the formula of:


Value = Benefit I Cost


Exchange: The technique of obtaining a desired product by providing something in return is a key component of marketing. This makes it easier for both buyers and sellers to achieve their goals.


The following conditions must be satisfied before the exchange take place:


(a) The buyer and the seller are the minimum number of parties.


(b) Each party is required to provide the other party with something of value.


(c) The ability of each party to communicate and deliver to the other.


(d) The freedom to accept or reject the other party's trade offer must exist for both parties.


(e) It should be beneficial for both parties to engage in transmission with one another.


1.1.2 General Concepts and Scope of Marketing


Concepts based on which various firms conduct activities of marketing includes:


• Production concept: In this concept the company has high focus on increasing the production efficiency and thereby lowering the price of products. Products that are widely available and affordable will be preferred by consumers. Therefore, focus on attaining great production efficiency, cheap costs, and widespread distribution.


• Selling concept: This concept focuses on increasing the sale of product by means of advertising and promotional schemes for any company/ organization.


• Product concept: Company concentrates on improving the quality of products so as to improve its market sale. Customers will favour goods with the highest levels of performance, quality, or novel features.


• Marketing concept: An advanced concept which a company aims to satisfy the needs of consumers. It requires excessive market research and analysis of market behaviour to determine the ideology of consumers. The company manufactures the product accordingly. Target market, customer needs, integrated marketing, and profitability are the four pillars on which the marketing philosophy is built.


Pharmaceutical marketing encompasses pharmaceutical business operations that manage the flow of pharmaceutical goods and services from producers to consumers. Since it encompasses all activities from idea inception through profit realization, marketing has a very broad range of applications. Below is a discussion of a few of them:


(a) Study of consumer wants and needs: Products are created to satisfy consumer requests, according to a study of consumer needs and wants. In order to identify the needs and preferences of consumers, research is conducted. These desires and needs act as the consumer's motivating factors while making purchases.


(b) Study of consumer behaviour: Marketers do customer behaviour research. By analysing consumer behaviour, marketers may more effectively target and segment their markets.


(c) Product planning and development: Product creation, market segmentation, product research, and determining the characteristics, quantity, and quality of the products are all included in this process.


(d) Branding: Many reputable businesses use product branding to increase client popularity of their items and for a variety of additional reasons. A choice about branding policy, methods, and implementation programmes must be made by the marketing manager.


(e) Packaging: The purpose of packaging is to give the product a container or wrapping for safety, appeal, simplicity of use, and transportation.


(f) Channels of Distribution: The marketing manager and sales manager decide which channel of distribution, such as wholesale, distribution, and retailing, is the most suitable.


(g) Pricing policies: Marketers must decide on pricing policies for their products. Each product has a distinct price. Among other things, the amount of competition, the product's life cycle, and the marketing goals and objectives are all relevant.


(h) Sales management: Identifying customers, determining their needs, persuading them to purchase products, providing them with customer service, and other selling-related activities are all part of marketing.


(i) Promotion: Advertising, sales promotion, and personal selling are all examples of promotion. Combining the appropriate promotional activities is crucial for achieving marketing objectives.


(j) Finance: Finance is a worry for marketing as well, as each marketing action, such as packaging, advertising, and sales, has a set budget that all operations must be done within.


(k) Post sales amenities: Marketing includes providing clients with post-purchase services, fostering positive customer connections, responding to their inquiries, and resolving their issues.


1.1.2.1 Functions of Marketing


Buying: One of the core responsibilities of marketing is the purchase of equipment and raw materials by manufacturers in order to produce their goods. To sell items to retailers and customers, respectively, wholesalers and retailers purchase products from a variety of vendors. It should be tried to obtain the highest quality products from vendors at the most affordable prices in order to maximize profits.


Procedure of buying: Following negotiations with suppliers regarding quantity, quality, price per unit, mode of delivery margins, etc., the purchasing process begins with the preparation of supply orders for the necessary commodities. The following techniques can be used for buying negotiations:


(i) By inspection: This method involves the buyer or his representative physically visiting the supplier's location to inspect the terms, conditions, and product quality. If satisfied preparation of supplier order can be taken.


