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CHAPTER 3: Marketing Management in
Pharmaceuticals

Learning Objectives
After studying this chapter, the student will be able to:

1 Define marketing and pharmaceutical marketing in simple words.

2 Explain why pharma marketing is unique compared to other industries.

3 Describe the global and Indian pharmaceutical marketing scenario in general structural terms.

4 Explain the marketing mix and the 4Ps with pharma examples.

5 Describe the steps of strategic marketing and competitive analysis.

6 Outline the pharmaceutical sales process and the role of the medical representative (MR).

7 Explain digital marketing channels used in pharma with their advantages and limits.

8 Discuss ethical considerations in pharma marketing and promotion.

9 Describe how e-pharmacies work, their advantages and concerns.

Definitions
• Marketing: The set of activities a company does to understand what customers need and then

provide the right product at the right place, right price, and with the right communication. In very
simple words: marketing is finding out what people need and making sure they get it profitably.

• Pharmaceutical Marketing: Marketing of medicines and pharmaceutical products. It is special
because medicines affect human health, promotion is regulated by law, and the person who "buys"
(the doctor who prescribes) is different from the person who "uses" (the patient who consumes).

• Market: All the actual and potential buyers of a product. In pharma, the "market" includes doctors,
hospitals, pharmacists, and patients.

• Customer: The person or organisation that decides which product to choose. In pharma, doctors and
hospitals are the main customers because they decide which brand of medicine the patient will take.

• Consumer: The person who actually uses the product. In pharma, the patient is the consumer (the
patient takes the medicine) but often not the decider.

• Product: Anything offered to the market to satisfy a need — in pharma, medicines (tablets, capsules,
syrups, injections), and also services.

• Demand: When a need is backed by the ability and willingness to pay. A patient may need an expensive
medicine, but if they cannot afford it, there is no demand.
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• Prescription-driven marketing: Marketing where the sale depends on a doctor's prescription. The
patient cannot buy the medicine unless the doctor writes it down.

• Ethical marketing: Marketing of prescription medicines (also called "ethical products") where
promotion is done to doctors and pharmacists, not to the general public. "Ethical" here means
prescription medicines — it is an industry term, not a moral judgement.

• Over-the-counter (OTC): Medicines that can be bought directly from a chemist without a doctor's
prescription, e.g., common pain-relief tablets, vitamin syrups, cough lozenges.

Key takeaway: Pharma marketing is marketing with an extra layer of responsibility — because
wrong promotion can harm health, it is tightly regulated and doctor-centred.

Key Terminology
• Marketing mix: The combination of tools a company controls to satisfy the market — the famous 4Ps:

Product, Price, Place, Promotion.

• 4Ps: Product (what you sell), Price (what you charge), Place (where and how the customer gets it),
Promotion (how you communicate about it).

• Segmentation: Dividing a large market into smaller groups with similar needs.

• Brand: A name, logo, or identity that distinguishes one company's product from another's.

• Generic drug: A medicine sold by its chemical/salt name (e.g., paracetamol) without a special brand
name.

• Medical Representative (MR): The sales person of a pharma company who visits doctors to give
scientific information about medicines.

• Detailing: The MR's face-to-face presentation of a product to a doctor, using product literature and
visual aids.

• Sales process: The step-by-step journey from finding a customer to closing a sale and following up.

• Competitive analysis: Studying rival companies' products and strategies to find one's own strengths
and weaknesses.

• Digital marketing: Promotion through digital channels — websites, social media, webinars,
e-detailing.

• E-detailing: Digital version of detailing — giving product information to doctors through online
presentations, videos, or video calls.

• E-pharmacy: An online pharmacy that takes medicine orders through a website or app and delivers
them to the patient's home.

• Prescription-only (Rx): A category of medicines that can be sold only against a valid doctor's
prescription.

• Regulated promotion: Advertisement and promotion that must follow government rules (what can be
said, what must not be said, to whom it can be said).
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• Strategic marketing: Long-term planning of marketing goals and the best way to achieve them,
based on analysis of the market and competitors.

Key takeaway: These terms are the building blocks of this chapter — every topic below uses them.

Detailed Explanation

3.1 Definition of Marketing and Pharmaceutical Marketing
Technical concept: Marketing is a social and managerial process by which individuals and groups obtain
what they need and want through creating and exchanging products and value with others.

Simple explanation: Imagine a farmer who grows mangoes. He finds out people in the city want sweet
mangoes (understanding need), packs them nicely (product), sets a fair price (price), takes them to the city
market (place), and tells people his mangoes are sweet (promotion). All of this together is marketing.

Pharma version: A company makes a new anti-diabetic tablet. Marketing means: finding out doctors
need a tablet with fewer side effects (need), making that tablet (product), deciding a price patients can
afford (price), sending it to hospitals and chemists through distributors (place), and informing doctors
about it scientifically (promotion).

Example: A company launches "a new anti-diabetic tablet that needs to be taken only once a day instead
of twice." The marketing team tells doctors why once-a-day dosing helps patients take their medicine
regularly. Doctors prescribe it; patients buy it from chemists.

TEXT DIAGRAM: What is marketing?
Need of customer  →  Company understands it  →  Makes suitable product
        →  Sets fair price  →  Makes it available  →  Communicates about it
        →  Customer satisfied  →  Company earns profit

Key takeaway: Marketing = understanding needs + providing the right product at the right price,
place, and communication.

3.2 Uniqueness of Pharma Marketing
Technical concept: Pharmaceutical marketing differs from consumer-goods marketing because of the
separation of decider, payer, and user; high regulation; and ethical responsibility.

Simple explanation: When you buy soap, YOU decide, YOU pay, and YOU use. But for a prescription
medicine: the DOCTOR decides (writes the prescription), the PATIENT uses (takes the medicine), and often
the patient or insurance pays. This separation makes pharma marketing unique.

Four unique features:

1 Prescription-driven: Most sales happen only when a doctor prescribes. So marketing is directed at
doctors, not at patients.

2 Doctor as customer: The doctor is the key decision-maker. Companies give doctors scientific
information so they trust the medicine.
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3 Ethical constraints: Companies cannot make false claims, cannot advertise prescription medicines to
the public in many countries, and must be careful with gifts and sponsorships.

