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CHAPTER 4: Pharmaceutical Product
Management

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

1 Define product management and explain its importance in the pharmaceutical industry.

2 List and explain the responsibilities of a pharmaceutical product manager.

3 Describe the four stages of the product lifecycle and the strategies used at each stage.

4 Explain branding in pharma — brand vs generic, brand name selection, and brand building.

5 Define market segmentation, targeting, and positioning (STP) with pharma examples.

6 Explain market research methods — primary vs secondary research, surveys, sampling, and simple
data interpretation.

7 Apply STP and lifecycle concepts to worked marketing scenarios.

Definitions
• Product management: The function that plans, develops, launches, and manages a product

throughout its life — from idea to withdrawal — to meet customer needs and company goals.

• Product manager: The person responsible for a product's overall success — its planning, positioning,
promotion, and performance in the market.

• Product lifecycle: The stages a product passes through in the market: introduction, growth, maturity,
and decline — like the life stages of a human being.

• Brand: A name, symbol, or identity that distinguishes one company's product from competitors'
products (e.g., a company's special name for its paracetamol tablet).

• Generic (drug): A medicine sold by its chemical/salt name rather than a brand name (e.g.,
"paracetamol 500 mg").

• Brand name: The proprietary (company-owned) name given to a medicine, e.g., a company's branded
vitamin syrup.

• Line extension: Adding new versions of an existing product — new strengths, flavours, or dosage
forms under the same brand.

• Market segmentation: Dividing a broad market into smaller groups (segments) of customers with
similar needs.

• Targeting: Choosing which segment(s) to focus marketing efforts on.
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• Positioning: Creating a clear, distinct image of the product in the customer's mind compared to
competitors.

• Market research: The systematic collection and analysis of information about customers,
competitors, and the market to support decisions.

• Primary research: Original data collected first-hand for a specific purpose (e.g., a survey of doctors).

• Secondary research: Using data already collected by others (e.g., published reports, sales audit data).

• Sample: A small group selected from a larger population for study, whose responses represent the
whole.

• Positioning statement: A short sentence describing what the product is, for whom, and why it is
different.

Key takeaway: Product management is "parenting" a medicine through its whole market life — and
STP (segment, target, position) is how the product finds its place.

Key Terminology
• Portfolio: The full set of products a company sells (its "family" of brands).

• Lifecycle management: Planning strategies for each stage of the product's life to maximise its total
success.

• Brand equity: The extra value a strong brand name carries — doctors trust it, patients ask for it.

• Brand building: Activities that make a brand well-known, trusted, and preferred over time.

• Promotional strategy: The plan for communicating about a brand — which messages, which
channels, how often.

• Segmentation bases: The criteria used to divide a market — e.g., geography, doctor speciality,
disease type, patient age.

• Target market: The chosen segment(s) the company decides to serve.

• Questionnaire: A written set of questions used to collect information in a survey.

• Sales trend: How sales change over time — rising, falling, or flat.

• Competitor analysis: Studying rivals' products and strategies (also used in Chapter 3's strategic
marketing).

• Market share: The portion of total market sales that belongs to one company's product (described
qualitatively here, not with fabricated numbers).

• Maturity stage: The lifecycle stage where sales growth slows and competition is intense.

• Decline stage: The lifecycle stage where sales fall — e.g., when better new medicines arrive.
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Key takeaway: Learn these terms precisely — examiners reward correct usage of "segmentation vs
targeting vs positioning."

Detailed Explanation

4.1 Introduction to Product Management
Technical concept: Product management is the organisational function responsible for guiding a product
from conception through launch, growth, maturity, and eventual withdrawal, ensuring it meets customer
needs and business objectives.

Simple explanation: Think of a product manager as the "guardian" of a medicine brand. The research
team invents the medicine, the factory makes it, the MRs sell it — but the product manager is the one
person who thinks about that product day and night: Is it the right product? Are doctors happy with it?
What should we do next year? Like a class teacher who is responsible for one class while many subject
teachers teach it.

Example: A company has 50 products. One product manager is assigned the anti-diabetic tablet brand.
She plans its launch campaign, decides its key message ("once-daily freedom"), supports the MRs with
visual aids, tracks its sales every month, and after 3 years decides to launch a new higher strength (line
extension).

TEXT DIAGRAM: The product manager at the centre
                Doctors (needs)
                     ↑
   Research → PRODUCT MANAGER → Factory (supply)
                     ↓
              MRs (promotion) → Chemists → Patients
   (The PM connects every function around one product.)

Where the PM sits in the company (organisation chart):

Marketing Head
      ├── Product Manager — Anti-diabetic brand
      │         ├── coordinates with → MR team (field execution)
      │         ├── coordinates with → Production (supply planning)
      │         ├── coordinates with → Medical affairs (scientific approval)
      │         └── coordinates with → Finance (budgets)
      ├── Product Manager — Vitamin brand
      └── Product Manager — Cardiac brand

The PM does not "boss" these departments — they are colleagues. The PM's authority comes from
ownership of the brand plan and results, exercised through coordination, persuasion, and data.

Key takeaway: The product manager owns the product's market success — connecting research,
production, sales, and customers.

4.2 Role and Importance of Product Management in Pharma
Technical concept: Because pharma products have long development times, strict regulations, and
prescription-driven demand, dedicated product management is essential to coordinate cross-functional
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efforts and lifecycle decisions.

Simple explanation: A medicine is not like a soap that sells itself on TV. It needs scientific explanation,
doctor trust, careful pricing, and constant monitoring. Without a product manager, nobody would connect
all these pieces — the product would drift.

Why product management matters in pharma:

1 Complex product: Medicines need scientific understanding — the PM translates science into
messages MRs and doctors understand.

2 Long lifecycle: A brand may sell for 10–20 years; someone must plan each stage.

3 Heavy competition: Many similar generics exist; the PM finds ways to keep the brand distinct.

4 Regulated communication: Every claim must be accurate — the PM ensures promotion stays truthful
and compliant.

5 Cross-functional coordination: Research, production, quality, sales, and finance must work together
— the PM is the coordinator.

