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MSR 5021 (English)

Class - 1

Pharmaceutical Science Basics for MSR
Use fundamentals of pharmacology by defining related terms and their significance

Pharmacology has evolved over the years. Originally a scientific discipline that described the overt effects of

biologically active chemicals, pharmacology now explores the molecular mechanisms by which drugs cause

biological effects. In the broadest sense, pharmacology is the study of how chemical agents, both natural and

synthetic (i.e., drugs) affect biological systems. This encompasses investigation of the derivation, chemical

properties, physiological and behavioral effects, mechanisms of action, biological transformations, and the

therapeutic and non-therapeutic uses of drugs. Pharmacological studies can determine the effects of chemical

agents upon subcellular, systemic, physiological or behavioral processes; focus on the treatment and prevention

of diseases; or deal with the potential hazards of pesticides and herbicides.

Pharmacology is often described as a bridge science because it incorporates knowledge and skills from a

number of basic science disciplines including physiology, biochemistry and cell and molecular biology.

Pharmacologists are able to ‘translate’ such knowledge into the rational development of therapeutics. As a result

of their multidisciplinary training, pharmacologists are able to offer a unique perspective in solving drug-,

hormone- and chemical-related problems.

The interdisciplinary nature of the field offers pharmacologists a variety of research opportunities not found in

other fields of scientific inquiry. It is this flexibility as well as the potential for the practical application of

research that attracts people into becoming pharmacologists.

Safe medication administration is a vital component of the nursing role. Every day, nurses make critical

decisions regarding the safety, appropriateness, and effectiveness of the medications administered to their

clients. Examples of decisions that a nurse might make during client care are as follows:

+» Is my client’s heart rate within the correct range to receive this beta-blocker medication?

% Does my client have adequate renal function prior to administering this dose of antibiotic?

¢ Is this pain medication effective in controlling my client’s discomfort?

To make safe decisions regarding medication administration, the nurse must have a strong understanding of

pharmacology, the science dealing with actions of drugs on the body. Symptom management and a client’s

overall well-being are strongly connected to the appropriate administration of medications prescribed in a

client’s treatment plan. Before a student nurse reviews a medication order, checks a medication administration

record, or removes a medication from a dispensing machine, it is essential to have a foundational understanding

of how medications interact with the human body.

1. Pharmacology

Definition: Pharmacology is the branch of science that studies the interactions between drugs and biological

systems.

Significance: It helps in understanding drug actions, therapeutic effects, and adverse reactions, which are

crucial for developing effective treatments.

2. Drug

Definition: A drug is any chemical substance that, when administered to a living organism, produces a

biological effect.

Significance: Drugs are used in the prevention, diagnosis, treatment, and management of diseases.

3. Pharmacokinetics (PK)

Definition: Pharmacokinetics refers to the movement of drugs within the body, including absorption,

distribution, metabolism, and excretion (ADME).

Significance: Understanding PK helps in determining the correct drug dosage, frequency, and route of

administration to optimize therapeutic effects while minimizing toxicity.

4. Pharmacodynamics (PD)

Definition: Pharmacodynamics is the study of the biochemical and physiological effects of drugs and their

mechanisms of action.

Significance: It explains how drugs exert their effects on the body, aiding in the development of targeted

therapies.

5. Therapeutic Index (TT)

Definition: The therapeutic index is the ratio between the toxic dose and the therapeutic dose of a drug.

Significance: A higher TI indicates a safer drug, while a lower TI requires careful monitoring to avoid toxicity.
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6. Bioavailability

Definition: Bioavailability is the proportion of a drug that enters systemic circulation and is available for
therapeutic action.

Significance: It affects drug efficacy and influences dosing regimens.

7. Half-Life (t1/2)

Definition: The half-life of a drug is the time required for its plasma concentration to reduce by half.
Significance: Knowing the half-life helps in determining dosing intervals to maintain therapeutic levels.

8. First-Pass Metabolism

Definition: First-pass metabolism refers to the metabolism of a drug in the liver before it reaches systemic
circulation.

Significance: It affects oral drug bioavailability and necessitates dose adjustments or alternative routes of
administration.

9. Agonists and Antagonists

Definition:

Agonists: Drugs that bind to receptors and activate them to produce a biological response.

Antagonists: Drugs that bind to receptors but do not activate them, blocking the action of endogenous ligands or
agonists.

Significance: Understanding these interactions is crucial for drug development and treatment of conditions like
hypertension and neurological disorders.

10. Drug Interaction

Definition: Drug interactions occur when the effects of one drug are altered by the presence of another drug,
food, or substance.

Significance: These interactions can enhance or reduce drug efficacy and may cause adverse effects, requiring
careful medication management.

11. Adverse Drug Reactions (ADRs)
Definition: ADRs are unintended and harmful effects of a drug occurring at normal doses.
Significance: Identifying ADRSs is vital for patient safety and improving drug formulations.
12. Pharmacovigilance
Definition: Pharmacovigilance is the process of monitoring, detecting, assessing, and preventing adverse effects
of drugs.
Significance: It ensures drug safety and minimizes risks associated with medication use.
1.1. PHARMACOKINETICS
Pharmacokinetics — Examining the Interaction of Body and Drug
Pharmacokinetics is the term that describes the four stages of absorption, distribution, metabolism, and
excretion of drugs. Drugs are medications or other substances that have a physiological effect when introduced
to the body. There are four basic stages a medication goes through within the human body: absorption,
distribution, metabolism, and excretion. This entire process is sometimes abbreviated ADME.
Absorption is the first stage of pharmacokinetics and occurs after medications enter the body and travel from
the site of administration into the body’s circulation. Distribution is the second stage of pharmacokinetics. It is
the process by which medication is spread throughout the body. Metabolism is the third stage of
pharmacokinetics and involves the breakdown of a drug molecule. Excretion is the final stage of
pharmacokinetics and refers to the process in which the body eliminates waste. Each of these stages is
described separately in the following sections.
Research scientists who specialize in pharmacokinetics must also pay attention to another dimension of drug
action within the body: time. Scientists do not have the ability to visualize where a drug is going or how long it
is active. To compensate, they use mathematical models and precise measurements of blood and urine to
determine where a drug goes and how much of the drug (or breakdown product) remains after the body
processes it. Other indicators, such as blood levels of liver enzymes, can help predict how much of a drug is
going to be absorbed.
Principles of chemistry are also applied while studying pharmacokinetics because the interactions between
drugs and body molecules represent a series of chemical reactions. Understanding the chemical encounters
between drugs and biological environments, such as the bloodstream and the oily surfaces of cells, is necessary
to predict how much of a drug will be metabolized by the body.
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Pharmacodynamics refers to the effects of drugs in the body and the mechanism of their action. As a drug
travels through the bloodstream, it exhibits a unique affinity for a drug-receptor site, meaning how strongly it
binds to the site. Drugs and receptor sites create a lock and key system that affect how drugs work and the
presence of a drug in the bloodstream after it is administered [1] (Figure.1). This concept is broadly termed as
drug bioavailability.
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Figure 1: Pharmacodynamics: Drug and Receptor Binding

The bioavailability of drugs is an important feature that chemists and pharmaceutical scientists keep in mind
when designing and packaging medicines. However, no matter how effectively a drug works in a laboratory
simulation, the performance in the human body will not always produce the same results, and individualized
responses to drugs have to be considered. Although many responses to medications may be anticipated, a
person’s unique genetic makeup may significantly impact their response to a drug. Pharmacogenetics is defined
as the study of how people’s genes affect their response to medicines [2].

1.2. ABSORPTION:

The first stage of pharmacokinetics is known as absorption. Absorption occurs after drugs enter the body

and travel from the site of administration into the body’s circulation. Medications can enter the body

through various routes. Common routes to administer medications include the following examples:

e Oral (swallowing an aspirin tablet)
Enteral (administering medication into the gastrointestinal tract via a nasogastric tube)
Rectal (administering an acetaminophen suppository)
Intranasal (spraying allergy medication into the nose)
Inhalation (breathing in asthma medication from an inhaler)
Intramuscular (injecting an influenza vaccine into the deltoid muscle)
Subcutaneous (injecting insulin into the subcutaneous tissue in the abdomen)
Transdermal (wearing a nicotine patch that is absorbed through the skin)
e Intravenous (administering antibiotics directly into a vein)

First-Pass Effect
When a medication is administered orally or enterally, absorption may be significantly hindered in the
gastrointestinal (GI) tract. For example, when medications made of protein are introduced into the GI tract, they
can be quickly deactivated by enzymes as they pass through the stomach and duodenum. If some of the drug is
absorbed from the intestine into the bloodstream, part of the absorbed portion may be broken down by liver
enzymes, whereas the remaining part escapes into the general circulation. The portion of the drug that enters the
general circulation will either become protein-bound (and thus inactive) or remain free to circulate and create
an action at a receptor site. This entire process that results in reduced concentration of active drug available in
an individual’s circulation is known as the first-pass effect. Due to the first-pass effect, prescribing providers
and nurses administering medications must understand that several doses of an oral medication may be needed
before enough free drug stays active in the circulation to exert the desired effect.
Alternate Routes
A workaround to the first-pass effect is to administer medication using alternate routes to the GI tract. Examples
of alternative routes that avoid the first-pass effect include transdermal, nasal, inhalation, injection, or
intravenous administration of medication. Alternative routes of medication administration bypass the first-pass
effect by entering the bloodstream directly or via absorption through the skin or lungs. For example, pain
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relievers may be administered directly into the bloodstream (referred to as intravenous medications) so they are
quickly available for distribution to tissues within the body.

Alternative routes of medication have other potential considerations. For example, injections are often painful
and cause a break in the skin, an important barrier to infection. They can also be costly and difficult to
administer daily, may cause localized side effects, or contribute to unpredictable fluctuations in medication
blood levels.

Transdermal application of medication is an alternate route that has the primary benefit of slow, steady drug
delivery directly to the bloodstream, without passing through the liver first for an image of a client self-
administering a transdermal patch. Drugs delivered transdermally enter the blood via a meshwork of small
arteries, veins, and capillaries in the skin. This makes the transdermal route of drug delivery particularly useful
when a medication must be administered over a longer period of time to control symptoms. For example,
transdermal application of fentanyl, a pain medication, can provide effective pain management over a several
hours; a scopolamine patch can control motion sickness over the duration of a cruise ship vacation; and a
nitroglycerin patch is used to prevent chronic chest pain. Despite their advantages, transdermal patches have a
significant drawback in that only very small drug molecules can enter the body through the skin, making this
application route inappropriate for some types of medications (Figure.2)

Figure 2: Applying Transdermal Patch

Inhaling drugs through the nose or mouth is another alternative route for rapid medication delivery that
bypasses the liver for an image of a client self-administering an inhaler [2] (Figure. 3). Metered-dose inhalers
have been a mainstay of asthma therapy for several years, and nasal steroid medications are often prescribed for
allergy and sinus problems.

Figure 3: Adult Using Inhaler

EMERGING DISCOVERIES AND RECENT DEVELOPMENTS

Researchers are currently exploring alternative methods of drug delivery such as the use of inhaled insulin
powders. Afrezza® is an example of an inhaled insulin approved by the Food and Drug Administration (FDA)
to assist with blood sugar control. This technology stems from novel uses of chemistry and engineering to
manufacture insulin particles of just the right size for absorption. If too large, the insulin particles could lodge
in the lungs; if too small, the particles will be exhaled [3].
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Life Span Considerations

NEONATE & PEDIATRIC

Gastric absorption in neonates and pediatric clients varies from adults. In infants, the acid-producing cells of the
stomach are immature until around the age of one to two years. Additionally, gastric emptying may be
decreased because of slowed or irregular peristalsis (coordinated muscle movements of the intestines).

The liver of infants and children is not fully mature, resulting in a decrease in first-pass elimination and
subsequently higher drug levels in the bloodstream. [4]

OLDER ADULT

As a natural result of aging, older adults will experience decreased blood flow to tissues within the GI tract. In
addition, there may be changes in the gastric (stomach) pH that may alter the absorption of certain medications.
Older adult clients may also experience variations in available plasma proteins, which can impact drug levels of
medications that are highly protein-bound.

Consideration must also be given to the use of subcutaneous and intramuscular injections in older clients
experiencing decreased cardiac output because decreased drug absorption of medications can occur when
peripheral circulation is decreased. Additionally, as adults age, they often have less subcutaneous fat, resulting
in decreased absorption of medication from transdermal patches that require adequate subcutaneous fat stores
for proper absorption. [5]

In below it summarizes route considerations that a nurse should consider when administering medication.
Route Considerations

Oral (PO) or Enteral (NGT, GT, OGT) Ingestion

¢+ Oral route is a convenient route for administration of solid and liquid formulations.

% Additional variables that may influence the rate and extent of absorption include enteric coating or
extended-release formulations, acidity of gastric contents, gastric emptying rate, dietary contents, and
presence of other drugs.

¢ First-pass effect: Blood containing the absorbed drug passes through the liver, which can deactivate a
substantial amount of the drug and decrease its bioavailability (the percentage of dose that reaches the
systemic circulation).

Parenteral Injection

¢ Subcutaneous and intramuscular administration: Injections can be difficult for clients to self-administer

at home or to administer on a daily basis. They can be costly and painful. Injections also cause a break

in skin that is an important barrier to infection, can cause fluctuation in drug levels, and can cause
localized side effects to skin, such as bruising, redness, bleeding, and swelling.

¢ Intravenous (IV): IV drugs are fully available to tissues after administration into the bloodstream,
offering complete bioavailability and an immediate effect. However, this route requires intravenous
access that can be painful to the client and also increases risk for infection. Medications must be
administered in sterile fashion, and if two products are administered simultaneously, their compatibility
must be verified. There is also an increased risk of toxicity to the kidneys or liver.

Pulmonary Inhalation

+» Inhalation allows for rapid absorption of drugs in gaseous, vaporized, or aerosol form through the lung
tissue.

«» Absorption of particulates/aerosols depends on particle/droplet size, which influences depth of entry
through the pulmonary tree to reach the alveoli.

+» The ability of the client to create successful inhalation, especially in the presence of bronchospasm, may
also influence depth of entry in the pulmonary tree.

Topical and Transdermal Application

% Topical creams, lotions, and ointments are generally used for local effect; transdermal patch
formulations are used for systemic effect.

% Absorption through the buccal or sublingual membranes may be rapid and is used for systemic effect.

«» Absorption through skin is generally slower but produces a steady, long-term effect that avoids the first-
pass effect. However, absorption of medication is affected by blood flow to the skin [6]. For this reason,
heat and cold applications should not be used over transdermal medications.

1.3. DISTRIBUTION:

The second stage of pharmacokinetics is the process known as distribution. Distribution is the process by

which a drug is dispersed throughout the body’s blood and tissues. After a drug enters into systemic

Page 6 of 245



MSR 5021 (English)

circulation by absorption or direct administration, it will pass from vascular spaces to tissues where a drug-
receptor interaction will occur, creating the effect of the drug.

Drugs are designed to primarily cause one effect, meaning they bind more strongly to one specific receptor
site and predictably cause or block an action. However, side effects and adverse effects can occur when the
drug binds to other sites in addition to the target tissue, causing an unintended action. These side effects can
range from tolerable to unacceptable and can result in the discontinuation of the medication. For example, a
person might take the pain reliever ibuprofen (Advil) to treat a sore leg muscle, and the pain may be
subsequently relieved, but there may also be stomach irritation as a side effect.

The distribution of a drug throughout the body is dependent on many body-related factors such as blood
flow, tissue differences, plasma protein-binding, the blood-brain barrier, and the placental barrier.

Blood Flow

The circulatory system transports medications throughout the body in the bloodstream. Many factors can
affect the blood flow and delivery of medication, such as decreased blood flow (due to dehydration),
blocked vessels (due to atherosclerosis), constricted vessels (due to uncontrolled hypertension), or
weakened pumping by the heart muscle (due to heart failure). As an example, when administering an
antibiotic to a client with diabetes who has an infected toe, it may be difficult for the antibiotic to move
through the blood vessels all the way to the area of the toe that is infected because of blocked vessels in the
legs and feet due to atherosclerosis.

Tissue Differences

Distribution occurs most rapidly into tissues with a greater number of blood vessels that allow high blood
flow (such as the lungs, kidneys, liver, brain). Distribution occurs least rapidly in tissues with fewer
numbers of blood vessels (such as fat), resulting in low blood flow. However, lipophilic drugs (i.e., drugs
that dissolve in lipid environments) disproportionately distribute into adipose tissue in obese subjects.

The permeability of capillaries is tissue-dependent. Capillaries of the liver and kidney are porous, allowing
for greater permeability. Distribution rates are relatively slower or nonexistent into the central nervous
system because of the tight junction between capillary endothelial cells and the blood-brain barrier.
Protein-Binding

After a drug enters the bloodstream, a portion of it exists as free drug, dissolved in plasma water, but a
portion of it becomes bound to proteins. This is important because only free and unbound drugs will pass
from the bloodstream to tissues where drug-receptor interactions will occur, thus producing the first effects
of a medication. The other portion of the drug that becomes “protein-bound” is inactive while it is bound.
For many drugs, these bound forms can account for 95-98% of the total [1].

Protein binding can also act as a reservoir as the drug is released slowly, causing a prolonged action. When
considering drug distribution, it is important to consider both the amount of free drug that is readily
available to tissues, as well as the protein binding that causes the drug to be released over time.

Albumin is one of the most important proteins in the blood. Albumin levels can be decreased by several
factors such as malnutrition and liver disease. Therefore, clients with low albumin levels may experience
differences in the desired actions of administered medication because of the consequence effect on protein-
binding and distribution.

Competition for plasma binding can also impact the effects of drugs. For example, aspirin and warfarin are
anticoagulants that compete for the same plasma protein-binding site. Administering both drugs at the same
time will increase the amount of unbound drug, thereby increasing their effects and increasing the client’s
risk for bleeding [2].

As an analogy of how protein binding affects the distribution of medications, consider passengers at a bus
stop going to their destination (Figure. 4). Many passengers (i.e., drug molecules) want to take a ride on the
bus. Everyone is eager to get to their destination (i.e., receptor sites) and tries to find a seat. Some
passengers are stronger than others and take all the seats first (such as drug molecules with greater protein-
binding ability). When there aren’t enough seats on the bus, some passengers are left at the bus stop and
become “free” to move around or walk to their destination. In a similar way, “free” drug molecules that are
not protein-bound circulate freely in the bloodstream. The “free” passengers in this analogy may go directly
to their destination, or they may stop at other locations along the route. In a similar manner, “free” drug
molecules produce the first intended or unintended effects in the body when they attach to receptors.
Furthermore, similar to the passengers who had seats on the bus and then later got off at their destination,
the medication molecules attached to proteins are eventually released and attach to the receptor sites.
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Figure 4: Protein-Binding Like Available Seats on a Bus

Placental Barrier

The placenta links mother and fetus, and the blood-placental barrier regulates transfer of molecules between
maternal and fetal circulation to protect the fetus. Drug transporters are involved in transport of drugs
through the placenta, affecting potential drug distribution to the fetus.[4] The placenta is known to be
permeable to some medications, and furthermore, some drugs can cause significant harm to the fetus.
However, many medications have not been specifically studied in pregnant clients and their effects on the
fetus are unknown.

For this reason, it is always important to consider the potential effects of medication on the fetus if it is
administered to a client who is pregnant or who may become pregnant. Nurses play a critical role in
notifying the health care provider regarding potential safety concerns if medication can be distributed to the
fetus. Nurses must always check a recent, evidence-based drug reference before administering medications
to a client who is pregnant or may become pregnant.

Life Span Considerations

NEONATE & PEDIATRIC

Fat content in infants and children is decreased because of greater total body water. Additionally, protein-

binding capacity is decreased, and the developing blood-brain barrier allows more drugs to enter the central

nervous system [5].

OLDER ADULT

At the same body mass index, older adults, on average, tend to have more body fat than younger adults.

This increased body fat can result in a longer duration of action for many medications that accumulate in

fatty tissues. Serum albumin also decreases, resulting in more active free drug circulating within the body.

For these reasons related to distribution, many older adult clients require lower dosages of medication [6].
1.4. METABOLISM

After a drug has been absorbed and distributed throughout the body, it is broken down by a process known

as metabolism so that it can be excreted from the body. Drugs undergo chemical alteration by various body

systems to create compounds that are more easily excreted.

As previously discussed in this chapter, medications that are swallowed or otherwise administered into the

gastrointestinal tract are inactivated by the intestines and liver, known as the first-pass effect. Additionally,

everything that enters the bloodstream, whether swallowed, injected, inhaled, absorbed through the skin, or

produced by the body itself, is metabolized by the liver (Figure.5). These chemical alterations are known as

biotransformations. The biotransformations that take place in the liver are performed by liver enzymes.

Figure 5: Structure of a Liver

Page 8 of 245



MSR 5021 (English)

Biotransformations occur by mechanisms categorized as either Phase I (modification), Phase II (conjugation),
and in some instances, Phase III (additional modification and excretion) [2].

Phase I biotransformations alter the chemical structure of the drug. Many of the products of enzymatic
breakdown, called metabolites, are less chemically active than the original molecule. For this reason, the liver is
referred to as a “detoxifying” organ. An example of a Phase I biotransformation is when diazepam, a
medication prescribed for anxiety, is transformed into desmethyldiazepam and then to oxazepam. Both these
metabolites produce similar physiological and psychological effects of diazepam.[3]

In some instances, Phase I biotransformations change an inactive drug into an active form called a “prodrug.”
Prodrugs improve a medication’s effectiveness. They may also be designed to avoid certain side effects or
toxicities. For example, sulfasalazine is a medication prescribed for rheumatoid arthritis. It is prodrug that is not
active in its ingested form but becomes active after Phase I modification.

Phase II biotransformations involve reactions that couple the drug molecule with another molecule in a process
called conjugation. Conjugation typically renders the compound pharmacologically inert and water-soluble so it
can be easily excreted. These processes can occur in the liver, kidney, lungs, intestines, and other organ
systems. An example of Phase II metabolism is when oxazepam, the active metabolite of diazepam, is
conjugated with a molecule called glucuronide so that it becomes physiologically inactive and is excreted
without further chemical modification. [4]

Following Phase II metabolism, Phase III biotransformations may also occur, where the conjugates and
metabolites are excreted from cells. [5]

Factors Affecting Metabolism

Critical factors in drug metabolism are the type and concentration of liver enzymes. The most important
enzymes for medical purposes are monoamine oxidase and cytochrome P450. These two enzymes are
responsible for metabolizing dozens of chemicals. [6]

Drug metabolism can be influenced by a number of factors. One major disruptor of drug metabolism is depot
binding. Depot binding is the coupling of drug molecules with inactive sites in the body, resulting in the drug
not being accessible for metabolism. This action can also affect the duration of action of other medications
susceptible to depot binding. For example, tetrahydrocannabinol (THC), the main psychoactive component of
marijuana, is highly lipid-soluble and depot binds in the adipose tissue of users. This interaction drastically
slows the metabolism of the drug, so metabolites of THC can be detected in urine weeks after the last use. [7]
Another factor in drug metabolism is enzyme induction. Enzymes are induced by repeated use of the same
drug. The body becomes accustomed to the constant presence of the drug and compensates by increasing the
production of the enzyme necessary for the drug’s metabolism. This contributes to a condition referred to as
tolerance and causes clients to require ever-increasing doses of certain drugs to produce the same eftect. For
example, clients who take opioid analgesics over a long period of time will notice that their medication
becomes less effective over time. [8]

In contrast, some drugs have an inhibitory effect on enzymes, making the client more sensitive to other
medications metabolized through the action of those enzymes. For example, monoamine oxidase inhibitors
(MAOIs) are prescribed as antidepressants because they block monoamine oxidase, the enzyme that breaks
down serotonin and dopamine, thus increasing the concentration of these chemicals in the central nervous
system. However, this can cause problems when clients taking an MAOI also take other medications that
increase the levels of these chemicals, such as dextromethorphan found in cough syrup. [9]

Additionally, drugs that share metabolic pathways can “compete” for the same binding sites on enzymes, thus
decreasing the efficiency of their metabolism. For example, alcohol and some sedatives are metabolized by the
cytochrome P450 enzyme and only a limited number of these enzymes exist to break these drugs down.
Therefore, if a client takes a sedative after drinking alcohol, the sedative is not well-metabolized because most
of cytochrome P450 enzymes are filled by alcohol molecules. This results in reduced excretion and high levels
of both drugs in the body with enhanced effects. For this reason, the co-administration of alcohol and sedatives
can be deadly.

Clinical Significance
When administering medication, nurses must know how and when the medication is metabolized and
eliminated from the body. Most of the time, the rate of elimination of a drug depends on the concentration of
the drug in the bloodstream. However, the elimination of some drugs occurs at a constant rate that is
independent of plasma concentrations. For example, the ethanol contained in alcoholic beverages is eliminated
at a constant rate of about 15 mL/hour regardless of the concentration in the bloodstream. [10]
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HALF LIFE

Half-life refers to the rate at which 50% of a drug is eliminated from the body. Half-life can vary significantly
between drugs. Some drugs have a short half-life of only a few hours and must be given multiple times a day,
whereas other drugs have half-lives exceeding 12 hours and can be given as a single dose every 24 hours. An
illustration of half-life affecting the blood concentration of medication over time (Figure.6).
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Figure 6. Half-Life Affecting Blood Concentration of Medication Over Time

Half-life affects the duration of the therapeutic effect of a medication. Many factors can influence half-life. For
example, liver disease can prolong half-life if it is no longer effectively metabolizing the medication.
Information about half-life of a specific medication can be found in evidence-based medication references.
Depending on whether a drug is metabolized and eliminated by the kidneys or liver, impairment in either of
these systems can significantly alter medication dosing, frequency of doses, anticipated therapeutic effect, and
even whether a particular medication can be used at all. Nurses must work with other members of the health
care team to prevent drug interactions that could significantly affect a client’s health and well-being. Nurses
must be alert for signs of a toxic buildup of metabolites or active drugs, particularly if the client has liver or
kidney disease, so that they can alert the health care provider. In other cases, drugs such as warfarin and certain
antibiotics are dosed and monitored by pharmacists, who monitor serum levels of the drugs, as well as kidney
function.

Life Span Considerations

NEONATE & PEDIATRIC

The developing liver in infants and young children produces decreased levels of enzymes. This may result in a
decreased ability of the young child or neonate to metabolize medications. In contrast, older children may
experience increased metabolism and require higher doses of medications once the hepatic enzymes are fully
produced. [12]

OLDER ADULT

Metabolism by the liver may significantly decline in the older adult. As a result, dosages should be adjusted
according to the client’s liver function and their anticipated metabolic rate. First-pass metabolism also decreases
with aging, so older adults may have higher “free” circulating drug concentrations and thus be at higher risk for
side effects and toxicities. [13]

1.5.EXCRETION

Excretion is the final stage of a medication interaction within the body. The body has absorbed, distributed, and
metabolized the medication molecules — now what does it do with the leftovers? Remaining parent drugs and
metabolites in the bloodstream are often filtered by the kidney, where a portion undergoes reabsorption back
into the bloodstream, and the remainder is excreted in the urine. The liver also excretes byproducts and waste
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into the bile. Another potential route of excretion is the lungs. For example, drugs like alcohol and the
anesthetic gases are often eliminated by the lungs.[1]
Routes of Excretion

Kidney

The most common route of excretion is through the kidneys. As the kidneys filter blood, the majority of drug
byproducts and waste are excreted in the urine. The rate of excretion can be estimated by taking into
consideration several client factors, including age, weight, biological sex, and kidney function. There are
known sex differences in the three main renal functions of glomerular filtration, tubular secretion and tubular
reabsorption. Renal clearance is generally higher in men than in women.[2]

Kidney function is measured by lab values such as serum creatinine, glomerular filtration rate (GFR), and
creatinine clearance. If a client’s kidney function is decreased, then their ability to excrete medication is
affected, and drug dosages must be altered for safe administration.

Renal disorders, such as chronic kidney disease, can reduce kidney function and hinder drug excretion. As
kidney function decreases with age, drug excretion becomes less efficient, and dosing adjustments may be
needed. Other medical conditions that impact blood flow to the kidneys can also affect drug elimination. For
example, heart failure can affect systemic blood flow to the kidney, resulting in decreased filtration and
elimination of drugs.

Liver

As the liver filters blood, some drugs and their metabolites are actively transported by hepatocytes (liver cells)
to bile. Bile moves through the bile ducts to the gallbladder and then on to the small intestine. During this
process, some drugs may be partially absorbed by the intestine back into the bloodstream. Other drugs are
biotransformed (metabolized) by intestinal bacteria and reabsorbed. Unabsorbed drugs and
byproducts/metabolites are excreted in the feces.

If a client has decreased liver function, their ability to excrete medication is affected, and drug dosages must be
adjusted. Lab studies used to evaluate liver function are called liver function tests and include measurement of
alanine transaminase (ALT) and aspartate aminotransferase (AST) enzymes that the body releases in response
to damage to or disease of the liver.

Conditions that cause decreased blood flow to the liver can also affect the metabolism and excretion of drugs.
For example, conditions such as shock, hypovolemia, or hypotension cause decreased liver perfusion and may
require adjustment of dosages of medication.

Other Routes to Consider

Sweat, tears, reproductive fluids (such as seminal fluid), and breast milk can also contain drugs and
byproducts/metabolites of drugs. This can pose a toxic threat, such as the exposure of an infant to breast milk
containing drugs or byproducts of drugs ingested by the mother. Therefore, nurses must refer to a drug
reference and contact a health care provider with any concerns before administering medications to a mother
who is breastfeeding. [3]

Life Span Considerations

Neonate & Pediatrics

Neonates and children have immature kidneys with decreased glomerular filtration, resorption, and tubular
secretion. As a result, they do not excrete medications as efficiently from the body. Dosing for most
medications used to treat infants and pediatric clients is commonly based on weight in kilograms, and a smaller
dose is usually prescribed. In addition, pediatric clients may have higher levels of free circulating medication
than anticipated and may become toxic quickly. Therefore, it is vital for nurses to diligently recheck dosages
before administering medications and closely monitor infants and children for early identification of adverse
effects and drug toxicity.[4]

Older Adult

Kidney and liver function often decrease with age, which can lead to decreased metabolism and excretion of
medications. Subsequently, medication may have a prolonged half-life with a greater potential for toxicity due
to elevated circulating drug levels. Some medications may be avoided or smaller doses recommended for older
clients due to these factors, which is commonly referred to as “Start low and go slow.”[5]

Frequently Asked Questions (FAQs)
1. What is pharmacology and why is it important in healthcare?
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10.

Pharmacology is the study of drugs, their properties, effects, and therapeutic uses. It's essential for
understanding how medications treat disease and interact with the body.

What is the difference between pharmacokinetics and pharmacodynamics?

Pharmacokinetics is how the body affects a drug (absorption, distribution, metabolism, excretion), while
pharmacodynamics is how the drug affects the body (mechanism of action).

What are the four main processes of pharmacokinetics?

Absorption, distribution, metabolism, and excretion (ADME).

What is a drug half-life and why is it significant?

It's the time it takes for the plasma concentration of a drug to reduce by half. It's crucial for determining
dosing frequency.

What is meant by the term 'bioavailability'?