4 Regulated promotion: Government rules control what a company can say in advertisements and
product literature. Scientific claims must be supported by evidence.

Example: A shampoo company can say "buy our shampoo for silky hair" on TV. A pharma company
CANNOT say "buy our antibiotic" on TV — it must give scientific information to doctors instead.

TEXT FLOWCHART: Who does what in pharma marketing?
Company makes medicine
        ↓
MR gives scientific information to DOCTOR (promotion)
        ↓
DOCTOR prescribes medicine (decision)
        ↓
PATIENT buys from chemist (purchase + use)
        ↓
PATIENT's health improves (need satisfied)

Key takeaway: In pharma, the decider (doctor), user (patient), and payer may all be different people
— marketing must focus on the decider through scientific, ethical communication.

3.3 Marketing Overview: Global and Indian Scenario
Technical concept: The pharmaceutical market is one of the world's largest and most regulated
industries, with a global structure dominated by a few large multinational companies alongside many
generic manufacturers, and India's market characterised by a strong generic-medicines industry and a
large domestic consumer base.

Simple explanation: Think of the pharma world as a huge marketplace. In this marketplace, some
companies invent new medicines (research-based companies), and many others make low-cost copies of
old medicines called generics (generic companies). India is world-famous for making quality generic
medicines at low prices — that is why India is often called the "pharmacy of the world."

Global scenario — structural facts:

• The global pharma industry has two broad types of players: innovator companies (which discover
new drugs through research) and generic companies (which make affordable versions of drugs
whose patents have expired).

• Medicines are sold in regulated markets (countries with strict drug authorities) and emerging
markets (developing countries where demand is growing).

• Marketing worldwide is increasingly doctor-focused and digital, with rules against direct-to-public
promotion of prescription medicines in most countries.

• Competition is high in generic products, so price and quality become the main competitive tools.

Indian scenario — structural facts:

• India has a very large number of pharmaceutical companies, including many generic manufacturers.

• A huge share of medicines consumed in India are generics, sold at affordable prices.
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• Distribution happens through stockists, distributors, and retail chemists across cities, towns, and
villages.

• Doctors in India are visited by MRs from many companies, so scientific communication and trust
matter greatly.

• Rural reach is a challenge and an opportunity — companies design marketing for small towns and
villages too.

• Government hospitals and schemes buy medicines through tenders (competitive bidding), a different
kind of marketing channel.

Example: An Indian generic company sells a vitamin syrup. Its marketing targets paediatricians (child
doctors) through MR visits, and also places it in retail chemist shops with attractive displays (OTC-style
marketing), since vitamins can be bought without prescription.

Key takeaway: Globally, pharma marketing is research-driven and tightly regulated; in India, it is
volume-driven, generic-heavy, and depends on wide distribution and strong doctor relationships.
(No market-size numbers are given here because exact figures change every year — the structure is
what matters for exams.)

3.4 Marketing Mix and the 4Ps
Technical concept: The marketing mix is the set of controllable tools — Product, Price, Place, Promotion
— that a company blends to produce the response it wants in the target market.

Simple explanation: The 4Ps are like four knobs a company can turn. Turn each knob correctly, and sales
happen smoothly. Let us understand each with pharma examples.

P1: Product
Definition: The medicine or service offered to satisfy a need.

Pharma explanation: Product decisions include: which salt/molecule, which dosage form (tablet, capsule,
syrup, injection), what strength, packaging (strip, bottle), and quality. A good product must be safe,
effective, and of stable quality.

Example: A company launches "a new anti-diabetic tablet in a 500 mg and 1000 mg strength, in a strip of
15 tablets with a patient-information leaflet inside."

P2: Price
Definition: The amount the customer pays for the product.

Pharma explanation: Pricing in pharma considers: cost of manufacture, competitor prices, government
price controls (in India, prices of essential medicines are controlled), and what patients can afford. Price
must be low enough to be affordable but high enough to keep the company profitable.

Example: The company prices its anti-diabetic tablet slightly below the market leader's price to attract
doctors and patients, while keeping quality high.

P3: Place (Distribution)
Definition: How and where the product is made available to the customer.
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Pharma explanation: Medicines travel: Company → distributor/stockist → wholesaler → retail chemist →
patient. Hospital pharmacies are another channel. The company must ensure the medicine is ALWAYS
available when the doctor prescribes it — a stock-out means lost sales and lost trust.

Example: The company appoints distributors in every state so that the anti-diabetic tablet reaches even
small-town chemists within days.

P4: Promotion
Definition: Communication that informs and persuades the customer about the product.

Pharma explanation: Promotion for prescription medicines means: MR visits to doctors (detailing),
scientific seminars, product literature, medical journal advertisements, webinars, and e-detailing.
Promotion must be truthful and within regulations.

Example: The MR visits doctors with a visual aid showing how the new tablet controls blood sugar with
fewer side effects, and leaves a small product booklet.

TEXT DIAGRAM: The 4Ps for a new anti-diabetic tablet
        ┌─────────────┐
        │   PRODUCT   │  Once-daily anti-diabetic tablet, 500/1000 mg
        └─────────────┘
        ┌─────────────┐
        │    PRICE    │  Affordable, slightly below market leader
        └─────────────┘
        ┌─────────────┐
        │    PLACE    │  Distributors → chemists in all states; hospital supply
        └─────────────┘
        ┌─────────────┐
        │  PROMOTION  │  MR detailing, webinars, journal ads, patient leaflets
        └─────────────┘

Key takeaway: The 4Ps must work together — a great product fails if it is overpriced, unavailable, or
unknown to doctors.

3.5 Strategic Marketing
Technical concept: Strategic marketing is the long-term process of setting marketing objectives and
choosing the best strategies to achieve them, based on analysis of the market environment and
competition.

Simple explanation: Ordinary marketing is "what should we do this month?" Strategic marketing is
"where do we want to be in 3–5 years, and what is the smartest path to get there?" It is like planning a
long journey instead of just the next step.