Example: When a competitor launches a cheaper copy of the company's anti-diabetic tablet, the product
manager — not the MR alone — decides the response: emphasise the brand's quality record, launch a
patient-support programme, and prepare a new fixed-dose combination.

What happens without product management? The factory makes what it likes, MRs promote whatever
is easiest to talk about, old brands fade without a plan, and new launches flop for lack of coordination. In
short: good medicines, poor results. The PM is the single point of accountability that prevents this drift —
which is why interviewers ask B.Pharm graduates, "Do you understand what a product manager actually
does?"

Key takeaway: Product management turns a good medicine into a successful, long-lived brand.

4.3 Responsibilities of a Product Manager
Technical concept: The product manager's responsibilities span planning, positioning, promotion
planning, sales-force support, and lifecycle decisions.

Simple explanation: The PM's job can be remembered as five hats worn by one person — planner,
positioner, promoter, supporter, and decision-maker.

The five responsibilities:

1 Planning: Setting yearly goals for the brand — sales targets, which doctors to cover, which campaigns
to run, and the budget.

2 Positioning: Deciding the brand's distinct identity in the doctor's mind — e.g., "the once-daily
anti-diabetic for busy patients."

3 Promotion planning: Designing the communication plan — key messages, visual aids for MRs,
webinar topics, journal advertisements, launch events.

4 Sales-force support: Training MRs on the product's science, giving them selling tools (charts,
booklets, samples policy), answering their field questions, and joining important doctor visits.
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5 Lifecycle decisions: Watching sales trends and competition, then deciding next moves — e.g., launch
a new strength (line extension), reduce price, refresh packaging, or finally withdraw an outdated
product.

Example — a PM's month: Week 1: reviews sales data and finds the vitamin syrup is slowing in one
region (monitoring). Week 2: trains MRs on a new "growth and immunity" message (sales-force support).
Week 3: approves a webinar for paediatricians (promotion planning). Week 4: proposes a new mango
flavour line extension to management (lifecycle decision) based on the brand's positioning as "the tasty
vitamin syrup children love."

TEXT FLOWCHART: The PM's responsibility cycle
Plan (goals, budget) → Position (brand identity) → Promote (campaigns)
   → Support MRs (training, tools) → Review results → Lifecycle decision
   → ↩ back to Plan (next cycle)

Key takeaway: A product manager plans, positions, promotes, supports the sales team, and steers
the brand through its life.

4.4 Product Lifecycle Management
Technical concept: The product lifecycle (PLC) describes the sales journey of a product through four
stages — introduction, growth, maturity, decline — each needing different marketing strategies.

Simple explanation: Like a human life — childhood, youth, middle age, old age — every product is born
(launched), grows, settles, and eventually fades. Smart companies treat the product differently at each
age.

Stage 1: Introduction
What happens: The product is newly launched. Sales are low, costs are high (launch campaigns), few
doctors know about it.

Strategy: Create awareness — heavy MR detailing, launch webinars, free medical literature, introductory
trade schemes for chemists. Price may be set to attract trial.

Example: A new anti-diabetic tablet is launched. The company runs a big launch webinar, MRs visit 500
doctors in the first month, and chemists get an introductory stocking offer.

Stage 2: Growth
What happens: Doctors start prescribing; sales rise fast. Competitors notice and may launch copies.

Strategy: Strengthen the brand — expand distribution, add more MR coverage, advertise success stories
(with evidence), and consider line extensions. Defend against new competitors by emphasising quality and
trust.

Example: The tablet's sales double. The company launches a 1000 mg strength (line extension) and starts
detailing to more physician groups.

Stage 3: Maturity
What happens: Sales growth slows; the market is full of competitors, including cheap generics. Price
pressure increases.
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Strategy: Defend market share — remind doctors of the brand's quality record, offer patient-support
programmes, improve packaging, use reminder promotion, and find new uses or new patient groups if
scientifically valid.

Example: Five cheaper copies of the tablet exist. The company runs a "10 years of trusted quality"
campaign and introduces a patient helpline for diabetes diet advice.

Stage 4: Decline
What happens: Sales fall — a newer, better medicine has arrived, or the need has reduced.

Strategy: Either harvest (reduce promotion spending and serve remaining loyal customers profitably), or
withdraw the product gracefully. Sometimes a product is repositioned for a niche use.

Example: A newer class of anti-diabetic medicine arrives. The company reduces promotion on the old
tablet, keeps supplying loyal prescribers, and shifts MR focus to its newer brand.

TEXT DIAGRAM: Product lifecycle curve (sales over time)

Sales ↑
      |                    ****
      |               ****    ****
      |           ****              ****
      |       ****                      ****
      |   ****                                  ****
      |***                                          ***
      └──────────────────────────────────────────────────→ Time
       Introduction | Growth | Maturity | Decline

Line extensions — stretching the lifecycle: Adding new strengths, flavours, or dosage forms under the
same brand name refreshes interest and can push the maturity stage longer.

Example: A vitamin syrup brand adds a mango flavour and a sugar-free version — same trusted brand,
new reasons for doctors to prescribe and children to accept.

Key takeaway: Match your strategy to the stage — build awareness at birth, defend quality at
maturity, and exit gracefully at decline.

4.5 Branding in Pharma
Technical concept: A brand is the identity that distinguishes a company's product; branding is the
process of building that identity's recognition, trust, and preference.

Simple explanation: "Paracetamol" is the salt name — any company can make it. But when a company
gives its paracetamol a special name, a nice strip design, and a reputation for quality, doctors start asking
for it by that name. That special name and reputation is the brand.

Brand vs Generic
• Generic drug: Sold by the chemical/salt name (e.g., paracetamol 500 mg). Competes mainly on price.

• Branded drug: Sold under a company-given brand name with its own identity, packaging, and
promotion. Competes on trust, quality image, and recall.

Example: A chemist has ten "paracetamol 500 mg" strips (generics) at different prices, plus two with
memorable brand names heavily promoted to doctors (brands). Doctors usually write the brand name on
prescriptions.
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Brand Name Selection
What makes a good brand name:

1 Easy to pronounce and remember — doctors write it dozens of times daily.

2 Suggests the benefit — e.g., a name hinting at "sugar control" for an anti-diabetic.

3 Distinct from competitors — not confusingly similar to another brand (avoids dispensing errors).

4 Legally available — not already trademarked by another company.

5 Acceptable to regulators — not making a false claim (e.g., cannot be called "CureAll" if it doesn't cure
all).

Example: For a new vitamin syrup for children, a good brand name is short, cheerful, easy for a busy
paediatrician to write, and different from existing syrup brands.