(ii) By sample: For the buyer's approval, the supplier provides a sample of the product. Buyer evaluates the sample and then creates the supply order in response.


(iii) By description: It speaks of purchases made based on product descriptions seen in a supplier's catalogue or pricing list.


(iv) By grade: By indicating their grade, things are purchased using this way in the necessary quantity (Agmark, ISI, AR, LR, GR etc.)


Selling: It is the second-most significant and crucial aspect of marketing. The processes of buying and selling are connected. It is the procedure used to provide consumers with goods and services. "Selling is the process of establishing needs, locating buyers, negotiating terms of sale, and servicing purchases," claims Philip Kotler.


A representation of selling department organization skills has been given in Figure 1.1., while there are various steps involved for selling process as mentioned below.


(i) Prospecting: It refers to targeting the potential buyer and identifying their needs. Such prospective clients can be identified through observations, inquiries, and dealer consultation. Nature and attitude of potential customers must be carefully examined.


(ii) Approaching: To get the customer's attention, the salesperson should approach him. When addressing customers, a salesperson should have a respectful and friendly demeanor. When a salesperson arrives at the counter, he should really welcome the clients. In the event that he is preoccupied with another client, he should reassure the client that he will see him shortly.


(iii) Presentation: The presentation's goal is to persuade the buyer that the type of products the seller is providing is what he or she needs. The key characteristics, applications, and unique advantages of the product should be discreetly discussed by the salesperson.


(iv) Dealing with objections: Customers may have certain objections, which the salesperson must embrace. These objections are useful for distinguishing the types of clients and their doubts. If the customer has many inquiries and takes a while to decide, the salesperson shouldn't lose patience. But it's important to avoid product-related arguments because they hurt sales.


(v) Closing the sale: The salesperson should be approachable when a consumer agrees to buy a product. In order for the customer to believe that his decision to purchase the product was the right one. Even yet, the buyer must be treated decently if he chooses not to purchase the product. The merchant should never pressure a buyer into purchasing a specific product, but he also cannot impose his own opinions on the customer.
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Figure 1.1 Diagram of selling department organization skills




Storage: It involves putting in place the appropriate plans to keep the items in good shape from the point of manufacturing until the products are consumed. There are several different types of warehouses that offer storage facilities:


(i) Private warehouses: Gigantic group of companies and wholesaler have their private warehouses to store their bulk of stock.


(ii) Public warehouses: These are run by companies that offer the general public or small businesses storage facilities to store their things in exchange for a fee. It may occur monthly or yearly.


(iii) Bonded warehouses: These are owned by government and situated at airport or seaports. They are licensed to store the imported goods (from other countries) until payment of customs duties. If the goods is purchased in bulk, the corporation may remove it gradually by paying customs duties on the withdrawn portion…


Benefits of storage


• Helps to maintain stability of prices throughout the year otherwise price would be less during season and more during lack.


• Assists in ensuring year-round availability of commodities.


• Modern production happens in advance of demand rather than in response to a specific consumer purchase, therefore businesses need to store huge volumes of things properly.


• Contributes to maintaining a sufficient stock reserve and removing the danger of a delay in getting additional stock of goods.


• Certain products like injectable and chemicals as narcotics requires proper storage facilities to prevent their degradation


Financing: Refers to the procurement of funds for meeting the various expenses of marketing in an effective manner. Two types of funds are required for a company:


(a) Working capital: It is the capital necessary for the acquisition of commodities for resale, the payment of employees and salaries, the extension of credit to consumers, and the payment of transportation and storage costs.


(b) Fixed capital: It is the sum of money needed to buy assets like real estate, buildings, machinery, furniture, and other office supplies.


The significance of financing maintains the minimal level of inventory in anticipation of demand (importance of financing). To supervise the manufacture and storage of goods for consumer credit facilities, as well as to pay for the costs of buying, selling, and shipping.