Steps of strategic marketing:

1 Analyse the market: Study patients' needs, disease patterns, doctor preferences, and competitors.

2 Set objectives: Decide clear goals — e.g., "become the No. 1 prescribed anti-diabetic brand in our
region in 3 years."

3 Choose target segments: Decide which groups of doctors/patients to focus on.

4 Develop strategies: Decide the 4P plan — product positioning, pricing, distribution, promotion.

5 Implement: Put the plan into action through the sales team and campaigns.
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6 Monitor and control: Check results (sales data, doctor feedback) and correct the course.

TEXT FLOWCHART: Strategic marketing steps
Market Analysis → Set Objectives → Choose Targets → Develop 4P Strategies
        → Implement → Monitor Results → Correct if needed ↩ (loop back)

Example: A company wants to grow in the cardiac segment. Analysis shows many heart patients in urban
areas. Objective: 15% of cardiologists prescribe our brand within 2 years. Strategy: launch a cholesterol
tablet, price it affordably, detail to cardiologists, run webinars. Monitoring: track prescriptions every
month.

Strategy vs tactics — a useful distinction: Strategy is the long-term "what and why" (e.g., "become No. 1
in the cardiac segment in 3 years"). Tactics are the short-term "how" (e.g., "run 10 webinars this quarter").
Strategy without tactics is a dream; tactics without strategy is busywork. Good companies connect both:
every MR visit (tactic) serves the 3-year goal (strategy).

Key takeaway: Strategic marketing = think long-term, analyse first, act with a plan, and keep
checking results.

3.6 Competitive Analysis
Technical concept: Competitive analysis is the systematic study of rival companies — their products,
strengths, weaknesses, strategies — to find opportunities and threats for one's own company.

Simple explanation: In a cricket match, a captain studies the opposite team's batting and bowling before
deciding his own strategy. Competitive analysis is the same — study your rivals before making your
marketing plan.

Steps:

1 Identify competitors: List companies selling similar medicines for the same disease. (E.g., for an
anti-diabetic tablet, list all other companies selling anti-diabetic tablets.)

2 Collect information: Gather data on their products (strengths, dosage forms), prices, distribution
reach, promotional activities, and reputation.

3 Compare strengths and weaknesses: Make a comparison table — where are they stronger? Where
are we stronger?

4 Find the gap: Look for what competitors do NOT offer — e.g., no once-daily tablet exists; that is our
opportunity.

5 Decide strategy: Use the findings to position your product differently.

Example: Two companies sell vitamin syrups. Company A is cheaper; Company B tastes better and has
attractive packaging. Our new syrup will combine good taste + reasonable price + a measuring cap (a gap
neither offers).

Key takeaway: Know your competitors' strengths to respect them and their weaknesses to beat
them — never compete blindly.

3.7 Pharmaceutical Sales and the Sales Process
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Technical concept: Pharmaceutical sales is the process of generating prescriptions and orders for
medicines through structured interaction with doctors, pharmacists, and distributors.

Simple explanation: Sales is where marketing plans meet reality. A company can have a great product,
but until doctors prescribe it and chemists stock it, there is no sale.

Steps of the sales process:

1 Prospecting: Finding potential customers — e.g., listing doctors in a territory who treat diabetes.

2 Planning the call: The MR prepares — which doctor, which product to discuss, what scientific points
to make.

3 Approach: Meeting the doctor politely and building rapport.

4 Presentation (detailing): Explaining the product's benefits with visual aids and scientific data.

5 Handling objections: Answering the doctor's doubts — e.g., "Is it safe in elderly patients?" — with
honest, scientific answers.

6 Closing: Getting a commitment — e.g., the doctor agrees to try the medicine in suitable patients.

7 Follow-up: Visiting again, checking the doctor's experience, reminding, and maintaining the
relationship.

TEXT FLOWCHART: Pharma sales process
Prospecting → Call Planning → Approach → Presentation (Detailing)
    → Handle Objections → Closing → Follow-up ↩ (repeat cycle)

Example: An MR lists 40 diabetes-treating doctors in her area (prospecting), prepares a chart comparing
once-daily vs twice-daily dosing (planning), visits each doctor (approach), shows the chart (presentation),
answers "what about side effects?" with trial data (objections), gets the doctor to agree to prescribe to 5
suitable patients (closing), and revisits after two weeks to ask about patient response (follow-up).

Key takeaway: Pharma selling is scientific persuasion plus relationship — the sale is a prescription,
and it must be earned with honest information.

3.8 Role and Responsibilities of a Medical Representative (MR)
Technical concept: The medical representative is the company's scientific communicator and sales
person who personally visits doctors and pharmacists.

Simple explanation: The MR is the "face" of the pharma company. Doctors rarely visit company offices —
the MR goes to them, like a teacher who visits students at home.

Responsibilities of an MR:

1 Detailing to doctors: Present products scientifically using visual aids and literature.

2 Territory management: Cover all assigned doctors and chemists in the given area systematically.

3 Building relationships: Earn doctors' trust through regular, honest, helpful visits.

4 Collecting feedback: Report doctors' questions, complaints, and competitor information to the
company.
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5 Ensuring availability: Check that chemists in the territory stock the company's products.

6 Organising events: Arrange small scientific meetings or webinars for doctors.

7 Achieving targets: Meet the sales/prescription targets set by the company — ethically.

8 Following the code of conduct: Never make false claims, never offer improper gifts.

Example: An MR's day: visits 10 doctors, details the new anti-diabetic tablet to 6 of them, notes that 2
doctors asked about use in kidney patients (feedback for the company), checks 5 chemist shops for stock,
and invites doctors to a weekend webinar.

A typical MR day (timetable):

Time Activity

9:00–9:30 Plan the day: prioritise doctors, prepare visual aids

9:30–1:30 Morning doctor visits (detailing)

1:30–2:30 Lunch + note feedback from morning calls

2:30–5:30 Afternoon doctor visits + chemist stock checks

5:30–6:00 Report the day: calls made, feedback, competitor news

Key takeaway: A good MR is part scientist, part salesperson, part relationship-builder — and always
ethical.

3.9 Digital Marketing in Pharma
Technical concept: Digital marketing is the use of digital channels and technologies to communicate with
doctors, pharmacists, and (for OTC) patients.

Simple explanation: Earlier, MRs only met doctors physically. Now, much communication also happens
on screens — websites, video calls, online conferences. That is digital marketing.