Brand Building Strategies
1 Consistent quality: Every strip, every batch — trust is built batch by batch.

2 Scientific communication: Regular, honest detailing and webinars keep the brand in the doctor's
mind.

3 Memorable identity: Distinct packaging, logo, and a clear positioning line.

4 Doctor relationships: Long-term MR relationships transfer trust to the brand.

5 Patient experience: Good taste (syrups), easy-to-swallow tablets, clear leaflets — patients who feel
good remember the brand.

6 Time: Brands are built over years, not months — consistency matters more than one big campaign.

Promotional Strategies for a Brand
• Launch blitz: Heavy detailing and webinars at launch (introduction stage).

• Reminder promotion: Short, regular MR visits to keep the brand recalled (maturity stage).

• Differentiation messages: "Once-daily," "tasty for children," "trusted for 10 years" — one clear reason
to choose this brand.

• Trade promotion: Chemist display contests, attractive shelf placement (especially for OTC brands).

• Digital support: Brand website, doctor webinars, e-detailing refreshers.

Example: A branded vitamin syrup's promotion: MRs tell paediatricians "the syrup children ask for by
taste," chemists get colourful display units, and a website gives mothers nutrition tips — all reinforcing
one brand story.

Brand recall tactics (how a brand stays in the doctor's mind):

1 Repetition with consistency: The same key message ("once-daily freedom") in every visual aid,
webinar, and MR visit — doctors remember what they hear often and identically.

2 Distinctive packaging: A unique strip colour or bottle shape the doctor recognises instantly on the
chemist's shelf.
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3 Mnemonic brand names: Names that are short and linked to the benefit are recalled faster during
busy clinics.

4 Association with trust signals: "Recommended in hospital formularies," long market presence, and
consistent quality all anchor recall in trust.

5 Reminder detailing: Short, regular MR visits in the maturity stage purely to keep the brand "top of
mind."

Key takeaway: A brand is a promise of consistent quality wrapped in a memorable name — built
slowly through science, service, and consistency.

4.6 Market Segmentation, Targeting, Positioning (STP)
Technical concept: STP is the core strategic framework: divide the market (Segmentation), choose where
to play (Targeting), and decide how to be seen (Positioning).

Simple explanation: Imagine you are selling umbrellas. You would not sell the same way to everyone —
you divide buyers (city office-goers, village farmers, schoolchildren), choose which groups to focus on, and
decide your message for each ("stylish and compact" vs "strong and long-lasting"). That is STP.

S — Segmentation (dividing the market)
Bases of segmentation in pharma:

Base Meaning Pharma example

Geography Divide by area Metro cities vs small towns vs rural

Doctor speciality Divide by doctor type Diabetologists, general physicians,
paediatricians

Disease/therapy area Divide by illness Diabetes, cardiac, paediatric nutrition

Patient age group Divide by patient age Children (syrups), adults (tablets), elderly
(easy-to-swallow)

Institution type Divide by buyer type Government hospitals (tenders), private
clinics, retail

T — Targeting (choosing the segments)
How to choose a target: Pick segments that are (1) large enough to be worthwhile, (2) reachable by your
MRs/distribution, (3) not already dominated by a strong competitor, and (4) matching your product's
strengths.

Example: For the once-daily anti-diabetic tablet, the company targets general physicians and
diabetologists in urban and semi-urban areas — large, reachable, and matching the product's
convenience benefit.

P — Positioning (owning a place in the mind)
Definition: Positioning is creating a clear, distinct, desirable image of the product in the target customer's
mind, relative to competitors.

Positioning statement formula: "For [target customer], our [product] is the [category] that [key benefit],
unlike [competitor] which [competitor's limitation]."
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Example positioning statement: "For busy diabetic patients treated by general physicians, our tablet is
the once-daily anti-diabetic that improves dose compliance, unlike twice-daily alternatives that patients
often forget."

TEXT DIAGRAM: STP funnel
 Entire Market (all doctors, all patients)
        ↓  SEGMENT (divide into groups)
   Segments: diabetologists | physicians | paediatricians...
        ↓  TARGET (choose the best groups)
   Target: physicians + diabetologists in urban areas
        ↓  POSITION (craft the message)
   Position: "Once-daily freedom for busy diabetics"

Niche targeting — when small is beautiful: Sometimes the smartest target is a small, neglected
segment (a "niche") where competition is weak. Example: Instead of fighting for all diabetologists, a
company targets only doctors treating elderly diabetic patients with swallowing difficulty — with an
easy-to-swallow small tablet. The segment is small, but the company can dominate it and earn loyal
prescribers.

Key takeaway: STP = divide smartly, choose wisely, and stand for one clear idea.

4.7 Market Research and Analysis Techniques
Technical concept: Market research is the systematic gathering and analysis of market information to
reduce uncertainty in marketing decisions.

Simple explanation: Before deciding, find out. Market research is simply asking and observing in an
organised way — instead of guessing what doctors want, you go and find out.

Primary vs Secondary Research

Feature Primary research Secondary research

Meaning Data you collect yourself, first-hand Data collected by others, reused

Purpose Answers your specific question Gives background and context

Examples Doctor survey, MR feedback forms,
prescription audit you commission

Published reports, government health
statistics, sales data from auditors

Cost/time Higher Lower

Control You design it You accept what exists

Example: To launch a vitamin syrup, the company first reads published nutrition statistics (secondary),
then surveys 100 paediatricians about what they want in a syrup (primary).

Survey/Questionnaire Basics
A questionnaire is a written set of questions given to respondents. Good questionnaire rules:

1 Short and clear: Few questions, simple language.

2 One idea per question: Never ask two things at once.

3 Mix question types: Yes/no, multiple choice, and rating scales (e.g., "Rate taste 1–5").

4 Logical order: Easy questions first, personal ones last.
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5 Test first: Try it on 5 people and fix confusing questions before the full survey.