It refers to the proportion of a drug that enters circulation when introduced into the body and is able to
have an active effect.

What is the difference between an agonist and an antagonist?

Agonists activate receptors to produce a response, while antagonists block receptors and prevent a
response.

What is therapeutic index and why is it important?

It's the ratio between the toxic dose and the effective dose of a drug. A higher index means greater drug
safety.

What are side effects and adverse drug reactions (ADRs)?

Side effects are known, usually mild reactions, while ADRs are unintended, harmful reactions occurring
at normal doses.

What is meant by drug tolerance and dependence?

Tolerance is reduced response to a drug over time; dependence is a state where withdrawal symptoms
occur if the drug is stopped.

Why is understanding drug interactions important in pharmacology?

It helps avoid adverse effects or reduced efficacy when two or more drugs are taken together.

Multiple Choice Questions (MCQs)
Which of the following best defines pharmacodynamics?

A. The study of drug absorption
B. The study of how the drug affects the body

C. The process of drug excretion

D. The method of drug formulation

Which process is not part of pharmacokinetics?
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A. Distribution
B. Metabolism
C. Receptor binding

D. Excretion

What is the term for the proportion of drug that reaches systemic circulation?
A. Potency

B. Tolerance

C. Bioavailability

D. Selectivity

An agonist is a substance that:

A. Inhibits all cellular processes

B. Blocks the action of another compound
C. Binds to a receptor and activates it

D. Is always toxic

Which of the following describes drug tolerance?
A. Increased drug effect over time
B. Decreased drug effect over time

C. Immediate hypersensitivity reaction

D. The drug’s ability to activate receptors

The therapeutic index is a measure of:
A. Drug solubility

B. Drug potency

C. Drug safety

D. Drug metabolism

Which of the following best defines pharmacokinetics?

A. How the drug affects the receptor
B. How the body affects the drug
C. The study of drug-induced allergies

D. Drug interaction classification
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What is the term for a drug that blocks the action of an agonist?
A. Agonist

B. Receptor

C. Antagonist

D. Enzyme

Which is NOT a potential side effect of drug use?
A. Nausea
B. Drowsiness

C. Pain relief

D. Dizziness

The half-life of a drug is important for determining:
A. Its route of administration

B. Its solubility

C. Dosing frequency

D. Type of adverse reaction

Class- 2

Pharmaceutical Science Basics for MSR
Basics of drug metabolism

Many factors can influence the therapeutic efficacy of a drug, including pharmacokinetics, which refers to the
passage of drugs into the body, through it, and out of the body. Think of pharmacokinetics as a drug’s journey
through the body, during which it passes through four different phases: absorption, distribution, metabolism,
and excretion (ADME). The four steps are:

Absorption: Describes how the drug moves from the site of administration to the site of action.
Distribution: Describes the journey of the drug through the bloodstream to various tissues of the body.
Metabolism: Describes the process that breaks down the drug.

Excretion: Describes the removal of the drug from the body.
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Figure 1: Pathway of drug metabolism in our body
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Metabolism of Foreign Substances (Xenobiotics):

Our body has evolved complex systems to protect itself from foreign substances which are called "xenobiotics".
The primary route is the elimination by enzymatic modification of the xenobiotic molecule into a generally
more water-soluble molecule that can be more easily eliminated from the body. This chemical modification
process is called "metabolism" or "biotransformation".

Metabolism of Foreign Substances (Xenobiotics):

Our body has evolved complex systems to protect itself from foreign substances which are called "xenobiotics".
The primary route is the elimination by enzymatic modification of the xenobiotic molecule into a generally
more water-soluble molecule that can be more easily eliminated from the body. This chemical modification
process is called "metabolism" or "biotransformation".

Figure 2: Route of metabolism of foreign substances

Metabolic Reactions:

Drug molecules are designed to be lipophilic so that they can penetrate membrane barriers by passive diffusion.
Drug metabolism is essentially the opposite process that introduces hydrophilic moieties onto the drug molecule
to make it more water soluble. The compound does not reach the site of action, but in addition it is transformed
to ease its elimination by excretion.

Figure 3: Metabolic reactions of a drug molecule

Pathways of Metabolism:

For many drugs, metabolism occurs in two apparent phases: (1) phase I is the introduction of a new functional
group on the molecule and (2) phase II is the creation of a new conjugated molecule by connecting a small
endogenous molecule to the functional group created. Note that these phases do not necessarily occur
sequentially and that a drug can take both or either one of these two pathways.
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Figure 4: Metabolism cascade

Chemistry of Phase I Metabolism:
In phase I reactions, a new small polar group is either exposed on the drug, or added to the drug. There is a
wide range of phase I reactions including oxidation, reduction, and hydrolysis (see examples below). The drug
as well as the drug products ("metabolites") can be subjected to successive phase I reactions, leading to many
metabolites.

Diazepam

forxiohetic, sedotive, muscle relaxant)

Figure 5: Phase I metabolism

Chemistry of Phase II Metabolism:
Phase II reactions include conjugation reactions in which an endogenous molecule (e.g. glucuronic acid or
sulphate - see examples below), is added to a phase I metabolite or to the drug itself. The prerequisite for the
conjugation reaction is for the molecule to have a suitable reactive functional group (e.g. OH, NH2, COOH) to
which the endogenous substrate can be attached.

Figure 6: Phase Il metabolism
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Metabolic Activation and Toxification:

Drug metabolism is a complicated process. Often, a drug is metabolized into major and minor products. The
different metabolites can be either pharmacologically active or inactive (inert) or even toxic. Furthermore, in
some cases the substance becomes pharmacologically active only after it has been metabolized. Such
substances, for which only the metabolite is active, are called "pro-drugs". Some examples of pathways are
illustrated here.

Figure 7: Metabolic activation and toxification illustration

Sites of Drug Metabolism:
The enzymes involved in drug metabolism are present in many tissues (e.g. kidney, lung, and gastrointestinal
tract); however, these enzymes are by far more concentrated in the liver, making it the major site of drug
metabolism. When a drug is administrated orally, it undergoes metabolism in the gastrointestinal tract and in the
liver before reaching the systemic circulation. This process is called "first-pass metabolism". For some drugs,
the first pass effects limit so seriously the bioavailability of the compound, that alternative routes of
administration must be employed to achieve therapeutically effective blood levels.

Figure 8: Sites of Drug metabolism

Drug Metabolizing Enzymes:

Although there are biotransformations of the drug that can occur spontaneously in vivo, most drug metabolism
in the body is catalyzed by specific cellular enzymes. Inside the cell many enzymes are located in the
endoplasmic reticulum (referred to as "microsomal enzymes" due to their isolation method). Other enzymes are
located in the mitochondria, cytosol, lysosomes, or in the cell membrane. Major drug metabolizing enzymes are
listed below.

Page 17 of 245



MSR 5021 (English)

Phase I Enzymes Phase II Enzymes
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Figure 9: List of Phase I and Phase II enzymes

Cytochrome P-450 (CYP):

The most important phase I metabolism enzymatic system is the cytochrome P-450 (CYP), a heme protein
superfamily. There are more than 50 CYP families (homology >40%) with up to 10 subfamilies (homology
>55%). CYP enzymes are localized in the liver, but also in the small intestine, kidneys, lungs, and brain. They
are embedded in the phospholipid bilayer of the endoplasmatic reticulum with a portion exposed to the cytosol.
The crystallographic structure of several CYP enzymes has been elucidated. The example visualized below
represents the anticoagulant drug Warfarin bound to the human cytochrome P-450 CYP2C9 enzyme.

Woarfarin bound o the solubls domaire ol 2N F209 ¢ CP-150 enevme

Figure 10: Structure of Cytochrome P-450

Oxidative Metabolism by Cytochrome P-450 Enzymes:

CYP enzymes catalyze the oxidation of many drugs, environmental xenobiotics, food toxins and endogenous
substances (e.g. steroid hormones, fatty acids, and prostaglandins). Different CYP450 enzymes have distinct,
but often overlapping, substrate specificities. The following five CYP450 enzymes are the major drug-
metabolizing enzymes that contribute to the oxidative metabolism of most drugs in current clinical use. Move
the cursor over each enzyme listed to see examples of its substrate drugs.
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Figure 11: Proportion of CYP450 enzymes

Mechanism of Cytochrome P-450 Oxidation:
CYP are oxygenase enzymes in which one oxygen atom of O2 is introduced into the substrate in an electron
transfer process. The electrons are supplied by the NADPH-cytochrome P450 reductase (a flavoprotein that
transfers electrons from NADPH (nicotinamide-adenine dinucleotide phosphate) to cytochrome P450). The
scheme of a typical oxidative cycle is presented below. The potent oxidizing properties of the intermediates
created in this cycle enable the oxidation of many structurally unrelated substrates.
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Figure 12: Mechanism of CYP450 enzyme oxidation (Steps 1-4)

Metabolic Variability:
Differences in metabolism can dramatically influence the effectiveness or toxicity of drugs which are directly
related to the plasma concentration of the drug. Metabolism is a function of genetically determined factors
including species, age, gender and inherited variability (polymorphisms) as well as external factors like
nutrition, disease state, dose, and exposure to other chemicals that can inhibit or induce enzymatic activity. In
the following pages some examples are presented.
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Figure 13: Metabolic variability of Drug efficacy
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Frequently Asked Questions (FAQs)

1. What is drug metabolism?
Drug metabolism is the biochemical modification of pharmaceutical substances by living organisms,
usually through specialized enzymatic systems.

2. Why is drug metabolism important?
It transforms lipophilic drugs into more water-soluble compounds to facilitate excretion, usually through
urine or bile.

3. Where does most drug metabolism occur?
The liver is the primary site of drug metabolism due to its abundance of metabolic enzymes.

4. What are the two phases of drug metabolism?
Phase I (functionalization) and Phase II (conjugation) reactions.

5. What happens in Phase I metabolism?
Phase I reactions introduce or expose a functional group (e.g., -OH, -NH,) through oxidation, reduction,
or hydrolysis.

6. What happens in Phase II metabolism?
Phase II reactions involve conjugation of the drug (or its Phase I metabolite) with an endogenous
substance like glucuronic acid, sulphate, or glutathione to enhance solubility.

7. What is the role of the cytochrome P450 enzyme family in drug metabolism?
These enzymes, primarily found in the liver, catalyze many Phase I oxidative reactions.

8. What factors can affect drug metabolism?
Genetics, age, sex, liver function, diet, and drug interactions can all influence how a drug is
metabolized.

9. What is a prodrug?
A prodrug is an inactive compound that becomes active after being metabolized in the body.

10. Can drug metabolism lead to toxicity?

Yes, in some cases, metabolism can produce toxic intermediates or activate pro-toxins.
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Multiple Choice Questions (MCQs)
What is the primary organ responsible for drug metabolism?
A. Kidney
B. Heart
C. Liver
D. Lung

Which phase of metabolism involves conjugation reactions?
A. Phase |

B. Phase II

C. Phase III

D. Phase 0

Which of the following is a Phase I reaction?
A. Sulfation

B. Glucuronidation

C. Oxidation

D. Acetylation

Cytochrome P450 enzymes are mainly involved in:
A. Drug elimination
B. Phase II conjugation

C. Phase I oxidation

D. Drug transport

Which of the following increases water solubility of drugs for excretion?
A. Lipophilicity
B. Phase I oxidation

C. Phase II conjugation
D. Protein binding

Which factor does not typically affect drug metabolism?
A. Age
B. Genetic makeup

C. Temperature
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D. Liver function

A prodrug is a compound that:

A. Is excreted without metabolism

B. Is active as administered

C. Becomes active after metabolism

D. Causes liver toxicity

What is the major function of Phase I metabolism?
A. Making drugs more toxic

B. Making drugs more lipid-soluble

C. Introducing/exposing functional groups

D. Binding drugs to plasma proteins

Which of the following is a Phase II metabolic reaction?
A. Reduction

B. Hydrolysis

C. Glucuronidation

D. Oxidation

Toxic metabolites are most likely formed during which metabolic phase?

A. Phase II only
B. Phase I only

C. Both Phase I and II equally
D. Neither phase

Class - 3

Pharmaceutical Science Basics for MSR
Performing the product presentation to healthcare professionals

Introduction:

Opening Statement

Begin with a compelling opening statement to capture attention. Highlight the importance of the product in
improving patient outcomes, streamlining processes, or addressing a significant healthcare challenge.

Example: “Good morning, esteemed colleagues. Today, we are excited to introduce a revolutionary product that
promises to transform patient care and enhance the efficiency of healthcare delivery.”

Agenda Overview
Briefly outline what the presentation will cover. This helps set expectations and provides a roadmap for the
audience.
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Example: “We will cover the product’s features, benefits, clinical evidence, and implementation process. We
will also discuss how it integrates with existing systems and the support we offer for a smooth transition.”

Background and Context

Industry Challenges

Discuss the current challenges in the healthcare industry that your product aims to address. Use data and
statistics to highlight the urgency and relevance of these challenges.

Example: “The healthcare industry faces numerous challenges, including rising costs, increasing patient
volumes, and the need for more efficient care delivery. According to a recent report, healthcare providers are
under immense pressure to improve patient outcomes while managing limited resources.”

Product Introduction

Introduce your product, emphasizing its innovative aspects and how it addresses the identified challenges.
Example: “Introducing [Product Name], a state-of-the-art solution designed to enhance patient care, improve
operational efficiency, and reduce costs. Our product leverages advanced technology to provide comprehensive
support to healthcare professionals.”

Detailed Product Description

Key Features

Detail the main features of the product. Use visuals such as diagrams, screenshots, or videos to illustrate these
features.

Example:

User-Friendly Interface: Describe how the product’s interface is intuitive and easy to navigate, reducing training
time and enhancing usability.

Integration Capabilities: Explain how the product seamlessly integrates with existing electronic health records
(EHR) systems and other healthcare technologies.

Advanced Analytics: Highlight the product’s ability to analyze patient data and provide actionable insights for
better decision-making.

Clinical Evidence and Validation

Present clinical evidence and validation studies that support the product’s efficacy and safety. This is crucial for
gaining the trust of healthcare professionals.

Example: “Our product has been rigorously tested in multiple clinical trials, demonstrating significant
improvements in patient outcomes. A study conducted at [Institution Name] showed a 20% reduction in hospital
readmissions and a 15% improvement in patient satisfaction scores.”

Benefits to Healthcare Professionals

Improved Patient Care

Explain how the product enhances patient care. Use case studies or testimonials from healthcare professionals
who have successfully implemented the product.

Example: “Dr. Smith from [Hospital Name] reports that our product has significantly improved patient
monitoring, allowing for timely interventions and better management of chronic conditions.”

Operational Efficiency

Discuss how the product streamlines processes and reduces the administrative burden on healthcare
professionals.

Example: “With our product, healthcare providers can automate routine tasks, freeing up more time for patient
care. A study at [Clinic Name] showed a 30% reduction in paperwork and a 25% increase in patient-facing
time.”

Cost Savings

Highlight the cost-saving potential of the product, both in terms of direct savings and long-term financial
benefits.

Example: “By reducing hospital readmissions and improving resource allocation, our product helps healthcare
institutions save on operational costs. Over a year, [Hospital Name] reported savings of $500,000.”

Implementation and Support
Implementation Process
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Outline the steps involved in implementing the product, from initial assessment to full deployment. Provide a
timeline and highlight any support provided during this process.

Example: “Our implementation process includes a comprehensive assessment, customized deployment plan,
and ongoing support. We work closely with your team to ensure a smooth transition, with minimal disruption to
your operations.”

Training and Support

Detail the training programs and support services available to healthcare professionals. Emphasize your
commitment to ongoing education and assistance.

Example: “We offer extensive training programs, including on-site training, webinars, and online resources.
Our support team is available 24/7 to assist with any issues or questions that may arise.”

Integration with Existing Systems

Seamless Integration

Explain how the product integrates with existing systems, such as EHRs, laboratory information systems (LIS),
and radiology information systems (RIS). Use technical diagrams to show integration points.

Example: “Our product is designed for seamless integration with major EHR systems, ensuring a unified
workflow and eliminating the need for duplicate data entry. This integration enhances data accuracy and
improves overall efficiency.”

Data Security and Compliance

Address concerns about data security and compliance with healthcare regulations, such as HIPAA. Provide
details on encryption, data protection measures, and compliance certifications.

Example: “Data security is our top priority. Our product complies with HIPAA regulations and uses advanced
encryption to protect patient information. We undergo regular security audits to ensure the highest standards of
data protection.”

Case Studies and Testimonials

Real-World Success Stories

Share case studies and testimonials from healthcare institutions that have successfully implemented the product.
Highlight specific outcomes and benefits achieved.

Example: “At [Hospital Name], our product helped reduce emergency room wait times by 40%, resulting in
improved patient satisfaction and better resource management. Dr. Jones states, ‘This product has been a game-
changer for our hospital, enabling us to provide faster and more effective care.’”

Conclusion

Summarize the main points of the presentation, reinforcing the product’s benefits and the value it brings to
healthcare professionals.

Example: “In summary, [Product Name] offers numerous benefits, including improved patient care, enhanced
operational efficiency, and significant cost savings. It is backed by robust clinical evidence and designed for
seamless integration with existing systems.”

Call to Action

End with a strong call to action, encouraging healthcare professionals to take the next step, whether it’s
scheduling a demo, requesting a trial, or contacting your sales team for more information.

Example: “We invite you to experience the benefits of [Product Name] firsthand. Schedule a demo today and
see how our product can transform your practice. Thank you for your time and attention.”

Questions and Answers
Q&A Session
Allocate time for a Q&A session at the end of the presentation. Encourage healthcare professionals to ask
questions and provide detailed answers.
Example: “We would now like to open the floor for questions. Please feel free to ask about any aspect of our
product, its features, implementation, or clinical evidence.”
Additional Sections (if needed)
Market Analysis
Industry Trends
Discuss current trends in the healthcare industry and how your product is positioned to take advantage of these
trends.
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Example: “The increasing adoption of telemedicine and digital health solutions is transforming the healthcare
landscape. Our product is designed to leverage these trends, providing innovative solutions that meet the
evolving needs of healthcare providers.”

Competitive Landscape

Provide an analysis of the competitive landscape, highlighting how your product stands out from competitors.
Example: “While there are several products available in the market, [Product Name] stands out due to its
unique combination of advanced features, user-friendly interface, and robust clinical validation.”

Technical Specifications

In-Depth Technical Details

For audiences interested in technical specifications, provide detailed information about the product’s
architecture, technology stack, and performance metrics.

Example: “Our product is built on a scalable cloud platform, ensuring high availability and performance. It
supports integration with HL7 and FHIR standards, enabling seamless data exchange with other healthcare
systems.”

Future Roadmap

Product Development Plans

Share your plans for future development and enhancements to the product. This helps build confidence in your
long-term commitment to innovation.

Example: “We are continuously working on enhancing our product, with upcoming features including Al-
driven predictive analytics and expanded telemedicine capabilities. Our goal is to stay ahead of industry trends
and provide cutting-edge solutions to our customers.”

Conclusion

Delivering a successful product presentation to healthcare professionals requires a well-structured approach that
addresses their specific needs and concerns. By focusing on the product’s benefits, providing robust clinical
evidence, and demonstrating a commitment to ongoing support and innovation, you can effectively
communicate the value of your product and encourage adoption. Remember to engage your audience, use
visuals to enhance understanding, and be prepared to answer questions comprehensively. With careful planning
and execution, your presentation can make a lasting impact and drive interest in your product.

1. Lectures

Medical lectures educate an audience about a medical topic. They’re one of the most challenging presentations.
According to the Learning Pyramid, lectures are the most passive learning techniques, which is also why they
have the lowest retention rates.
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There are several settings for educational lectures, including:
#+ Conferences
4 Training
+ University or school lectures
Medical lectures help students or an audience comprehend complex medical information and then turn what
they learned into actionable strategies.
For example, you may teach students with little medical knowledge about a new medical concept. But they
must understand the topic and be able to recall it for examinations.
4+ Be interactive: Use Q&As, activities, and open discussions.
+ Hand out resources: Give physical booklets students can review after the presentation.
+ Use multimedia: Add audio-visual elements like images, video, and audio clips.
4+ Use simple language: Your audience is learning, so they need simple language and plenty of definitions
to understand the topic.
+ Make it entertaining: Keep your audience’s attention with a more engaging and entertaining
presentation.
United Health Group incorporated imagery and movement to show rather than talk about mental health in 2022
to boost their engagement on the topic.

4 in 10 adults report
symptoms of anxiety and/or
depressive disorder this
vear, up from1in 10 in 2019.

Figures: Symptoms of anxiety

2. Research presentations

The most information-heavy medical presentation is the research presentation. Research presentations share
findings with experienced medical professionals, usually in conference settings. Some of the audience includes:

+ Investigators

#+ Ph.D. students

+ Medical professionals and experienced doctors
Research presentations can also be part of healthcare marketing. You may have to introduce a new process,
pharmaceutical, or device to encourage other healthcare professionals to adopt it in their practices.

+ Speak on a higher level: You’re talking to a knowledgeable audience, so they expect a higher level of
research.

Back all facts with data: Use statistics and research to back all claims.

Use power poses: Build authority with a confident presentation.

Grab the audience’s attention: Start your presentation by giving your audience a reason to care, like a
problem you want to solve.

Build up the conclusion: Structure the research in a natural, progressive order that builds up to your
conclusion.

Look at the future: Conclude with how the research findings will impact the future of medicine.

£ & #FF
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3. Case reports

Medical professionals must give oral case reports when transferring information between providers or a team.
These presentations are very brief and often don’t require visuals.

Sometimes a case is especially unique and offers educational value to others. In that case, presenters should
transform their quick oral case reports into a longer presentation that incorporates data and visuals.

Tips for giving case reports

Case reports use a similar structure to oral patient presentations, except with more details about each point.
You’ll still want to pack as much information in a short presentation as possible.

+ Begin the presentation with a patient overview: Start by introducing the patient, including all relevant
demographic details in summarized graphics and lists.

4 Present the history of the patient: Describe the patient’s history, why they sought care, and the
symptoms they presented in charts and visuals.

+ Explore medical information: Dive into the medical details, like treatment and history, using a
storytelling structure to connect the information.

+ Offer a plan: Outline a treatment plan alongside proof.

Tips for preparing engaging medical presentations

Your medical presentations have highly complex topics rich with data. These topics can easily feel
overwhelming or even boring if they don’t have the right structure and appearance.

Here are three medical presentation tips we’ve learned to help you prepare and present high-quality medical
presentations that engage AND inform.

Know your audience’s knowledge level

Before building and presenting a medical topic, you must know your audience’s knowledge level. A lecture to a
class of first-year college students will sound far different from a presentation to doctors with 10+ years of
industry experience.

Build a presentation around your audience’s knowledge, so it’s understandable yet challenging. By taking this
extra step, you’ll know what points need more explanation and what topics you can dig deeper into based on
your audience’s experience.

Build a structured story

A complex topic becomes easy to understand and follow if you use a storytelling structure. You might ask,
“How can a lecture on a new treatment be a story?”

Any time you communicate, it’s a story: You have the challenge to solve, potential solutions to try, and a final
winner (like when presenting medical research). You can structure that story in a progressive order or by
announcing one primary outcome and providing a list of proofs (like with patient case studies).

Focus on a goal

The goal of medical presentations can be educating, training, or persuading the audience, depending on the type
of medical presentation. Knowing your goal guides which data is most relevant to bring your desired outcome.
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Communicate at the speed of healthcare with Present

Whether you’re preparing a lecture, research presentation, or case report, creating presentation slides is
probably far down your priority list. The fast-paced healthcare industry has enough duties vying for attention.
So how are you supposed to squeeze in hours to build an engaging presentation?

Present has your back. No need to sweat the details as we have already developed leading presentation
templates perfect for data-driven presentations. Personalize to your audience’s knowledge and presentation
preferences with Al-powered technology. Save time and energy with access to 35,000+ custom-built slide
templates designed with key business and pharma storylines in mind.

Frequently Asked Questions (FAQs)

1. What is a product presentation in the context of healthcare?
A product presentation is a structured communication by a medical representative or marketer to
healthcare professionals, introducing and explaining a pharmaceutical product’s features, benefits, and
usage.

2. Why is product presentation important for healthcare professionals?
It provides essential information about new drugs or medical products, helping professionals make
informed decisions for patient care.

3. What are the key elements of an effective product presentation?
Clarity, scientific accuracy, product benefits, comparison with competitors, safety profile, and strong
visual aids.

4. How should you prepare for a product presentation?
Know your product thoroughly, understand your audience, anticipate questions, prepare visuals, and
rehearse delivery.

5. What are some effective ways to engage healthcare professionals during a presentation?
Ask questions, share case studies, present clinical trial results, and address their specific concerns or
practice needs.

6. How important is product knowledge in a presentation?
Extremely important; the presenter must be able to confidently and accurately discuss the drug’s
indications, dosage, mechanism of action, side effects, and supporting data.

7. What is the role of clinical data in a product presentation?
Clinical data supports the efficacy and safety of the product, helping to build credibility and trust among
professionals.

8. How should objections or questions be handled during a presentation?
Listen carefully, acknowledge the concern, respond with facts, and remain professional and courteous.

9. What ethical considerations should be followed during a product presentation?
Be truthful, avoid misleading claims, respect confidentiality, and adhere to industry regulations and
codes of conduct.

10. What tools can enhance a product presentation?
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Slide decks, product samples, brochures, animations, and mobile apps tailored to healthcare
communication.
Multiple Choice Questions (MCQs)
What is the primary goal of a product presentation to healthcare professionals?
A. To compare sales data
B. To promote competitor products

C. To provide detailed information about a product

D. To negotiate drug prices
Which of the following is most essential for a successful product presentation?
A. Humor

B. Scientific accuracy

C. Flashy graphics

D. Short duration

Before giving a product presentation, a presenter should:
A. Focus only on marketing slogans

B. Avoid learning technical details

C. Understand the product and the audience

D. Prepare unrelated jokes
How can a presenter make the session more engaging for healthcare professionals?
A. Avoid technical details

B. Ignore questions

C. Share real-life case studies
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D. Talk without breaks
Which component strengthens credibility during a product presentation?
A. Sales targets

B. Clinical trial data

C. Product packaging design

D. Market trends only

If a healthcare professional raises a concern during your presentation, you should:
A. Argue your point

B. Avoid answering

C. Acknowledge and respond respectfully

D. End the presentation immediately

What is considered unethical during a product presentation?
A. Using medical terminology

B. Presenting scientific data

C. Providing misleading information

D. Answering questions accurately
Which of the following tools can improve a product presentation?
A. Expensive gifts

B. Mobile apps and visual aids

C. Personal anecdotes only
D. Long written scripts

What role does product knowledge play in a presentation?
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A. It is optional
B. It builds presenter confidence and trust

C. It should be avoided to keep the session short
D. It confuses the audience
Why is it important to adhere to industry regulations during presentations?

A. To avoid boredom
B. To ensure legal and ethical compliance

C. To increase product pricing

D. To reduce time spent on education

Class - 4

Pharmaceutical Science Basics for MSR
Classify methods of drug administration and various routes of drug administration

Drug administration is the giving of a drug by one of several means (routes). Drug kinetics (pharmacokinetics)
describes how the body handles a drug and accounts for the processes of absorption, distribution, metabolism,
and elimination.
Drug treatment requires getting a drug to its specific target site or sites in tissues where the drug has its action.
Typically, the drug is introduced into the body (the process of administration), sometimes far from this target
site. The drug must move into the bloodstream (the process of absorption) and be transported to the target sites
where the drug is needed (the process of distribution). Some drugs are chemically altered (the process of
metabolism) by the body before they take effect, others are metabolized afterward, and still others are not
metabolized at all. The final step is the removal of the drug and its metabolites (byproducts) from the body (the
process of elimination).
Many factors, including a person’s weight, genetic makeup, and kidney or liver function, can influence these
kinetic processes. Changes due to aging also affect how the body processes drugs.
Drugs are introduced into the body by several routes. They may be

e Taken by mouth (orally)

e (@Given by injection into a vein (intravenously, V), into a muscle (intramuscularly, IM), into the space
around the spinal cord (intrathecally), or beneath the skin (subcutaneously, sc)
Placed under the tongue (sublingually) or between the gums and cheek (buccally)
Inserted in the rectum (rectally) or vagina (vaginally)
Placed in the eye (by the ocular route) or the ear (by the otic route)
Sprayed into the nose and absorbed through the nasal membranes (nasally)
Breathed into the lungs, usually through the mouth (by inhalation) or mouth and nose (by nebulization)
Applied to the skin (cutaneously) for a local (topical) or bodywide (systemic) effect
Delivered through the skin by a patch (transdermally) for a systemic effect
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Oral route
Many drugs can be administered orally as liquids, capsules, tablets, or chewable tablets. Because the oral route
is the most convenient and usually the safest and least expensive, it is the one most often used. However, it has
limitations because of the way a drug typically moves through the digestive tract. For drugs administered orally,
absorption may begin in the mouth and stomach. However, most drugs are usually absorbed from the small
intestine. The drug passes through the intestinal wall and travels to the liver before being transported via the
bloodstream to its target site. The intestinal wall and liver chemically alter (metabolize) many drugs, decreasing
the amount of drug reaching the bloodstream. Consequently, these drugs are often given in smaller doses when
injected intravenously to produce the same effect.
When a drug is taken orally, food and other drugs in the digestive tract may affect how much of and how fast
the drug is absorbed. Thus, some drugs should be taken on an empty stomach, others should be taken with food,
others should not be taken with certain other drugs or certain foods, and still others cannot be taken orally at all.
Some drugs that are taken orally irritate the digestive tract. For example, aspirin and most other nonsteroidal
anti-inflammatory drugs (NSAIDs) can harm the lining of the stomach and small intestine to potentially cause
or aggravate preexisting ulcers. Other drugs are absorbed poorly or erratically in the digestive tract or are
destroyed by the acid and digestive enzymes in the stomach.
Other routes of administration are required when the oral route cannot be used, for example:

4+ When a person cannot take anything by mouth.

+ When a drug must be administered rapidly or in a precise or very high dose.

#+ When a drug is poorly or erratically absorbed from the digestive tract.
Injection routes
Administration by injection (parenteral administration) includes the following routes:

+ Subcutaneous (under the skin)

4 Intramuscular (in a muscle)

4+ Intravenous (in a vein)

+ Intrathecal (around the spinal cord)
A drug product can be prepared or manufactured in ways that prolong drug absorption from the injection site
for hours, days, or longer. Such products do not need to be administered as often as drug products with more
rapid absorption.
Sometimes a drug is given through the skin—by needle (subcutaneous, intramuscular, or intravenous route), by
patch (transdermal route), or by implantation.
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Fig: Administering drug through the skin

For the subcutaneous route, a needle is inserted into fatty tissue just beneath the skin. After a drug is injected, it
then moves into small blood vessels (capillaries) and is carried away by the bloodstream. Alternatively, a drug
reaches the bloodstream through the lymphatic vessels (see figure Lymphatic System: Helping Defend Against
Infection). Protein drugs that are large in size, such as insulin, usually reach the bloodstream through the
lymphatic vessels because these drugs move slowly from the tissues into capillaries. The subcutaneous route is
used for many protein drugs because such drugs would be destroyed in the digestive tract if they were taken
orally.
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Certain drugs (such as progestins used for hormonal birth control) may be given by inserting plastic capsules
under the skin (implantation). This route of administration has the main advantage of providing a long-term
therapeutic effect (for example, etonogestrel that is implanted for contraception may last up to 3 years).