Channels:

• Company and brand websites: Scientific information pages for doctors about diseases and products.

• Social media: Professional posts, disease-awareness campaigns (mainly for OTC products and health
education, since prescription promotion to the public is restricted).

• Webinars: Online seminars where a senior doctor speaks and many doctors join from their clinics.

• E-detailing: The MR shows the product presentation to the doctor on a video call or through an
interactive app.

• Email and messaging: Sharing approved scientific literature and webinar invitations with doctors.

Advantages:

• Reaches doctors in remote areas where MRs cannot visit often.

• Saves travel time and cost.

• Content can be updated quickly.
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• Webinars can gather hundreds of doctors at once.

Limits:

• Cannot replace the trust built by face-to-face meetings.

• Doctors are busy and may ignore digital messages.

• Strict rules apply — prescription product promotion must stay within regulations even online.

• Some doctors (especially senior ones) prefer in-person interaction.

• Needs internet access and digital comfort, which varies.

Example: During a busy clinic week, a doctor joins a 30-minute evening webinar on diabetes management
sponsored by a company, instead of meeting an MR in person.

Choosing the right digital channel — a quick guide:

Goal Best channel Why

Teach many doctors at once Webinar One speaker, hundreds of listeners

Replace a missed in-person visit E-detailing / video call Personal, two-way conversation

Always-available reference Brand website Doctors visit when they choose

Public health awareness (OTC) Social media Wide reach among the public

Quick update or invitation Email / messaging Fast, low cost

Key takeaway: Digital marketing is a powerful addition to — not a replacement for — personal
selling in pharma.

3.10 Ethical Considerations in Marketing and Promotion
Technical concept: Because medicines affect health and the patient cannot judge quality easily, pharma
promotion is bound by ethical and legal standards that go beyond ordinary advertising rules.

Simple explanation: If a soap ad exaggerates, you get bad soap. If a medicine ad exaggerates, a patient
can get harmed. That is why pharma marketing has stricter ethics.

Key ethical principles:

1 No misleading claims: Never say a medicine cures something it does not, or hide its side effects.
Claims must match approved scientific evidence.

2 Prescription-only boundaries: Do not promote prescription medicines directly to the public
(patients). Promotion of Rx products is for doctors and pharmacists.

3 Gifts and sponsorship ethics: Small, professional gifts (like a pen or notepad) may be acceptable in
some codes, but expensive gifts, luxury trips, or cash in exchange for prescriptions are unethical and
often illegal. Sponsorship of a doctor's conference must be transparent and educational, not a bribe in
disguise.

4 Truthful comparisons: When comparing with a competitor's product, use real data; never damage a
competitor with false statements.
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5 Patient safety first: If new safety information appears, the company must share it honestly, even if it
hurts sales.

6 Respect doctor independence: The doctor's prescription must be based on the patient's need, never
on favours received.

Example (ethical): An MR gives a doctor a booklet summarising clinical trial results, including both
benefits and side effects, and invites the doctor to a scientific seminar.

Example (unethical): A company offers a doctor an expensive foreign trip "if you prescribe our brand to
100 patients." This links prescriptions to personal gain — unethical and harmful.

Common ethical dilemmas and how to resolve them:

1 "The doctor asked for a favour before prescribing." → Never link any benefit to prescriptions. Offer
only legitimate scientific support (literature, seminar invitation) with no conditions.

2 "Our competitor is spreading false rumours about our product." → Do not retaliate with false
claims. Respond with verified facts and let the evidence speak.

3 "Should we hide a mild side effect to boost sales?" → Never. Hiding safety information endangers
patients and destroys trust permanently when discovered. Disclose honestly.

4 "Can we promote our Rx product on public social media?" → No — Rx promotion belongs to
professional audiences (doctors, pharmacists). Use public channels only for disease awareness and
OTC products, within the rules.

TEXT DIAGRAM: The ethical filter — before any promotion, ask:
Is the claim TRUE and PROVABLE? → Is it directed to the RIGHT audience?
→ Does it respect the LAW and code? → Would it still be right if made PUBLIC?
If any answer is NO → do not do it.

Key takeaway: In pharma, ethics is not optional decoration — it protects patients and the company's
long-term trust.

3.11 E-Pharmacies
Technical concept: An e-pharmacy is a licensed online pharmacy that accepts medicine orders through a
website or mobile app and delivers medicines to the patient's doorstep.

Simple explanation: Just as you order groceries or clothes online, e-pharmacies let patients order
medicines online — with one big difference: for prescription medicines, a valid doctor's prescription must
be uploaded and verified.

How they work:

1 Patient registers on the app/website and uploads a photo of the doctor's prescription.

2 A qualified pharmacist checks (verifies) the prescription — is it valid, is the medicine appropriate?

3 The order is packed from a licensed pharmacy store.

4 Medicines are delivered to the patient's home; payment is made online or on delivery.

5 For repeat (chronic) medicines, the app reminds the patient when a refill is due.
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TEXT FLOWCHART: How an e-pharmacy works
Patient uploads prescription → Pharmacist verifies it → Order packed
    → Home delivery → Payment → Refill reminder for chronic medicines

Advantages:

• Convenient, especially for elderly, disabled, or busy patients.

• Useful in areas with few chemist shops.

• Digital records of prescriptions and bills.

• Refill reminders improve regular medicine-taking.

• Often offers discounts.

Concerns:

• Risk of selling prescription medicines without proper verification.

• Danger of fake or poor-quality medicines if the operator is not properly licensed.

• No face-to-face counselling by a pharmacist at the time of purchase.

• Patient data privacy (health information on apps must be protected).

• Self-medication risk if ordering becomes too easy.

Example: A diabetes patient in a small town uploads her monthly prescription to an e-pharmacy app; the
pharmacist verifies it, and the medicines arrive in two days with a reminder set for next month's refill.

Key takeaway: E-pharmacies add convenience and reach, but prescription verification, licensing,
and pharmacist counselling must not be compromised.

3.12 Putting It All Together: A Mini Case Study
Technical concept: A case study applies multiple chapter concepts to one realistic situation.

Simple explanation: Let us walk through everything at once using one product — "a new herbal cough
syrup (OTC)" launched by a mid-size Indian company.