Feedback information: It refers to the information that the top management collects regarding- demand and supply of products, latest market trends, preferable package size, and responses of consumers. It is done by extensive marketing research, there are two types resources as internal resources and external resources getting the feedback information as mentioned in Figure 1.2.
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Figure 1.2 Sources for getting feedback information




Significance of feedback information


• It provides details on how customers reacted to the product.


• It aids the manufacturer in learning about competing goods on the market that are similar to theirs.


• It provides insight into potential developments for the product.


• After doing a thorough market analysis, it aids in the introduction of new items.


• Assists in adjusting the product's price structure.


• Provides information on recent government policies affecting a specific business.


• Helps in finalizing the plans to improve sales.


1.1.2.2 Career Opportunities in Marketing


There are various career opportunities in marketing sectors with numerous marketing positions and they are as:


Marketing manager: A marketing manager is in charge of overseeing a company's promotions for its goods and services. Their main responsibility is to increase brand awareness through creative marketing techniques.


Marketing research analyst: Aids businesses in analyzing the market environment for future sales. They are entrusted with providing clients with insights about the serviceability of items.


Advertising or promotions manager: The manager is tasked with planning and overseeing the advertising campaigns and promotions. They coordinate marketing strategies for both new and existing goods and services as well as their promotion.


Product or brand manager: Responsible for developing methods to alter clients' perceptions of a specific product through consumer and trend research. To guarantee consistent branding across all platforms, this may entail supervising marketing and events.


Sales manager: Sales managers have a crucial role in ensuring the organization remains innovative and competitive. They are in charge of establishing quotas, allocating sales training, assigning sales territory, coaching the sales team members, and creating sales plans.


Public relations specialist: Maintains a company's reputation and identity in ways that support its operations, maintains media connections, and works with marketing teams on promotional initiatives.


Marketing coordinator: They are the people in charge of planning all of an organization's marketing objectives and operations. They carry out market research, run advertising campaigns, segment target audiences, and assess current trends.


1.1.3 Distinction between Marketing and Selling (Table 1.1)


Generally, people consider marketing and selling as similar terms but actually both are different concepts. The scope of marketing is much wider than that of selling which is just a part of marketing function.


Marketing is concerned with planning, pricing, promoting, selling, providing after sale services and satisfying the customers. Selling simply means transferring goods and services to customers via promotion, advertising, and sales techniques, which entails turning things into money.




Table 1.1 Distinction features between marketing and selling
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1.1.4 Marketing Environment


The internal, micro, and macro environments that make up the market are referred to as the "marketing environment." It manages the numerous organizational characteristics and conditions that have an impact on the marketing management skills in order to build and sustain favorable relationships with its recognizable consumers.


The marketing environment is a network of external and internal variables that affect a company's capacity to build relationships with and provide for its clients. Among the crucial factors that influence the business environment are industry competitiveness, legal restraints, the effect of technology on product design, and social issues. Every firm needs to consider its operating settings carefully. All businesses must recognize, examine, and keep track of external forces in order to determine how they might affect the firm's products and services. Even though external forces frequently operate outside of the control of the marketing manager, decision makers must take these "uncontrollable" consequences and the components of the marketing mix into account when developing the company's marketing plan and tactics.


“The ability of a corporation to establish and sustain a successful relationship with its target customers is impacted by external variables or forces”, according to Philip Kotler.


1.1.4.1 Classification of Marketing Environment


Internal Environment: Consists of components found inside or within the organisation. The marketing manager is responsible for creating strategies for the internal environment while considering a variety of groups, including top management, the departments of research and development, finance, manufacturing, sales, and advertising, among others.


Physical resources, financial resources, human resources, information resources, technology resources, etc. are all marketers for the growth of any organization's internal environment. After examining the variables influencing the development of the internal environment, the business must examine the importance of and satisfaction with the client.