The intramuscular route is preferred to the subcutaneous route when larger volumes of a drug product are
needed. Because the muscles lie below the skin and fatty tissues, a longer needle is used. Drugs are usually
injected into the muscle of the upper arm, thigh, or buttock. How quickly the drug is absorbed into the
bloodstream depends, in part, on the blood supply to the muscle: The sparser the blood supply, the longer it
takes for the drug to be absorbed.

For the intravenous route, a needle is inserted directly into a vein. A solution containing the drug may be given
in a single dose or by continuous infusion. For infusion, the solution is moved by gravity (from a collapsible
plastic bag) or, more commonly, by an infusion pump through thin flexible tubing to a tube (catheter) inserted
in a vein, usually in the forearm. Intravenous administration is the best way to deliver a precise dose quickly
and in a well-controlled manner throughout the body. It is also used for irritating solutions, which would cause
pain and damage tissues if given by subcutaneous or intramuscular injection. An intravenous injection can be
more difficult to administer than a subcutaneous or intramuscular injection because inserting a needle or
catheter into a vein may be difficult, especially if the person has obesity.

When given intravenously, a drug is delivered immediately to the bloodstream and tends to take effect more
quickly than when given by any other route. Consequently, health care professionals closely monitor people
who receive an intravenous injection for signs that the drug is working or is causing undesired side effects.
Also, the effect of a drug given by this route tends to last for a shorter time. Therefore, some drugs must be
given by continuous infusion to keep their effect constant.

For the intrathecal route, a needle is inserted between two vertebrae in the lower spine and into the space
around the spinal cord. The drug is then injected into the spinal canal. A small amount of local anaesthetic is
often used to numb the injection site. This route is used when a drug is needed to produce rapid or local effects
on the brain, spinal cord, or the layers of tissue covering them (meninges)—for example, to treat infections of
these structures. Anaesthetics and analgesics (such as morphine) are sometimes given this way.

Sublingual and buccal routes

A few drugs are placed under the tongue (taken sublingually) or between the gums and teeth (buccally) so that
they can dissolve and be absorbed directly into the small blood vessels that lie beneath the tongue. These drugs
are not swallowed. The sublingual route is especially good for nitroglycerin, which is used to relieve angina,
because absorption is rapid and the drug immediately enters the bloodstream without first passing through the
intestinal wall and liver. However, most drugs cannot be taken this way because they may be absorbed
incompletely or erratically.

Rectal route

Many drugs that are administered orally can also be administered rectally as a suppository. In this form, a drug
is mixed with a waxy substance that dissolves or liquefies after it is inserted into the rectum. Because the
rectum’s wall is thin and its blood supply rich, the drug is readily absorbed. A suppository is prescribed for
people who cannot take a drug orally because they have nausea, cannot swallow, or have restrictions on eating,
as is required before and after many surgical operations. Drugs that can be administered rectally include
acetaminophen (for fever), diazepam (for seizures), and laxatives (for constipation). Drugs that are irritating in
suppository form may have to be given by injection.

Vaginal route

Some drugs may be administered vaginally to women as a solution, tablet, cream, gel, suppository, or ring. The

drug is slowly absorbed through the vaginal wall. This route is often used to give estrogen to women during

menopause to relieve vaginal symptoms such as dryness, soreness, and redness.

Ocular route

Drugs used to treat eye disorders (such as glaucoma, conjunctivitis, and injuries) can be mixed with inactive

substances to make a liquid, gel, or ointment so that they can be applied to the eye. Liquid eye drops are

relatively easy to use but may run off the eye too quickly to be absorbed well. Gel and ointment formulations

keep the drug in contact with the eye surface longer, but they may blur vision. Solid inserts, which release the

drug continuously and slowly, are also available, but they may be hard to put in and keep in place.

Ocular drugs are almost always used for their local effects. For example, artificial tears are used to relieve dry

eyes. Other drugs (for example, those used to treat glaucoma, such as acetazolamide and betaxolol, and those

used to dilate pupils, such as phenylephrine and tropicamide) produce a local effect (acting directly on the eyes)
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after they are absorbed through the cornea and conjunctiva. Some of these drugs then enter the bloodstream and
may cause unwanted side effects on other parts of the body.

Otic route

Drugs used to treat ear inflammation and infection can be applied directly to the affected ears. Ear drops
containing solutions or suspensions are typically applied only to the outer ear canal. Before applying ear drops,
people should thoroughly clean the ear with a moist cloth and dry it. Unless the drugs are used for a long time
or used too much, little of the drugs enter the bloodstream, so bodywide side effects are absent or minimal.
Drugs that can be given by the otic route include hydrocortisone (to relieve inflammation), ciprofloxacin (to
treat infection), and benzocaine (to numb the ear).

Nasal route

If a drug is to be breathed in and absorbed through the thin mucous membrane that lines the nasal passages, it
must be transformed into tiny droplets in air (atomized). Once absorbed, the drug enters the bloodstream. Drugs
administered by this route generally work quickly. Some of them irritate the nasal passages. Drugs that can be
administered by the nasal route include naloxone (for reversing opioid overdose), nicotine (for smoking
cessation), calcitonin (for osteoporosis), sumatriptan (for migraines), and corticosteroids (for allergies). Some
drugs given by the nasal route have direct effects on the lining of the nose such as nasal decongestants and
corticosteroids (for allergies).

Inhalation route

Drugs administered by inhalation through the mouth must be atomized into smaller droplets than those
administered by the nasal route, so that the drugs can pass through the windpipe (trachea) and into the lungs.
How deeply into the lungs they go depends on the size of the droplets. Smaller droplets go deeper, which
increases the amount of drug absorbed. Inside the lungs, they are absorbed into the bloodstream.

Relatively few drugs are administered this way because inhalation must be carefully monitored to ensure that a
person receives the right amount of drug within a specified time. In addition, specialized equipment may be
needed to give the drug by this route. Usually, this method is used to administer drugs that act specifically on
the lungs, such as aerosolized antiasthmatic drugs in metered-dose containers (called inhalers), and to
administer gases used for general anaesthesia.

Nebulization route

Similar to the inhalation route, drugs given by nebulization must be aerosolized into small particles to reach the
lungs. Nebulization requires the use of special devices, most commonly ultrasonic or jet nebulizer systems.
Using the devices properly helps maximize the amount of drug delivered to the lungs. Drugs that are nebulized
include tobramycin (for cystic fibrosis), pentamidine (for pneumonia caused by Pneumocystis jirovecii), and
albuterol (for asthma attacks).

Side effects can include those that occur when the drug is deposited directly in the lungs (such as cough,
wheezing, shortness of breath, and lung irritation), spread of the drug into the environment (possibly affecting
people other than the one taking the drug), and contamination of the device used for nebulization (particularly
when the device is reused and inadequately cleaned). Using the device properly helps prevent side effects.
Cutaneous route

Drugs applied to the skin are usually used for their local effects and thus are most commonly used to treat
superficial skin disorders, such as psoriasis, eczema, skin infections (viral, bacterial, and fungal), itching, and
dry skin. The drug is mixed with inactive substances. Depending on the consistency of the inactive substances,
the formulation may be an ointment, cream, lotion, solution, powder, or gel (see Topical Preparations).

Transdermal route

Some drugs are delivered bodywide through a patch on the skin. These drugs are sometimes mixed with a
chemical (such as alcohol) that enhances penetration through the skin into the bloodstream without any
injection. Through a patch, the drug can be delivered slowly and continuously for many hours or days or even
longer. As a result, levels of a drug in the blood can be kept relatively constant. Patches are particularly useful
for drugs that are quickly eliminated from the body because such drugs, if taken in other forms, would have to
be taken frequently. However, patches may irritate the skin of some people. In addition, patches are limited by
how quickly the drug can penetrate the skin. Only drugs to be given in relatively small daily doses can be given
through patches. Examples of such drugs include nitroglycerin (for chest pain), scopolamine (for motion
sickness), nicotine (for smoking cessation), clonidine (for high blood pressure), and fentanyl (for pain relief).
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10.

Frequently Asked Questions (FAQs)
What is drug administration?
Drug administration is the process of giving a pharmaceutical substance to a patient through a specific
route to achieve a therapeutic effect.
Why are there different routes of drug administration?
Different routes affect the onset, intensity, and duration of the drug’s effect based on the drug’s
properties and the patient’s condition.
What are the main classifications of drug administration routes?
They are classified into enteral, parenteral, topical, and other specialized routes like inhalation or
transmucosal.
What is the enteral route of drug administration?
It involves administration via the gastrointestinal tract, such as oral, sublingual, and rectal routes.
What is the parenteral route of drug administration?
It refers to drug delivery by injection, bypassing the GI tract — includes intravenous (IV), intramuscular
(IM), and subcutaneous (SC) routes.
What are topical routes of administration?
These involve applying the drug directly to the skin or mucous membranes — includes creams,
ointments, and eye/ear drops.
What is the advantage of intravenous (IV) administration?
It offers 100% bioavailability and rapid onset of action.
What are sublingual and buccal routes?
Drugs are placed under the tongue (sublingual) or between the gums and cheek (buccal) for rapid
absorption via oral mucosa.
What factors influence the choice of route of administration?
Drug properties, desired speed of action, patient condition, and site of action.
What are some specialized routes of drug administration?

These include inhalation, transdermal patches, intranasal, intra-articular, and intrathecal routes.

Multiple Choice Questions (MCQs)
Which of the following is an enteral route of drug administration?
A. Intramuscular

B. Intravenous
C. Oral
D. Topical

Which route provides the fastest onset of drug action?
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A. Oral

B. Intramuscular
C. Intravenous

D. Rectal

The subcutaneous route involves:
A. Injection into the muscle
B. Injection into the skin

C. Injection into the vein

D. Injection beneath the skin

Which of the following is considered a parenteral route?
A. Oral
B. Sublingual

C. Intravenous

D. Transdermal

Which is an example of a topical route?
A. Intramuscular injection

B. Eye drops

C. Sublingual tablet

D. Oral capsule

A drug administered via the rectal route is absorbed through the:

A. Nasal mucosa
B. GI tract

C. Respiratory tract
D. Skin

Which route is best for avoiding first-pass metabolism?
A. Oral

B. Sublingual

C. Rectal

D. Intramuscular

The transdermal route delivers drugs through:
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A. Injection

B. Inhalation
C. The skin

D. The nasal cavity

Which of the following routes is ideal for a patient who is unconscious and needs quick drug delivery?
A. Oral
B. Rectal

C. Intravenous

D. Transdermal

Which of the following is NOT a parenteral route?
A. Intramuscular

B. Subcutaneous
C. Oral

D. Intravenous

Class - 5

Pharmaceutical Science Basics for MSR
Classify the therapeutic drug classes & categories and their use in understanding the product

Drugs, the word is not new to us. However, the word generally creates a frightful response amongst many. So
far, we have heard that drugs are the substance of addiction and a reason for the spoiled generation. This is
mainly because people have been abusing the substance which has led to the death of even popular people as
well.

What are Drugs?

By definition, drugs are chemical substances that affect or alter the physiology when taken into a living system.
They can either be natural or synthetic.

Chemically, they are low atomic mass and molecular mass structures. When a drug is therapeutically active and
is used for the diagnosis, treatment or prevention of a disease, it is called medicine (legal drugs). They target the
macromolecules inside the body and generate a biological response. Most of them interrupt the nervous system
(especially the brain) for the generation of a proper biological response. However, they can be toxic in higher
doses and generally referred to as lethal doses.

Fig: Type of Generic Drugs
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Classification of Drugs
Classification of drugs can be done on the basis of certain criteria. Some of them are given below.

Chemeslry in Everyday Lila

Therapaube pctan al diflerast ciasaes of drog

1, Amacids
2. Antihistaméne Tramguiilipars
3, Hewralegheally scbive drag { Hom-narcakic

Analgesios {
Antibistic Marcotio
4, Antimicrobiois {
Antlsepiic & disinfactanis

8. Anditertility drugs

Fig: Schematics of classification of drugs

Therapeutic Action of Different Classes of Drugs

We know that drugs help us diagnose and cure numerous illnesses. But any drug consumed by humans can
actually have two kinds of effects — therapeutic effects and side effects. The goal is to prescribe the ideal drug,
the one that only has a therapeutic effect. So let us learn about different classes of drugs and their therapeutic
action.

Antacids

Our stomach produces acid to facilitate the digestion process. However, at times there is an overproduction of
acid in the stomach. This leads to irritation, pain and discomfort. In the long run, it may also result in more
severe problems such as stomach ulcers.

Until a few years ago, the only drugs available to cure this excessive acidity were sodium hydrogen carbonate
or in some cases aluminium and magnesium hydroxide. These would react with the acid and make the stomach
more alkaline. But these would just cause the stomach to produce more acid. The other drug available was
metal hydroxides, which were insoluble. They only treated the symptoms of acidity, without altering the pH
levels of the stomach.

Then in the recent years, we came up with a better form of antacids for therapeutic actions. We learned that
histamine is the chemical messenger that stimulates the secretion of the various digestive acids such as pepsin
and HCI. So, a drug called cimetidine was invented. The drug blocks the interaction between histamine and the
receptors in the stomach. This ensures that fewer acids are released into the stomach, hence preventing
hyperacidity. Even today, antacids remain the most consumed drug in the world.
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Fig: Therapeutic action of Antacids

Antihistamines

First, let us understand the functions of histamines. They are powerful vasodilators, i.e. they expand the blood
vessels of a region and stimulate the blood flow. Histamines are produced by the immune system whenever it is
triggered by an allergen. Histamines are stored in the mast cells of our body, in lungs, nose, gut, mouth etc.
When released they interact with specific receptors in the body and performs its actions.

Antihistamines are the drugs we take to tame the effects of histamines. Antihistamines work by blocking the
effect of histamines by not allowing the receptors to bind with histamine. This, in turn, will prevent the cells
from inflammation, excessive blood circulation etc. The major use of antihistamines is in prevention and
control of allergies. Some common drugs used as antihistamine are brompheniramine, cetirizine, and
terfenadine.
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Fig: Structure of Antihistamine
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Fig: Mechanism of action of Antihistamine

Tranquillizers

These are chemically synthesized drugs that help humans fight a variety of mental diseases such as stress,
anxiety, mental fatigue, depression etc. They are identified as neurologically active drugs. There are several
types of tranquillizers and they all have different chemical structures to help with different problems.
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Let us take the example of depression. There is a hormone which is responsible for mood changes known as
noradrenaline. If the levels of noradrenaline get too low, a person may feel depressed. So, drugs like
chlordiazepoxide or Equanil inhibit the enzyme that is responsible for breaking down noradrenaline. The
hormone remains in the system longer, helping with depression.
Analgesic
These are drugs we commonly identify as painkillers. They mains interact with elements of the nervous system.
They reduce or extinguish any pain or discomfort felt anywhere in the body, but without impairing
consciousness or causing incoordination. There are two basic types of analgesic
Non-narcotic Analgesic: Also known as the simple analgesic, they are not opioids. These include anti-
inflammatory drugs and aspirin and paracetamol. They help relieve pain, swelling and even control fevers.
They mainly reduce the production of a chemical known as Prostaglandins, which is normally produced in
response to tissue damage.
Narcotic Analgesics: These are opioid medication. These are helpful in moderate to severe main management.
They basically attach to the receptors in your brain and reduce the perception of the pain. Some can also
increase the patient’s threshold of pain. In high doses, they are very dangerous and addictive as well. Some
examples include morphine, oxycodone, fentanyl etc.
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Fig: Structure of analgesic
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Fig: The pain pathway and various sites of action of analgesics. COX (Cyclo-oxygenase),
NSAIDS (Non-steroidal anti-inflammatory drugs)

Antimicrobials

Very often diseases are often caused due to foreign bodies entering our systems. These can be various types of
bacteria, fungi, parasites etc. Antimicrobial drugs destroy or prevent such microbes or hamper their pathogenic
actions in our bodies. There are broadly three types of antimicrobial therapeutic drugs,

Antibiotics: These are specifically targeted towards bacteria; they are harmless to fungi. They work in two
ways, they either kill the bacteria (bactericidal). Or they inhibit the growth and the actions of bacteria
(bacteriostatic). And then there are broad-spectrum antibiotics that target a diverse variety of bacteria, while the
narrow spectrum ones target only a few specific bacteria. Examples include Sulphonamides and penicillin.
Antiseptics: These are drugs we use on the surface of living things to kill the microbes on it. So, we use them
on cuts, wounds, scrapes and such to destroy all the microorganisms and prevent them from entering our body.
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One very common example is Dettol (chloroxylenol and terpineol). Antiseptics are for external use only; they
are not ingested.

Disinfectants: These are used on the surface of inanimate objects like floors, sinks etc. The principal is the
same, to kill the microorganism. Only the chemicals are used in a higher concentration.

The development of antibiotics has greatly contributed to the long and healthy lives humans enjoy today. This
has further increased the expectancy of life. The rise in population has caused many issues in terms of food
resources, employment, environmental problems etc. To avoid these problems the population growth needs to
be controlled. These problems have led to the evolution of the concept of family planning.

Family planning helps in taking the right decision about the timing to have a child and maintain a proper age
difference between two children. It gives the methods to avoid pregnancy and helps in controlling the
population and avoiding health risks associated with premature births. Birth control pills were invented as one
of the components of family planning.
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Fig: Mechanism of action of antimicrobial peptides

What is Antifertility Drug?

Antifertility drugs are chemical substances which suppress the action of hormones that promote pregnancy.
These drugs actually reduce the chances of pregnancy and act as protection. Antifertility drugs are made up of
derivatives of synthetic progesterone or a combination of derivatives of estrogen and progesterone.

Antifertility drugs are actually synthetic hormones. When progesterone pills are taken, the mucus in the cervix
gets thickened. This makes it very difficult for sperm to enter the uterus and fertilize the egg and hence chances
of pregnancy are reduced. Progesterone is a hormone which suppresses ovulation in women. The synthetic
progesterone derivatives are more potent as compared to natural progesterone. Norethindrone is an example of
synthetic progesterone which is one of the most commonly used antifertility drugs. Ethynylestradiol is a
combination of derivatives of estrogen and progesterone.

Benefits of Antifertility Drugs

These drugs generally do not have many side effects, weight gain is the only issue known to be reported. These
drugs are very useful if taken in the proper dose, the following are its significant benefits:

+ They cause no interference in sexual activities and the risk of pregnancy is reduced.

4+ They might cause a reduction in menstrual bleeding.

+ They can be taken immediately after childbirth.
These drugs should not be taken without the consultation of a doctor. The cycle of medicine should be
maintained. The chance of cancer in the uterus is reduced if the pills are taken in long-term dose. They also
provide protection against pelvic inflammatory diseases. Progesterone acts as an anti-inflammatory drug and
regulates the immune system.
Challenges and considerations
While drug therapy offers numerous benefits, it also presents challenges that clinicians and researchers must
navigate:
Adverse effects: All medications carry the potential for adverse effects. Some individuals may experience side
effects that range from mild discomfort to severe complications.
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Drug interactions: Some medications interact with others, either enhancing or inhibiting their effects.
Understanding potential interactions is crucial to prevent harm.

Resistance: The overuse or inappropriate use of antibiotics has led to the emergence of antibiotic-resistant
bacteria, highlighting the importance of responsible medication use.

Personalized medicine: Genetic variability influences how individuals respond to drugs. Personalized medicine,
driven by pharmacogenomics, aims to tailor drug therapies to an individual’s genetic makeup.

Future prospects

The landscape of drug therapy is continually evolving, with exciting developments on the horizon:

Precision medicine: Advances in pharmacogenomics and personalized medicine will enable clinicians to select
medications based on an individual’s genetic profile, improving efficacy and reducing adverse effects.

Biologics and immunotherapy: Biologics, including monoclonal antibodies, offer targeted approaches to
treating diseases like cancer and autoimmune disorders. Immunotherapy harnesses the body’s immune system
to fight diseases.

Nanomedicine: Nanotechnology allows for the targeted delivery of medications to specific cells or tissues,
minimizing damage to healthy cells and enhancing therapeutic effects.

Gene editing therapies.: Gene editing technologies like CRISPR for correcting genetic mutations responsible for
certain diseases, offering potential cures at the genetic level.

Conclusion

Drug therapy’s process from ancient remedies to modern pharmacology is a testament to humanity’s quest for
healing and health. The development of new medications, the understanding of intricate mechanisms of action,
and the integration of genetics are shaping the future of medical treatment. As science and technology advance,
drug therapy’s potential to alleviate suffering, extend life, and improve quality of life continues to expand.
However, with every step forward, it’s essential to navigate challenges responsibly, ensuring that the benefits of
drug therapy are maximized while minimizing risks for individuals and society as a whole.

Frequently Asked Questions (FAQs)

1. What is a therapeutic drug class?
A therapeutic drug class groups medications based on their similar therapeutic effects, mechanisms of
action, or treatment use (e.g., antihypertensives, antibiotics).

2. Why is drug classification important in pharmacology?
It helps healthcare professionals understand the drug’s purpose, predict its effects, identify side effects,
and avoid drug interactions.

3. What is the difference between drug class and drug category?
Drug class refers to the therapeutic or pharmacologic group, while category may refer to its broader
grouping based on chemical structure or action (e.g., NSAIDs under analgesics).

4. How are therapeutic classes usually determined?
They are based on the primary action of the drug on the body or the disease it treats.

5. What are examples of major therapeutic classes?
Common classes include antibiotics, antihypertensives, antidiabetics, analgesics, antipsychotics, and
anti-inflammatory drugs.

6. What is an example of a drug category and its use?
NSAIDs (non-steroidal anti-inflammatory drugs) are used for pain relief, inflammation, and fever —
includes ibuprofen and naproxen.

7. How does knowing drug classification help in understanding a product?
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10.

It aids in comparing alternatives, understanding possible side effects, and ensuring proper therapeutic
use.

What role do drug classifications play in prescribing?

They guide doctors in selecting appropriate treatments based on disease type and severity.

What is the Anatomical Therapeutic Chemical (ATC) classification system?

It is a globally accepted system that classifies drugs into groups according to the organ/system they act
on and their therapeutic, pharmacological, and chemical properties.

How do classifications help with adverse drug reaction (ADR) management?

Similar drugs in the same class often share side effects, so understanding the class helps anticipate and

manage ADRs effectively.

Multiple Choice Questions (MCQs)

Which of the following best defines a therapeutic drug class?
A. A group of drugs with similar chemical formulas

B. A group of drugs with similar costs
C. A group of drugs with similar therapeutic effects

D. A group of over-the-counter medications

NSAIDs are primarily used for:

A. Lowering blood sugar
B. Relieving pain and inflammation

C. Treating infections

D. Reducing cholesterol

Which of the following is an antihypertensive drug class?
A. Beta-blockers

B. Antibiotics

C. NSAIDs

D. Antiemetics

Which classification system categorizes drugs based on organ system and therapeutic use?
A. USP
B.ICD

C. ATC
D. FDA
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Which of the following is NOT a therapeutic class?
A. Antibiotics

B. Antipsychotics

C. Tablets

D. Antidepressants

Why is understanding drug classification important?
A. To improve branding

B. To increase dosage

C. To predict drug action and manage side effects

D. To reduce manufacturing costs

Which drug class is commonly used for treating bacterial infections?

A. Antivirals
B. Antibiotics

C. Antifungals
D. Antidepressants

Which class does metformin belong to?
A. Antihypertensive
B. Antibiotic

C. Antidiabetic
D. Analgesic

Which category does ibuprofen fall under?
A. Opioids

B. Antiemetics

C. NSAIDs

D. Beta-blockers

Which of the following classes is primarily used to treat mental health disorders like schizophrenia?

A. Antihistamines
B. Antipsychotics

C. Antiemetics

D. Antacids
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Class - 6
Pharmaceutical Science Basics for MSR
Recall drug formularies and their relevance for product presentation

What is a drug recall?

A drug recall is when a prescription (like Simvastatin, Lisinopril, or Levothyroxine) or over the counter
medication (e.g., acetaminophen, or ibuprofen) is removed from the market because it is believed to be
defective or potentially harmful. Manufacturers can issue recalls voluntarily, or the FDA can request them.

Drug recalls happen more frequently than most people realize. While not all drug recalls are dangerous to
patients, it’s important to be informed. If one of your medications is recalled, here is what you need to know.

Fig: Drug Recall

Reasons for drug recalls include:
“+ Unexpected side effects
4% Label or packaging issues
4+ Potential contamination
% Poor manufacturing quality
# Health hazards
Drugs recalled in 2021 to date:
1. Brand: Soho Fresh
Product: 70% Rubbing Alcohol
Recall Reason: Contaminated with Methanol
Brand: Nostrum Laboratories
Product: Metformin HCI extended-release Tablets, USP 750 mg
Recall Reason: NDMA exceeds acceptable daily intake limit
Brand: Fresenius Kabi
Product: Ketorolac Tromethamine Injection, USP, 30 mg/mL
Recall Reason: Presence of particular matter
Brand: Nostrum Laboratories, Inc.
Product: Metformin HCI extended-release Tablets, USP 750 mg;
Recall Reason: Due to levels of nitrosamine impurities above the ADI limit of 96 ng/day
Brand: Meitheal Pharmaceuticals, Inc.
Product: CisatracuriumBesylate Injection, USP 10mg per SmL
Recall Reason: Mislabeling
Brand: Apotex Corp.
Product: Enoxaparin Sodium Injection, USP
Recall Reason: Packaging error resulting in incorrect dosage listed
Brand: Adam’s Secret
Product: Adam’s Secret Extra Strength 1500 and Adam’s Secret Extra Strength 3000 capsules
Recall Reason: Product contains undeclared sildenafil and/or tadalafil

...\]O0.0\..}JIOO.J}OOSJJ..!\JO.
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How will I know if my drug is recalled?

Pharmacies will usually try to notify patients via phone, text, or in person. However, that only applies to
prescription medications, and not all pharmacies have the resources to contact customers about recalls. Also,
not every state requires that pharmacies notify patients of recalls.

That’s why, if you take any medication regularly, it is important to be proactive and keep an eye out for drug
news and information that pertains to you. The FDA keeps a running list of all recalled medications on their
website. You can also check the drug manufacturer’s website. Most major recalls will also be reported on social
media or in the news.

What should I do if my medication is recalled?

First, call your doctor. They will be able to give you a prescription replacement or provide recommendations for
alternatives to over-the-counter medications. Importantly, talk with your physician before you stop taking your
medication. Sometimes stopping a medication can actually worsen symptoms and can even be life-threatening.
You can also contact your pharmacist to verify if your batch of medications was recalled.

The pharmacist can also help you locate the manufacturer, lot number, and expiration date of your prescription
medications. The lot number indicates which batch your medication came from. If it’s an over-the-counter
medication, check the packaging as this information may already be listed.

Your pharmacist may also help you find your medication from another manufacturer. If your medication is
recalled, you should safely dispose of the drug. Ideally, this means taking it back to the pharmacy. Most stores
will even issue a refund for recalled medications. Otherwise, check your medication label or packaging for
instructions on disposal. Rarely should medications be flushed down the toilet.

Medication safety and information

Even if your drugs haven’t been recalled, it is important to stay vigilant with your health. If you notice anything
unusual with medications or containers (such as tampering, unusual odour, or contamination), talk with your
pharmacist before taking it. Adverse reactions can also be reported to the FDA’s MedWatch website.
Additionally, our drug lookup tool enables you to find information about your prescription medications,
including interactions, side effects, and more. You’ll also be able to compare prices and get pharmacy coupons
to help you save on your prescriptions. Alternatively, you can download our prescription discount card to save
on drugs.
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Fig: Flowchart for Drug Recall

There has been an increasing trend in the number of prescribed and OTC drug recall over the last few years due
to labelling issues, medication mix-ups, and life-threatening adverse effects etc. while not all recalls are
dangerous. It is surprising that some recalls are such that it distresses the mind. I have long experience in
formulation but till now I have not been able to understand how it is possible that the potency of drugs is found
to be less after testing by FDA, although we put the ingredients on 100% basis and secondly how the potency of
drugs is not maintained as per labelled shelf life even when we use the overdose in several products as per
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requirement. The same happens with dissolution testing, the product passes in the factory and when the FDA
tests the market samples it is found to be non-compliant.

We have mentioned the reference of Indian FDA regulation in this paper, more or less there is similar
regulations in every country.

Drug recall is incubus for pharmaceutical companies as it affects the reputation of the company. The most
common reason for product recalls is related to manufacturing, the company did not follow the current good
manufacturing practice guidelines for manufacturing the products. Another reason involves safety/efficacy
affined which suggest that the safety data was not appropriate, or some kind of biasing was involved during
drug development time. It is essential to launch the drug in the market after assuring the safety and efficacy of
the new intervention so as to minimize drug product recall. Major drug recall list of the history suggests that
lots of carelessness is involved during the drug development and manufacturing period.

The long list of drug recall on FDA website is evidence that still industries are not following the standard
guidelines issued by FDA. The process of recall execution is followed by FDA and firms in very efficient
manner. This execution step is effective enough to protect consumer's health from a particular drug that requires
recall. Therefore, even after launch of the drug in the market, it is essential to carry out post market surveillance
and investigate the drug performance in the market.

Drug product recall is an action taken to withdraw or remove a batch or an entire production run of drug
product from distribution or use to return them to manufacturer. It is usually done due to deficiency in quality,
safety and efficacy. In the USA, guidelines for drugs product recall are described under 21 CFR Parts 7, 107
and 1270. In Australia, guidelines for drugs product recall are described under section 65F of trade practices act
1974. In Canada, it includes under section 25 of Natural Health Products Regulations (NHPR). In India it
includes under para 27 and 28 of schedule M. In South Africa SAHPRA (South African Health Products
Regulatory Authority) guidelines are responsible for regulations of drug product recall.

FDA drug recall and other actions have been classified as the following categories:

w== Class I is a situation in which there is a reasonable probability that the use of, or exposure to, a defective
product will cause serious adverse health consequences or death and as well as banned under 26A of
Drugs and Cosmetics Act 1940.

w== Class II is situation in which the use of, or exposure to, a defective product may cause temporary
adverse health consequences or where the probability of serious adverse health consequences is remote.

w== Class III is a situation in which the use of, or exposure to, a defective product is not likely to cause any
adverse health consequences.

How the FDA Classifies Recalls

Thils is the most serlous Produces miget cause These products ane in
of the recall classes, tamparary or medically siilaticess of a b ar
axclusive to danaerous Feversible Nealth prokies, riaulaton enforced By
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Fig: Drug recalls classification
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How are patients notified of recalls?
These days, it’s common to learn about recalls from news outlets and online articles, but there are many other
ways in which recall announcements reach the public. Here are some examples:
4+ The FDA, manufacturer or dispensing pharmacy may notify patients by telephone, mail, fax or email if
a medication has been recalled.
4 The manufacturer usually posts recall information on their website.
+ The FDA may publicly announce a recall via news and other media.
+ The FDA publishes a weekly Enforcement Report of recalls on their website. You can also subscribe to
a newsletter to get this report in your email every week.
4+ The FDA has a Twitter profile, where they announce recalls.