Step 1 — Uniqueness check: It is OTC, so public advertising IS allowed (unlike Rx). But claims must still be
truthful — no "cures all coughs in one spoon."

Step 2 — 4P plan: Product: honey-tulsi syrup, 100 ml bottle, child-safe cap. Price: mid-range, near
competitors. Place: retail chemists, supermarkets, and the company's e-pharmacy partners. Promotion:
TV/digital ads for the public (allowed for OTC) + MR detailing to general physicians + chemist display units.

Step 3 — Strategy: Objective: become a top-3 cough syrup in two states in 2 years. Competitive analysis
shows rivals compete on price; our gap: better taste + ayurvedic trust story.

Step 4 — Sales: MRs detail to physicians; distributors ensure chemist stocking before the ad campaign
starts (never advertise what chemists don't have).

Step 5 — Digital: A "cough-care tips" video series on social media (disease awareness, not Rx promotion);
e-detailing for remote doctors.



BP804T · UNIT II CHAPTER 3

Pills & Python · Pharmacy • Data • AI • Healthcare · Instagram @pillsandpython · pillsandpython.com · YouTube @PillsAndPython 14

Step 6 — Ethics filter: Every ad claim checked — "soothes throat" (okay, provable) vs "kills all infection"
(rejected, unprovable).

Step 7 — E-pharmacy: Listed on e-pharmacy apps for home delivery; since it is OTC, no prescription
upload needed — but the app still shows dosage guidance.

Key takeaway: A real launch uses every concept in this chapter together — the 4Ps, strategy, sales,
digital, ethics, and distribution all in one plan.

Classifications

Classification 1: Types of pharmaceutical products by promotion style

Type Meaning Promoted to Example

Ethical (Rx) products Prescription medicines Doctors, pharmacists A new anti-diabetic tablet

OTC products Bought without prescription Public, chemists A vitamin syrup, cough
lozenges

Classification 2: Types of pharma customers

Customer type Role Marketing approach

Doctors Decide/prescribe Scientific detailing, webinars

Hospitals Bulk purchase, formularies Tenders, institutional sales

Pharmacists/chemists Dispense, recommend OTC Trade schemes, displays

Patients Use the medicine Disease-awareness (OTC only), refill
reminders

Classification 3: Types of marketing communication in pharma

Channel Personal or mass? Main audience

MR detailing Personal Doctors

Webinars / e-detailing Personal/digital Doctors

Medical journal ads Mass (professional) Doctors

OTC advertisements Mass (public) General public

E-pharmacy apps Digital Patients (with Rx check)

Key takeaway: Classifying products, customers, and channels helps a company choose the right
message for the right person.

Processes/Flows (with text flowcharts/diagrams)
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Flow 1 — From company to patient (the pharma value chain):

Manufacturer → Distributor/Stockist → Wholesaler → Retail Chemist → Patient
                     ↓
              Hospital Pharmacy → Patient (in-patient)

Flow 2 — Building a 4P plan for a new product (worked process):

Step 1: Define the PRODUCT (salt, strength, dosage form, pack)
Step 2: Set the PRICE (cost + competitor check + affordability)
Step 3: Plan the PLACE (distributors, chemist coverage, hospitals)
Step 4: Design PROMOTION (MR detailing points, webinar topics, literature)
Step 5: Launch → monitor prescriptions → adjust

Flow 3 — Ethical promotion decision process:

New promotional idea
   → Is the claim scientifically true? (No → reject)
   → Is the audience correct (doctor, not public, for Rx)? (No → reject)
   → Does it follow law and company code? (No → reject)
   → Approve and run

Flow 4 — E-pharmacy order flow:

Upload prescription → Pharmacist verification → Packing → Delivery → Refill reminder

Key takeaway: Pharma marketing runs on clear, repeatable processes — from factory to patient,
and from idea to ethical approval.

Infographic Concepts (describe a one-page visual summary)
Infographic 1 — "The 4Ps Pill": A one-page visual shaped like a large capsule divided into four coloured
quarters labelled Product, Price, Place, Promotion. Each quarter shows one pharma example (tablet strip,
price tag, delivery truck, MR with doctor). Tagline at the bottom: "Four knobs — turn them together."

Infographic 2 — "The Pharma Triangle": A triangle with DOCTOR (decides), PATIENT (uses), and
CHEMIST (dispenses) at the three corners, with arrows showing prescription flow, purchase flow, and
information flow from the company in the centre. Caption: "In pharma, the decider is not the user."

Infographic 3 — "MR's Day": A clock-face visual showing an MR's typical day in segments: morning
planning, doctor visits (detailing), chemist stock checks, feedback reporting, evening webinar. Caption:
"Scientist + salesperson + relationship-builder."

Infographic 4 — "Digital + Ethical": A split page — left side shows digital channels (website, webinar,
e-detailing icons) with a green tick list of advantages; right side shows the ethical filter (truth, right
audience, law) as a shield. Caption: "Modern tools, timeless ethics."

Key takeaway: One page, one idea, strong visuals — infographics turn this chapter's concepts into
quick revision posters.
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Tables (comparison/summary tables)
Table 1 — Pharma marketing vs FMCG (soap/shampoo) marketing:

Feature Pharma marketing FMCG marketing

Main decision-maker Doctor (prescribes) Consumer (buys directly)

Promotion audience Doctors, pharmacists General public

Advertising of main products Restricted for Rx Free on TV/social media

Key salesperson Medical representative Retail/distribution push

Regulation level Very high Moderate

Claim basis Scientific evidence Lifestyle/emotional appeal

Table 2 — The 4Ps summary:

P Question it answers Pharma example

Product What are we selling? Once-daily anti-diabetic tablet, 500 mg

Price What will it cost? Affordable, below market leader

Place Where can it be bought? Chemists in all states, hospital
pharmacies

Promotion How will people learn about it? MR detailing, webinars, journal ads

Table 3 — Digital channels: advantages vs limits:

Channel Advantage Limit

Webinars Reach hundreds of doctors at once Needs internet; less personal

E-detailing Saves travel time Cannot replace face-to-face trust

Social media Wide health-awareness reach Rx promotion to public restricted

Brand websites Always-available information Doctors must choose to visit

Table 4 — Ethical vs unethical promotion:

Ethical practice Unethical practice

Truthful, evidence-based claims Exaggerated or false claims

Promoting Rx only to doctors Advertising Rx medicines to the public

Transparent educational sponsorship Expensive gifts linked to prescriptions

Sharing side-effect information honestly Hiding risks to increase sales

Key takeaway: Tables compress comparisons into exam-ready snapshots — learn them row by row.