Example questions for a paediatrician survey: "How many vitamin syrups do you prescribe weekly?
(multiple choice)" / "What matters most — taste, price, or brand trust? (rank 1–3)" / "What flavour do
children prefer? (open answer)."

Sampling Idea
Definition: A sample is a small group chosen to represent a larger population. You cannot survey every
doctor in India, so you survey a well-chosen few.

Simple rules: The sample should resemble the population (include city and small-town doctors, junior and
senior). Bigger samples are more reliable but cost more. A biased sample (only friendly doctors) gives
misleading results.

Example: To study 10,000 physicians, survey 200 chosen from different cities, clinic sizes, and experience
levels — not just the 200 nearest to the office.

Simple Data Interpretation — Reading a Sales Trend Table
Situation: Monthly strips sold of a vitamin syrup:

Month Strips sold

January 2,000

February 2,400

March 2,300

April 2,900

Step 1 — Observe: Rose Jan→Feb (+400), dipped slightly Mar (−100), jumped Apr (+600).

Step 2 — Interpret: Overall growth trend; March dip is minor — check for a stock-out or fewer working
days before worrying.

Step 3 — Conclude and act: Brand is growing; continue current promotion; set May target around 3,200;
investigate March with distributors.

Key lesson: Describe first (what the numbers do), explain second (why it might be), decide third (what to
do). One month never tells the full story.

Competitor Analysis (in product management)
Same five steps as Chapter 3 — identify competitors, collect product/price/promotion data, compare
strengths and weaknesses, find gaps, and decide the product's response (e.g., line extension,
repositioning).

Example: A rival launches a cheaper vitamin syrup. Analysis shows it tastes bitter (weakness). Our
response: emphasise "the tasty one children finish" in MR detailing — turning their weakness into our
positioning.

Key takeaway: Research replaces guessing with knowing — ask properly, sample fairly, read
numbers carefully, and watch competitors constantly.

4.8 Types of Positioning Strategies
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Technical concept: Positioning can be built on different bases depending on what makes the product
special.

Simple explanation: There are several "angles" from which you can make your product stand out. Choose
the angle your product can honestly win.

Common positioning angles in pharma:

1 Benefit positioning: Stand for one key benefit. Example: "The once-daily anti-diabetic — freedom from
twice-daily dosing."

2 Competitor-comparison positioning: Stand against a rival's weakness (using true data). Example:
"The tasty vitamin syrup — unlike bitter Brand X."

3 Usage-situation positioning: Stand for a specific patient group or situation. Example: "The syrup
made for fussy children aged 2–12."

4 Quality/trust positioning: Stand on long-term reliability. Example: "Trusted by doctors for 10 years —
same quality, every batch."

5 Value positioning: Stand on fair price with good quality. Example: "Quality you trust, at a price patients
afford."

How to choose: Pick the angle that is (a) true, (b) important to the target doctor/patient, and (c) different
from competitors. Never claim two opposite angles at once ("cheapest AND most premium") — it confuses
everyone.

Example: For the new anti-diabetic tablet, the company tests two angles with doctors — "once-daily
convenience" vs "lowest price." Doctors respond more warmly to convenience (elderly patients forget
doses), so benefit positioning wins.

Key takeaway: One product, one angle — pick the truest, most wanted, most distinctive one and
repeat it everywhere.

4.10 Product Management vs Brand Management — Clearing the Confusion
Technical concept: In pharma, "product management" and "brand management" are closely related and
often used interchangeably, but there is a subtle difference in emphasis.

Simple explanation: Product management looks at the whole product — including its science, supply,
pricing, and lifecycle. Brand management focuses on the identity and image — the name, perception, and
loyalty. In most Indian pharma companies, one product manager does both jobs for their assigned
brands.

Aspect Product management emphasis Brand management emphasis

Focus The whole product offering The brand's name, image, loyalty

Questions asked Is supply okay? What next — new
strength?

Do doctors recall us? Is our image strong?

Typical decisions Line extensions, pricing, withdrawal Campaigns, packaging refresh,
positioning

Example: Deciding to launch a 1000 mg strength is product management; deciding the campaign line
"Double strength, same trust" is brand management — and the same PM usually does both.
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Key takeaway: Product management is the bigger umbrella; brand management is the
identity-building work under it — in practice, one PM handles both.

4.11 Common Lifecycle Pitfalls (What Goes Wrong)
Technical concept: Knowing typical mistakes helps the PM avoid them.

Simple explanation: Even good products fail when managed badly. Here are the classic traps:

1 Launching without enough stock: Heavy promotion creates prescriptions, but chemists have no
stock — doctors lose trust and switch to a competitor. Rule: stock first, promote second.

2 Ignoring the maturity warning: Sales flatten, but the PM keeps spending like it is still growth —
money wasted. Rule: read the trend table early and shift to defence.

3 Too many line extensions: Five flavours of syrup confuse doctors and split MR attention. Rule: extend
only where there is a real patient need.

4 Copying competitors blindly: A rival cuts price, so we cut price — without checking if our brand's
strength is quality, not price. Rule: respond from your positioning, not from panic.

5 Weak follow-up after launch: A grand launch webinar with no MR follow-up visits means attention
fades in weeks. Rule: every campaign needs a follow-up plan.

Key takeaway: Most product failures are management failures — stock, timing, focus, and follow-up
decide as much as the medicine itself.

4.9 The Product Manager's Toolkit
Technical concept: The PM equips the sales force with approved communication materials and systems.

Simple explanation: MRs cannot carry the whole science in their heads — the PM gives them tools, like a
teacher gives students textbooks and charts.

Standard tools:

1 Visual aids (detailing charts): Laminated flip-charts showing how the medicine works, benefits, and
dosage — the MR's main presentation tool.

2 Leave-behind literature: Small booklets left with the doctor summarising key scientific points.

3 Samples policy: Where legally allowed, small trial packs given under strict company policy (never as
inducement).

4 Webinar and event kits: Slide decks, invitations, and Q&A sheets for doctor meetings.

5 CRM and reporting systems: Software where MRs log doctor visits, so the PM sees coverage and
feedback data.

6 FAQ sheets: Ready, approved answers to common doctor questions (e.g., "use in pregnancy?"), so
every MR answers consistently and truthfully.