Recall Procedures:
Any batch of a product not meeting the defined quality standards has to be recalled from the market. Recall can
be of two types:

e Voluntary Recall

e Statutory Recall.

Voluntary Recall:
Voluntary recall can be triggered by any incident that affects the quality, safety and efficacy of the
batch/product in question such as

+ If the batch or batches are found to be not complying with the regulatory specifications during the post
marketing stability study

4 If the batch is found to be defective during investigation of market complaint.

4+ During any failure investigation, if it is observed that the failure under investigation might have adverse
quality impact on already released batch (e.g. possibility of contamination, mix-up, degradation etc).

4 If any unusual observation is noted during visual inspection of retention samples which indicate an
impact on quality of the product after investigation.

+ If the post marketing surveillance reports /pharmacovigilance reports indicates that there is serious
safety risk associated with the product.

Statutory Recall:
Statutory recall can be triggered in response to the direction or mandate by the Drug Regulatory Authorities
(Central/State) in one or more of the situations as follows:

+ To recall the drug product/batch, considered to be in violation of the laws, it administers such as not of
standard quality etc.

4 To recall the banned drugs.

4+ Labelling and / or Promotional materials, that are considered to be in violation of law.

#+ Product, violation Rule.

Timelines for Effective Recall System:

Based on the category of risks involved, a timeline of within 24 hours up to a maximum of 72 hours for Class I
recall, for class II recall up to a maximum of 10 days and for Class III recall up to a maximum of 30 days is
allowed.

The timeline for initiation of recall procedure to commence from the receipt of information as notified by the
concerned State/ Central Drugs Control Department under statutory recall or voluntary recall by the
manufacturer on its own.

The recall has to be initiated immediately without any prejudice of the outcome of Section 25(3) and Section
25(4) of the Drugs & Cosmetics Act 1940 for adducing the evidence. The timeline for stopping sale/distribution
of defective product under Class I shall be ensured within 24 hours and the physical recall being completed
within 72 hours. The Class II and Class III recalls shall be ensured up to 10 and up to 30 days respectively.
Mock Recall:

+ Mock recall shall be carried out for at least one batch of any product, dispatched for sale where
maximum distributors are involved, to test the effectiveness of the arrangements of recall. Effectiveness
of recall procedure can also be checked by ‘evaluation of a real recall’.

4+ During mock recall traceability shall be performed for at least one of the raw materials used in the
batches identified for mock recall.
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== Mock Recall shall be performed at least once for the longest distribution chain and whenever there is a
change in distributor/marketing company.

w== Records of such mock recall should be maintained by the QA Head of the company.

== A mock recall is essentially a practice session that a company should perform to verify its quality
systems and controls are effective and fit for purpose.

w== Mock recalls help employees prepare for a recall. They also indicate to Regulatory Authorities that your
recall procedures are fit for purpose and that your quality systems are under control.

Conclusion:

Many vital stakeholders have legal, ethical, and professional obligations to report issues that could result in a
recall. In addition, once a recall is initiated, these key players have additional commitments throughout the
process. The FDA, manufacturers, pharmacists, and other healthcare professionals are key players.

The FDA will conduct an Effectiveness Check to determine the success of the recall. The drug will either
undergo controlled destruction or reconditioning (i.e. relabelling with the correct label). Status reports are
conducted throughout the recall to determine effectiveness.

The root cause of the recall must be addressed and corrected to prevent future occurrences. After all corrective
action is acknowledged and carried out, the FDA can terminate the recall.
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Fig: Steps of Voluntary & Statutory Recall

Significance of Drug recall in product presentation:

Drug recalls, while undesirable, are crucial for public safety, and their significance in product presentation lies
in highlighting the importance of quality control, safety, and transparency in the pharmaceutical industry,
ultimately building consumer trust.

Public Health Protection:

Drug recalls are initiated when a pharmaceutical product is deemed unsafe, defective, or potentially harmful,
and their purpose is to remove such products from the market to protect consumers.

Quality Control and Transparency:

Recalls underscore the need for rigorous quality control measures throughout the drug development,
manufacturing, and distribution processes. They also highlight the importance of transparency, as companies
are obligated to inform the public and regulatory bodies about potential safety issues.

Building Trust:

A company's reputation can be severely damaged by a drug recall, emphasizing the long-term importance of
prioritizing safety and quality. Addressing recalls effectively, including communicating transparently with the
public and implementing corrective actions, can help rebuild trust.

Page 51 of 245



MSR 5021 (English)

Regulatory Compliance:
Drug recalls are often initiated by regulatory agencies like the FDA, underscoring the importance of adhering to
strict regulations and standards to ensure the safety and efficacy of pharmaceutical products.
Types of Recalls:
Recalls can be voluntary, initiated by the company, or mandated by regulatory authorities. They can also be
classified based on the severity of the potential health risk, with Class I recalls being the most serious.
Reasons for recalls:
Recalls can be triggered by various factors, including manufacturing errors, contamination, undeclared
ingredients, or adverse reactions reported after the drug is on the market.
Impact on Product Presentation:
A drug recall can have a significant impact on how a product is perceived and presented. It can lead to
temporary or permanent removal of the product from the market, requiring companies to re-evaluate their
product presentation strategies and potentially invest in new manufacturing processes or formulations.
Frequently Asked Questions (FAQs)
1. What is a drug formulary?
A drug formulary is a list of prescription medications that are approved for use within a particular
healthcare system, hospital, or insurance plan.
2. Why are drug formularies important?
They help standardize treatment, ensure cost-effectiveness, and guide prescribers in choosing
appropriate medications.
3. What are the types of drug formularies?
Common types include open, closed, and restricted formularies.
4. What is an open formulary?
An open formulary allows healthcare providers to prescribe virtually any medication, though cost and
coverage may vary.
5. What is a closed formulary?
A closed formulary includes only specific medications that are covered; non-listed drugs require special
approval.
6. How do formularies impact product presentation to healthcare professionals?
Knowing whether a drug is on a formulary influences how it should be presented—emphasizing
formulary status, cost benefits, and clinical value.
7. Who develops and maintains drug formularies?
A Pharmacy and Therapeutics (P&T) committee, usually consisting of physicians, pharmacists, and
other healthcare professionals.
8. What factors are considered when adding a drug to a formulary?
Efficacy, safety, cost, clinical guidelines, and comparative advantages over existing drugs.
9. How can a medical representative use formulary knowledge in product presentations?
By highlighting whether the drug is formulary-listed, showing clinical and economic benefits, and

addressing potential prescribing barriers.

10. What is the role of evidence-based medicine in formulary decisions?
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It ensures that only safe, effective, and clinically beneficial drugs are included in the formulary.

Multiple Choice Questions (MCQs)
What is the main purpose of a drug formulary?
A. To list over-the-counter supplements
B. To standardize and guide medication use
C. To display drug side effects
D. To track drug recalls

Which of the following best describes an open formulary?
A. Only certain drugs are covered

B. All drugs are excluded

C. Most drugs are available for prescribing

D. Only experimental drugs are included

Who is primarily responsible for maintaining a hospital drug formulary?
A. Medical sales reps

B. Pharmaceutical companies

C. Pharmacy and Therapeutics (P&T) committee

D. Nurses

A drug not listed in a closed formulary can be prescribed only if:
A. It’s cheaper than others

B. The patient requests it

C. Special approval is granted

D. It is imported

Why is formulary status important in product presentation?

A. It affects the size of drug packaging

B. It helps determine product pricing

C. It influences a healthcare provider’s willingness to prescribe

D. It determines brand name preference

Which type of formulary provides the most flexibility in prescribing?
A. Closed

B. Restricted
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C. Open
D. National

What is a key criterion for including a drug in a formulary?
A. Manufacturer’s location

B. Drug's TV advertisements

C. Efficacy and safety data

D. Dosage form variety

In a product presentation, formulary knowledge helps in:
A. Avoiding scientific discussions
B. Highlighting economic and access benefits

C. Reducing prescription numbers

D. Ignoring competitor products

Which of the following is typically NOT considered by a formulary committee?
A. Drug’s mechanism of action

B. Side effect profile
C. Patient weight

D. Cost-effectiveness

Evidence-based medicine in formulary management ensures:

A. All branded drugs are included
B. Drugs are selected based on clinical merit

C. Drugs are approved faster

D. All imported drugs are banned

Class -7

Pharmaceutical Science Basics for MSR

Interpret technical/ scientific data presentations and briefings to deliver convincing presentations to
doctors, pharmacists and other potential customers

Medical sales representatives promote and sell their company's products to key healthcare professionals
Your role, as a medical sales representative, is to sell your company's pharmaceutical products (such as
medicines and prescription drugs) and medical equipment to a variety of customers. These include GPs,
hospital doctors, pharmacists and nurses.

As well as working strategically to increase the awareness and use of your company's products, you may also
make presentations, organise group events for healthcare professionals and work with contacts on a one-to-one
basis.
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You'll likely be based in a specific geographical area, often called a 'territory', and specialise in a particular
product or medical area. Meeting sales targets will be a key part of your sales role, and you’ll need to answer
queries and provide advice on the products you sell.
Responsibilities
As a medical sales representative, you'll need to:

4 act as a key link between medical and pharmaceutical companies and healthcare professionals

& arrange appointments with doctors, pharmacists and hospital medical teams, which may include pre-

arranged appointments or regular 'cold' calling

+ make presentations to doctors, practice staff and nurses in GP surgeries, hospital doctors and
pharmacists in the retail sector, persuading them that your products or services are better than those of
your competitors
organise conferences for doctors and other medical staff
build and maintain positive working relationships with medical staff and support administrative staff
manage budgets for catering, outside speakers, conferences and hospitality
keep detailed records of all contacts
win new customers, as well as develop long-term relationships with existing ones
meet and, if possible, exceed sales targets, regularly monitoring your business plans to make sure you
achieve this
plan work schedules and weekly and monthly timetables with the area sales team or discuss future
targets with the area sales manager
regularly attend company meetings, technical data presentations and briefings
keep up to date with the latest clinical data supplied by the company, and interpret, present and discuss
this data with health professionals during presentations
analyse sales data to improve results and make sure resources are effectively allocated
monitor competitor activity and competitors' products
keep up to date with new developments in the NHS, anticipate potential negative and positive impacts
on the business and adapt strategy accordingly
develop strategies for increasing opportunities to meet and talk to contacts in the medical and healthcare
sector
stay informed about the activities of health services in a particular area.
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Salary
Starting salaries for medical sales representatives typically range from £25,000 to £35,000.
With experience, you can typically earn between £35,000 and £55,000. Salaries for managers can rise to
around £60,000, plus bonus.

+ Pay is supplemented by bonuses or performance-related pay, and you can achieve high earnings if

you're successful in meeting and exceeding sales targets.
You may work as part of a team of sales reps, sharing the same sales results, or independently.
Many companies offer other incentives and benefits such as a company car, laptop, mobile phone, pension and
private health insurance.
Income figures are intended as a guide only.
Working hours
Typically, your working pattern will include regular extra hours and some evenings, but not weekends or shifts.
The working day can be long due to the travelling time involved, so you may need to socialise with clients,
attend breakfast meetings or conduct presentations in the evenings at a local hotel or conference venue, for
example.
Part-time work is possible, but self-employment and freelance work is uncommon.
What to expect
Work is generally office or home based, but you'll spend a substantial amount of time travelling to and from
clients.
Opportunities arise throughout the UK, but the job usually involves having responsibility for a particular
geographical area. If you're successful, you may find yourself head-hunted from one company or region to
another.
Smart dress and a professional appearance are essential.
There is a lot of travel during the day and you may sometimes have to stay away from home overnight. You
may have to attend client dinners on some evenings.
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There may be some opportunities for overseas work or travel with multinational pharmaceutical companies.
Qualifications

Although this career is open to all graduates, the following subjects may improve your chances:

dentistry

life sciences

medicine

medical engineering

nursing

pharmacy

However, you don't need a science degree, and some medical sales representatives have a non-science degree.
For example, a business or marketing degree can be particularly useful, especially if accompanied by some
knowledge of medical sales and what this involves.

Most companies prefer to employ people with a degree (or equivalent) or those who have a strong field sales
background in the medical sales industry. If your sales experience is from another sector, you'll need a thorough
understanding of medical sales and the ability to learn the necessary science and medical information.

It may also be possible to get into the role by taking a sales apprenticeship or a business-to-business sales
professional degree apprenticeship. The NHS runs some specific medical sales apprenticeships.

A pre-entry postgraduate qualification is not necessary, although a relevant Masters can be an advantage for
medical sales positions requiring specific, technical knowledge.

Skills

You will need to have:

excellent communication and presentation skills

an outgoing and persuasive manner and strong negotiating skills

sales and customer relationship skills

confidence, determination, persistence and the ambition to do well

patience and self-motivation

the ability to use your initiative

planning, analytical and organisational skills

a flexible approach to adapt to changes, e.g. in the healthcare system or product and drug formularies
strong teamwork and networking skills

commercial and business awareness

general IT and administration skills

the ability to work well under pressure

a driving licence - essential for this role.
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Work experience

Try to gain pre-entry experience and find out as much as possible about the realities of the job by shadowing a
medical sales representative. Contact pharmaceutical companies to arrange work shadowing or try your doctor's
surgery or local pharmacy.

Relevant work experience in a hospital placement or commercial environment may also improve your chances.
Look out for summer internships and placements. Experience in a general sales, retail sales or customer service
role is particularly useful.

Research the pharmaceutical industry and keep up to date with developments in the NHS. Talk to chemists and
pharmacists.

Professional bodies may have local groups, and networking opportunities may be provided with student
membership of organisations such as The Chartered Institute of Marketing (CIM).

Find out more about the different kinds of work experience and internships that are available.

Employers

Pharmaceutical and healthcare companies are the major employers of medical sales representatives. These
companies develop and produce pharmaceutical goods or products, including drugs, medical products and
equipment.

Some employers ensure that their representatives work by therapy area, so it is possible to target
pharmaceutical employers who produce medical products for specialist areas, such as:

4 gynaecology
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4+ oncology

4+ rheumatology
Many pharmaceutical and healthcare companies are international, allowing a choice of possible employers and
the potential for an international career.
Professional development
Initial training is provided by your employer and involves learning about the products and therapy area, as well
as promotion and sales techniques. After this training, you may spend time with an experienced medical sales
representative before gaining your own sales territory.
The Prescription Medicine Code of Practice Authority (PMCPA) requires medical sales representatives to take
the ABPI Medical Representatives Exam within one year of commencing employment and pass all units within
two years. If you want to work as a medical representative (rather than a generic sales representative) you must
pass the Level 3 Diploma. To pass, you'll need a broad understanding of the:

4+ human body, structure and function

+ development and use of medicines

& provision and promotion of prescription medicines within the NHS
You'll also need to take two or three optional units in a range of disease areas such as diabetes, arthritis and
oncology.
General sales training is offered by organisations such as the Institute of Sales Management (ISM) and The
Chartered Institute of Marketing (CIM). They provide a range of awards, certificates and diplomas for new and
established sales and marketing professionals.
Continuing professional development (CPD) is vital at every stage of your career and involves keeping up to
date with new products, developments in research, changes in the NHS and competitor behaviour.

Career prospects
The usual first role in medical sales is the promotion of prescription products to health professionals in a
specific regional area.
Promotion depends, to a large extent, on your ability to deliver on your sales and activity targets. Being able to
move to a different geographical region or to move into a specialist area can also help.
With experience, many medical sales representatives move into:

4 area or regional management

4+ product or account management

4+ NHS liaison

4 sales training.
You may also move into other areas such as marketing or related sales fields, for example, medical disposables
and equipment. Some experienced reps progress to working as field trainers - training and developing new or
more junior medical sales representatives.
Many pharmaceutical companies are multinational, providing some opportunities to work abroad.
Data science is an interdisciplinary field that extracts knowledge and insights from many structural and
unstructured data, using scientific methods, data mining techniques, machine-learning algorithms, and big data.
The healthcare industry generates large datasets of useful information on patient demography, treatment plans,
results of medical examinations, insurance, etc. The data collected from the Internet of Things (IoT) devices
attract the attention of data scientists. Data science provides aid to process, manage, analyze, and assimilate the
large quantities of fragmented, structured, and unstructured data created by healthcare systems. This data
requires effective management and analysis to acquire factual results. The process of data cleansing, data
mining, data preparation, and data analysis used in healthcare applications is reviewed and discussed in the
article. The article provides an insight into the status and prospects of big data analytics in healthcare,
highlights the advantages, describes the frameworks and techniques used, briefs about the challenges faced
currently, and discusses viable solutions. Data science and big data analytics can provide practical insights and
aid in the decision-making of strategic decisions concerning the health system. It helps build a comprehensive
view of patients, consumers, and clinicians. Data-driven decision-making opens up new possibilities to boost
healthcare quality.
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Role of big data in accelerating the treatment process

Elemental structure of patient-centric healthcare and ecosystem

Challenges

Millions of data points are accessible for EHR (Electronic Health Record)-based phenotyping involving a large
number of clinical elements inside the EHRs. Like sequence data, handling and controlling the complete data of
millions of individuals would also become a major challenge. The key challenges faced include:

4+ The data collected was mostly either unorganized or inaccurate, thus posing a problem to gain insights
into it.

+ The correct balance between preserving patient-centric information and ensuring the quality and
accessibility of this data is difficult to decide.

+ Data standardization, maintaining privacy, efficient storage, and transfers require a lot of manpower to
constantly monitor and make sure that the needs are met.

+ Integrating genomic data into medical studies is critical due to the absence of standards for producing
next-generation sequencing (NGS) data, handling bioinformatics, data deposition, and supporting
medical decision-making.

4+ Language barrier when dealing data.

Frequently Asked Questions (FAQs)

1. Why is it important to understand technical/scientific data in product presentations?
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10.

Understanding scientific data helps ensure accurate, credible, and confident communication with
healthcare professionals.

What types of scientific data are typically included in pharmaceutical presentations?

Clinical trial results, pharmacokinetics, pharmacodynamics, efficacy comparisons, safety profiles, and
real-world evidence.

How can clinical trial results be effectively communicated to doctors?

By summarizing key outcomes, using visuals (e.g., graphs/tables), explaining significance levels (p-
values), and relating the results to clinical practice.

What are some key components of a clinical trial that should be explained in a presentation?

Study design, sample size, endpoints, results, safety data, and statistical relevance.

How should statistical terms (like p-value or confidence interval) be explained to non-statistical
audiences?

In simple language, e.g., p-value shows the likelihood results are due to chance; confidence intervals
show reliability of the estimate.

What role does evidence-based medicine play in product presentations?

It ensures that information shared is grounded in scientifically validated data, improving credibility and
trust.

How can visual aids enhance a scientific presentation?

They simplify complex data, make presentations more engaging, and help highlight key points.

How should a presenter handle questions about technical data during a product briefing?

Remain calm, clarify the question, use evidence-based responses, and refer to reliable sources or
product literature.

Why is tailoring scientific data to the audience important?

Different healthcare professionals focus on different data aspects (e.g., efficacy for doctors, safety for
pharmacists), so customization improves relevance and impact.

What makes a scientific presentation convincing to healthcare professionals?

Clarity, accuracy, relevance, strong data, ethical presentation, and responsiveness to queries.

Multiple Choice Questions (MCQs)

Which of the following is a key reason for interpreting scientific data accurately in presentations?
A. To increase product pricing

B. To impress competitors
C. To ensure clear and credible communication

D. To avoid clinical research

A p-value in clinical data represents:
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A. The potency of a drug
B. Probability the result is due to chance

C. Patient satisfaction rate

D. Percentage of side effects

Confidence intervals in data interpretation are used to:

A. Show doctor confidence
B. Represent reliability of data estimates

C. Indicate placebo responses

D. Confirm adverse effects

Which is an effective way to present technical data?
A. Read entire research papers

B. Avoid visuals and simplify terms
C. Use graphs and summarize findings

D. Focus only on statistical jargon

What is the most important aspect when presenting to a pharmacist?
A. Sales targets
B. Drug safety and storage

C. Patient testimonials

D. Competitor pricing

How can scientific data enhance a product presentation?
A. By making it more entertaining

B. By avoiding customer questions

C. By backing claims with evidence

D. By focusing on packaging

What should be done when asked a technical question you can’t answer?
A. Change the topic

B. Provide a vague answer

C. Promise to follow up with evidence

D. Ignore the question
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Tailoring a presentation to a specific audience means:
A. Using technical terms only

B. Giving the same talk to all
C. Adjusting focus based on professional interest

D. Making jokes to break tension

What is an endpoint in a clinical trial?

A. The end date of the trial
B. The measure of the study's outcome

C. A side effect

D. The total cost of research

Why are visuals like charts and graphs used in presentations?

A. To lengthen the presentation
B. To make data more digestible

C. To confuse competitors

D. To avoid speaking

Class - 8

Pharmaceutical Science Basics for MSR
Summarize technical/ scientific data, presentations, briefings and clinical data supplied by company

Pharmaceutical Marketing in the Era of Personalized Medicine:

The healthcare landscape is continuously evolving, marked by technological advancements, changing treatment
paradigms, and a greater emphasis on personalized medicine. Pharma marketing plays a crucial role in helping
stakeholders navigate these dynamics by providing information about emerging therapies, diagnostic tools, and
treatment modalities.

Through targeted educational campaigns, pharmaceutical companies prepare healthcare professionals and
patients for the integration of novel technologies and treatment approaches into routine clinical practice. Being
flexible is key in healthcare. It helps meet the changing needs of patients and the community.

The healthcare industry shall never doom with continuous researches for better medicines due to new
challenges. The current Covid-19 pandemic wave all over the world stands a strong testimony for this sector.
This unanticipated universal contagious disease is turning out to be a boon for the pharmaceutical sector in
India as it continuously plays a vital role in supplying essential medical supplies to the world. The country is an
active and substantive contributor to WHO demands of Diphtheria, Pertussis, BCG and Tetanus vaccines which
accounts for nearly 40-70% as they are regarded as safe and high quality.

Why pharma exports from India?

The discovery of multiple effective and safe vaccines for various diseases including Covid-19 has provided the
much-needed reputational boost to pharmaceutical products in India. As there is an unprecedented push to
manufacture billions of doses this year, the pharma exports from India are set to reach new heights. India is
seen as the epicentre for manufacturing pharmaceutical products due to the availability of various resources and
low cost. The country is called “pharmacy to the world” and has always been a major exporter of medicines to
Africa, Rwanda, the US, Zimbabwe and many other nations.
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Fig: Marketing Strategies of Pharmaceutical Products in India

What medical tactics to use?
To increase the pharma exports from India as well as within the country, the pharmaceutical products in India
need to be well advertised. The pharma companies in Mumbai and other states may face a wide number of
challenges. Hence to have a customer-centric approach, the manufacturer of pharmaceutical products in India
need to followsome tactics to attract the medical practitioners, and subsequently their patients which are:

w= Identify your target customers

w== Up-to-date and good social media presence

w== Appropriate and well-designed leave-behinds for good remembrance

»== Focus on problem more for easy acceptance of solutions

»== Less information to arouse the curiosity of customers

Fig: Usage of Medical Tactics

Which marketing strategies to use?

The pharmaceutical products in India see a large margin of profits as they are driven by large foreign demands.
As a result, the pharma exports from India guarantee a promising number to pharma companies in Mumbai and
other places. To ensure the pharmaceutical products in India get their right value and large customer base, the
manufacturers need to ascertain a few of the latest marketing strategies:

Unique promotions:

To promote pharmaceutical companies in Mumbai and other areas, the manufacturer and salesperson need to
devise out-of-the-box promotional ideas such as hiring an influencer/celebrity or a reputed or a reputed
practitioner, offering heavy discounts and personal aides for adverse effects.
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Brand marketing:
Having an online presence; own website and active social media pages.

Transparency:
Being transparent to your customers can automatically turn them into your advertisers.

Generic Marketing:
Have and develop good professional relations with retailers that they sell your products for a maximum.

Upsell your products:

Suggesting another product to a customer when they already have one in their cart or shopping bag can assist
to increase your sales.

The pharmaceutical companies in Mumbai and other regions can set new benchmarks for the world if they
adopt technology to reach out to the doctors and end users. By using digital marketing and branding strategies,
the sellers can reach the target audience easily and have a platform for discussing remedies for their patients
along with the concerned medical professional. This will encourage people to approach doctors and even

pharmaceutical suppliers.
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Fig: Marketing Strategies

Conclusion: The Future of Pharma Marketing

Even though pharma marketing is complex and always changing. Pharmaceutical marketing is a very important
part of making progress in healthcare. From bridging information gaps and accelerating patient care to fostering
research and development, the impact of pharma marketing reverberates across the entire healthcare ecosystem.
By serving as a conduit for knowledge, promoting preventive measures and supporting patient assistance
programs. It contributes not only to the success of individual pharmaceutical products but also to the
overarching goal of advancing public health. And as the healthcare industry continues to evolve, so will pharma
marketing.

Introduction:

Opening Statement

Begin with a compelling opening statement to capture attention. Highlight the importance of the product in
improving patient outcomes, streamlining processes, or addressing a significant healthcare challenge.

Example: “Good morning, esteemed colleagues. Today, we are excited to introduce a revolutionary product that
promises to transform patient care and enhance the efficiency of healthcare delivery.”

Agenda Overview

Briefly outline what the presentation will cover. This helps set expectations and provides a roadmap for the
audience.

Example: “We will cover the product’s features, benefits, clinical evidence, and implementation process. We
will also discuss how it integrates with existing systems and the support we offer for a smooth transition.”
Background and Context

Industry Challenges

Discuss the current challenges in the healthcare industry that your product aims to address. Use data and
statistics to highlight the urgency and relevance of these challenges.

Example: “The healthcare industry faces numerous challenges, including rising costs, increasing patient
volumes, and the need for more efficient care delivery. According to a recent report, healthcare providers are
under immense pressure to improve patient outcomes while managing limited resources.”
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Product Introduction
Introduce your product, emphasizing its innovative aspects and how it addresses the identified challenges.
Example: “Introducing [Product Name], a state-of-the-art solution designed to enhance patient care, improve
operational efficiency, and reduce costs. Our product leverages advanced technology to provide comprehensive
support to healthcare professionals.”
Detailed Product Description
Key Features
Detail the main features of the product. Use visuals such as diagrams, screenshots, or videos to illustrate these
features.
Example:
User-Friendly Interface: Describe how the product’s interface is intuitive and easy to navigate, reducing training
time and enhancing usability.
Integration Capabilities: Explain how the product seamlessly integrates with existing electronic health records
(EHR) systems and other healthcare technologies.
Advanced Analytics: Highlight the product’s ability to analyze patient data and provide actionable insights for
better decision-making.
Clinical Evidence and Validation
Present clinical evidence and validation studies that support the product’s efficacy and safety. This is crucial for
gaining the trust of healthcare professionals.
Example: “Our product has been rigorously tested in multiple clinical trials, demonstrating significant
improvements in patient outcomes. A study conducted at [Institution Name] showed a 20% reduction in hospital
readmissions and a 15% improvement in patient satisfaction scores.”
Benefits to Healthcare Professionals
Improved Patient Care
Explain how the product enhances patient care. Use case studies or testimonials from healthcare professionals
who have successfully implemented the product.
Example: “Dr. Smith from [Hospital Name] reports that our product has significantly improved patient
monitoring, allowing for timely interventions and better management of chronic conditions.”
Operational Efficiency
Discuss how the product streamlines processes and reduces the administrative burden on healthcare
professionals.
Example: “With our product, healthcare providers can automate routine tasks, freeing up more time for patient
care. A study at [Clinic Name] showed a 30% reduction in paperwork and a 25% increase in patient-facing
time.”
Cost Savings
Highlight the cost-saving potential of the product, both in terms of direct savings and long-term financial
benefits.
Example: “By reducing hospital readmissions and improving resource allocation, our product helps healthcare
institutions save on operational costs. Over a year, [Hospital Name] reported savings of $500,000.”
Implementation and Support
Implementation Process
Outline the steps involved in implementing the product, from initial assessment to full deployment. Provide a
timeline and highlight any support provided during this process.
Example: “Our implementation process includes a comprehensive assessment, customized deployment plan,
and ongoing support. We work closely with your team to ensure a smooth transition, with minimal disruption to
your operations.”
Training and Support
Detail the training programs and support services available to healthcare professionals. Emphasize your
commitment to ongoing education and assistance.
Example: “We offer extensive training programs, including on-site training, webinars, and online resources.
Our support team is available 24/7 to assist with any issues or questions that may arise.”
Integration with Existing Systems
Seamless Integration
Explain how the product integrates with existing systems, such as EHRs, laboratory information systems (LIS),
and radiology information systems (RIS). Use technical diagrams to show integration points.
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Example: “Our product is designed for seamless integration with major EHR systems, ensuring a unified
workflow and eliminating the need for duplicate data entry. This integration enhances data accuracy and
improves overall efficiency.”

Data Security and Compliance

Address concerns about data security and compliance with healthcare regulations, such as HIPAA. Provide
details on encryption, data protection measures, and compliance certifications.

Example: “Data security is our top priority. Our product complies with HIPAA regulations and uses advanced
encryption to protect patient information. We undergo regular security audits to ensure the highest standards of
data protection.”

Case Studies and Testimonials

Real-World Success Stories

Share case studies and testimonials from healthcare institutions that have successfully implemented the product.
Highlight specific outcomes and benefits achieved.

Example: “At [Hospital Name], our product helped reduce emergency room wait times by 40%, resulting in
improved patient satisfaction and better resource management. Dr. Jones states, ‘This product has been a game-
changer for our hospital, enabling us to provide faster and more effective care.’”

Conclusion

Summarize the main points of the presentation, reinforcing the product’s benefits and the value it brings to
healthcare professionals.

Example: “In summary, [Product Name] offers numerous benefits, including improved patient care, enhanced
operational efficiency, and significant cost savings. It is backed by robust clinical evidence and designed for
seamless integration with existing systems.”

Call to Action

End with a strong call to action, encouraging healthcare professionals to take the next step, whether it’s
scheduling a demo, requesting a trial, or contacting your sales team for more information.

Example: “We invite you to experience the benefits of [Product Name] firsthand. Schedule a demo today and
see how our product can transform your practice. Thank you for your time and attention.”

Questions and Answers

Q&A Session

Allocate time for a Q&A session at the end of the presentation. Encourage healthcare professionals to ask
questions and provide detailed answers.

Example: “We would now like to open the floor for questions. Please feel free to ask about any aspect of our
product, its features, implementation, or clinical evidence.”

Additional Sections (if needed)

Market Analysis

Industry Trends

Discuss current trends in the healthcare industry and how your product is positioned to take advantage of these
trends.

Example: “The increasing adoption of telemedicine and digital health solutions is transforming the healthcare
landscape. Our product is designed to leverage these trends, providing innovative solutions that meet the
evolving needs of healthcare providers.”

Competitive Landscape

Provide an analysis of the competitive landscape, highlighting how your product stands out from competitors.
Example: “While there are several products available in the market, [Product Name] stands out due to its
unique combination of advanced features, user-friendly interface, and robust clinical validation.”

Technical Specifications

In-Depth Technical Details

For audiences interested in technical specifications, provide detailed information about the product’s
architecture, technology stack, and performance metrics.