Worked Examples
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Worked Example 1 — Build a 4P plan for a new product
Situation: Your company launches "a new once-daily anti-diabetic tablet (500 mg), priced affordably."
Build the 4P plan step by step.

Step 1 — Product: Once-daily tablet, 500 mg and 1000 mg strengths, strip of 15, patient leaflet inside. Key
benefit: better patient compliance (one tablet instead of two).

Step 2 — Price: Check competitor prices. Price 5–10% below the market leader so doctors see value, while
keeping a healthy margin.

Step 3 — Place: Appoint distributors in every state; ensure stock in retail chemists within 15 days of
launch; list in major hospital pharmacies.

Step 4 — Promotion: MRs detail to physicians and diabetologists with a compliance chart; one launch
webinar with a senior diabetologist; advertisement in two diabetes journals; small patient leaflet for
chemists to give with the strip.

Result: A complete, balanced plan — each P supports the others.

Worked Example 2 — Read a sales trend table
Situation: Your manager shows this monthly strip-sales data for your anti-diabetic tablet:

Month Strips sold

January 1,000

February 1,200

March 1,150

April 1,500

Step 1 — Read the trend: Sales rose from January to February (+200), dipped slightly in March (−50), then
jumped in April (+350).

Step 2 — Interpret: Overall upward trend. The March dip is small — possibly a stock-out at some chemists
or fewer working days.

Step 3 — Decide action: Check March stock availability with distributors; continue the April promotion
activities that seem to be working; set May target at 1,650 strips.

Key lesson: Read numbers in steps — observe, interpret, then act. Never jump to conclusions from one
month alone.

Worked Example 3 — Handle a doctor's objection (sales process in action)
Situation: During detailing, a doctor says, "Your tablet is good, but I worry about side effects in elderly
patients."

Step 1 — Listen fully: Do not interrupt; note the exact concern (elderly safety).

Step 2 — Acknowledge: "That is a very important concern, Doctor."

Step 3 — Answer with evidence: Show the clinical trial page where elderly patients tolerated the tablet
well; mention the reported side-effect rate honestly.

Step 4 — Confirm: "Does this address your concern, Doctor? Would you like to try it in a few suitable
elderly patients and share your experience?"
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Step 5 — Follow up: Visit after two weeks to ask about those patients.

Key lesson: Objections are not rejections — they are requests for more information. Answer honestly with
data.

Worked Example 4 — Plan a launch webinar (digital marketing in action)
Situation: Plan a 45-minute launch webinar for the new anti-diabetic tablet for 200 physicians.

Step 1 — Objective: Introduce the tablet's once-daily benefit and answer safety questions.

Step 2 — Speaker: Invite a respected senior diabetologist (doctors trust peers more than company staff).

Step 3 — Agenda: 5 min welcome → 20 min speaker talk (disease burden + compliance problem) → 10 min
product science by medical advisor → 10 min Q&A.

Step 4 — Invitations: MRs personally invite their doctors; email reminders 3 days and 1 day before.

Step 5 — Follow-up: Share the recording; MRs visit attendees within a week to answer leftover questions
and seek trial prescriptions.

Key lesson: A webinar is not just a video call — it needs an objective, a credible speaker, personal
invitations, and disciplined follow-up to convert attention into prescriptions.

Analogies
1 Marketing mix (4Ps) = cooking a dish: Product is the ingredients, Price is the menu price, Place is the

restaurant location, Promotion is the aroma that pulls people in. Miss one, and the dish fails.

2 Pharma marketing = a relay race: The company runs the first leg (makes the medicine), the MR runs
the second (informs the doctor), the doctor runs the third (prescribes), and the chemist runs the
anchor leg (dispenses). The patient wins only if every runner does their part.

3 Strategic marketing = a map for a long journey: Daily selling is each step; strategy is the map
showing the destination 3 years away.

4 Competitive analysis = studying the opponent before a cricket match: You watch their batting and
bowling videos before deciding your own field placements.

5 E-pharmacy = a library with home delivery: You order the book (medicine) online, the librarian
(pharmacist) checks your membership card (prescription), and the book reaches your home.

6 Competitive analysis = a job interview preparation: You research the company, its strengths, and
what it lacks — then present yourself as the answer to its gaps.

7 Ethical promotion = driving with traffic rules: Rules slow you slightly, but they keep everyone on the
road safe — and you still reach your destination.

Key takeaway: Analogies are memory hooks — recall the story, and the concept follows.
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Pharmacy Relevance
• Every pharmacist — in retail, hospital, or industry — meets marketing daily: the chemist stocks what

MRs promote; the hospital pharmacist evaluates company claims.

• Understanding the 4Ps helps a retail pharmacist decide which OTC products to display and stock.

• Knowing ethical rules protects pharmacists from pressure to push particular brands unethically.

• E-pharmacies are changing retail pharmacy — tomorrow's pharmacist must understand online
verification and digital counselling.

• For students aiming at industry careers, this chapter is the foundation of the MR and product-manager
roles.

Key takeaway: Marketing is not "someone else's job" — it touches every pharmacy career path.

India Context
• India's pharma market is generic-heavy: most prescriptions can be filled with affordable Indian-made

generics, which shapes pricing and promotion strategies.

• Price sensitivity is high — a difference of a few rupees per strip can shift a patient's choice, so the
Price P is critical.

• Distribution must cover metro cities to villages; companies build deep distributor networks and MR
territories accordingly.

• Doctor–MR relationships are central: Indian doctors see many MRs daily, so scientific credibility and
respectful behaviour stand out.

• Government tender purchases for public hospitals are a major channel — companies have dedicated
institutional sales teams.

• E-pharmacies are growing fast in Indian metros, especially for chronic-disease refills (diabetes, blood
pressure), but prescription verification remains a regulatory focus.

• Prices of essential medicines are regulated in India, so companies plan pricing within those controls.