Example: Before launch, the PM prepares a visual aid with three panels — (1) the compliance problem, (2)
how once-daily dosing solves it, (3) safety summary — plus an FAQ sheet answering ten expected doctor
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questions. Every MR in the country tells the same accurate story.

Key takeaway: Good tools make good MRs — consistent, accurate, and confident in front of doctors.

Classifications

Classification 1: Product lifecycle stages and strategies

Stage Sales pattern Main strategy Example action

Introduction Low, slow Build awareness Launch webinar, heavy
detailing

Growth Rising fast Expand and defend New strength, wider coverage

Maturity Flat, high competition Defend share Quality campaign, patient
support

Decline Falling Harvest or withdraw Reduce promotion, serve loyal
base

Classification 2: Brand vs generic

Feature Branded drug Generic drug

Name Company-given brand name Salt/chemical name

Competes on Trust, recall, quality image Price

Promotion Heavy (MRs, webinars) Minimal

Example A company's branded vitamin syrup Paracetamol 500 mg

Classification 3: Types of market research

Type Source Example

Primary Collected first-hand Survey of 100 paediatricians

Secondary Already available Published nutrition statistics, sales audit
data

Classification 4: Segmentation bases in pharma

Base Segments example

Geography Metro / small town / rural

Doctor speciality Diabetologist / physician / paediatrician

Disease area Diabetes / cardiac / nutrition

Patient age Children / adults / elderly

Institution Government hospital / private clinic / retail

Classification 5: Types of product-manager decisions
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Decision type What is decided Example

Strategic Long-term direction of the brand Enter the cardiac segment next year

Tactical Yearly plans and campaigns This year's webinar calendar and budget

Operational Day-to-day execution support Approving an MR's visual aid, answering a
field query

Key takeaway: Classifications turn long descriptions into quick, comparable tables — ideal for
revision.

Processes/Flows (with text flowcharts/diagrams)
Flow 1 — The PM's yearly brand-planning cycle:

Review last year's results → Analyse market & competitors
   → Set objectives & budget → Design STP & 4P plan
   → Train & equip MRs → Launch campaigns
   → Track monthly → Adjust → ↩ next year

Flow 2 — New product launch sequence:

Product ready → PM builds launch plan → MR training
   → Launch webinar/event → Intensive detailing (introduction)
   → Chemist stocking → Monitor prescriptions → Growth actions

Flow 3 — STP decision process:

List all possible segments → Score each (size, reach, competition, fit)
   → Select target segment(s) → Write positioning statement
   → Build 4P plan around the position → Communicate consistently

Flow 4 — Conducting a small market research study:

Define the question → Choose primary vs secondary → Design questionnaire
   → Select sample → Collect responses → Analyse (tables, trends)
   → Draw conclusions → Recommend action

Flow 5 — Lifecycle decision at maturity:

Sales flatten + generics enter
   → Can we differentiate? (Yes → defend: quality campaign, line extension)
   → (No → harvest: cut promotion, serve loyalists / withdraw gracefully)

Key takeaway: Product management runs on cycles — plan, act, measure, adjust — at every stage
of the brand's life.
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Infographic Concepts (describe a one-page visual summary)
Infographic 1 — "The Product Lifecycle Curve": A one-page visual of the classic S-curve with four
labelled zones (Introduction, Growth, Maturity, Decline), each showing one icon (launch rocket, rising
arrow, shield, sunset) and one strategy line. Tagline: "Right strategy at the right age."

Infographic 2 — "The PM's Five Hats": A central figure wearing five labelled hats — Planner, Positioner,
Promoter, MR-Supporter, Lifecycle Decider — each hat showing 2–3 bullet tasks. Caption: "One owner, five
jobs."

Infographic 3 — "STP Funnel": A funnel graphic: wide top "Entire market," middle "Chosen target
segments," narrow bottom "One clear positioning statement," with a pharma example flowing through.
Caption: "Divide, choose, stand out."

Infographic 4 — "Brand vs Generic": A split page — left side a plain white strip labelled with only the salt
name (generic), right side a colourful strip with brand name, logo, and trust badges (brand). Below: "Same
salt, different story — the story is the brand."

Key takeaway: Each infographic captures one big idea visually — perfect for classroom posters and
last-day revision.

Tables (comparison/summary tables)
Table 1 — PM responsibilities at a glance:

Responsibility What the PM does Example

Planning Sets goals, budgets, yearly plans "Grow brand 20% this year"

Positioning Defines the brand's distinct identity "Once-daily freedom"

Promotion planning Designs campaigns and messages Launch webinar, visual aids

Sales-force support Trains and equips MRs Product training, detailing charts

Lifecycle decisions Plans stage-wise moves New strength, harvest, or withdraw

Table 2 — Lifecycle stages vs strategies:

Stage Objective Key strategies

Introduction Create awareness Heavy detailing, launch events, trade
stocking

Growth Build share fast Expand reach, line extensions, defend
early

Maturity Defend share Quality campaigns, patient programmes,
reminder promotion

Decline Exit profitably Harvest or withdraw, shift focus to newer
brands

Table 3 — Primary vs secondary research:



BP804T · UNIT III CHAPTER 4

Pills & Python · Pharmacy • Data • AI • Healthcare · Instagram @pillsandpython · pillsandpython.com · YouTube @PillsAndPython 17

Feature Primary Secondary

Collected by You, first-hand Others, reused

Answers Your specific question Background context

Cost Higher Lower

Example Paediatrician survey Published health statistics

Table 4 — Good vs weak positioning:

Good positioning Weak positioning

One clear idea ("once-daily freedom") Many vague claims ("good, effective, trusted")

Different from competitors Same as everyone else

True and provable Exaggerated

Remembered by doctors Forgotten after the visit

Key takeaway: Tables let you compare and contrast in seconds — use them to self-test before
exams.

Worked Examples

Worked Example 1 — Draft an STP for a new vitamin syrup
Situation: Your company launches a tasty orange-flavoured vitamin syrup for children.