Example: “Our product is built on a scalable cloud platform, ensuring high availability and performance. It
supports integration with HL7 and FHIR standards, enabling seamless data exchange with other healthcare
systems.”
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Future Roadmap

Product Development Plans

Share your plans for future development and enhancements to the product. This helps build confidence in your
long-term commitment to innovation.

Example: “We are continuously working on enhancing our product, with upcoming features including Al-
driven predictive analytics and expanded telemedicine capabilities. Our goal is to stay ahead of industry trends
and provide cutting-edge solutions to our customers.”

Conclusion

Delivering a successful product presentation to healthcare professionals requires a well-structured approach that
addresses their specific needs and concerns. By focusing on the product’s benefits, providing robust clinical
evidence, and demonstrating a commitment to ongoing support and innovation, you can -effectively
communicate the value of your product and encourage adoption. Remember to engage your audience, use
visuals to enhance understanding, and be prepared to answer questions comprehensively. With careful planning
and execution, your presentation can make a lasting impact and drive interest in your product.

Frequently Asked Questions (FAQs)

1. What does it mean to summarize technical or scientific data?
It means condensing complex information into a clear, concise, and understandable format while
retaining the core findings and significance.

2. Why is summarizing clinical and scientific data important?
It helps communicate key messages effectively to healthcare professionals who may not have time to
review full reports or studies.

3. What types of data are typically included in company-supplied scientific materials?
Clinical trial results, pharmacokinetic/pharmacodynamic data, safety profiles, efficacy comparisons, and
post-marketing studies.

4. What are the key elements to focus on when summarizing clinical trial data?
Study design, number of participants, endpoints, outcomes, p-values, and key conclusions.

5. How can complex scientific content be made more understandable?
By using simple language, analogies, visuals (charts/graphs), and focusing on clinical relevance.

6. What role does the medical affairs team play in generating these data summaries?
They curate, review, and validate the accuracy and scientific integrity of the information shared with
field staff.

7. How should safety data be presented in a summary?
Clearly and transparently, including incidence of adverse events, serious side effects, and comparisons
to other therapies.

8. What makes a data summary credible and effective?
Accuracy, evidence-based content, clarity, neutrality (non-promotional tone), and appropriate
referencing.

9. What is the difference between primary and secondary endpoints in clinical data?
Primary endpoints are the main outcomes used to judge effectiveness; secondary endpoints provide
additional supportive information.

10. How are summarized data used in product presentations?
They serve as talking points to support key claims, answer clinical questions, and build trust with
healthcare professionals.

Multiple Choice Questions (MCQs)
Summarizing technical data involves:
A. Adding marketing slogans
B. Rewriting the data completely

C. Condensing complex data while keeping the key points
D. Avoiding statistical terms altogether

The main reason to summarize scientific data is to:
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A. Reduce the need for product trials

B. Make information accessible and relevant
C. Hide clinical risks

D. Impress patients

Which of the following is usually included in a clinical trial summary?
A. Doctor’s biography

B. Patient testimonials

C. Study design and endpoints

D. Drug packaging details

What are primary endpoints in clinical trials?

A. Financial goals

B. Main outcomes to assess treatment efficacy
C. Doctor preferences

D. Sales targets

Which tool helps simplify complex scientific data?
A. Legal documents

B. Graphs and charts

C. Billing systems

D. Scripts

Why must safety data be included in summaries?

A. To satisfy insurance companies

B. To reduce data size

C. To ensure transparency and informed decision-making
D. To promote side effects

What should be avoided when summarizing scientific data?
A. Factual accuracy

B. Clear structure

C. Biased or exaggerated claims

D. Visual elements

Who is typically responsible for the integrity of summarized scientific content in a company?
A. Sales manager

B. Medical affairs team

C. HR department

D. Customer service

Secondary endpoints in clinical trials are:

A. Unimportant outcomes

B. Less reliable data

C. Additional findings that support primary results
D. Sales-based measures

How does summarizing clinical data support product presentations?
A. Reduces regulatory requirements

B. Replaces product training

C. Provides key evidence to support product claims

D. Avoids the need for scientific discussion
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Class-9
Organizational Policy & Internal Processes at Work
Follow the company’s guidelines

Key Takeaways

Company policies establish expectations for employee behaviour and workplace practices. Topics include
attendance, code of conduct and safety protocols. Clearly written policies ensure consistency and compliance.
Regularly update policies to reflect changes in laws or business needs. Communicate policies effectively
during onboarding and training.

When an organization has clear company policies, both employees and employers benefit. Outlining
employees’ rights and expectations within your company helps set behavioral and performance standards for
the workplace, and gives employees an overall framework of how to be successful at your company. Company
policies also help to protect your business and contribute to a safe and more enjoyable work environment for
everyone.

There are business policies that you may need to comply with according to law, but you may also choose to
develop your own policies as well. Below, you’ll find tips and best practices to help you decide what policies to
add to your employee handbook.

What are company policies?

Policies to consider for
your business

a

Equal apportunity
policy

s

Code of conduct i Workplace health
3 & safety

Company policies are guidelines that help employers deal with the health, safety and accountability of
employees, as well as their interactions with customers or clients. Business policies can also be used as a
guideline for federal or state regulatory requirements, legal issues and other situations that can lead to severe
consequences for employees.

Why are company policies important?
Company policies put in writing what you expect from your employees. These may be related to performance,
values or behaviour. Additionally, company policies can serve as pre-warnings for employees, since they
outline the consequences of failing to abide by the rules.
Company policies are important for a variety of other reasons, including:
w== Setting expectations
== Keeping management accountable
w== Ensuring compliance with the law
»== Helping defends against legal claims
w==  Assisting with fair treatment of employees
List of company policies to consider creating
Here are some of the policies that your company should consider putting in place:
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1. Equal opportunity policy

Many countries mandate that you must be an equal opportunity employer by law. For example, in the United
States, the U.S. Equal Employment Opportunity Commission enforces a wide range of federal laws that
prohibit workplace discrimination.

An equal opportunity policy (EOP) prevents companies from discriminating against job applicants or
employees if they are a member of a protected class (e.g., race, gender, age, religion, familial status, colour).
The EOP is essential for any anti-harassment, workplace violence, non-discrimination or diversity policies your
company may consider developing.

2. Workplace health and safety

It’s important to provide your employees with a safe and healthy work environment, especially since workplace
health and safety violations can cause harm to your employees, cost your business money and damage your
reputation.

Your business should be proactive and write a health and safety policy that is designed for each workplace. For
example, you might specify what employees should do in case of office emergencies or how to handle unsafe
materials. The Occupational Safety and Health Administration (OSHA) has guidelines on how to create a safe
workplace and protect workers from occupational hazards that you can base your policy on.

3. Employee code of conduct policy

A clear and concise code of conduct can help employees understand your r expectations in terms of
performance and behaviour. This policy might include specific rules related to substance abuse, sexual
harassment, giving gifts, dress code, confidentiality, and even the use of cell phones or social media during
work hours.

Misunderstandings may still occur, but at least employees have something to refer to if they’re unsure about
what your expectations are.

Here’s an example of a policy you could include in your code of conduct regarding employee discrimination
and harassment:

WMB Company is committed to eradicating discrimination and unlawful harassment in our workplaces. Any
actions, jokes or comments based on an employee or client’s race, religion ethnicity, sex, age or any other
legally protected class are not tolerated and will be met with significant disciplinary action.

4. Attendance, vacation and time-off policies

Having a standard way to request a day off or take vacation leave will help things run more smoothly in the
office. A PTO policy should outline how much time off employees receive, when and how they can accrue more
time off, who they should contact to request their time off and anything else they may need to know about
taking PTO (e.g., is vacation use-it-or-lose-it?). Other time off policies to consider creating include parental
leave policies and bereavement leave policies.

You can also choose to create a separate attendance policy or no call no show policy that outlines what is
considered tardy, how far in advance they should request time off and what happens if they don’t show up for
work.

Here’s an example of a company attendance policy you can use to help write your own:

Employees are expected to be on time and regular in attendance. This means being at your workspace and ready
to work at your scheduled time each day. You will be given a 10-minute grace period after the start of your shift
before you will be considered tardy. Employees who are tardy on more than five occasions will be subject to
disciplinary action. Absenteeism and tardiness are burdensome to your co-workers and leaders, and will not be
tolerated without just cause.

5. Employee disciplinary action policy

Some of the most important company policies involve discipline and employee conduct. Before you can hold
your employees accountable for their actions, it’s important to record your expectations in terms of performance
and behaviour in your employee handbook or individual employee contracts. With complete access to the rules
and regulations of the workplace, you can then enforce disciplinary action when appropriate while using the
employee handbook as a point of reference.

A simple step-by-step list of what happens regarding disciplinary action can make it easy for employees to
know what to expect if they violate a company policy. Describe a specific process you will follow to ensure
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every employee is treated fairly when it comes to discipline. Have a lawyer review this information before you
include it in your employee handbook to make sure all disciplinary action is legal.

6. Employee complaint policies

Grievances are formal complaints your employees can file to document their concerns with an aspect of their
workplace. These grievances might be filed as a result of an incident or conflict with a fellow employee. A
grievance can be filed for nearly any reason, including physical workplace complaints, financial issues like
payroll and social circumstances like harassment or bullying. It’s important to outline a formal process for
resolving complaints within your company so that employees know how to handle their concerns in a
professional way.

It may also be a good idea to develop a non-retaliation policy to protect employees who make good faith
complaints against their manager or co-workers.

How to develop company policies as an employer
If you want to develop business policies to address important workplace issues, consider following the steps
below:

1. Identify the need for the policy

Observe the way your management and employees deal with workplace issues, and identify which areas could
use improvement. For instance, if employees consistently violate unwritten rules, you may consider adding a
new policy that addresses this and other related issues.

2. Determine the content needed for the policy

Write down key areas that need to be addressed within the policy. For instance, you can include different
sections or clauses that prevent you or your employees from finding loopholes. Consider all aspects of the
policy, what you would like your employees to do and what you would like them to avoid doing. It’s also a
good idea to include what form of disciplinary action will be taken if a policy is violated.

Consider checking with an attorney before distributing any policies to employees.

3. Communicate the new policy to employees

Current employees need to be notified of new policies when they’re released or added to the employee
handbook. You may even consider adding a signature line to the new policy to make sure employees know that
they must follow the rule from the date they sign it. This prevents conflict later on if an employee states they
were never aware of the policy after receiving disciplinary action for violating it.

It’s also important to review and discuss company policies with new employees during onboarding so they
know what to expect. Consider having them sign a form stating that they were given an employee handbook or
a list of your policies, rules and regulations.

4. Update and revise the policy as necessary
You may consider amending or revising your policies as necessary in accordance with laws and regulations or
according to your company’s objectives and any employee feedback.

Healthcare Regulations

Healthcare is an industry governed by countless regulations and standards. These regulations exist to protect
everyone involved: patients, families, providers, caregivers, and beyond. Adhering to healthcare regulations is
the best way to reduce risk, improve safety, boost patient and provider satisfaction, and enhance service quality.
While it can sometimes feel like there are dozens and dozens of different healthcare standards, the biggest
governing policies really boil down to four major regulations. Get familiar with the big four, and you’ll be well
on your way to navigating healthcare compliance with confidence.

Why Are Healthcare Regulations Important?

Healthcare regulations are crucial for several reasons. Above all, they play a fundamental role in protecting

patient safety and ensuring the delivery of high-quality healthcare services.

Regulations establish standards and guidelines that healthcare providers must adhere to, covering areas such as

patient care, medication safety, infection control, and medical equipment standards. By enforcing these
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regulations, governments and regulatory bodies aim to prevent medical errors, improve patient outcomes, and
maintain trust in the healthcare system.

Healthcare regulations and standards also serve to safeguard the rights and interests of patients, including
privacy and confidentiality. These regulations grant individuals control over their health information, regulate
the sharing and disclosure of sensitive data, and empower patients to make informed decisions about their
healthcare.

Additionally, healthcare regulations address issues of accessibility and affordability, aiming to ensure healthcare
services are available to all individuals, regardless of their socioeconomic status or insurance coverage. By
promoting equity and fairness in healthcare delivery, regulations prevent discrimination, ensure equal access to
care, and reduce health disparities.

Who Establishes Rules and Regulations in Healthcare?
Most rules and regulations in healthcare are established by government agencies with the goal of protecting
patients. It can be a challenge to maintain compliance with so many different groups who establish rules and
regulations in healthcare. Here’s a breakdown of the key players:
+ Federal Government: The Department of Health and Human Services (HHS) is the primary federal
agency responsible for health affairs.
4 State Government: Each state has its own regulations around professional licensure, operations, and
safety.
+ Accrediting Organizations: Independent organizations, such as The Joint Committee, usually require
organizations seeking accreditation to meet higher standards of patient safety and quality of care.
+ Professional Associations: Specialty organizations, such as the American Medical Association (AMA),
often establish guidelines and codes of ethics that their members are encouraged to follow.

4. Healthcare Regulations You Need to Know

As mentioned, there are plenty of regulatory standards healthcare organizations need to be familiar and
compliant with. However, there’s often overlap and most standards have roots in the big four healthcare
regulations. Here are the ones you need to know above all others:

1. Health Insurance Portability and Accountability Act (HIPAA)

HIPAA focuses on protecting the privacy and security of patients’ health information, and establishes rules and
standards for the use, disclosure, and safeguarding of protected health information (PHI). The Office of Civil
Rights (OCR) is responsible for HIPAA enforcement.

HIPAA’s Privacy Rule grants patients control over their health information by providing them with rights to
access, amend, and obtain an accounting of their PHI. The Security Rule sets requirements for implementing
administrative, physical, and technical safeguards to protect electronic PHI. HIPAA also addresses the
electronic exchange of health information, ensuring secure transactions through the use of standardized code
sets and unique identifiers.

Compliance with HIPAA is of utmost importance as it helps maintain patient confidentiality, promotes trust
between patients and healthcare organizations, and mitigates the risk of data breaches and unauthorized access
to sensitive health information.

2. Health Insurance Portability and Accountability Act (HIPAA)

HITECH is an essential component of the American Recovery and Reinvestment Act of 2009. It complements
HIPAA by expanding its privacy and security provisions concerning electronic health records (EHRs) and
health information technology (HIT).

HITECH emphasizes the importance of protecting patients’ health information in the digital era and encourages
the use of secure technology to improve the quality and efficiency of healthcare services. HITECH encourages
the adoption of EHRs by providing incentives to healthcare providers who demonstrate meaningful use of
certified EHR technology. It also strengthens HIPAA’s enforcement mechanisms, imposing stricter penalties for
non-compliance, and establishes breach notification requirements.

By promoting the adoption of EHRs and strengthening privacy and security provisions, HITECH plays a
significant role in enhancing patient care coordination, reducing medical errors, and fostering innovation in
healthcare delivery.
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3. Emergency Medical Treatment and Labor Act (EMTALA)

Everyone has the right to receive critical care when they need it, thanks to EMTALA. This federal law ensures
individuals receive emergency medical care regardless of their ability to pay or insurance status.

Under EMTALA, all Medicare-participating hospitals with emergency departments are required to provide a
medical screening examination to anyone who seeks treatment for a potential emergency condition. If an
emergency condition is identified, the hospital must stabilize the patient’s condition or arrange for an
appropriate transfer to another facility.

EMTALA’s primary objective is to prevent patient dumping, where hospitals deny treatment or transfer patients
based on their financial situation. It’s crucial in guaranteeing equal access to emergency medical services and
upholding ethical standards in healthcare delivery.

4. Fraud and Abuse Laws
Fraud and abuse laws — such as the False Claims Act, the Anti-Kickback Statute, and Stark Law — create
accountability, transparency, and trust within the healthcare industry:

& The False Claims Act prohibits knowingly submitting false claims to the government for payment,
imposing substantial penalties and liability for individuals or organizations found in violation.

+ The Anti-Kickback Statute prohibits the exchange of anything of value in return for referrals of federal
healthcare program beneficiaries, ensuring healthcare decisions are based on the patient’s best interests
rather than financial incentives.

# Stark Law prohibits physicians from referring patients for certain designated health services to entities
with which they have financial relationships, to avoid conflicts of interest.

Compliance with fraud and abuse laws is essential in maintaining the integrity of the healthcare system,
protecting public funds, and ensuring patients receive appropriate and unbiased care. These laws help prevent
fraud, unnecessary procedures, and conflicts of interest, ultimately safeguarding patients and preserving the
trust between healthcare providers.

Remaining Compliant with Healthcare Regulations and Standards

Training on regulations and having policies that align with critical standards are essential for healthcare
organizations of all sizes.

Education ensures employees are well-informed about healthcare regulations and standards they need to follow
in their daily operations. Using a healthcare-specific learning management system (LMS) offers peace of mind
that training meets regulatory and accreditation standards and is updated as regulations change. Courses can
cover a wide range of topics, including patient privacy, data security, patient and worker safety, and ethical
considerations. Both regulatory agencies and accreditation organizations conduct surveys to ensure
organizations are maintaining compliance and an LMS simplifies the tracking and reporting that is required.
Having policies in place further supports compliance efforts by providing clear guidelines and procedures for
employees to follow. Policies serve as a roadmap, outlining the expected behaviours and actions that align with
regulatory requirements. Keeping documents and policies in an online compliance platform makes them easier
to access for employees, and easier for admins to secure electronic attestations.

Core components of regulatory compliance in healthcare:
Regulatory healthcare compliance is divided into four main categories, which are further divided into sub-
categories. Let us have a look at all the categories and subcategories of regulatory healthcare compliance.

A. Policies and procedures
There are two sub-categories for policies and procedures
1. Developing effective policies
Effective policies and procedures are the foundation of regulatory compliance in healthcare. Healthcare
organizations must develop clear, comprehensive, and up-to-date policies that align with regulatory
requirements. This includes defining processes for patient care, data security, billing, and other critical aspects
of healthcare operations.
2. Ensuring proper documentation
Proper documentation of policies and procedures is essential. Healthcare providers should maintain records of
policy creation, revisions, and distribution. Documentation helps demonstrate compliance efforts and provides a
reference for staff members to follow.
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B. Training and Education

Training and education of the employees is an integral part of regulatory compliance in healthcare. It is an
ongoing process rather than a one-time exercise.

1. Employee training

Healthcare organizations should provide comprehensive compliance training for all employees, including
clinical staff, administrative personnel, and support staff. Training should cover relevant regulations, policies,
and procedures to ensure that everyone understands their compliance responsibilities.

2. Ongoing education

Compliance is an evolving field, and regulations change over time. Ongoing education is crucial to keep staff
informed about the latest compliance requirements and best practices. Regular training sessions, workshops,
and updates help maintain a culture of compliance.

C. Risk assessment and management

Every activity brings risks. There were 11 reported healthcare data breaches of more than 1 million records in
2022 and a further 14 data breaches of over 500,000 records (HIPAA Journal). This makes risk assessments and
management paramount.

1. Identifying compliance risks

Healthcare organizations should conduct regular risk assessments to identify potential compliance
vulnerabilities. This involves evaluating processes, practices, and external factors that could pose compliance
risks. Risk assessments help prioritize areas for improvement.

2. Mitigation strategies

Once compliance risks are identified, healthcare organizations should implement mitigation strategies. This
may involve process improvements, policy revisions, or additional training to address specific risks. Mitigation
strategies aim to reduce the likelihood of non-compliance.

D. Monitoring and auditing

Monitoring and auditing regularly are a step that cannot be missed. It consists of two sub-steps.

1. Regular audits and self-assessments

Healthcare organizations should conduct regular internal audits and self-assessments to evaluate compliance
with policies and regulations. Audits may be conducted by dedicated compliance officers or teams. These
assessments help identify compliance gaps and areas needing improvement.

2. Corrective action plans

When non-compliance is identified, healthcare organizations should develop corrective action plans to address
deficiencies. These plans outline steps to remediate issues, prevent recurrence, and ensure ongoing compliance.
Corrective actions may involve policy revisions, additional training, or process changes.

Effective regulatory compliance in healthcare requires a proactive approach that encompasses policies,
education, risk management, and ongoing monitoring. By focusing on these core components, healthcare
organizations can create a culture of compliance, reduce the risk of regulatory violations, and ultimately provide
better care to patients while maintaining the trust of regulators and the public.
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Fig: Four components of regulatory compliance
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10.

Frequently Asked Questions (FAQs)
What are company guidelines?
Company guidelines are official policies and procedures that employees are expected to follow to ensure
ethical conduct, compliance, and consistency.
Why is it important to follow company guidelines?
They promote professionalism, ensure legal compliance, protect company reputation, and maintain
workplace safety and integrity.
Where can employees access the company’s guidelines?
Typically, through employee handbooks, internal portals, orientation materials, or from HR and team
SUpervisors.
What areas do company guidelines usually cover?
Code of conduct, dress code, data privacy, communication protocols, safety procedures, and compliance
with industry regulations.
What happens if someone violates company guidelines?
Consequences can include verbal or written warnings, suspension, retraining, or even termination,
depending on the severity.
How often are company guidelines updated?
It varies, but many companies review and update their guidelines annually or when new regulations
emerge.
Who is responsible for enforcing company guidelines?
Supervisors, managers, HR, and compliance officers ensure that employees adhere to the rules.
What should you do if you’re unsure about a company policy?
Consult the employee handbook, speak with your supervisor, or contact HR for clarification.
How do guidelines support compliance in regulated industries like pharmaceuticals?
They ensure that employees follow laws and ethical standards in marketing, product claims, and
interactions with healthcare professionals.
Can you suggest improvements to company guidelines?

Yes, most companies encourage feedback through HR or internal suggestion platforms.

Multiple Choice Questions (MCQs)
Company guidelines are primarily created to:
A. Increase competition between employees
B. Ensure consistency, ethics, and legal compliance
C. Reduce salaries

D. Limit communication
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Which department is most likely responsible for enforcing guidelines?
A. Sales

B. Human Resources (HR)

C. Logistics

D. Marketing

If you are unsure about a policy, you should:
A. Ignore it
B. Make your own decision

C. Ask a colleague from another department

D. Check the handbook or speak with HR

Violating company guidelines may result in:
A. Promotion
B. Verbal or written warnings

C. Salary increase

D. More vacation days

What is NOT typically included in company guidelines?
A. Dress code
B. Product pricing

C. Safety procedures
D. Code of conduct

Why should employees follow communication protocols outlined in guidelines?
A. To ensure clarity and professionalism

B. To create confusion

C. To avoid responsibilities

D. To increase gossip

How often should company guidelines ideally be reviewed?
A. Once in a decade

B. Only when a new employee joins

C. Regularly or annually

D. Never
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In regulated industries, guidelines help ensure:
A. Creative advertising
B. Compliance with laws and ethical standards

C. Fast product launches

D. Higher salaries

Which of the following is a correct action if you identify a gap in the guideline?
A. Ignore it
B. Publicly criticize it

C. Provide feedback to HR or management

D. Create your own guideline

Dress code policies are part of:
A. Product strategy

B. Technical guidelines
C. Company conduct and appearance standards

D. Medical protocols

Class — 10

Organizational Policy & Internal Processes at Work

Process and standard related to the guidelines

Introduction
The healthcare industry operates within a highly regulated environment to ensure patient safety, maintain
service quality, and promote ethical practices. Guidelines and standards provide a framework that healthcare
organizations, practitioners, and policymakers follow to deliver effective and efficient care. This document
explores the processes and standards related to healthcare guidelines, covering global regulatory frameworks,
implementation strategies, challenges, and future directions.
Overview of Healthcare Guidelines
Healthcare guidelines are systematically developed statements designed to help practitioners and patients make
informed decisions about appropriate healthcare. They are based on evidence from rigorous research, clinical
expertise, and patient values.
Purpose of Healthcare Guidelines

+ FEnsuring Patient Safety: Guidelines minimize the risk of medical errors and adverse events.

* Standardizing Care: They promote uniformity in diagnosis, treatment, and follow-up care.

& Improving Outcomes: Evidence-based recommendations enhance patient recovery and quality of life.

+ Resource Optimization: Guidelines assist in the efficient use of resources, reducing unnecessary

procedures.

* Legal and Ethical Compliance: They help healthcare providers meet regulatory and ethical standards.
Regulatory Frameworks
Healthcare guidelines are supported by national and international regulatory bodies. Key regulatory frameworks
include:
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1. World Health Organization (WHO)

WHO provides global recommendations on public health issues, such as vaccination protocols, infection
control, and non-communicable disease management.

2. Food and Drug Administration (FDA)

The FDA regulates pharmaceuticals, medical devices, and biological products in the United States, ensuring
safety and efficacy.

3. European Medicines Agency (EMA)

EMA oversees the evaluation and supervision of medicinal products across the European Union.

4. National Institutes of Health (NIH)

NIH supports medical research and publishes guidelines on various diseases and treatment strategies.

5. Local Regulatory Bodies

Countries establish their own health authorities, like the National Health Service (NHS) in the UK or the
Central Drugs Standard Control Organization (CDSCO) in India, to implement localized guidelines.
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Fig: Key regulatory bodies in healthcare

Development of Healthcare Guidelines
Healthcare guidelines are developed through a systematic process involving multiple stakeholders:
= FEvidence Collection: Comprehensive literature reviews, clinical trials, and meta-analyses provide a
foundation.
= Expert Consensus: Panels of healthcare professionals evaluate evidence and form recommendations.
= Public Consultation: Draft guidelines are reviewed by the public, including patients and healthcare
providers.
= Approval and Publication: Regulatory bodies approve and publish the final guidelines.
= Periodic Review: Guidelines are updated periodically to reflect new evidence and advancements.

Implementation of Healthcare Guidelines

Effective implementation requires:

Training and Education: Healthcare professionals must be trained on new guidelines.

Technology Integration: Electronic health records (EHRs) and clinical decision support systems (CDSS) can
integrate guidelines into daily practice.

Monitoring and Evaluation: Regular audits ensure adherence and measure outcomes.

Patient Engagement: Educating patients on guidelines empowers them to participate in their care.
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Challenges in Adopting Healthcare Guidelines
Despite the benefits, several challenges hinder guideline adoption:
# Resource Constraints: Limited funding and infrastructure can impede implementation.
# Resistance to Change: Healthcare professionals may resist adopting new practices.
«+ Variability in Interpretation: Different interpretations of guidelines can lead to inconsistencies.
“+ Keeping Guidelines Current: Rapid medical advancements require frequent updates.
* Balancing Individual and Population Needs: Guidelines may not address unique patient circumstances.

Case Studies

Case Study 1: COVID-19 Pandemic

The rapid development of guidelines for COVID-19, including testing protocols, treatment recommendations,
and vaccine deployment, demonstrates the importance of agile, evidence-based guidance during public health
emergencies.
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Fig: Guidance to prevent COVID-19

Case Study 2: Antibiotic Stewardship Programs
To combat antibiotic resistance, many healthcare systems implemented guidelines to promote judicious
antibiotic use, reducing unnecessary prescriptions and enhancing patient outcomes.
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Future Directions
Healthcare guidelines are evolving to meet emerging needs:

4 Personalized Medicine: Advances in genomics and biotechnology are enabling more individualized
guidelines.
* Artificial Intelligence (AI): Al can assist in analyzing vast datasets to develop and update guidelines
faster.
+ Global Collaboration: Strengthening international partnerships can harmonize guidelines and improve
healthcare access.
4 Patient-Centered Care: Future guidelines may increasingly incorporate patient preferences and social
determinants of health.
Standard Treatment Guidelines
Standard Treatment Guidelines play critical role in ensuring evidence based clinical practice and quality of care.
Taskforce on Standard Treatment Guidelines Have worked towards developing evidence based clinical
guidelines and implementation tools.
Standard Treatment Guidelines, also termed as clinical guidelines and clinical protocols are component of
health services provisioning to ensure evidence-based medicine and quality of care. At health system level it
helps in planning and costing of services. Standards Treatment Guidelines also become important tool for
monitoring and authorising procedure in a public funded health insurance scheme. With this quality control,
regulatory and planning functions standard treatment guidelines become indispensable tools both for public and
private service providers
Understanding its importance, Ministry of Health & Family welfare commissioned a Taskforce on Standard
Treatment Guidelines Which comprised of eminent clinicians and representations from important stakeholders
such as ICMR, DGHS, FICCI, civil society organizations and academic institutions. NHSRC was designated as
secretariat for this taskforce. The objective of this taskforce was to collate and review the existing standards
treatment guidelines as well as identify the procedures/ conditions where fresh development of Standard
treatment Guidelines is required. Taskforce was also mandated to suggest principles / protocols by which
guidelines are reviewed and updated. Taskforce was also asked to update the existing guidelines and companion
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documents aimed at treating doctors, insurance program teams, patients and clinical reviewers/ medical
auditors.

Process of STG Development

STG writing group

Taskforce decided to work on limited no. of guidelines in the first phase. 10 clinical specialty subgroups were
formed with each group initially to focus one disease condition. To make guideline group multidisciplinary
each group was directed to recruit members from diverse background apart from domain experts. This includes
allied health workers (Nursing/Paramedic/Rehabilitation), Physician, private practitioners, primary care
doctors, public health/ health system experts, methodology experts and patients or patients right organization.
In each, the senior most expert was usually designated as facilitator. Each member was asked to declare any
conflict of interest on a standardized format and records are kept with Taskforce secretariat. Writing group
members were trained for the guideline development methodology in a two-day workshop with technical
support of NICE, UK. Each subgroup was allocated some financial resources by NHSRC for conducting
subgroup meetings and covering other incidental cost.

Topic Selection Process

Each subgroup was requested to propose 5 disease conditions of their respective clinical specialty. These
disease conditions were prioritized on a criteria based on burden of disease, non-availability of Indian
guidelines and policy importance. The disease conditions on which MoHFW already have issued guidelines
were excluded. Total 14 disease condition Were, selected for the first phase.

Guideline Development

Guidelines were developed using agreed ‘Hybrid’ methodology adopting/adapting guidelines as explained
above. Scope of Guidelines was defined before starting the search for guidelines. As a strategy reputed
repositories of guidelines such National Guideline Clearinghouse and NICE were searched for existing
guidelines as these have been already screened for quality. For guidelines from other sources a screening of
guidelines against AGREE II tool was done before considering them for adoption/adaption.

Documentation

Once the recommendations were finalized (Adopted or Adapted) following documents were developed.

Full Background document

Contains the detailed recommendations along with reference to source guidelines. Document also describes the
process of development of guideline, details of writing group members, and decision taken on adopting or
adapting on specific recommendations.

Quick Reference Guide

A concise version of full document consists of key recommendations and clinical pathways more targeted for
frontline clinicians.

Apart from these, implementation tools such as Quality Standards, Patient Information Sheet and Formulary
were also developed for each set of guidelines.

Review Process

All the documents went through three tier review process. First Internal review was done by a designated
internal harmonization group. This group reviewed the document for consistency and adherence to agreed
methodology. Once the internal review suggestions were incorporated documents were submitted to DGHS for
external review, who in turn appointed prominent expert for external review of the documents. Finally,
documents were uploaded on MoHFW and NHM website for one month for open consultation and comments
from public. Finally revised documents were submitted to MoHFW for final approval and commissioning.
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Conclusion

Healthcare guidelines are essential for maintaining high standards in the healthcare industry. While challenges
exist, continuous innovation and collaboration among stakeholders can improve guideline development,
implementation, and adherence. Ultimately, effective guidelines ensure safer, more equitable, and higher-
quality healthcare for all.