• Medical conferences and CMEs (Continuing Medical Education): Indian doctors attend frequent
city-level conferences; companies sponsor scientific sessions there — a major promotion channel
alongside MR visits.

• Language and relationship depth: MRs often communicate in the local language, and long-standing
MR–doctor relationships carry more weight than glossy brochures.

Key takeaway: Indian pharma marketing = affordable generics + deep distribution + doctor trust +
growing digital — all within price regulation.
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Key Points
1 Marketing = understanding customer needs and satisfying them profitably through Product, Price,

Place, Promotion.

2 Pharma marketing is unique: prescription-driven, doctor as customer, highly regulated, ethically
constrained.

3 The decider (doctor), user (patient), and payer are often different people in pharma.

4 The 4Ps must be planned together — each supports the others.

5 Strategic marketing = long-term goals + analysis + planned action + monitoring.

6 Competitive analysis = identify rivals → compare strengths/weaknesses → find gaps → position
accordingly.

7 The sales process runs: prospecting → planning → approach → detailing → objection handling →
closing → follow-up.

8 The MR is the company's scientific communicator, relationship-builder, and feedback channel.

9 Digital marketing (webinars, e-detailing, websites, social media) adds reach but cannot replace
personal selling; Rx promotion rules apply online too.

10 Ethics in pharma promotion: truthful claims, right audience, no prescription-linked gifts, patient safety
first.

11 E-pharmacies: order online + pharmacist verification of prescription + home delivery; convenient but
need strict licensing and counselling standards.

Common Confusions
1 Marketing vs selling: Selling is only one part (the transaction). Marketing is the whole system —

understanding needs, product, price, place, and promotion. Selling without marketing is like playing a
match without practice.

2 Customer vs consumer in pharma: The customer (doctor) decides; the consumer (patient) uses. In
most industries they are the same person — in pharma they usually differ.

3 Ethical (Rx) vs ethical (moral): "Ethical products" means prescription medicines — an industry term. A
product can be an "ethical product" and still be promoted unethically if the company lies. Do not mix
the two meanings.

4 Promotion vs advertisement: Advertisement is one tool of promotion (e.g., a journal ad). Promotion
is the whole communication mix — detailing, webinars, literature, ads.

5 E-pharmacy vs online shopping: Ordering medicines online is NOT like ordering shoes — a valid
prescription and pharmacist verification are legally required for Rx medicines.

Common Mistakes
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1 Writing "the patient is the customer" for prescription medicines — the doctor is the primary customer
(decider).

2 Listing the 4Ps without pharma examples — examiners expect Product/Price/Place/Promotion applied
to a medicine.

3 Saying digital marketing will "replace MRs" — the correct view is that it supplements personal selling.

4 Inventing market-size numbers or company sales figures in answers — never fabricate; describe
structure instead.

5 Forgetting the ethical angle — every promotion question in pharma expects a mention of truthful,
regulated communication.

6 Confusing the sales process steps — learn the order: prospecting → planning → approach → detailing
→ objections → closing → follow-up.

Mnemonics
• 4Ps: "Product Price Place Promotion" — "Pharma Pleases Patients Properly."

• Sales process (7 steps): "Please Plan A Presentation — Handle Objections, Close, Follow-up" →
PPAPHOCF. Simpler: "Prospect, Plan, Approach, Present, Handle, Close, Follow" — "People Prefer A
Polite, Honest, Clear Friend" (the MR).

• Strategic marketing steps: "Analyse, Objectives, Targets, Strategies, Implement, Monitor" → "A Old
Tiger Still Inspects Maps."

• Uniqueness of pharma marketing: "Prescription-driven, Doctor-customer, Ethical limits, Regulated
promotion" → "Pharma Differs — Ethics Rule."

Exam Summary
Marketing is the process of understanding customer needs and satisfying them profitably. Pharmaceutical
marketing is unique because it is prescription-driven: the doctor (customer) decides, the patient
(consumer) uses, and promotion is scientifically oriented and tightly regulated. The marketing mix — the
4Ps (Product, Price, Place, Promotion) — must be planned as one system, with pharma-specific
applications: safe/effective product design, affordable yet viable pricing, wide distribution without
stock-outs, and scientific promotion through MRs. Strategic marketing sets long-term objectives through
market analysis, targeting, strategy development, implementation, and monitoring; competitive analysis
(identify rivals, compare strengths/weaknesses, find gaps) feeds into it. Pharmaceutical selling follows a
seven-step process — prospecting, call planning, approach, detailing, objection handling, closing,
follow-up — executed mainly by the medical representative, who details scientifically, manages the
territory, builds relationships, ensures availability, and reports feedback, all within ethical boundaries.
Digital marketing (websites, social media, webinars, e-detailing) extends reach, especially to remote
doctors, but supplements rather than replaces personal selling, and Rx promotion rules apply online too.
Ethical promotion demands truthful evidence-based claims, correct audiences (Rx to doctors, not the
public), and no prescription-linked gifts or sponsorships. E-pharmacies take online orders, verify
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prescriptions through pharmacists, and deliver to homes — convenient and good for refills, but requiring
strict licensing, verification, and data privacy. In India, marketing operates in a generic-heavy,
price-sensitive market with deep distribution networks, strong doctor–MR relationships, tender-based
institutional sales, and regulated essential-medicine prices.

One-Minute Revision
• Marketing = need → right product, price, place, promotion → satisfaction + profit.

• Pharma is unique: doctor decides, patient uses, promotion regulated.

• 4Ps: Product (the medicine), Price (affordable), Place (chemist availability), Promotion (MR detailing).

• Strategy: analyse → objectives → targets → strategies → implement → monitor.

• Competition: identify → compare → find gaps → position.

• Sales: prospect → plan → approach → detail → objections → close → follow-up.

• MR = scientist + salesperson + relationship-builder, always ethical.

• Digital adds reach (webinars, e-detailing); does not replace MRs.

• Ethics: true claims, right audience, no prescription-linked gifts.

• E-pharmacy: upload Rx → pharmacist verifies → home delivery.