Micro Environment: Directly affects the company as it relates to the setting that is most connected to the business. Additionally, business does not have complete control over this environment. An organization's micro environment consists of several forces in its current environment that affect its capacity to function productively in its preferred markets and include:


(a) Competitors: There are some fundamental components of the competitive environment that every organisation must be aware of. A firm must deal with several forms of rivalry in the real world of business. The most frequent source of rivalry for a company's product is found in the unique offerings of other businesses. According to Philip Kotler, adopting the perspective of a customer is the greatest method for a business to fully understand its competitors. What does the buyer think about the procedure that leads to a purchase in the end? Therefore, understanding consumer sentiment will help all businesses keep their market share.


(b) Suppliers: They provide the resources the business needs to generate its products and services. Suppliers play a significant role in the organization's bigger "value delivery system" for customers. Changes at suppliers significantly affect marketing. The marketing manager should keep an eye on supplier availability, delays, supply shortages, and strikes that could briefly boost sales expenses and ultimately have a negative impact on consumer satisfaction. Increasing supplier costs might necessitate raising pricing, which would have a negative impact on the organization's sales volume.


(c) Marketing Intermediaries: They help the business market, sell, and transport the goods to the final customers, who might be either people or businesses. They include middlemen (wholesalers, retailers, and agents), market service providers, financial institutions, and distribution firms. Most companies think it's too tough to interact with customers. The distributors and agents help bring the product to the customer in this case.


(d) Customers: They give your company the income and cash flow it needs to function and, eventually, turn a profit. You must be aware of and consistently satisfy the wants and needs of your customers. The business must thoroughly assess its target market. Consumer market participants include:


• Household and individuals: Buy products and services for one's own usage.


• Business markets: Obtain products and services to use in their production process or for further transformation.


• Resellers market: Purchase products and services to resell for a profit.


• Institutional markets: It comprises facilities that provide goods and services to individuals within their obligation, such as hospitals, schools, jails, and nursing homes.


• Government markets: It consists of government entities that purchase goods and services for the underprivileged. Each type of market has distinctive qualities that necessitate rigorous research on the part of the suppliers. The company may at any moment conduct business in one or more consumer markets.


Macro Environment: This environment is made up of a powerful force that affects other macroenvironmental elements in addition to the organisation and the industry. The macroenvironment's components are:


(a) Demographic environment: The market is the first environmental issue that interests marketers because society's members create it. Marketers are especially curious about the size of the society, its density, geographic distribution, age distribution, gender, race, occupation, migration trends, marriage, death rates, and the ethnic and religious makeup of the population.


(b) Economic environment: Economic factors are crucial in determining the purchasing decisions of consumers. Additionally, it has a direct impact on customers' spending power. Even if consumers really like a product or service, they may be unable to purchase it if their purchasing power is low. But if they have cash on hand, they can choose right once to purchase the goods or services they require. The level of consumer income, the income of their family members, spending patterns, credit availability, and other economic factors all have an impact on the decisions that consumers make while making purchases.


(c) Natural environment: Recent years have seen a significant increase in environmental concerns, making the ecological force an important issue to consider. In many parts of the world, water and air pollution have reached deadly levels. The idea that industrial chemicals could rupture the ozone layer and cause the "Green House effect" has sparked a lot of interest. The following four environmental developments present hazards and possibilities for marketers to be aware of: a shortage of raw materials, rising energy costs, increased pollution levels, and dynamic government environmental protection policies. They should contribute to environmental protection by, for example, using renewable energy sources. By doing this, businesses not only help to preserve a green planet but also satisfy consumer demand for environmentally friendly and responsible products.


(d) Technological environment: Technology advancements that have an impact on business through new product developments and other advancements in operational methods. Examples of technological advancements can be found in the fields of manufacturing, optics, consumer products, energy, communications, and aviation. To develop procedures and products that satisfy human requirements, technology entails the deliberate use of knowledge, experience, and resources. The many levels of technology include manual, automated, robotic, and computerized. Today, business and technology are essentially interwoven. Among the advantages of technology:


• Shortening the amount of time, it takes to complete a task and


• Increasing the amount of information that can be processed.