Frequently Asked Questions (FAQs)
1. What are processes and standards in relation to company guidelines?
They are structured steps and set benchmarks that help ensure consistent quality, compliance, and
performance within the organization.
2. Why are standards important in professional settings?
Standards help maintain uniformity, improve efficiency, ensure safety, and support regulatory
compliance.
3. How are processes documented in a company?
Through Standard Operating Procedures (SOPs), process maps, manuals, and digital workflow systems.
4. Who is responsible for setting company standards and processes?

Typically, the Quality Assurance team, senior management, or compliance departments.
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5.

10.

How do processes support adherence to guidelines?

They provide a clear, step-by-step method to follow, reducing errors and ensuring consistency.

What’s the difference between a guideline and a standard?

A guideline offers recommended practices, while a standard is a mandatory requirement that must be
followed.

What happens if a process is not followed correctly?

It can lead to errors, compliance violations, customer dissatisfaction, or disciplinary action.

How often should processes and standards be reviewed?

Regularly—usually annually, or when there are changes in regulations, technology, or company
structure.

What is the role of training in following processes and standards?

Training ensures that all employees understand and correctly apply the defined procedures and
benchmarks.

Can employees suggest improvements to existing processes or standards?

Yes, many companies encourage suggestions through formal feedback or quality improvement

programs.

Multiple Choice Questions (MCQs)
What is the primary purpose of having processes and standards?

A. To reduce salaries
B. To maintain consistency and compliance

C. To slow down work

D. To eliminate innovation

Which document typically outlines specific steps to follow in a process?
A. Invoice

B. Employee ID card
C. Standard Operating Procedure (SOP)

D. Calendar invite

Who usually develops and maintains workplace standards?

A. Customers
B. Quality Assurance or Compliance Teams

C. Security Staff

D. Sales Representatives
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A guideline is different from a standard because:

A. Guidelines are mandatory
B. Guidelines are suggestions; standards are requirements

C. Standards are optional

D. Both are the same

If an employee identifies a flaw in a process, they should:

A. Ignore it
B. Report it to the appropriate authority
C. Bypass the process

D. Share it on social media

Regular review of processes and standards is necessary to:

A. Increase paperwork
B. Maintain alignment with current regulations

C. Confuse staff

D. Delay operations

What supports employees in following standard procedures?
A. Company branding

B. Marketing emails

C. Training and documentation

D. Verbal instructions only

Failing to follow a company’s process can lead to:
A. Recognition

B. Performance bonuses
C. Errors and compliance issues

D. Increased productivity

Why should standards be uniform across a company?

A. To reduce competition
B. To ensure quality and predictability

C. To create variety

D. To encourage shortcuts
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What is the ideal frequency for reviewing company standards?
A. Every 10 years

B. Never

C. When a mistake happens

D. Annually or when regulations change

Class — 11

Organizational Policy & Internal Processes at Work
Follow generic organizational policy

Organizational Policies and Procedures

Organizations are described as a form of association, wherein men, material, and other resources are engaged
for the purpose of accomplishing a desired objective. The term organization is derived from the word
‘organicism’, which means an organized body of interdependent parts sharing common activity. Organization
has been defined in different ways such as (i) organization is a system of consciously coordinated activities or
forces of two or more persons, (ii) organization is a planned system of cooperative effort in which each
participant has a recognized role to play and duties and tasks to perform, (iii) organization is a formal structure
of authority, through which work sub-divisions are arranged, defined, and coordinated for the defined objective,
(iv) organization is concerned with the pattern of relationships between persons in an enterprise, so constructed
as to fulfil the enterpriser’s function, and (v) organization consists of the relationship of individual to
individuals and of group to groups, which are so related to bring about an orderly division of labour.

From the above definitions, it can be seen that the organizations are perceived in four different ways namely (i)
as a process, as a structure of relationship, (iii) as a group of persons, and (iv) as a system. The characteristic
features of organization give an indication of the basic nature of the organization. The characteristics of the
organization are (i) they are purposeful, complex human collectivities, (ii) they are characterized by secondary
(or impersonal) relationships, (iii) they have specialized and limited goals, (iii) they are characterized by
sustained co-operative activity, (iv) they are integrated within a larger social system, (v) they provide services
and products to their environment, and (vii) they are dependent upon exchanges within their environment.

The principles on which the organization operates are (i) principle of objective which means that the
organization serves as a tool in attaining their prescribed objectives, (ii) principle of specialization which means
that the division of work between the employees is to be based on their ability, capability, tasks, knowledge, and
interest, (iii) scalar principle also known as ‘chain of command’ which means that there is to be clear lines of
authority running from the top to the bottom of the organization, (iv) principle of authority which is the element
of organizational structure by which the management is able to create an environment for individual
performance, (v) principle of unity of command which demonstrates that in the organization, one subordinate is
under the supervision of one person only hence avoiding the possibility of conflicts in instructions and
developing the feeling of personal responsibility for the work, (vi) span of control or span of management or
span of supervision or levels of organization which states about the number of subordinates that a person can
manage or control, (vii) principle of definition which means the contents of every position consisting of duties,
responsibilities, authorities, and organizational relationship are to be clearly defined, (viii) principle of the unity
of direction which means that the organizational objectives are to be split into functional activities and there is
to be one objective and one plan for each group of people, (ix) supremacy of the organizational objectives
which means that the organizational goals and objectives are to be given wide publicity within the organization
and the people contributing to it are to be made to understand that organizational objectives are more valuable
and significant and an individual is to place one’s personal motives under it, (x) principle of balance which
means that in the organizational structure there is need for balance for effective grouping and assigning
activities, (xi) principle of human resources which means that the success or failure of the organization largely
depends on the handling of its human resource, and (xii) principle of discipline which means maintenance of
proper discipline in the organization. The principles described above acts as a yardstick to evaluate the
soundness of the organizational activities and are necessary for the organizational successful functioning.
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Organizations need to develop policies and procedures which reflect their vision, values, and culture as well as
the needs of their employees. The organizational vision, mission, and values serve as the key for the
development of the organizational policies and procedures. The policies and procedures are developed to assist
the organizational management in the managing of its various activities. It includes activities related to
administration, human resource, finance and accounts, procurement and sales, and marketing management.
Creation, maintenance, communication, and training of the organizational policies and procedures need a
considerable effort. Written policies and procedures are necessary for the effective and efficient operations of

the organization. Fig 1 shows the contents of policies and procedures.
Contents of policies and procedures
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Fig: Contents of policies and procedures

The organizational policy is a statement of principles, rules, and guidelines which the organization follows in
order to achieve a desired outcome. The policy is a set of general guidelines which outline the organization’s
plan for tackling an issue. It exists to communicate the organizational point of view to its employees and to
ensure that actions carried out at the organization take place within the defined boundaries of the policies and
procedure. Policies and procedures communicate the connection between the organization’s vision and values
and its day-to-day operations.

A procedure explains a specific action plan for carrying out a policy. It is a set of actions which an employee
takes to complete an activity within the confines of an organizational policy. It exists as a reference for
employees to understand their roles and responsibilities. Procedures tell employees how to deal with a situation
and when. Using policies and procedures together gives employees a well-rounded view of the organization.

All policies and procedures written by the organization are combined into one document called a policy and
procedure (P&P) manual. Maintenance of the P&P manual which is the act of writing or revising documents
within it, is an ongoing effort. It is known as maintenance cycle. Combining all current policies and procedures
into a P&P manual creates a centralized location for the employees to easily access of the policies and
procedures pertinent to their role within the organization. Further, implementation of policy and procedure
maintenance helps to ensure that policies and procedures are current and are easily accessible. It can also
support the successful integration of policies and procedures requirements throughout an organization.
Maintenance cycle of policies and procedures is shown in Fig 2.
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Maintenance cycle of policies and procedures
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The P&P manual is composed of two distinct sections. The policies section refers to the rules and regulations
while the procedures section includes guidance for carrying out of certain important activities in the
organization. Procedures are to include outline of the formats in which the information is to be presented.
Simple language and detailed structure make it easy for employees to find the information which they are
looking for in the P&P manual. Clear, plain language also prevents mis-interpretation of information and
ensures everyone is on the same page. The P&P manual is not to be confusing to the reader. The manual is to be
written in a positive tone. The purpose is to provide a pleasant working environment and produce a cohesive
identity of the organization.

The purpose of the policies and procedures is to provide employees of the organization with general
information regarding the policies and procedures of the organization. Policies are high-level, broad statements
of what the organization wants to accomplish. They are made by management when laying out the
organization’s position on some issue. Procedures are step-by-step instructions on how to implement policies in
the organization. They describe exactly how employees are expected to act in a given situation or how to
accomplish a specific task.

The effectiveness of an organization depends upon the framing of the suitable policies and procedures which
help in meeting the goals and objectives of the organization in the changing environment. A sound policy of an
organization, reflect on the goals, objectives, vision, and values of the organization keeping into consideration
the available resources and man power. Further, a sound policy reflects crucial issues of the organization, such
as organizational values, and expectations of the people etc. Organizational policies are statements of principles
and procedures dealing with the management and administration of the organization. To put it in simple term,
policies are a statement of purpose, which highlights broad guidelines, on action to be taken to achieve the
purpose of the organization. Policies act as a guiding frame of reference, in dealing with various issues, such as
how the organization deals with everything, right from its day-to-day operational issues, or how to respond to
the needs to comply with legislation, and codes of practice. It is important that policies are simple and
reasonable, and that employees are aware and clearly understand what the policy is trying to achieve.

Wording is crucial for those policies and procedures which relates to the employees. The policies are to be
made in general terms and by avoiding such words as ‘guarantee’ when referring to the strong actions. The
organization is to avoid determining certainty with regards to how it reacts to these situations.

While organizational policies are roadmaps to action, organizational procedures are the actions itself, which are
undertaken by the organization in meeting the goals and objectives of organization. In other words,
organizational procedures are a clear step by step method for implementing organizational policies or
responsibilities. They describe logical sequence of activities or processes which are to be followed to complete
a task or function in a correct and consistent manner. Hence, the policies of the organization are a vital
component of the organization. If the policies and procedures of the organization are effective, it is more likely
that the organization achieve success. Hence, success of the organization highly depends upon the
organizational policies and procedures adopted by the organization. The more organized, systematic, and
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thorough the policies and procedures are, the less scope for misunderstandings in the organization, with
maximization of the outcome.

Policies and procedures are the backbone of an organization. They are a dynamic body of shared standards used
to strengthen and support the success of the organization. Having the necessary policies and procedures in
place, as well as a system to manage compliance with those policies and procedures, help the management
accomplish the organizational strategic vision while protecting its people, reputation, and bottom line. Fig 3

shows the management of the policies and procedures.
Management of policies and procedures
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Fig: Management of the policies and procedures

Since the environment itself is constantly changing, the policies, and procedures are to be living documents
which are to be periodically evaluated and changed as necessary. The constant monitoring of the organizational
environment and the periodic review of the relevant parts of the policies and procedures are part of the process
which is the operational model.

The policies and procedures which are developed are required to be appropriate to the organization and are to
be clearly communicated to everyone from top to bottom in the organization. Clear communication is the first
step in creating good internal controls and outlining the expectations of all individuals involved in the
operations. Creation of written policies and procedures is not the end. In fact, policies and procedures are to be
distributed to the appropriate employees. The organization also is to have an implementation plan to train the
employees on all the policies and the procedures and to conduct periodic assessments for ensuring that they are
being followed.

Organizational policies and procedures are important for the organization since they act as a frame of reference
for the organization, its management, and its employees, so that they are able to focus on what has to be done,
without getting diverted. Since a policy act as a reference point for diverse issues, people in the organization, do
not have to discuss and re-discuss the same set of issues, every time they occur.

The key areas of the organizational policies and procedures which need attention of the organization, either in
the present environment or in the future, are to be covered in the organizational policies. Policies just give
broad guidelines on the key subject or situation and shows the roadmap on what is to be done and how is to be
done. Some of the key areas, covered in a policy are (i) overview of the organisation where the key aspects to
be covered include, history of the organization, vision, mission, goals and objectives of the organization, and
organizational philosophy etc. (ii) organizational structures where components covered include, information on
organizational chart / diagram, accountability chart, organization meetings and processes, (iii) organizational
standards, rights and responsibilities which constitute an important component of the organization since it
covers aspects like organizational code of conduct, rights and responsibilities of the management and the
employees, policy on the conflict of interest, complaints and disputes procedures etc., (iv) human resource
procedures which include details on recruitment, compensation, training, leave arrangements, promotions, and
supervision etc. (v) organizational evaluation which includes evaluation strategies, ongoing monitoring,
methods of performance assessment etc., (vi) human resource management and development policy is required
to have details of employee reporting procedures and formats, employee supervision and performance
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development, performance appraisals, dispute and grievance procedure etc. (vii) organizational health, safety
and welfare policy is required to cover information on procedures for health and safety, and fire control etc.,
and (viii) other components such as communications, delegations, critical incidents procedure in the
organization, and if any, referral, coordination / networking with external partner organization, etc.
Well formulated organizational policies and procedures have several benefits both for the organization and its
employees. These policies and procedures indicate that the organization (i) is consistent with the organizational
values, (i1) follows regulations, (iii) operates in an efficient and business-like manner, (iv) ensures uniformity
and consistency in decision-making and operational procedures (v) save time when an issue is to be handled,
(vi) provides stability and continuity, (vii) maintains the direction of the organization even during periods of
change, (viii) provides the framework for business planning, (ix) assists in assessing performance and
establishing the accountability, and (x) clarifies functions and responsibilities.
There are several steps which are necessary for ensuring that the organizational policies and procedures are
successfully developed, introduced, and implemented in the organization. The first step is planning and
consultation which means that the employees are involved in the development, introduction, and
implementation of the policies and procedures. Such consultation with the employees helps in improving the
awareness and understanding of the employees and gives them a sense of ownership and compliance. Employee
involvement also helps to determine, when, and where the policies and procedures can apply and include
possible scenarios.
The second step is to study the various aspects to identify different areas for which policies and procedures are
required to be developed. Serious inputs from the study are necessary if good and effective policies and
procedures are to be made. The key terms used in the policy are to be defined, so that employees are able to
understand what they mean. The policies and procedures are to explain both the acceptable and unacceptable
behaviour of the organization. Further, the organization is to be clear about who the policy applies to.
The third step in developing the policies and procedures is to draft them in a simple language, so that they are
easily understood by all the employees. The idea is that readers can glance at the P&P manual and quickly grasp
the concepts being presented to them. The organization is required to ensure that all the employees understand
what the policies and procedures mean. Further, the ways to comply with the policies and procedures and the
implications of not complying are to be made clear to them. The draft policies and procedures are to be
circulated amongst the key employees and based on the feedback, policies and procedures are reviewed and
revised, finalized, and issued.
The fourth step is the implementation. To be effective, policies and procedures need to be publicized and
provided to all the existing and new employees. The policies and procedures can be explained to employees
through information and training sessions, at the employees’ meetings, and during induction. Policies and
procedures are also be to reiterated and discussed regularly to ensure they remain relevant. Also, copies of
policies and procedures are to be made easily accessible.
The fifth step is compliance. It is important that policies and procedures apply consistently throughout the
organization. A breach is to be dealt with promptly and according to the procedures set out in the policy. The
consequence of the breach is also to suit the severity of the breach i.e., whether it is to be a warning,
disciplinary action or summary dismissal. A termination / disciplinary policy is to be made for the cases which
the organization considers to be serious, wilful or gross misconduct, for example a breach of a confidentiality
policy
The sixth and last step is to review the policies and procedures regularly for ensuring that they are relevant and
are in line with changes within the organization. Where policies are considerably changed, they are to be re-
issued to the employees, so that they understand the organizational new directions. Further, policies and
procedures are to be periodically reviewed in order to ensure that they reflect current good practices and
statutory requirements within the organization.
Beyond writing of the policies and procedures, the organization is required to take additional steps to ensure
that the guidance reflected in the documents are effectively implemented throughout the organization.
Additionally, the outdated policies and procedures are to be and archived in a timely fashion to ensure
employees have ready access to outdated documents in the event of a statutory or regulatory or legal inquiry.
All these activities are part of the maintenance of the policies and procedures.
Policies and procedures are to be reviewed (i) when there is a change within the statutory requirements, e.g.,
any new regulations, (ii) regularly as part of the frequent review, (iii) as new information on good practice
emerges, (iv) when one in the organization notice that a policy or a procedure contradicts a statutory regulation
or ethical direction in the organization. Hence, developing a policy is not a simple task, since it is not just a
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written statement. It has to be comprehensive enough, so that it includes all the crucial issues of an organization
and is to be simple enough, so that it can be interpreted correctly by the employees of the organization.

For the policies and procedures to be most effective, people need to put time and effort into preparing them.
One can take the help of several sample manuals and edit them to suit the environment in which the
organization is functioning. The policies and procedures are not to radically change the practices followed in
the industry.

Policy management consists of the practices associated with managing the organizational policies and
procedures throughout all of the stages of the policy life cycle including drafting, editing, approving, updating,
distributing, gaining employee attestation and maintaining a database of records. Modern policy and procedure
management takes into account the critical role which policies and procedures play in protecting the
organization. Effective policy management which calls for strong, well-managed policies and procedures
integrated across the enterprise, sets standards for conduct which result in improved performance and enhanced
organizational culture.

A well written, up-to-date P&P manual guides managers and supervisors in making decisions, as well as
training and handling employment issues which relate to safety and health. A P&P manual also offers other less
obvious benefits. The P&P manual serves as a basic communications tool. The very process of compiling the
P&P manual includes a survey of executives’ and employees’ views on each subject or policy area. This process
provides the management with an opportunity to find out where their senior management team stands and how
it feels about certain issues. The management team also learn what steps are necessary for the organization to
take, what areas are causing problems for the organization, and where confusion and mis-understandings lie. In
other words, the ‘policies and procedures’ formulation process is perhaps the best opportunity which the
management has to communicate with its team on subjects of mutual interest. In return, the team gets a chance
to find out exactly where the management stands on these issues.

The important thing to remember about P&P manual, however, is that communication does not stop once the
manual is completed. On the contrary, in the manual preparation process, the real communication begins. Every
single time a question concerning a policy arises, the manager in charge has an opportunity to improve
communication and understanding with the employee(s) involved.

The P&P manual is also a training resource. The manual can be used both in training newly recruited or
promoted employees and in conducting refresher courses for experienced line managers. Some organizations
have actually structured their line managers’ training programmes to correspond with the manual’s table of
contents. One can develop and use case studies to illustrate problems. Case studies can be particularly useful
when discussing employment related safety issues. The manual can serve as a guide in deciding the right way to
handle these hypothetical situations.

The P&P manual serves as written documentation of the organization’s commitment to its employees’ efficient
working. Simply having policies and procedures on different areas or right-to-know does not mean that the
organization is in complete compliance with the statutory regulations. However, having policies can be helpful,
if the employee files a complaint and a statutory inspector comes to inspect the plant operations. If one can
show the statutory inspector that the organization have clearly stated and widely publicized policies and
procedures in the area under complaint, then the inspector has a positively view for the organization. It can also
help to reduce the punishment in case the inspector finds violations.

The P&P manual saves time. The management team does not waste hours coming up with decisions which
others have made before. The team does not have to struggle with how to handle a ‘delicate’ issue or situation.
The team does not have to wonder if management approves their actions. If the policies and procedures are well
written, the management team has all the information and support they need to carry out the management’s
objectives. These and other reasons make it desirable to have a exhaustive P&P manual which covers all the
aspects of the organizational operations. In addition, there are other reasons which make such a manual all but
mandatory if the employees are to fulfil their obligations to serve the organization and to preserve all its
resources i.e., human, material, and monetary.

The regulatory requirements which the statutory authorities impose frequently change. Without current,
documented policies and procedures, management team is likely to make some mistakes in their work area
which can lead to costly losses. Another reason for developing a P&P manual is the increasing difficulty of
managing and controlling complex operations. For example, in some organizations, managers of relatively
small departments frequently make decisions which can affect the entire organization. It does not possible or
even desirable to control all management decisions under circumstances like these. It is, however, desirable to
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provide managers with a framework within which they can make their own decisions on important or sensitive
issues in a fair and consistent manner.
Another important reason for having a P&P manual is the requirement in some regulations / standards for
organizations to provide information to their employees. Employees in particular are becoming more outspoken
about their desire to know what regulatory agencies require from the organizational management. They are
most likely to bring their concerns to their immediate line managers or department heads. It is, hence, essential
that these managers have a resource to which they can turn to provide the requested information. A P&P manual
is more than an item which the management desires to have. It is something which the management has to
preserve for managing the organization and the employees, for attracting and retaining satisfied employees, and
for reaching the organizational objectives through logical and consistent management decision-making.
There are a number of factors which are to be taken into consideration when developing and implementing
policies and procedures in the workplace. The development stage of policies and procedures is an opportunity
to think about and / or discuss a number of factors related to policy and procedure implementation and the
impact this is going to have on the organization operations. Development of the policies and procedures is to be
tailored to respond to the organizational culture, operational requirements, and available human and financial
resources.
When implementing policies and procedures, there are a number of considerations which include (i) visible
support for the policies and procedures are to be evident from the top management, (ii) core values which
include a statement regarding health and safety in the workplace are to be identified, iii) all employees are to be
concerned with developing a healthy work culture in the workplace, (iv) all managers are to be aware of their
duties and responsibilities with respect to statutory regulations and the related organizational policy / procedure,
(v) employees responsible for advice, policy adjudication and / or complaint resolution are to receive
specialized training, (vi) plain language is to be used for policy implementation information, (vii) all employees
are required to have a copy of the policy / procedure or to know where to access it for review, (viii) employees
are to sign off that they have received and reviewed the policy and agree to be bound by it; (ix) the number of
paper copies of the policies and procedures is to be reduced / limited to avoid outdated material from remaining
in circulation, (x) the policies and procedures are to be communicated and promoted effectively and
consistently, (xi) the policies and procedures are to be discussed at employee meetings, department meetings,
and other meetings as applicable, (xii) the policies and procedures are to be discussed in various committees,
(xiii) all employees are to be informed when the policies and procedures are up-dated to ensure that they
understand the revisions, have an opportunity for questions and answers, sign off by acknowledging receipt,
and agree to be bound by the revised policies and procedures, (xiv) the collective agreement and any revisions
are to be provided to all the employees, (xv) the organization is to plan to evaluate and measure the policies and
procedures at regular intervals for reviewing the level of use, effectiveness, absenteeism rates, accessibility,
privacy and confidentiality, perceptions and trust etc., (xvi) the organizational financial bottom line is to be
considered in combination with the human costs involved since successful and supportive organizations
understand the needs of the employee and the management and how these can best be addressed for the benefit
of all concerned and (xvii) the organization is to ensure respect and dignity at the workplace in order to make it
a safe environment for employees to come forward to ask any questions they can have.
At this point, writing of the P&P manual probably seems like a massive and discouraging task. Hence, it is
necessary to create a working schedule for the writing with setting aside a certain amount of time each day to
work on the P&P manual. Breaking the work into smaller units prevent it from being overwhelming. Having a
production schedule is helpful to maintain a balanced workflow. Management can also elect to assign the
writing duties to someone else, or divide sections among employees. However, it is important that the writing
style for the P&P manual remain consistent throughout. Since manual is to be composed in simple language,
this is to be relatively easy to maintain even if the management uses several writers. Editing for consistency is
necessary if several writers are employed for writing the manual.
Regardless of who composes the P&P manual, management is required to establish a review process to ensure
that it complies with statutory regulations and accurately describes wall the procedures. The review process is
also extremely important to check for phrases such as ‘with cause’ which can limit the of the management.
Using the wrong phrases can turn the P&P manual into a contract in the eyes of the statutory authorities. The
review process is also to include testing of procedures described in the manual to ensure they are thoroughly
described. Since the P&P manual can be relied upon by the employees to complete tasks in emergency
situations, instructions are required to include all steps in the procedure no matter how small they are, so that
the procedure can be duplicated without training if necessary.
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Advantages of policies and procedures are that they (i) ensure consistency, effectiveness, and efficiency during
the accomplishment of the tasks, (ii) entails a consistent, repetitive series of processes towards achieving a
particular task, (ii1) presents activities in a particular sequence without opportunities for deviation from the
path, (iv) are flexible as time and new developments also inform the need to change outdated processes and
improve them, and (v) are performance tools as they incorporate measures to communicate the effectiveness of
the procedure so that the user can tell whether or not the procedure is working (process descriptions,
documentation, and monitoring controls).
Disadvantages of policies and procedures include (i) informal and unstructured work processes or activities
pose a great challenge to the procedural applications which cause the implementation of work procedures at any
given time a challenge, and ii) procedures are very detailed and some activities require complex technical
applications and because of it they tend to be relegated to problem solving rather than used proactively within
the organization.
Policies and procedures help in compliance, and efficiency within the organizations. In case of compliance,
policies and procedures when appropriately designed, act both as a tool to ensure compliance with internal and
external requirements and as an instrument to be complied within itself. In case of efficiency, policies and
procedures when designed properly act as a tool to ensure that time, resources, and efforts are effectively
managed in accomplishing a particular task. Critically, from the above arguments on compliance and efficiency,
one can argue that compliance and efficiency have different roots and serve different purposes.
Writing policies and procedures is not normally something which excites or motivates people, but they feel
differently if they realize the value policies and procedures bring in to the organization. If management want to
increase communication, become more efficient, and gain credibility among external stakeholders, development
of the policies and procedures is to be a priority. Everyone in the organization can benefit from clarity and
consistency, since policies and procedures can help the organization to accomplish its goals and work together
more effectively.
Ten main reasons for making and implementing policies and procedures in the organization are (i) they
establish a standard for how to do things, (ii) they make sure decisions are made and documented by the
management, (iii) they communicate the same message to all the employees, (iv) they provide clear
expectations to make it more likely that all the employees meet or exceed the expectations, (v) they can attract
people seeking jobs to the organization, (vi) they make sure important information on how to do things is not
lost when an employee leaves the organization, (vii) they promote fair and equitable treatment of others, (viii)
they show everyone in the organization have complied with applicable regulations, (ix) they reduce conflict,
and (x) they help the organization to mitigate risks.
The organization can have already several documents in place which can help in putting together to create a
P&P manual. There are also several resources and tools available to help the organization to get started.
Checking back through meeting minutes is one of the best ways to gather information. Any other checklists or
annual event planning documents can also be helpful. On-line resources or similar policies can be found which
can provide useful information. P&P manual is to be made which is easy to use. The P&P manual is required to
be user-friendly, relevant, and a practical tool which employees refer regularly. The manual is to include only
those information or procedures which is useful to the organization. Whatever is included in the manual is to be
relevant to the work being done in the organization.
It is important to make sure all policies and procedures follow relevant statutory regulations applicable for the
industry. Other things to keep in mind during the making of the policies and procedures are (i) to start with
what the organization already has in place and to remember that the P&P manual is to be continually updated
and revised, (ii) when things can be better explained with a figure, the same is to be used, (iii) to use a style
which suits the organization and keeping the manual easy to use, (iv) to be creative while preparing the manual,
(v) to keep the manual simple without the use of jargon or over-explaining things, (vi) to organize the manual in
a manner so that it is easy to navigate so that an employee find the information quickly, (vii) the manual is to be
approved by the management before it is issued to the employees, (viii) to make sure that the P&P manual is
used, and (ix) to schedule regular reviews of the manual to make sure it remains current. Preparing and using a
P&P manual has several benefits for the organization. The content helps everyone in the organization
understand clearly what they need to do, and how to do it.
Policy deployment frequently referred to as HoshinKanri was first used in Japan to communicate the
organizational goals, policies, and objectives throughout the organizational hierarchy with the aim of drawing
focus to the key activities which lead to success. Policy deployment is an application of Deming’s Plan-Do-
Check-Act (PDCA) cycle to the management process which represents a generic approach to continual
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improvement of activities and processes. The concept is explained as ‘deploy and share’ direction, goals, and
approaches of the management from top management to employees and for each unit of the organization to
conduct work according to the plan, then evaluate, investigate and feedback the results or go through the PDCA
process cycle continuously and attempt to incessantly improve performance of the organization.

Policy deployment boasts of strengths such as (i) organizational cohesion providing consensus of organizational
objectives at all levels, (i) integration of organizational efforts into actions so as to meet organizational
objectives, and (iii)) encouraging of inter-departmental cooperation which creates alignment through
participation, responsive and flexible planning and implementation, identification of key problem areas, and
enabling prioritization within the organization. Policy deployment helps create cohesiveness within the
organization which is understood throughout the organization. It provides a structure with which to identify
clear organizational goals.

Frequently Asked Questions (FAQs)
1. What is a generic organizational policy?
It refers to a set of general rules and procedures that apply across the organization to ensure consistency,
discipline, and compliance.
2. Why is it important to follow organizational policies?
Following policies promotes professionalism, reduces risk, ensures fairness, and supports legal and
ethical compliance.
3. What are some common areas covered by organizational policies?
Attendance, code of conduct, data privacy, safety, use of company property, communication, and
workplace behaviour.
4. Where can employees find organizational policies?
In the employee handbook, intranet portals, HR manuals, or during orientation and onboarding sessions.
5. Who enforces organizational policies?
Typically, supervisors, HR personnel, and managers are responsible for enforcement.
6. What happens if an employee violates a policy?
Depending on the severity, it may result in verbal warnings, written warnings, suspension, or even
termination.
7. Are organizational policies the same in every company?
No, they vary depending on the company’s size, industry, culture, and regulatory requirements.
8. Can employees contribute to or suggest changes in organizational policies?
Yes, many organizations encourage feedback through proper channels such as HR or employee surveys.
9. How often are organizational policies reviewed?
Generally, they are reviewed annually or whenever necessary due to changes in law or business
processes.
10. How do organizational policies support workplace culture?
They provide a framework that promotes accountability, equality, respect, and ethical behaviour.

Multiple Choice Questions (MCQs)
What is the main purpose of organizational policies?
A. To increase competition
B. To promote consistency and compliance
C. To confuse employees
D. To increase salaries

Which of the following is typically covered by organizational policies?
A. Employee vacation destinations

B. Personal social media content

C. Workplace behaviour and attendance

D. Favourite lunch options

Where can employees usually find the organization’s policies?
A. On social media
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B. In the employee handbook or intranet
C. In customer emails
D. On their ID cards

Who is responsible for making sure policies are followed?
A. The customers

B. External vendors

C. HR and management

D. Only senior executives

What is a possible outcome of violating company policy?
A. Promotion

B. Bonus

C. Disciplinary action

D. Extra leave

Are organizational policies universal across all companies?
A. Yes, every company uses the same ones

B. No, they vary by company and industry

C. Only government companies have policies

D. Policies only apply to interns

What are one-way employees can help improve policies?
A. Break the rules
B. Ignore outdated procedures

C. Provide feedback to HR
D. Delete policy documents

How often should generic policies be reviewed?
A. Every 20 years
B. Once during hiring

C. Regularly or annually
D. When employees complain

Which of the following best describes a generic policy?
A. Policy for a specific department only

B. Guidelines that apply to all staff across departments
C. Unofficial work habits
D. Personal rules made by employees

How do organizational policies support workplace culture?
A. By encouraging gossip

B. By enforcing fairness and accountability

C. By limiting communication

D. By allowing flexible policies for each person

Class — 12

Organizational Policy & Internal Processes at Work

Various internal process relevant for MS
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Introduction

The marketing strategy used in tertiary care hospital medical services uses a variety of tactics to attract, keep
and engage patients. The primary objective is to provide patients with excellent medical care and positive
practice. The methods are intended to increase the confidence and trustworthiness while giving them a unique
and memorable experience. Digital marketing is one of the most critical marketing strategies for healthcare
services. Social media, Search Engine Optimisation (SEO), and other powerful techniques are required to
attract new patients and keep them interested in the hospital. Another strategy to encourage current patients to
tell their friends about the hospital is to use patient referral programmes and word-of-mouth advertising.
Implementing patient-centred services and individualized treatment is another tactical approach.