Step 1 — Segment: Divide the market by doctor speciality (paediatricians, general physicians), geography
(urban, small town), and patient age (2–12 years).

Step 2 — Target: Choose paediatricians and general physicians in urban and small-town areas treating
children aged 2–12 — large, reachable, and matching the product.

Step 3 — Position: Positioning statement: "For paediatricians treating fussy young children, our syrup is
the vitamin supplement that children take happily because of its taste, unlike bitter alternatives that
mothers struggle to administer."

Step 4 — Build 4Ps around it: Product: tasty orange syrup + measuring cap; Price: mid-range; Place:
chemists near clinics and schools; Promotion: MR detailing on taste + mother-education leaflets.

Worked Example 2 — Lifecycle strategy for a maturing anti-diabetic tablet
Situation: Your once-daily anti-diabetic tablet is 6 years old; three cheaper generics have entered; growth
has flattened.

Step 1 — Diagnose the stage: Flat sales + generic competition = maturity.

Step 2 — Choose strategy: Defend, not discount blindly.

Step 3 — Actions: (a) "Trusted for 6 years" quality campaign to doctors; (b) launch a patient diet-helpline
(adds value generics don't offer); (c) line extension — a fixed-dose combination with another anti-diabetic
for patients needing two medicines; (d) reminder promotion by MRs.
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Step 4 — Monitor: Track prescriptions monthly; if decline begins despite defence, plan harvest.

Worked Example 3 — Read a competitor comparison table and decide
Situation: Your team prepares this comparison for vitamin syrups:

Feature Our brand Competitor A Competitor B

Taste Orange, tasty Bitter Sweet

Price Medium Low High

Measuring cap Yes No Yes

Step 1 — Find their weaknesses: A is bitter and has no cap; B is costly.

Step 2 — Find our edge: Tasty + cap + medium price = best combination.

Step 3 — Decide positioning: "The tasty syrup with a measuring cap at a fair price — the complete
package."

Step 4 — MR message: One chart showing all three columns; let the doctor see the gap themselves.

Worked Example 4 — Design a 5-question survey for MR feedback
Situation: As PM, you want structured field feedback on the new vitamin syrup from your 60 MRs.

Step 1 — Define the question: "What are doctors saying about our syrup's taste, price, and packaging?"

Step 2 — Choose research type: Primary — a short questionnaire filled by MRs after doctor visits.

Step 3 — Write 5 questions (mixed types):

1 "How many doctors praised the taste this week? (number)"

2 "Most common doctor objection? (multiple choice: price / taste / packaging / availability)"

3 "Rate packaging attractiveness 1–5. (rating scale)"

4 "Which competitor brand did doctors mention most? (open answer)"

5 "One suggestion from doctors, in your words. (open answer)"

Step 4 — Sampling: All 60 MRs respond (it is a census of the team, not a sample) — covering all regions.

Step 5 — Analyse and act: Tally the objections; if "price" dominates in one region, the PM investigates
distributor pricing there instead of changing the national price.

Key lesson: Even internal feedback follows research discipline — clear question, good questionnaire, full
coverage, then action.

Worked Example 5 — Plan a 3-year lifecycle timeline for a new tablet
Situation: As PM, sketch the lifecycle plan for the new once-daily anti-diabetic tablet.

Year 1 — Introduction: Objective: awareness. Actions: launch webinar, intensive detailing to 1,000
physicians, chemist stocking drive, introductory trade scheme. Success measure: 30% of targeted doctors
have tried the brand.

Year 2 — Growth: Objective: rapid share building. Actions: expand MR coverage to semi-urban towns,
launch the 1000 mg line extension, publish doctor experience feedback (with consent) in webinars. Watch
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for competitor copies.

Year 3 — Early maturity: Objective: defend. Actions: "trusted quality" campaign, patient diet-helpline,
reminder detailing; evaluate a fixed-dose combination extension. Success measure: prescription share
holds despite generics.

Key lesson: Lifecycle planning is proactive — you decide Year 3's defence moves in Year 1, instead of
panicking when generics arrive.

Analogies
1 Product manager = class teacher: Many subject teachers (research, factory, MRs) teach the class, but

the class teacher owns the class's overall result — just as the PM owns the brand's overall success.

2 Product lifecycle = human life: Introduction is childhood (needs care), growth is youth (fast
progress), maturity is middle age (defend achievements), decline is old age (graceful exit).

3 STP = arranging a wedding guest list: Segmentation is grouping guests (family, friends, colleagues);
targeting is choosing whom to invite; positioning is deciding where each group sits so everyone is
comfortable.

4 Brand vs generic = a famous singer vs a cover singer: Both sing the same song (same salt), but the
famous singer's name fills the hall — the name carries the trust.

5 Market research = tasting the soup before serving: You don't serve guests on guesswork; you taste
(research) first, then adjust the salt (strategy).

6 Positioning = a nameplate on an office door: Many similar doors in a corridor (competitors), but one
clear nameplate tells visitors exactly who sits inside and what they do.

7 The PM's toolkit = a cricket kit bag: The MR is the batsman facing the bowler (the doctor's doubts) —
the PM packs the bag with the right bats: visual aids, FAQs, and data for every kind of delivery.

Key takeaway: Analogies convert abstract frameworks into everyday pictures — recall the picture,
recall the framework, and the exam answer writes itself.

Pharmacy Relevance
• The product manager role is one of the most aspired-to careers for B.Pharm/M.Pharm graduates in

industry — this chapter is its job description.

• Retail and hospital pharmacists use lifecycle thinking: knowing whether a brand is new, established, or
fading helps in stocking and substitution decisions.

• Brand-vs-generic understanding is daily work at the chemist counter when patients ask "is this the
same medicine?"

• STP thinking helps pharmacists too — e.g., positioning their own pharmacy's services (home delivery,
counselling) for a chosen neighbourhood segment.
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• Market research skills (surveys, reading trend tables) are used in pharmacoepidemiology, sales
analysis, and community health projects.

Key takeaway: Product management is not distant corporate theory — it is the career path many
pharmacy graduates walk, and its tools help in every pharmacy setting.

India Context
• Indian markets are brand-crowded: dozens of brands may share the same salt, so positioning and

brand building matter enormously.