• Possessing the capacity to do several jobs concurrently.


• Why Low acquisition costs combined with technology's efficiency and precision reduce the likelihood of error while using technology.


(e) Political Environment: It includes laws, government entities, and pressure groups that have an impact on and place restrictions on several organizations and people in a community. There are three main political trends: a sizable quantity of legislation governing industry, fostering the growth of advocacy organizations, and advancing the management of government agencies. Therefore, changes in the political climate have a significant impact on and influence marketing decisions.


(f) Cultural Environment: Understanding a person's needs and behaviours depends heavily on their culture. Throughout their lives, a person will be influenced by their family, friends, culture, and society, which will "teach" those people's values, preferences, and norms to their own culture and purchasing habits.


1.1.5 Industry and Competitive Analysis


Industry analysis is also known as Porter's Five Forces Analysis. For business strategists, the tool is fantastic. Its foundation is the discovery that different sectors have different profit margins, which may be explained by the structure of an industry.


The main goal of the Five Forces is to determine how desirable a sector is. But the research also offers a framework for developing a strategy and comprehending the environment in which a corporation operates.


The following competitive factors are included in Porter's Five Forces Analysis framework, as shown in Figure 1.3.
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Figure 1.3 Framework of Porter’s Five Forces Analysis




1.1.5.1 Industry Analysis and Competition


An industry's internal competition is based on its underlying economic structure. It goes beyond how present rivals are acting. Five fundamental competitive forces determine the level of competition in a given business. The potential for profit in a given industry is determined by the combined strength of these forces. Long-term return on capital invested is used to gauge profit potential. The possibility for profit varies across different industries.


1.1.5.2 Industry Analysis as a Tool to Develop a Competitive Strategy


Through market research, a company can develop a competitive strategy that best withstands the forces of competition or sways them in its favor. Developing a competitive strategy requires an understanding of the origins of the competitive forces. The business will benefit from being aware of these conflicting pressures:


• Highlight the organization's key advantages and weaknesses. (SWOT analysis).


• Animate its position within the industry.


• Decide which areas will be most affected by strategic changes.


• Call attention to areas where market patterns indicate the greatest possibilities or risks exist.


1.1.5.3 Industry Analysis and Structure


The five competitive forces influence each other to determine the level of industrial competition and profitability. The strongest force (or forces), which dominate the market, should be the focus of any industry analysis and subsequent competitive strategy.


The competitive forces that create the basic framework of an industry should be differentiated from short-term elements that have an impact on profitability and competition. Analysis should concentrate on the fundamental traits of the sector, even though these short-term aspects may have some tactical value.


1.1.6 Analyzing Consumer Buying Behavior


Consumer behavior includes all facets of the acquisition, use, and disposal of goods and services. The traits and decision-making processes of an individual have an impact on consumer purchasing behavior. The personality characteristics change with time rather than remaining constant. The study of consumer behavior focuses on how people select, get, use, and then discard goods, concepts, or experiences in order to satisfy their wants and requirements. These psychological traits are dynamic and alter as life does.


Consumer behavior, according to Walters and Paul, “is the process by which people choose what, when, where, how, and from whom to buy goods and services”.


There are various factors that affect the consumer behavior:


Cultural factors: It tells us about the individual behavior and is composed of values, perceptions, preferences, behavior, nationality, religion, and geographical regions are major factors affecting their behavior.


Social factors: Humans are social creatures because they interact and live with one another. Social factors include reference groups (family, friends, neighbors, co-workers, religious group, professional group). That has direct or indirect influence on the person’s behavior. Hence there is a chance of influence of others on their behavior.


Personal factors: Individual factors like age (food habits, clothing habits, differs with age), occupation and economic consideration (affects the attitude towards spending and saving), life style (person pattern of living, depends on its culture, occupation) and personality affects the consumer’s behavior.
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