Developing services, increasing health literacy, and using the 7Ps model of the healthcare marketing mix
(people, product, pricing, location, promotion, pro- cess, and physical environment) are all important strategies,
and improving financial resources are some of the marketing strategies used in healthcare services.

Tp's Description

Product Because the products provided by healthcare organizations are intangible, the product mix is crucial for
marketers. The hospital 5 completely equipped with varlous facilities. rendering services in the form of in-
tangibility to give efficient and dependable services, such as ambulance. pharmacy. diagnestic. and emer-

gency servicesid

Price Price is the most crucial aspect and component of the marketing mix when choosing a specific hospital
treatment. !

Place The availability of healthcare and the location of the hospital are significant determinants of the treatment

patients can rece e 2

Promotion After considering the target audience, media type. channels emploved. and sakes promotion. the hospital
uses either P.R. advertising. or both. egg., informal and formal. T.V. word of mouth.:

Paaple As a marketing mix variable, peaple include all individuals engaged in providing services, ancompassing
medical. mursing, and ancillary personnel, regardiess of thelr specific roles, ™5+

Physical evi-  Physical evidence is crucial in healthcare services because it helps patients dizgnose and treat their condi-

dence tHons cormectly.®8

Process The hospital's many tasks are often organised by pracess, which largely depends on its size and services,
such as outpatient and inpatient cares

Table: 7p's of the marketing (Reference: Zade, M., Tiwade, Y. R., Shahu, S., Bandre, G., &Surkar, S. (2024).
Marketing Technique in Healthcare Services: A Narrative Review. National Journal of Community
Medicine, 15(06), 496-502. DOI: 10.55489/njcm.150620243671)

In today’s busy, complicated, information-overload, short-attention-span environment, there are hundreds of
ways to market a healthcare practice but there are really 8 most important marketing strategies for most
healthcare practices to consider.

Each of these 8 strategies includes a host of possible communication tactics. To simplify and organize these
strategies and tactics, infographic has been created following this paragraph.
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Fig: Infographic on marketing of a healthcare practice

Here is a brief summary of each of the strategies illustrated.

Unique Brand

People have so many options today for healthcare services and providers that the only way healthcare practices
can truly stand out from the pack of lookalikes is to establish a well-differentiated, memorable and unique value
proposition.

The same issue applies to choices available to referring physicians (where applicable).

In evaluating your existing value proposition or in developing a new unique value proposition for a new
practice or as part of a rebranding strategy, you need to identify the one thing (above all else) that you want
patients to think of and remember about you if they can only remember one thing. (You are lucky if they
remember anything about you, much less multiple advantages you offer.)

That “one thing” needs to really matter to your patient in deciding whether to choose you or a competitor. You
can be unique but unless your uniqueness is a highly relevant value to your patient, you won’t have a
meaningful brand.

&

Fig: Advertising the significance of Brand

A successful value proposition needs to have these characteristics:
“ True/Accurate
#+ Different/Better Value compared to competitors
+ Meaningful to Your Target Audience
#+ Memorable/Easy to remember
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w== Difficult for your competitors to match or “clone”
Some well-known brand examples:
Starbucks — Coffee as an Experience
Apple — Coolness
Southwest Airlines — The Airline with a Heart
Target — Expect More, Pay Less
Walmart — Save Money. Live Better
Thumbtack — Consider It Done
Dollar Shave Club — A Great Shave for a Few Bucks a Month
Kaiser Permanente — Healthy Care (“THRIVE”)
Your brand is a reflection of your desired reputation and your reputation is, ultimately, your brand. A brand
should under-promise and over-deliver.

You and everyone else in your organization is a living, breathing representative and reflection of your brand.
The value of your brand is only as good as your commitment and ability to walk your talk — every day in every
way.

A healthcare practice brand encompasses the entire patient experience. It is far more than a logo or a website or
an ad or any of the elements that may be tools for communication of the value of the brand.

Relevant Branding Statistics

Only 1 in 4 corporate brands appear to their target audiences as differentiated from competitors. CEB Global
According to the Harvard Business Review, 64% of consumers site “authentic shared values” as the primary
influence for their relationship with a brand. Harvard Business Review

Yet “personal benefits” — focusing on how the brand helps a stakeholder achieve their goals or present
themselves as the person they want to be — is shown to be 3 times more effective at increasing brand outcomes
compared to the “authentic shared values” approach. CEB Global

Americans say that they tell an average of 16 people about poor brand experiences compared to an average of 9
people with whom they share positive brand experiences American Express Survey.

How to Develop (or Redevelop) Your Healthcare Brand
1. Define Your Target Audience(s)

Fig: Target audience
Who do you want, and just as important, who don’t you want? Be specific.
Examples:
»== Women, age 35-64, who are experiencing pelvic pain
== Men and Women, age 40-60, acting as caregivers for their aging parents
»== Baby Boomers experiencing hearing loss
== Men and Women age 30 — 64 with Anthem Blue Cross insurance
w2 2. Clarify Your Brand Mission Statement
»== What is your reason to exist and how do you provide value to your customers in a way that is different

than your competitors?
T = - ._;T.:.

Examples:
Amazon
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“To be Earth’s most customer-centric company where people can find and discover anything they want to buy
online.”

Facebook
“To give people the power to build community and bring the world closer together.”

Go gle

Google
“To organize the world’s information and make it universally accessible and useful.”

#% KAISER PERMANENTE

Kaiser Permanente
“To provide high-quality, affordable health care services and to improve the health of our members and the
communities we serve.

MAYO
CLINIC

7y

Mayo Clinic
“To inspire hope and contribute to health and well-being by providing the best care to every patient through
integrated clinical practice, education and research.”

THE UNIVERSITY OF TEXAS

MDAnderson
GancerCenter

MD Anderson Cancer Center
“To eliminate cancer in Texas, the nation and the world through exceptional programs that integrate patient
care, research and prevention.”

Starbucks
“To inspire and nurture the human spirit — one person, one cup and one neighbourhood at a time.”
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3. Research Your Competitors’ Brands
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Fig: Tag cloud representation on competitors’ brands

Focus on your primary and most direct competition. Identify their brand strengths as well as weaknesses and
vulnerabilities.

Learn everything you can about how they define and communicate their brand value so that you can compare,
contrast and differentiate your brand in the manner most likely to be perceived as more valuable to your target
audience(s).

4. Identify Your Brand Benefits and Primary Characteristics
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Fig: Tag cloud representation on the power of brand

What recognizable and marketable benefits do your patients and other constituencies (including referring
physicians) gain from their relationship with your brand?

What is your brand’s tangible, unbiased and measurable characteristics?

What psychological rewards or emotional benefits do your patients, referral sources and employees get as a
result of their interactions with your brand?

How do you define value for your typical recurring patient and for your referring physicians (if applicable)?

5. Determine Your Unique, Differentiated Value Proposition

L

- e - -

Fig: Understanding value proposition
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Why should your desired patient come to you rather than anyone else?
What do you do better than your competitors?
What other characteristics, products, services, patient experiences or other value make you different (and
better)?
What are the common characteristics of strong value propositions?
4 Easy to understand and to remember
+ Effectively communicates tangible results your patients will get
+ Makes clear how you are different and better than your competitors
+ Doesn’t overpromise with obvious hype
6. Chart Your Ideal Patient Experience
Healthcare practices are service businesses. Your brand reputation will ultimately be based on the perceptions
of your patients and referrers regarding the quality and outcomes of the patient experience.
If you don’t have a clear vision of what the ideal patient experience in your practice should be, there is no way
for you to achieve it.
A good place to start is to “map” your patient journey for the typical and for the atypical patient.

Cangider Trentment T Y _. . i -
'lhlli{lﬂ:: Erda Bl ._._- [ | -Mpndtor I-_.

Fig: Evaluation of patient experience

For each step on the patient journey, you then define the optimal patient experience. Once you have determined
that for each step in the patient journey, you can see the overarching value of the patient’s total experience with
you.

This process allows you to craft the ideal patient experience along every step of their journey.

7. Establish Your Brand Standards and Guidelines

Fig: Brand standard guidelines

This is the set of rules that defines how your brand works and how your brand value is communicated. Think of
this as the owner’s manual for your brand.

The form that this takes in most businesses is encapsulated into what is referred to as the “brand book™ or
“brand identity guide” or “brand style guide” or even “brand bible.”

The brand book should include visual style guidelines (logo, typography, imagery) as well as content guidelines
and brand “talking points.”

All brand communications must then be based on and conform to the brand standards and guidelines to provide
consistency across all communications platforms and environments.
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Here’s a great example from the Boy Scouts of America: Boy Scouts of America Brand Identity Guide.
8. Live Your Brand (Every Day in Every Way)

Fig: Brand exposure

A brand is not your logo or your style guide. Ultimately, a brand is the total of all experiences your
customers have with you.
Successful brands also require consistency. With Starbucks or Southwest Airlines, to name two examples, you
know what to expect and what you will get in your experience with these brands regardless of where and when
you engage with them.
You and everyone else in your organization must understand and buy in to the brand so they “walk your talk”
every day in every way. This starts with the phone experience and continues with the appointment/encounter
and also includes communication after the encounter and between encounters.
Everyone in your organization must be a positive brand ambassador. If you don’t have that commitment, your
brand reputation will inevitably suffer.
9. Create Brand Advocates

Brand advocates
TR
Fig: Representing Brand advocates

In addition to everyone within the organization, strong brands develop customer advocates who feel compelled
to share with others their positive experiences with your brand. You might think of your advocates as “raving
fans” or “missionaries” or “ambassadors” who are emotionally invested in your value and, correspondingly,
your success.

You can’t expect to create these kinds of advocates without providing superior patient experiences on a
consistent basis. You have to earn your advocates. In fact, you have to earn the right to even encourage their
advocacy.

Every customer ambassador is worth many times more than their weight in gold and those relationships must be
protected and nurtured carefully and never taken for granted.

10. Never Stop Evolving and Communicating Your Brand Value

BRAND

Fig: Brand value evaluation
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Brands are not static. They are living, “breathing” organisms. Just as your practice must evolve to continue to
be competitive and valuable, so must your brand. Branding is never “done.”

Your core brand promise may not change, but characteristics and benefits will and should evolve.

Here’s a good example of brand evolution: The Evolution of Starbucks

Strategic Marketing Plan

You’ve no doubt heard the saying that originated with French writer Antoine de Saint-Exupery: “A goal without
a plan is just a wish.” Truer words were never spoken and they apply as much to success in marketing as in any
other endeavour.

Marketing is a business strategy and must be planned as such. Otherwise, you are just shooting blindly in the
dark at a target you can’t even see, much less aim at with any accuracy.
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Fig: Marketing Plan

Elements of a Strategic Marketing Plan

Measurable (quantifiable) goals

SWOT analysis (Strengths, Weaknesses, Opportunities, Threats)
Target Audience analysis and priorities

Competition analysis

Prioritized services, procedures and products

Pricing and packaging strategy

Unique Value Proposition

Patient Journey analysis

Branding strategy and tactics

Internet marketing strategy and tactics

Website(s) analysis

Online advertising strategy and tactics

SEO strategy and tactics

Social media strategy and tactics

Online reputation strategy and tactics (patient reviews)
Physician Referral marketing strategy and tactics (if applicable)
Internal marketing/Patient experience strategy and tactics (to patients and to practice employees)
Traditional media advertising strategy and tactics (if applicable)
Community marketing/networking strategy and tactics
Publicity strategy and tactics

Employer marketing strategy and tactics (if applicable)
Marketing Budget analysis and recommendations

Tracking system and methodology

L ol o ol ol ol ol ol S o ol ol ol ol o O o ol ol ol o ol R
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Measurable Goals

Fig: Goal measurement strategy

All strategic marketing plans require specific, quantifiable goals over a predetermined period of time (usually
one year).
Numbers don’t lie and marketing is designed (or should be) to produce profitable, measurable growth.
The first thing you want to do in the process of setting measurable goals is review your baseline of recent year-
over-year growth (or decline) for the past two years. Changes in healthcare are happening so fast that there is
almost no value in comparing data from more than two years ago.
Healthcare practices can establish quantifiable goals in the following categories. Your practice may choose to
set multiple targets from the list below.

w== Total new revenue tracked to the positive performance of the plan

w== Number of new patients

»== Patient retention percentage

w==  Additional number of procedures above trend line

»==  Additional products sold above trend line

w== Revenue from newly introduced services or products

w== Increase of X number of positive online patient reviews

w== Decrease of X number of negative online patient reviews

w== Number of referrals from each referring physician

w== Number of new referring physicians

«== Number of specific case types

»== Number of procedures (by type)

w== Number of products sold (by product)

»== Number of visitors to website(s)

»== Number of visitors to specific landing pages

w=+ Number of additional social media followers

w== First page organic ranking for specific keywords

=+ Number of calls and/or landing page visits in response to advertising (by advertising source)

Be careful about defining too many quantifiable goals but set goals based on what type of growth you want

to measure.

Here’s a detailed marketing case study about one of the most aggressive marketing organizations in

healthcare: Cancer Treatment Centers of America.
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SWOT Analysis

Strengths, Weaknesses, Opportunities, and Threats pertaining to any company will continually evolve over
time. For that reason, it’s important for you to do an updated SWOT analysis of your practice every year as part
of the marketing planning process.

Here is an example of a SWOT analysis for a healthcare practice.
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Target Audience Analysis and Priorities

What are his'her goals? What does
What sort of home does he/shelive in? he/she hope to sccomplish in the
Where? Who else |hves there? Who are reeedt five or ten years?
the neighbors?
r Has ha/she been able to save any money!
What does he/she think, feel or do that / What will he/she spend it on?
might make it easier to practice the
new behaviar? N What does he/the value
.. most in life?
What does a typical day in O
his/her life look like? ) ‘Where does he/she go in her
spare time and what does he/she
What is his/her marital status? (e do there?
Dioes hia'shie have children?
@ Whydoesnt he/she practice the
Who are his/her best friends? @F desired behavior?
@ Whatare his/her biggest wories
What does he'she do for a living? in life and how does he/she deal
Heorw do Triends and co-worken \ with them?
describe him/her?
What do hisher friends and family think or feel
How do traditional gender roles influence or do that might make it easier for him/her to
her or his life? What gender issues have a practice the new behaviar?

major impact on histher behavior related
to the issue of concemn?

Fig: Analyses of target audience

People want to believe that they are making the best choice for them when it comes to accessing healthcare. If
they can “see” themselves in your targeting and messaging, they are more likely to respond to your marketing.
The more specific you can be in identifying and prioritizing your desired target audiences, the greater chance
you will of connecting with and attracting that audience.

The two examples below are from pharmaceutical companies. Healthcare practices could learn a lot from
studying these examples. If these companies can generate business while being legally required to devote a lot
of time in each commercial to listing all of the possible negative side effects and other risks associated with
their drug, a healthcare practice can certainly find a way to connect with specific target audiences.

Examples:

Men age 40+ who have or think they may have low testosterone

TV Spot: Axiron TV Commercial

Women with Irritable Bowel Syndrome: TV Spot: Xifaxan TV Spot

There are many ways to target specific audiences:

“+ Google AdWords for specific condition keywords

4 Facebook “sponsored posts” (newsfeed ads) targeting specific demographic and geographic user
profiles

% Optimized articles and blog posts

# Target audience-focused landing pages on your website

4+ Patient testimonials (video preferred, otherwise written)

4 TV ads

4+ Radio ads

4+ Print ads
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Billboards

Community talks

Marketing to referring physicians (literature, case studies, etc.)
Employer marketing

Publicity opportunities (featured story in print, radio or TV)

Patient advocates (raving fans) who fit the audience profile you want
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Competition Analysis
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Fig: Visionary analyses in terms of competition

If you want to win more of your preferred patients, you need to understand what your competitors are doing in
order to positively differentiate your value as a more desirable choice for your target audience.

How can you find competitive information?

Competitor’s website

Google search for competitor’s name

Online patient review sites, plus Google user reviews

Competitor’s ads (if they advertise)

Focus groups of consumers in the market who fit your target audience profile

Surveying your employees for what they may know about competitors

Interviewing former employees of competitors when they are job hunting (LinkedIn is a great tool for this)
Secret shopping the competitor’s practice (phone and/or in-person)

Talk to sales reps who visit your practice as well as practices of your competitors (some won’t talk, others will)
Prioritize services, procedures, products

Begin with the end in mind, as the late, great Stephen Covey wrote about in his best-selling The Seven Habits
of Highly Effective People.

Step 1: Evaluate your current volume and mix of your services, procedures and products to establish your
baseline. Then prioritize your desired mix and compare to your baseline.

Sometimes, it’s difficult to decide on priorities because you may have many areas of opportunity. But it’s better
to do a few things well than many things poorly because you are trying to do too much. Deeper and narrower
focus is more productive and profitable than shallower and wider.

This doesn’t mean you can only pick one thing. Just don’t pick 20 of equal, competing priority.

Step 2: Once you have identified and ranked your highest priorities and mix of services, procedures and
products, develop a specific marketing campaign for each, utilizing the communications channels listed in the
previous “Target Audience” section.
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Priorities.
r 4

D

Fig: Listing of priorities

Pricing and Packaging

Pricing is an increasingly important strategy for healthcare practices, even for insurance-based practices. The
increase in the number of Americans with high-deductible health plans continues to grow rapidly.

As a result, more patients are asking pricing questions and making decisions based on a variety of cost factors
as well as medical considerations.

e
P >

Fig: Glimpses of pricing strategy

Here are steps in the process of creating an effective pricing strategy.

= Price-shop your competition.
= If it is an insurance-based competitor, ask questions about out-of-pocket cost as a prospective patient

with a high-deductible plan.

= If it is a cash-based practice, ask about costs for what are likely to be their most expensive and least

expensive services. “What are my options?”

= Decide if you need to adjust your pricing within your legal discretion, based on pricing competitively.
« Make sure your staff knows what visits, procedures, services and products cost in your practice for

people who have to pay out-of-pocket

=« Decide whether you can and will offer cash discounts for patients and what those discounts Make sure

your staff is well-versed on this.

=« Create a script that staff must memorize on how to best address pricing and out-of-pocket cost questions

from patients, both for phone conversations and in-person.

Packaging is the way you price and present multiple related services at an affordable price point. In many
healthcare practices, you can see packaging presented as branded “programs.”
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Fig: Quality packaging
Many people will opt for a higher-priced package because they see a greater value in receiving all of the
services in the package for an attractive price.
Example:
Plastic Surgery
“Mommy Makeover” Package
¢ Breast Enhancement

e Liposuction

e Tummy Tuc
Medical Weight Loss Program

e Screening and management of obesity and metabolic syndrome
Medical nutrition therapy/counselling for a healthy diet
Behavioral counselling
Fitness recommendations
Cholesterol screening
Screening for Type 2 diabetes

e Screening for high blood pressure
Unique Value Proposition
Do you have one? If you do, how relevant is it to your desired target audiences? How different or similar is
your value proposition to that of your competitors?
If you have never defined your unique value proposition, use your SWOT Analysis as a guide. Focus on your
strengths — what you do best and better than your competitors.
What is the one attribute of your practice that you would emphasize if you could only get your preferred
patients to remember one thing about you? If your practice success depended on your audience buying in to one
high value you provide, what would you choose?
You should have one over-arching value proposition, if possible, but you can also have unique value
propositions for specific target audiences that may or may not exactly match or may get more specific
compared to your broader practice value proposition.

Fig: Stand out value proposition
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5 Key Elements of a Unique Value Proposition for a Specific Audience

# Identify a high priority customer/patient segment

#+ Identify a customer/patient need in that segment

4+ Identify the pain associated with pursuing or not fulfilling that need

“+ Identify the benefit(s) to the patient or fulfilling that need

# Identify what or how you are the best choice to help the patient avoid or stop the pain and fulfil the need
Examples of healthcare value propositions include:
Doctor on Demand
Patient Journey Analysis
The patient journey in your practice reveals a lot about how patients experience your care and how they think
and talk about you to others.
It’s important to chart or map your patient journey as well as to evaluate how a patient journey might differ
based on condition.
The patient journey map will guide you regarding where and how to continually improve the patient experience

in your practice.

Patient journey
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Fig: Patient Journey

Conclusion
Marketing techniques can be essential in promoting healthcare services at tertiary care hospitals. Still, it is

crucial to use ethical and patient-centred approaches to ensure that patient care and safety remain the top
priority. Healthcare marketing is essential in assisting healthcare professionals in developing, interacting with,
and satisfying their target market. Instead of starting with items or services, modern marketers focus on the
consumer's needs. More critical than executing a single transaction is developing a long-lasting relationship.
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The goal of a healthcare service provider should be to increase customer satisfaction to the point where they use
the same service provider again and again. According to the survey, hospitals face several difficulties when
trying to promote their services, but there are also opportunities for the industry that healthcare organisations
can take advantage of. The hospitals can remain open with a well-thought-out marketing approach.

10.

Frequently Asked Questions (FAQs)

What are internal processes in the context of medical sales (MS)?

Internal processes refer to standardized procedures followed within the organization for operations like
sales reporting, product handling, training, and compliance.

Why are internal processes important for medical sales professionals?

They ensure consistency, compliance with regulations, effective communication, and support in
achieving sales targets.

What are some common internal processes in medical sales?

Territory management, call planning, customer relationship management (CRM) updates, sample
distribution, and expense reporting.

How does call reporting contribute to internal processes?

It tracks daily interactions with healthcare professionals, enabling monitoring of coverage and
performance.

What role does CRM software play in internal medical sales processes?

CRM tools help track interactions, follow up on leads, and maintain customer databases, improving
sales efficiency.

What is the purpose of internal audits in medical sales?

Internal audits ensure adherence to company policies, identify gaps, and support compliance with
industry regulations.

How does sample handling and distribution fit into internal processes?

It ensures legal and ethical management of drug samples given to healthcare professionals, often
requiring proper documentation and accountability.

Why is training considered part of internal processes?

Training helps sales reps stay updated with product knowledge, compliance norms, and selling
techniques.

How is performance typically evaluated internally?

Through key performance indicators (KPIs) like call rate, sales volume, territory coverage, and feedback
from supervisors.

Can internal processes vary between companies in the medical sales field?

Yes, while core principles are similar, each company may have its own tools, timelines, and

documentation methods.

Multiple Choice Questions (MCQs)
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Internal processes in medical sales are designed to:
A. Limit sales activity

B. Create confusion

C. Standardize and improve sales operations

D. Avoid communication

Which of the following is part of medical sales internal processes?
A. Social media advertising
B. Call planning and reporting

C. Public event marketing

D. Clinical research only

What does CRM stand for in medical sales?
A. Corporate Risk Management

B. Clinical Resource Manual
C. Customer Relationship Management
D. Call Rate Metrics

Why is training an important internal process?
A. It boosts holiday morale

B. It reduces customer interaction
C. It helps reps stay compliant and informed

D. It replaces sales visits

How is sales performance commonly measured internally?
A. Customer complaints

B. Product color preferences
C. Key performance indicators (KPIs)

D. Number of text messages sent

Sample handling is included in internal processes to ensure:
A. Higher costs

B. Increased waste

C. Legal and ethical distribution

D. Sales team competition

Call reporting helps:
A. Track work hours only
B. Manage warehouse operations
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C. Document HCP interactions and plan follow-ups
D. Reduce reporting burdens

Internal audits in medical sales are conducted to:
A. Promote sales competition
B. Check marketing colors

C. Verify compliance and identify process gaps
D. Approve employee holidays

Which tool is commonly used to manage customer data in MS?
A. PDF viewer

B. CRM software
C. Image editor
D. Music player

Internal processes may vary by company because of:
A. Uniform global laws
B. Standard IT systems

C. Differences in structure, policies, and products
D. National weather patterns

Class — 13

Market Research and Analysis and Retail Chemist Prescription Audit
Gather information about competitor’s products, selling and promotional activities

It doesn’t matter how niche a product or service you offer. There are probably other companies that do the same
thing. Competition is a normal part of business—and it’s what drives innovation.
Digging into your competitor’s approach through a marketing competitor analysis is critical to putting together
or updating your brand’s marketing strategy. It is the key to your business’s future success because when you
look more closely into your competitors’ marketing, you learn from their successes and mistakes. And this
informs your marketing game plan.
Competitor analysis, also called competitive analysis and competition analysis, is the process of examining
similar brands in your industry to gain insight into their offerings, branding, sales, and marketing approaches.
Knowing your competitors in business analysis is important if you’re a business owner, marketer, start-up
founder, or product developer. A competitor analysis offers several benefits, including:

» Understanding industry standards so that you can meet and exceed them

= Discovering untapped niche markets

= Differentiating products and services

= Fulfilling customers’ desires and solving their problems better than competitors

= Distinguishing your brand

= Standing out in your marketing

= Measuring your growth

=  Through competitor analysis, you’ll identify competitors and research their marketing strategies. You’ll

research the competitors' strengths and weaknesses and try to determine if they are working on anything
new.

What is competitor analysis in marketing?
Marketing competitor analysis is the process of researching and analyzing your competitors’ marketing
strategies and tactics to identify their strengths and weaknesses.
Look at the four Ps of marketing—product, price, place and promotion—these are four essential factors in
marketing a product or service. Analyzing this gives you a competitive edge. Once you know more about your
competitors’ methods, you can avoid their pitfalls and take advantage of missed opportunities to optimize your
marketing.
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Fig: Competitor analysis in marketing

But who exactly are your competitors? A competitor is any business that could pull market share away from
your organization now or in the future.

There are two main types of competitors: direct and indirect. Direct competitors actively compete with you for
the same customers, such as a similar business in your local area. Indirect competitors are those in the same
category as you but sell different products or services and target a different market.

For example, if you run a B2B CRM software company that sells to small and medium-sized businesses, a
CRM for enterprise clients would be your indirect competitor.

For a marketing competitor analysis, you should focus on your direct competitors.

How to analyze marketing competitors

To analyze your competitor’s marketing strategy, you need to gather as much competitive intelligence as
possible about their marketing, from web and social media to field marketing. Fortunately, there are competitive
intelligence tools to make this process much easier. You’ll also need to establish criteria for evaluating the
effectiveness of their efforts.

What are the steps for a marketing competitor analysis?

While you were likely already familiar with the concept of a marketing competitor analysis, you might not
know exactly how to put one together from scratch. Plus, with so much data available, you might find it tough
to know where to start or where to focus.

Here’s a step-by-step process to get started:

1. Determine your competitors

To find your direct competitors, turn to search engines, social media and customer insights to learn who’s
competing against you. Search for keywords related to your product or service and see what other businesses
rank for them.
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For example, a Google search for “makeup brands” highlights a few of the world’s leading makeup companies.
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Fig: Search engine survey

You could also survey and ask your customers what other brands they considered when making a similar
purchase.

2. Research their content strategy

Once you have a shortlist of competitors, look at their online content. Consider these five key factors when
evaluating your competitor’s content strategy:

Content type: Do they have a blog? Are they running paid social ads or posting organic social content?
Publishing whitepapers/ebooks? Creating engaging videos? Podcasts? Take stock of the different kinds of
content they’re producing.

Use tools like Meta’s Ad Library to see your competitors’ ads. Continuing with the furniture brand example, we
can see that one brand, Autonomous, is currently promoting its bulk order promotion and an ErgoChair deal.
Knowing what types of discounts and products your competitors heavily promote is extremely helpful for your
sales, marketing or product development strategies.
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Fig: Research on content strategy

= Total amount of content: If they have a blog, see how many posts have they published. Checking out
how much content they’ve developed in total could help you set expectations or benchmarks for your
content.

»  Publishing frequency: Are they publishing new content weekly, monthly or less often? Posting more
frequently than your competitors could help you engage your audience better.

*  Quality: Is their content accurate, well-researched and polished? If not, this is a clear area where your
brand can pull ahead.

» Calls-to-action (CTAs): What’s their sales pitch? What unique selling propositions (USPs) do they
include in the content? Use their approach as a guide—or try something entirely different to
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differentiate your brand. For example, scheduling software Calendly has a section on its homepage
highlighting a few USPs, like its granular availability tools and easily shareable and embeddable
scheduling link.

When it comes to competitor analysis, these USPs serve as a benchmark and inspiration for product
development as they highlight features users expect from a scheduling tool. This will enable you to optimize
your offer to compete.
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3. Monitor their social media reach

According to the 2025 Sprout Social Index ™, many consumers turn to social to research products and services
one to six months before they buy. Look closely at your biggest competitors’ social presence and see how you
compare and where to improve.

When conducting a social media competitive analysis, consider the following factors:

Audience size: Your competitors’ follower count may indicate your biggest competition.

Engagement: How many likes and comments does your competitor’s content get. If they’re getting a lot
of attention, try to understand why.

Hashtags: What hashtags are your competitors using? How many people are tagging your competitors
in posts? These factors help you better understand your competitors’ overall discoverability and level of
brand awareness.

Top posts: Track competitor posts performing the best. Make a note of any patterns or themes and use
this information to improve your content.

4. Keep an eye on their online presence

Conduct keyword research to see what keywords your competitors use and rank highly for, and find
new opportunities for your content. News mentions tell you about how your competitors are doing in the
media and provide data for sentiment analysis (i.e., how the public feels about their brand).

Sprout’s Competitive Analysis Listening tool offers a side-by-side competitor comparison of metrics
like average positive sentiment. Sprout’s Listening insights also show you trends, topics and posts in
your industry, all filterable by sentiment. Mastering social listening for competitive analysis will allow
you to stay ahead of the curve when understanding what your audience wants and investing in those
areas.
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Fig: Survey on coffee cabin

Online reviews also give your insight into brand sentiment. Google Alerts will keep you in the loop about your
competitors’ new content, news mentions and website changes. And ofcourse, our Spike Alerts help you
monitor and respond to significant increases in mentions or keywords related to your brand or industry.

5. Evaluate their website for affiliations and events

Looking into the events your competitors attend or sponsor offers insight into their target audience, brand
values and personality. Sponsoring an important cause also helps a brand foster a more positive reputation, so
researching competitor events and affiliations will tell you more about what your target audience cares about,
which you can use to your benefit in your marketing strategy.

For example, consulting firm Accenture sponsoring AfroTech, an annual conference for Black tech
professionals, highlights their commitment to inclusion and diversity.
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Fig: Glimpses of AfroTech 2023

6. Consider working with a market research firm

If all this research and analysis sounds daunting, outsource the work to a market research firm. They will gather
and analyze competitor data about your competitors’ strengths, weaknesses, opportunities and threats (SWOT).
Plus, since they’re not a part of your company, they often gather more neutral, unbiased findings.