• Price sensitivity makes lifecycle defence tricky — companies defend with quality stories and services
rather than price wars alone.

• Line extensions (new flavours, strengths, combinations) are a favourite Indian strategy to refresh
maturing brands.

• Segmentation in India must respect huge diversity — metro vs small-town vs rural doctors behave
differently; language and local MR relationships matter.

• Government tender business is a separate "segment" with its own targeting (institutional teams) and
positioning (reliable supply, quality compliance).

• Market research in India often relies on MR field feedback and prescription audits as practical
primary sources alongside published data.

• Festival and seasonal demand: Cough-cold brands peak in monsoon/winter; PMs plan inventory and
promotion around these predictable seasonal curves.

• The chemist as influencer: In smaller towns, the retail chemist's recommendation strongly shapes
OTC brand choice — so trade relationships and shelf visibility are part of brand building, not an
afterthought.

Key takeaway: In India, strong positioning plus relentless brand building is how a brand survives
among dozens of same-salt competitors.

Key Points
1 Product management = guiding a medicine from launch to withdrawal for market success.

2 The PM's five responsibilities: planning, positioning, promotion planning, sales-force support, lifecycle
decisions.

3 Product lifecycle stages: introduction (build awareness), growth (expand fast), maturity (defend share),
decline (harvest or withdraw).

4 Line extensions (new strengths, flavours, forms) refresh a brand and extend maturity.
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5 Brand = identity + trust; generic = salt name competing on price.

6 Good brand names are easy, distinctive, benefit-hinting, legal, and regulator-acceptable.

7 Brands are built through consistent quality, scientific communication, and time.

8 STP: segment the market, target the best segments, position one clear idea.

9 Segmentation bases: geography, speciality, disease, age, institution.

10 Market research: primary (your own survey) vs secondary (others' data); sample fairly; read trends in
three steps — observe, interpret, act.

11 Competitor analysis feeds positioning — turn rivals' weaknesses into your message.

Common Confusions
1 Segmentation vs targeting vs positioning: Segmentation = dividing; targeting = choosing;

positioning = image-building. Three steps, one flow — do not use them interchangeably.

2 Brand name vs generic name: The generic name is the salt (paracetamol); the brand name is the
company's identity for it. A product can have both.

3 Line extension vs new product: A line extension stays under the same brand (new flavour); a new
product gets its own brand and launch.

4 Primary vs secondary research: Primary = you collect it (survey); secondary = you reuse it (published
statistics). The difference is who collected it, not how important it is.

5 Maturity vs decline: Maturity = sales flat but still high (defend); decline = sales falling
(harvest/withdraw). Different stages need opposite strategies.

Common Mistakes
1 Writing STP as three disconnected definitions — always show the flow: segment → target → position,

with one example running through all three.

2 Describing lifecycle stages without strategies — each stage must carry its marketing strategy, not just
its sales pattern.

3 Saying "the PM sells the product" — the PM plans and supports; MRs sell. Know the role boundary.

4 Inventing sales figures or market shares in answers — describe trends qualitatively ("rising,"
"flattening") instead.

5 Listing questionnaire rules without an example — give 2–3 sample questions to show understanding.

6 Confusing positioning (in the mind) with physical placement (on the shelf) — positioning is mental, not
physical.
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Mnemonics
• Lifecycle stages: "Introduction, Growth, Maturity, Decline" — "I Grow Medicines Daily."

• PM's five responsibilities: "Planning, Positioning, Promotion-planning, Sales-support, Lifecycle" —
"Product People Plan, Support, Lead."

• STP: "Segment, Target, Position" — "Slice The Pie" (divide the market pie, pick your slice, make it
yours).

• Research types: "Primary = Personal (you collect); Secondary = Someone else's."

• Good brand name: "Easy, Distinct, Benefit-hinting, Legal" — "Every Doctor Buys Legally."

Exam Summary
Product management is the function that guides a pharmaceutical product from launch through growth,
maturity, and decline, ensuring it meets customer needs and company goals — essential in pharma
because products are scientifically complex, long-lived, heavily competed, and tightly regulated. The
product manager carries five responsibilities: planning (goals and budgets), positioning (the brand's
distinct identity), promotion planning (campaigns and messages), sales-force support (training and tools
for MRs), and lifecycle decisions (what to do at each stage). The product lifecycle has four stages —
introduction (low sales; strategy: build awareness through detailing and launch events), growth
(fast-rising sales; strategy: expand reach and defend early, often with line extensions), maturity (flat sales,
intense generic competition; strategy: defend share through quality campaigns, services, and reminder
promotion), and decline (falling sales; strategy: harvest or withdraw gracefully). Line extensions — new
strengths, flavours, or dosage forms under the same brand — refresh interest and extend maturity.
Branding distinguishes a company's product from generics: a brand competes on trust and recall while a
generic competes on price; good brand names are easy, distinctive, benefit-hinting, legal, and
regulator-acceptable; brands are built slowly through consistent quality, scientific communication, and
time. STP is the strategic core: segmentation divides the market (by geography, speciality, disease, age,
institution), targeting chooses the most worthwhile reachable segments, and positioning plants one clear,
true, distinctive idea in the doctor's mind, expressed in a positioning statement. Market research replaces
guessing with knowing: primary research (e.g., doctor surveys with well-designed questionnaires and fair
sampling) answers specific questions, while secondary research (published statistics, audit data) gives
background; sales trend tables are read in three steps — observe, interpret, act — and competitor analysis
turns rivals' weaknesses into positioning messages.

One-Minute Revision
• Product management = owning a brand's whole market life.

• PM's 5 jobs: plan, position, promote-plan, support MRs, lifecycle decisions.

• Lifecycle: introduction → growth → maturity → decline (IGMD).

• Strategies: build awareness → expand → defend → harvest/withdraw.

• Line extension = same brand, new version (strength/flavour/form).
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• Brand = trust + name; generic = salt name + price.

• STP: slice the pie → pick your slice → make it yours.

• Positioning = one clear, true, distinct idea in the doctor's mind.

• Research: primary (you collect) vs secondary (reuse); sample fairly.

• Read trends: observe → interpret → act.