MCQs
1 In pharmaceutical marketing, the primary "customer" (decision-maker) for a prescription medicine is:

a) The patient b) The doctor c) The chemist d) The distributor

1 Which of the following makes pharma marketing unique compared to FMCG marketing?

a) Products are sold only online b) The decider, user, and payer are often different people c) Prices are
never regulated d) Promotion needs no scientific basis

1 In the marketing mix, "Place" refers to:

a) The factory location b) How and where the product is made available to customers c) The advertisement
position in a journal d) The doctor's clinic address

1 Which of these is a "Promotion" activity for a prescription medicine?

a) MR detailing to doctors b) Manufacturing the tablet c) Setting the MRP d) Appointing a distributor

1 The correct order of the first three steps of the pharma sales process is:

a) Closing → prospecting → follow-up b) Prospecting → call planning → approach c) Approach → closing →
detailing d) Detailing → prospecting → planning
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1 "Detailing" means:

a) Writing a prescription b) The MR's scientific presentation of a product to a doctor c) Packing medicines
in detail d) Checking chemist stock in detail

1 Which digital channel lets one speaker address hundreds of doctors at once online?

a) E-detailing b) Webinar c) Brand website d) Email

1 An ethical problem in pharma promotion is:

a) Sharing clinical trial data with doctors b) Offering an expensive foreign trip linked to prescription
numbers c) Organising a scientific seminar d) Giving a product booklet to a doctor

1 In an e-pharmacy, before dispensing a prescription medicine, the essential step is:

a) Offering a discount b) Pharmacist verification of the uploaded prescription c) Sending an SMS
advertisement d) Asking for social media reviews

1 Strategic marketing differs from day-to-day selling because it:

a) Focuses only on this month's targets b) Plans long-term objectives based on market and competitor
analysis c) Avoids all promotion d) Deals only with pricing

1 The first step in competitive analysis is:

a) Cutting prices immediately b) Identifying the competitors c) Launching a new advertisement d) Hiring
more MRs

1 Which statement about digital marketing in pharma is correct?

a) It completely replaces medical representatives b) It supplements personal selling and Rx promotion
rules apply online too c) It allows advertising prescription medicines to the general public d) It needs no
scientific accuracy

1 A "generic drug" is:

a) A medicine sold by its chemical/salt name without a special brand name b) A medicine with no active
ingredient c) A medicine sold only in government hospitals d) A new patented molecule

1 Which responsibility belongs to a medical representative?

a) Manufacturing tablets b) Detailing products scientifically to doctors and reporting feedback c)
Approving drug licences d) Writing prescriptions for patients

Answer Key
1 b) — The doctor decides which brand is prescribed, so the doctor is the primary customer.

2 b) — Doctor decides, patient uses, patient/insurer pays — this separation is unique to pharma.

3 b) — Place = distribution: making the product available where customers need it.

4 a) — Detailing is communication to doctors, hence Promotion; the others are Product/Price/Place.

5 b) — Prospecting (find doctors) → planning the call → approach is the correct opening sequence.
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6 b) — Detailing is the MR's face-to-face scientific product presentation to a doctor.

7 b) — A webinar is an online seminar for many participants at once.

8 b) — Linking personal rewards to prescription numbers is an unethical inducement.

9 b) — A pharmacist must verify the prescription's validity before dispensing Rx medicines.

10 b) — Strategic marketing is long-term, analysis-based planning, not daily target-chasing.

11 b) — You must first identify who the competitors are before analysing them.

12 b) — Digital adds reach but does not replace MRs; regulations apply online as well.

13 a) — Generic = sold by salt/chemical name, e.g., paracetamol, without a brand name.

14 b) — The MR's core job is scientific detailing and feeding market information back to the company.

Viva/Application Questions
1 Why is the doctor called the "customer" in pharma marketing even though the patient pays?

Model answer: Because the doctor decides which brand the patient will buy through the prescription.
Marketing targets the decision-maker, so the doctor is the primary customer while the patient is the
consumer (user).

1 Explain the 4Ps with one pharma example covering all four.

Model answer: For a new vitamin syrup — Product: tasty orange-flavoured syrup with measuring cap; Price:
affordable, near competitors; Place: stocked in all retail chemists and supermarkets; Promotion: MR
detailing to paediatricians plus chemist display posters.

1 A doctor says your tablet is "too costly." How would you handle this objection as an MR?

Model answer: Listen and acknowledge the concern; then present value — e.g., once-daily dosing means
fewer strips per month, so the monthly treatment cost is actually similar or lower; offer a cost-per-day
comparison chart; never argue, and follow up later.

1 Why can't a company advertise its prescription antibiotic on television?

Model answer: Prescription medicines must be chosen by a qualified doctor based on diagnosis. Public
advertising could cause self-medication, wrong use, and harm. So Rx promotion is directed at doctors, not
the public, under ethical and legal rules.

1 Your sales dropped in one month. Using a sales trend table, what three steps would you take?

Model answer: (1) Observe — compare with previous months to see if the dip is real or seasonal; (2)
Interpret — check stock availability, competitor activity, MR coverage; (3) Act — fix stock-outs, intensify
detailing, and set a recovery target.

1 Give two advantages and two limits of e-detailing.

Model answer: Advantages: saves travel time, reaches remote doctors. Limits: cannot build the same trust
as face-to-face visits; depends on internet access and the doctor's willingness to engage online.



BP804T · UNIT II CHAPTER 3

Pills & Python · Pharmacy • Data • AI • Healthcare · Instagram @pillsandpython · pillsandpython.com · YouTube @PillsAndPython 25

1 Is it ethical for a company to sponsor a doctor's conference trip? Explain.

Model answer: It can be ethical if the sponsorship is transparent, purely educational, modest, and not
linked to prescription numbers. It becomes unethical if it is a disguised reward for prescribing — the test
is whether the prescription decision stays independent.

1 How does an e-pharmacy ensure safe dispensing of prescription medicines?

Model answer: By requiring a valid prescription upload, having a qualified pharmacist verify it before
packing, dispensing only against that prescription, maintaining records, and providing refill reminders
and counselling support.

1 Why is "Place" (distribution) so critical for medicines?

Model answer: A prescription is useless if the chemist has no stock — the patient will buy a competitor's
brand instead, and the doctor may stop prescribing the brand. Continuous availability protects both sales
and trust.
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