MCQs
1 The product lifecycle stages in correct order are:

a) Growth → introduction → maturity → decline b) Introduction → growth → maturity → decline c)
Introduction → maturity → growth → decline d) Maturity → growth → decline → introduction

1 In the maturity stage, the most appropriate strategy is:

a) Heavy launch spending b) Defending market share through quality campaigns and reminder promotion
c) Withdrawing the product immediately d) Ignoring competitors

1 A "line extension" means:

a) Launching a completely new molecule b) Adding new strengths, flavours, or dosage forms under the
same brand c) Extending the MR's territory d) Increasing the product's price

1 Which is NOT a responsibility of a product manager?

a) Positioning the brand b) Planning promotion campaigns c) Manufacturing the tablets d) Supporting the
sales force

1 A generic drug differs from a branded drug mainly because it:

a) Has no active ingredient b) Is sold by its salt/chemical name and competes mainly on price c) Is always
imported d) Cannot be prescribed by doctors

1 In STP, "targeting" means:

a) Dividing the market into groups b) Choosing which segment(s) to focus on c) Designing the tablet shape
d) Setting the sales target for MRs

1 Which is a valid base for segmenting the pharma market?

a) Doctor speciality b) Tablet colour c) MR's age d) Factory location

1 A good positioning statement should be:

a) Long and covering every benefit b) One clear, true, distinctive idea aimed at the target customer c)
Identical to competitors' claims d) Focused only on price

1 Primary research is:
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a) Reading a published government health report b) Conducting your own survey of doctors c) Copying a
competitor's advertisement d) Checking last year's sales register only

1 In a questionnaire, which practice should be avoided?

a) Keeping questions short and clear b) Asking two different things in one question c) Testing questions on
a few people first d) Putting easy questions first

1 When reading a sales trend table, the correct sequence is:

a) Act → observe → interpret b) Observe → interpret → act c) Interpret → act → observe d) Guess → act →
observe

1 A sample in market research should be:

a) Only the most friendly doctors b) Representative of the larger population being studied c) As small as
possible regardless of quality d) Chosen only from one city

1 Which action fits the decline stage of a product?

a) Launch blitz with heavy detailing b) Harvesting — reducing promotion while serving loyal customers c)
Adding ten new line extensions d) Doubling the sales force

1 Brand building in pharma depends most on:

a) One big advertisement b) Consistent quality and scientific communication over time c) Changing the
brand name yearly d) The lowest price in the market

Answer Key
1 b) — Introduction → growth → maturity → decline is the standard lifecycle order.

2 b) — Maturity needs defence of share (quality, reminders, services), not launch spending or exit.

3 b) — Line extension = new versions under the same brand name.

4 c) — Manufacturing is production's job; the PM plans, positions, promotes, and supports.

5 b) — Generics sell by salt name and compete on price; brands compete on trust.

6 b) — Targeting = choosing which segments to serve after dividing the market.

7 a) — Doctor speciality (diabetologist, paediatrician) is a standard pharma segmentation base.

8 b) — Positioning must be one clear, truthful, distinctive idea for the target customer.

9 b) — Primary research = data you collect first-hand, like your own doctor survey.

10 b) — Double-barrelled questions confuse respondents and spoil the data.

11 b) — First observe what numbers do, then interpret why, then decide action.

12 b) — A sample must represent the population, or conclusions will mislead.

13 b) — Decline calls for harvesting or graceful withdrawal, not expansion.

14 b) — Brands are built slowly through consistent quality and honest scientific communication.
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Viva/Application Questions
1 Who is a product manager, and why does a pharma company need one?

Model answer: The product manager owns a brand's market success — planning, positioning, promotion,
MR support, and lifecycle decisions. Pharma needs this role because medicines are scientifically complex,
long-lived, heavily competed, and regulated; without one owner, no one connects research, production,
sales, and customers.

1 Your brand's sales have flattened and two cheap generics entered. Which lifecycle stage is this,
and what will you do?

Model answer: This is maturity. Strategy: defend share — run a quality/trust campaign, add a
patient-support service generics lack, consider a line extension (e.g., new strength), and keep reminder
promotion going; avoid a blind price war.

1 Draft a positioning statement for a new tasty vitamin syrup for children.

Model answer: "For paediatricians treating fussy young children, our syrup is the vitamin supplement
children take happily because of its taste, unlike bitter alternatives mothers struggle to administer." It
names the target, the product, the benefit, and the difference.

1 Explain STP using one continuous pharma example.

Model answer: For an anti-diabetic tablet — Segmentation: divide doctors into diabetologists, physicians,
and others. Targeting: choose physicians and diabetologists in urban areas (large, reachable). Positioning:
"once-daily freedom for busy diabetics" — one clear idea carried through all promotion.

1 When would you choose primary research over secondary research?

Model answer: When the question is specific to my product and no published data answers it — e.g., "what
flavour do paediatricians want in our new syrup?" Secondary data (nutrition statistics) gives background,
but only a fresh survey gives this answer.

1 Your survey of 50 doctors shows 40 prefer a once-daily tablet. Can you conclude all Indian
doctors prefer it? Why/why not?

Model answer: Not safely — it depends on sampling. If the 50 were fairly chosen across cities, clinic types,
and experience levels, it suggests a trend; if they were only nearby friendly doctors, the sample is biased
and the conclusion is unreliable.

1 Give two differences between a brand and a generic with an example.

Model answer: (1) Name: brand carries a company-given name; generic sells by salt name, e.g.,
paracetamol. (2) Competition: brands compete on trust and recall built through promotion; generics
compete mainly on price with little promotion.

1 What is a line extension? Give two pharma examples and state its purpose.

Model answer: New versions under the same brand — e.g., a vitamin syrup in mango flavour, or an
anti-diabetic tablet in a new 1000 mg strength. Purpose: refresh interest, serve more patient needs, and
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extend the maturity stage of the lifecycle.

1 Why must a brand name be checked for legal availability and regulator acceptance?

Model answer: Legal check avoids trademark conflict with another company's brand (which could cause
lawsuits and dispensing confusion); regulator acceptance ensures the name doesn't make false claims
(e.g., implying a cure it doesn't provide) and isn't confusingly similar to existing brands, which protects
patient safety.
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