7. Summarize findings and determine next steps

You’ve collected all this data, but what does it all mean? Once you’ve completed your research, break down
your marketing competitor analysis into actionable takeaways that your key stakeholders can easily understand.
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Summarize the key findings and most interesting points, and use charts, graphs and other visual aids to make
the data more digestible. Form your next steps based on the insights you gather.
Benefits of a marketing competitor analysis
Even if your competitors don’t change, your general market will. From evolving consumer behaviour to new
technological developments, your business must be aware of, and ready to, adapt to these shifts.
Plus, with the right tools for competitor analysis, you can quickly collect, refine and incorporate this data into
your marketing strategy. For example, adding Sprout’s marketing toolkit makes competitive analysis less
daunting and more automated.
Here are a few more ways regular competitor analysis marketing helps you stay agile and ahead of the curve.
Optimize product placement
Look at how your competitors position their products compared to yours. Analyze their messaging, branding
and packaging to see how your products or services compare and what you can do better. Also, look at the
channels they use to distribute their products, such as retail stores, online marketplaces or direct-to-consumer
sales. If there are any channels they don’t use effectively, this could be an opportunity for your brand to shine.
Determine product outlook
Monitoring your competitors’ product releases and updates may uncover areas where they are falling behind.
Fill in these gaps to better position your brand. Analyzing your competitors’ marketing strategies helps you
anticipate upcoming product launches or promotions that could impact your sales.
Establish benchmarks
Comparing your competitors’ marketing metrics, such as website traffic, social media engagement and
conversion rates, allows you to set competitive benchmarks for improvement. Competitor analysis also often
reveals industry best practices to incorporate into your marketing strategy.
Gain a competitive edge with marketing competitor analysis
A marketing competitor analysis is valuable for any business that wants to stay competitive and grow its market
share. Keep an eye on your competitors to identify new growth opportunities, benchmark your performance and
adapt to changes in the market.
How to do competitor analysis
The sections below provide a competitor analysis framework for evaluating your industry’s competitive
landscape. Return to this framework regularly and apply insights to developing your business.
1. Find out who your competitors are
Start by reviewing any notes, plans, or other business development legwork you’ve completed, and ground
yourself in your business values, goals, branding, products, and services. That way, you can easily identify
existing brands that target customers might choose over yours.
Next, gather information on the following:

= High-volume keywords (or search queries) that your target market uses to find information related to

your products and services

= URLs that appear at the top of search engine results pages (SERPs) for these keywords

= Social media accounts that come up in searches for relevant hashtags or keywords
Then, using the information you gathered, make a list of five to 10 brands whose offerings most resemble yours
and would present your target customers with comparable alternatives. Pull up competitors’ websites, social
media accounts, and other publicly available information, and have this information handy for the steps that
follow.
2. Describe competitors’ business structures
By examining how competitors structure their businesses, you can gauge how equipped they are to grow, gain
market share, and earn customer loyalty in your target market. Review each competitor’s website and social
media profile to gather the following information:

= How large is the company in terms of the number of leaders and employees?

* How many years has the company been in operation?

=  What job openings do these companies list on Glassdoor, Indeed, or LinkedIn? What are their areas of

expansion?

3. Evaluate competitors’ value propositions
A value proposition is a short statement that summarises the benefits of a product and why a customer would
choose it over competing products. A value proposition often looks something like the following: We help
[target customer] do [outcome, benefit, experience] by doing/offering [product or service].
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In this section, you will find or deduce competitors’ value propositions to compose your value proposition to
stand out in the marketplace. Review competitors’ site copy, particularly on the "About" or “What We Do"
pages, as well as taglines or slogans posted on a home page or social media profile. Answer these questions for
each competitor:
=  What problems and pain points do competitors’ products solve?
=  What desires do products fulfil?
=  What benefits or outcomes are explicitly stated?
= What data do they cite to support their claims about products’ benefits?
=  What pricing structure do competitors use, and how are customers responding?
4. Evaluate competitors’ marketing efforts
In this section, you will evaluate how competitors position themselves in the marketplace. This will allow you
to create a marketing strategy that gets your brand in front of your target audience.
For each competitor, answer these questions:
* What social media influencers does this company partner with to leverage their authority, authentic
content, and personal connections to target customers?
* What affiliate marketing or brand ambassador programmes does this company offer to leverage the
recommendations of satisfied customers?
* What kind of digital or traditional paid advertising presence does this company have?
= On what marketing channels do competitors publish organic content, including websites, landing pages,
social media platforms, and email?
=  What type of content do you see, including articles, videos, ebooks, reports, commercials, and digital
ads?
5. Audit competitors’ brand identities
In this section, you will get to know competitors’ brand identities to understand the customer experiences
they’ve created. For each competitor, answers these questions:
= [f this company were a person, how would you describe its personality?
=  What words, phrases, tone, and style do this company use in its messaging?
=  What values do competitors communicate through their messaging?
= How would you describe the visual elements of this company’s branding? And how do those elements
correspond to the brand’s values, voice, and personality?
= What emotions do the brand elements evoke in customers?
6. Follow each competitor’s customer journey
In this section, you will study the customer journeys competitors have set up to nurture and convert customers.
Your goal is to gauge how seamless, integrated, and logical it is to go from the first touchpoint to making a
purchase and beyond.
Start by following your competitors on social media, subscribing to them via email, and purchasing products
and services to experience each customer journey for yourself.
As you experience the customer journey for each competitor, gather information on the following:
=  What are the different touchpoints along this company’s customer journey?
= What elements make it easy to keep moving along the customer journey?
=  What calls to action and instructions are there to make it clear how to proceed?
= What kinds of content educate and entertain you at each touchpoint?
=  What elements create friction or make it difficult to advance to the next step?
= What do you experience after subscribing or making a purchase? Do you find customer support, upsells,
and access to a community?
7. Examine audience engagement
In this step, you will scour competitors’ customer reviews, reactions, and comments on their social media posts,
social media mentions, media appearances, and even employee reviews on job sites to understand the
perception of competitors in the marketplace. With this information, you can strategies how to garner a positive
reputation for your brand, learn from competitors’ mistakes and challenges, and work to avoid any pitfalls
yourself.
For each competitor, explore the following:
= How do followers and subscribers interact with this company’s public content?
=  What is the general public sentiment regarding this company, based on mentions, product reviews, and
social media likes and comments? Include praise as well as complaints.
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=  What experiences do employees have, based on reviews on job sites like Glassdoor and Indeed?
8. Conduct a SWOT Analysis of your competition
A SWOT analysis is a classic exercise for identifying the strengths, weaknesses, opportunities, and threats that
exist within the competitive landscape. In this section, you’ll conduct a SWOT analysis of competitors to
consolidate everything you’ve learned into a succinct story about your competitive position.

=  What strengths recur across competitors’ branding, marketing, customer journeys, and products?

=  What weaknesses recur across competitors’ branding, marketing, customer journeys, and products?

= What opportunities do you see for your business to capitalise on?

ETRENGTHS WEAKNESSES

SWOT

Analysis

DPFORTURITIES THREATS

Fig: SWOT analysis

How to use competitor analysis
Once you’ve conducted a competitor analysis, your next step is to apply the insights to your business. Use the
following prompts to differentiate your brand, products, and services from competitors and gain market share:
=  What product features can you add that improve on competitors’ offerings?
= What pricing strategy can you use to attract new customers to your offerings?
=  What design features can you add to your brand to make it stand out?
= How can you compose a value proposition that stands out from competitors? We help [target customer]
do [outcome, benefit, experience] by doing / offering [product or service].
= How can you design a more seamless, frictionless customer journey that leads consumers to make a
purchase and become loyal brand ambassadors? How can you create content that improves on that of
your competitors, including covering new topics, addressing ignored pain points, recommending new
solutions, and offering more exciting experiences?
= What approaches can you take on marketing channels where your competitors have a presence to
distinguish your messaging and present your offerings as the best choice?
* On which marketing channels do your competitors not (yet) have a presence? What steps can you take
to establish and grow a presence on those channels?
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Fig: Competitor demographics
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Remember the 4 P's
Now it’s time for a competitive analysis marketing plan and to look at how the competition reaches its target
audience.
To do that, you need to roll up your sleeves and get stuck into uncovering their marketing strategies.
Which brings us to the 4 Ps.
Product, Price, Promotion, and Place cover the essential elements for any business bringing a new product to
market.
Ask yourself the following for each of your selected competitors:
Product
= What are they selling?
=  What are the product features?
=  What do customers find most appealing?
=  What are the products or service’s weaknesses?

=  What’s their competitive pricing model?

= [s it a one-off purchase, or do they offer a subscription?

=  What are they charging? Do they offer sales or discounts?

= How does their pricing reflect the quality of their product or service?

Promotion
=  What advertising channels do they use? (social media, email marketing, etc.)
= What’s unique about their product or service? What elements do they emphasize?
= How do they talk about their brand?

= Do they have an eCommerce store or brick-and-mortar location?
= Do they sell to customers directly, drop-ship, or partner with third-party marketplaces?
Dangers to Avoid
1. Not updating your competitive analysis
Businesses constantly evolve, and keeping an eye on your competitors is never-ending. So, you must continue
to revisit and update your original insights.
If you don’t, spoiler alert: Inaccurate data and poor decisions ahead.
2. Beware of confirmation bias
As human beings, we have a tendency to jump to conclusions based on our assumptions.
This is also known as confirmation bias.
Be aware of your initial assumptions and put them to the test rather than resting on what you think is true about
your competitors.
Allow the data to inform your decisions rather than letting assumptions lead the way.
3. Not acting on the data
You’re putting in all this hard work to conduct a competitive analysis.
So, act on the findings.
Don'’t just enter them into your competitor matrix and allow them to gather virtual dust.
Instead, create a strategic plan, then execute it based on the unique angles and marketing tactics you’ve
uncovered.
4. Not using available tools
You don’t need to reinvent the wheel and do things the hard way.
You’ll find plenty of free resources to help you, such as Google Analytics.
This powerful marketing tool will help you make informed, data-backed decisions and improve marketing ROI.
5. Not setting clear goals
The job at hand will be infinitely more complicated if you don’t have a clear objective.
So, before you dive in, outline your goal and what you hope to learn about your competition.
6. Focusing on the “now”
Of course, it’s a great idea to understand what your competitors are doing at this very minute.
But you also need to study how your competitors' tactics have changed over time and how they have evolved.
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10.

Frequently Asked Questions (FAQs)
Why is it important to gather information about competitors in medical sales?
Understanding competitors helps in positioning your product effectively and identifying gaps in the
market.
What types of competitor information are typically gathered?
Product features, pricing, promotional strategies, sales tactics, market share, and customer feedback.
How can medical sales reps gather information about competitors?
Through field visits, feedback from healthcare professionals, attending conferences, and analyzing
promotional materials.
Is it ethical to collect competitor information?
Yes, as long as the information is gathered legally and ethically—through public sources and
professional interactions.
What is competitive intelligence in the context of medical sales?
It refers to the process of collecting and analyzing competitor data to make informed business decisions.
What role do healthcare professionals play in providing competitor insights?
HCPs often share their experiences and preferences, which can reveal strengths and weaknesses of
competing products.
Can CRM tools be used to record competitor information?
Yes, many CRMs include fields to log competitor data from sales visits and feedback.
What should be done with the competitor data collected?
It should be analysed to adjust sales strategies, improve product messaging, and enhance promotional
tactics.
How often should competitor intelligence be updated?
Continuously, as markets and strategies evolve quickly.
What are some common signs of competitor promotions?

Discounts, sponsored events, sample distribution, CME programs, and new product launches.

Multiple Choice Questions (MCQs)
What is the purpose of gathering competitor information?
A. To copy their brand color
B. To file legal complaints
C. To improve positioning and strategy

D. To increase social media presence

Which of the following is a legal way to gather competitor information?

A. Hacking their database
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B. Discussing with healthcare professionals

C. Tampering with their marketing materials

D. Sending fake surveys

Competitive intelligence involves:
A. Random speculation

B. Making assumptions
C. Systematic data collection and analysis

D. Ignoring other products

Which is NOT a reliable source of competitor information?
A. Industry conferences

B. Peer-reviewed journals
C. Rumours on social media

D. Feedback from doctors

Healthcare professionals provide competitor insights by:
A. Selling the products

B. Reviewing brand colors
C. Sharing their experiences with various products

D. Writing for magazines

What tool is commonly used to store competitor insights?

A. Graphic design software
B. CRM systems
C. Music apps

D. Fitness trackers

When should competitor intelligence be updated?
A. Once a year

B. After a product recall only
C. Continuously

D. Every five years

Which of the following could indicate a new competitor promotion?
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A. Launch of a new product
B. Decrease in team meetings
C. HR policy updates

D. Office renovations

How can analyzing competitor promotions help sales reps?
A. By delaying product launches

B. By improving travel plans

C. By tailoring their own promotional strategies

D. By copying slogans directly

Ethical competitor analysis excludes:

A. Reviewing brochures

B. Observing market behaviour

C. Secretly recording private meetings

D. Discussing with customers

Class - 14

Market Research and Analysis and Retail Chemist Prescription Audit

Current market information on pricing

Pricing in Marketing

Definition: Pricing is the method of determining the value a producer will get in the exchange of goods and
services. Simply, pricing method is used to set the price of producer’s offerings relevant to both the producer
and the customer.

Every business operates with the primary objective of earning profits, and the same can be realized through the
Pricing methods adopted by the firms.

While setting the price of a product or service the following points have to be kept in mind:

Nature of the product/service.

The price of similar product/service in the market.

Target audience i.e. for whom the product is manufactured (high, medium or lower class)

The cost of production viz. Labor cost, raw material cost, machinery cost, inventory cost, transit cost,
etc.

External factors such as Economy, Government policies, Legal issues, etc.

Pricing Objectives
The objective once set gives the path to the business i.e. in which direction to go. The following are the pricing
objectives that clears the purpose for which the business exists:
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Fig: Pricing objectives

1. Survival: The foremost Pricing Objective of any firm is to set the price that is optimum and help the
product or service to survive in the market. Each firm faces the danger of getting ruled out from the
market because of the intense competition, a mature market or change in customer’s tastes and
preferences, etc. Thus, a firm must set the price covering the fixed and variable cost incurred without
adding any profit margin to it. The survival should be the short-term objective once the firm gets a hold
in the market it must strive for the additional profits. The New Firms entering into the market adopts
this type of pricing objective.

2. Maximizing the current profits: Many firms try to maximize their current profits by estimating the
Demand and Supply of goods and services in the market. Pricing is done in line with the product’s
demand in the customers and the substitutes available to fulfil that demand. Higher the demand higher
will be the price charged. Seasonal supply and demand of goods and services are the best examples that
can be quoted here.

3. Capturing huge market share: Many firms charge low prices for their offerings to capture greater
market share. The reason for keeping the price low is to have an increased sales resulting from the
Economies of Scale. Higher sales volume led to lower production cost and increased profits in the long
run. This strategy of keeping the price low is also known as Market Penetration Pricing. This pricing
method is generally used when competition is intense and customers are price sensitive. FMCG industry
is the best example to supplement this.

4. Market Skimming: Market skimming means charging a high price for the product and services offered
by the firms which are innovative, and uses modern technology. The prices are comparatively kept high
due to the high cost of production incurred because of modern technology. Mobile phones, Electronic
Gadgets are the best examples of skimming pricing that are launched at a very high cost and gets
cheaper with the span of time.

5. Product —Quality Leadership: Many firms keep the price of their goods and services in accordance with
the Quality Perceived by the customers. Generally, the luxury goods create their high quality, taste, and
status image in the minds of customers for which they are willing to pay high prices. Luxury cars such
as BMW, Mercedes, Jaguar, etc. create the high quality with high-status image among the customers.

Thus, every firm operates with the ultimate objective of earning profits and, therefore, the price of a product
must be set keeping in mind the cost incurred in its production along with the benefits it offers for which people
are ready to pay extra.

Market Pricing Factors to Consider

Aside from the market price itself, there are several factors to consider when implementing a market-based
pricing strategy:

Production costs

If you’re selling a physical product, this includes the cost of materials, manufacturing costs, shipping,
packaging, and employee hours. If you’re selling a service, it includes any equipment and/or supplies,
employee hours, and operational costs.

Business expenses
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You can’t simply charge what it costs to produce a product; you also need to factor in enough money to support
your overhead (building costs, admin costs, etc.)

Customer demand vs. market saturation

If there’s a high demand for your service but very few people offering it in your area, you can charge more.
Conversely, if there is a low demand for your service or if you have a lot of competitors, you may have to adjust
your price downwards.

Industry average pricing

If you’re in an established industry that has generally set market prices, you will probably price your product
accordingly. A price that’s too low can make customers equate your offering with an inferior product; a price
that’s inexplicably high may turn customers away.

Competitors’ products and prices

If you have several serious competitors and their market prices are all similar, yours will probably be similar
too — unless you’re chasing either the budget or prestige markets and want to use price as a key differentiator.
Product lifecycle

Products that have a short life (like smartphones, tablets, and other tech devices) tend to be priced lower the
longer they are on the market.

Positioning Yourself in the Market

Understanding how you position yourself in the market will affect the price of your product and it can also help
you develop a stable pricing strategy. Market pricing and market positioning often intersect in these areas:

The age of the business

If you’re just starting out and you’re looking to build up your client base, you may want to start with a lower
price and then increase your price as you become more established.

Capital and cash flow

If you have a significant amount of cash in reserve, you don’t have to worry as much about covering operating
and development costs (at least initially). In this case, you can start out with a higher price than you might
otherwise have done; you don’t need to win clients in the same short timeframe. You can afford to be a bit more
patient.

How you differentiate yourself from other competitors

Although price is often the biggest factor influencing purchase decisions, there are other factors involved —
hence why you see brands in the same market with very different unique selling points. If you offer something
that none of your competitors have, you can use that to attract a market share. And you won’t necessarily have
to rely on low introductory rates to gain traction.

In each of the above factors, the average market price is not necessarily the right choice for that particular
business. As a strategy, market-based pricing is dependent on industry, customer, and company-specific
information — it’s important to take all of that data into consideration.

Market Pricing: The Good and The Bad

An HBR survey of B2B companies found that 85% of respondents felt their pricing decisions and strategies
could improve. The lesson to draw from this is that your competitors may very well be making pricing
mistakes, and all pricing strategies have their weak points. That said, what are the positives and negatives of
market pricing?
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= [f you’re dealing with an established industry, market pricing usually provides accurate insight into what
customers are willing to pay. If you charge a lower price than your competitors but provide similar
quality, you have a good chance of attracting some of their customers. If you have something special to
offer, you could justify a higher price point.

* An important thing to keep in mind is that market-based pricing is primarily concerned with the
competition. To some extent, we could say that it’s focused on customers — but only to the extent that it
considers what customers are willing to pay and what features they expect. As such, it tends to leave
customer experience out of the equation when there are customer insight-based pricing solutions
available that prioritize the customer.

* Another pitfall of market pricing can be its dependency on your competitors’ strategies. If their
strategies fall short, yours may very well do so too. Even if their pricing structure has worked in the
past, there’s no guarantee that it will work now or in the future.

What is the marketing mix?

Anyone considering how to write a marketing plan will need to understand the marketing mix.

It’s a basic marketing concept that’s essential to get right in any competitive marketplace.

The marketing mix is the combination of tactics and approaches you use to get potential customers interested in
buying your product or service.

A common framework for this is known as the seven Ps of marketing: Product, price, promotion, place, people,
packaging, and process:
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Fig: Seven Ps of marketing

These seven Ps of marketing are a useful guide to the marketing mix.

Each has its part to play in effective marketing campaigns. But for now, we’re going to hone in on the
importance of pricing in marketing.

Your pricing model is an important factor in your marketing strategy because it has a direct impact not only on
your profit margins, but on supply and demand as well.

Selling a product for a lower price will attract more buyers, and supply will need to increase to meet demand.
The price points you choose for your products also send a message.

A higher price point may be an indicator of the product’s high quality, whereas a lower price point suggests a
budget-conscious choice.

One thing to remember is that the price of a product can be changed instantly.

Putting your prices up or down has no immediate impact on your variable costs.

This makes it different from some of the other Ps of marketing such as packaging, for example.

If you change your packaging, it will have a direct effect on your costs. Price isn’t like that, so you have more
immediate control over it.

In fact, your pricing strategy will have an effect on the marketing mix, too.

Page 126 of 245



MSR 5021 (English)

How you price your new product has an impact on how it can and should be marketed.
Product
It all begins with your product.
Even the best promotion strategy will fail if it isn’t backed up by a high-quality product.
So, it’s vital to focus on perfecting your offering before trying to market it to your target customers.
This means thinking about every single aspect of your product or service, including:
= Quality
= Design
= Market positioning
= Optional add-ons
A key factor here is focusing on customer value. Make sure you understand the customer needs of your target
market.
Achieving differentiation from similar products in the market may be challenging. But it can be done.
One of the best ways of doing this is to let your product speak for itself.
Price
The price of a product is another important factor of the marketing mix.
Setting the right price can be tricky. Broadly speaking, business owners follow one of these different pricing
strategies:
= Low price: Setting a lower price than the competition to attract new customers
» High price: Setting a higher price than the competition to indicate higher quality. This targets the “you
get what you pay for” idea.
=  Same price: Setting a similar price to competitor pricing and highlighting features and benefits that
make your product better
= Penetration pricing: This is where you set a low price to begin with when you launch your product, then
raise it later once the customer base is established.
»  Value-based pricing: A customer-led pricing model. The price is chosen according to the perceived
value of the product to the customer.
Each pricing model can give you a competitive advantage if used correctly.
For example, rock bottom pricing may appeal to your target customers, but if you’re not adding a markup on
top of your production costs, you can get caught in a low-price spiral that loses you money. Even with a high
sales volume, that will hurt your bottom line.
Promotion
This element of the marketing mix is the most visible.
Your promotion strategy should cover all the channels you’re using to reach out to your target market. This may
include a mixture of traditional media advertising, a strong social media presence, email marketing, and so on.
The marketing plan you choose will depend on your positioning.
For instance, while a large enterprise may go down the more traditional route, entrepreneurs running a small
business startup may find content marketing and influencer promotion leads to better results.
Place
Where you sell your product can be as important as how you sell it. You need to conduct appropriate market
research to understand where your customer base will expect to find you.
Partly, this will come down to the nature of the product itself. If you’re selling an item that people want to touch
before they buy, you’ll need a real-world location.
That way, your target audience can get their hands on the physical evidence.
On the other hand, if you’re selling something where quality can be assessed at a distance, such as software,
this won’t be necessary.
Keep an eye on market trends, too. Change does happen.
There was a time when selling clothes successfully online was considered unlikely. Surely the customer would
need to try the items on before purchase?
Then, some savvy eCommerce retailers realized that making returns easier could crack this problem.
People
You hire the best talent, right? The people your target customers come into contact with say a lot about your
brand.
And that doesn’t just mean on the public relations side. Everyone who interacts with your customers leaves an
impression.
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The “people” part of the mix contributes just as much to the effective marketing of a new product as
competitive pricing.
From the customer-facing staff, such as customer support teams, to the behind-the scenes developers,
everybody can make a difference.
So, it’s vital to place an emphasis on creating a company culture that puts the customer first.
Craft a CRM strategy that will inspire loyalty in your customer base.
Making sure that everyone across your organization can deliver a consistent and high quality experience to
prospects and leads (and existing customers) is crucial.
A big part of that is ensuring that everybody has knowledge of and easy access to the most up-to-date
information and business documents.
Your sales and marketing teams—and everyone else—need to be able to easily stay on top of brand guidelines,
the latest product offerings, accurate pricing information, and more.
That’s where a document workflow solution like PandaDoc comes in.
PandaDoc for sales makes it easy for reps to control and manage what’s available to sell and to track deals in
real-time.
PandaDoc for marketing, meanwhile, lets you create, collaborate on, and share hyper-personalized documents,
company-wide.
Packaging
We all know how important brand visuals can be for a marketing strategy.
Packaging is one of the most obvious examples of that.
How you wrap your products has a huge impact on how your target audience responds. It’s an opportunity to
promote your brand personality, so focus on:
= Design: First and foremost, make your design stand out from the rest. It’s an ideal way to achieve
product differentiation.
= [Information: As well as clear instructions for use of the new product, you can strengthen your brand
credentials by adding additional information to educate or entertain your customers.
» Value: Is there a way you can add a little extra? An eCommerce gift retailer might add a small,
unexpected bonus like some stickers, for example. Everyone likes getting a free gift.
Process
Make sure the nuts and bolts of your operation are in order.
Every stage of the product life cycle should work seamlessly with the next. This means everything from initial
development to distribution logistics and customer support.
If one part of the machine isn’t optimized, things can quickly go awry.
Ensure you have feedback mechanisms in place to identify any issues before they turn into a public relations
problem.
If you’re currently drawing up your marketing plan, you might find PandaDoc’s marketing strategy presentation
template helpful.

Common pricing strategies
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Fig: Common Pricing strategies
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It’s also vital to have an underlying rationale when you’re considering how to present pricing to clients. Here
are a few of the more common approaches to pricing a product:

How to choose the best pricing strategy for your business
Choosing the right pricing strategy for your business can seem intimidating at first.
Luckily, there are plenty of resources out there to help you.
For example, there’s a library of useful templates available from PandaDoc for marketers looking to implement
effective market research and boost customer engagement as a way of informing their pricing models.
Overall, there are four main tips to help you when you’re thinking about how to price your products:
1. Understand the needs of your customers
Everything begins with your customers’ needs. The price of a product is irrelevant if no-one would buy it
anyway.
It’s important to segment your target audience so that you can identify the customer needs specific to each
subgroup of your customer base.
For instance, corporate clients may be willing to pay a higher price for a tailored service with extra features.
Meanwhile, individuals may be more price-led when making buying decisions.
2. Consider your competitors
To position your pricing correctly, you need to research your competitors.
Remember that the market is dynamic.
If your product offers additional value, you might pitch it at a higher price. But your competitors will notice and
might decide to copy you. Be ready to respond.
Whether the market you’re operating in is fairly new or quite mature also matters.
A new entrant to the market competing head-to-head with a large, established competitor is doomed to failure.
In that case, the newcomer should consider niching down as a critical component of its marketing strategy.
3. Evaluate your expenses
It’s also crucial to consider your production costs when setting pricing.
This doesn’t necessarily mean using the cost-plus pricing model, but you have to bear costs in mind.
Make sure you know what your break-even point is so you can set your pricing with one eye on the bottom line.
4. Learn to adjust prices
Staying vigilant and being responsive to the market is key.
In practice, pricing is an iterative process. You’ll need to constantly re-evaluate your pricing strategy according
to your profit margins, sales volumes, and cash flow.
It’s a good idea to experiment with your pricing. A strategy that works well for one business may be completely
inappropriate for another.
Try out a few different strategies to see what the most effective one is for your circumstances.
Elevate your marketing strategy with the right pricing
Whatever line of business you’re in, choosing the right price for your product or service is an important factor
in success.
You need a clear understanding of how different pricing models work and how your target audience responds to
price.
So how does price relate to successful marketing?
As we’ve seen, every effective marketing strategy needs to prioritize pricing, since it has a major effect on the
whole marketing mix.
If you’re beginning to craft your marketing plan, it’s a good idea to use a marketing plan presentation template
to help make sure your team’s on board.
After all, getting the pricing right and boosting that bottom line is everybody’s business.
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Key Concepts:

Current Market Price (CMP):

The price at which a stock is currently traded, fluctuating constantly based on market demand and supply.
Market Pricing:

A strategy used to set prices according to current prices in the market for similar products or services.

Market Value of Equity:

Calculated by multiplying the latest closing share price of a company by its total number of diluted shares
outstanding.

Mark-to-Market (MTM):

A valuation method that values assets and liabilities based on what they could be bought or sold for in today's
marketplace.

1.

10.

Frequently Asked Questions (FAQs)
What is meant by "current market information on pricing"?
It refers to up-to-date knowledge about the prices of pharmaceutical products or services in the market,
including competitors’ pricing.
Why is pricing information important in medical sales?
It helps in positioning your product competitively and tailoring your sales strategy according to market
trends.
How can pricing information be obtained?
Through competitor analysis, distributor feedback, market research reports, pharmacy audits, and
interactions with healthcare professionals.
What factors influence drug pricing in the market?
Factors include manufacturing cost, brand reputation, demand and supply, government regulations, and
competitor pricing.
How does competitor pricing affect sales strategy?
It helps reps identify pricing advantages or disadvantages, which can be leveraged during customer
discussions.
Is it legal to discuss competitor pricing with customers?
Yes, if the information is public and used ethically for comparison—collusion or price manipulation is
illegal.
How often should pricing information be updated?
Regularly—especially when market conditions, product availability, or regulatory guidelines change.
Can digital tools help monitor market pricing?
Yes, tools like CRM software, pricing databases, and industry dashboards provide real-time insights.
How does government policy impact pricing?
Price caps, reimbursement rules, and tax regulations can significantly influence product pricing.
What is price sensitivity, and why should sales reps understand it?
It refers to how changes in price affect consumer demand; understanding it helps tailor discounts or

justify value.
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Multiple Choice Questions (MCQs)
What does "current market pricing information" primarily refer to?
A. Outdated pricing history
B. Future price predictions
C. Up-to-date knowledge of product prices

D. Social media pricing rumours

Why is understanding market pricing important in sales?
A. To create advertisements

B. To compare holidays

C. To remain competitive and develop strategies

D. To cancel meetings

Which of the following is NOT a valid source of pricing data?
A. Distributor feedback
B. Market research reports

C. Gossip among staff

D. Pharmacy audits

Which factor does NOT directly affect drug pricing?
A. Manufacturing cost
B. Brand loyalty

C. Government regulations

D. Employee birthdays

What is price sensitivity?

A. The ability to feel prices

B. Customer response to price changes
C. A government tax

D. How strong a brand name is

Is it legal to collect competitor pricing data?
A. Yes, if done ethically

B. No, it’s always illegal

C. Only for internal brands

D. Only during mergers
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How often should market pricing info be updated?
A. Every 10 years
B. Only after product launch

C. On a regular basis
D. Never

What role do digital tools play in pricing analysis?
A. Spread rumours

B. Provide inaccurate data
C. Help track pricing trends

D. Block competitor websites

What impact do government regulations have on pricing?
A. None
B. They only affect packaging

C. They can set price caps or reimbursement limits

D. They decide the product name

Understanding competitor pricing helps sales reps to:
A. Copy promotional material

B. Leave the market
C. Offer better value or adjust pitch

D. Avoid customer meetings

Class — 15

Market Research and Analysis and Retail Chemist Prescription Audit
Current market information on new products

Market Research for Product Development and Launch

The market is oversaturated with consumer products, yet the pursuit of developing and releasing new product
innovations remains a widespread business objective for both startups and established companies.

Businesses need to develop products that can meet demand while providing customers with a solution to their
problems or give them something that they need. There’s an irrefutable connection between market research
and developing successful customer-facing products.

Product development provides a competitive advantage for businesses and helps determine how to successfully
price products, how to produce them in a cost-efficient way, identifies gaps in the market, and offers a means to
achieve these goals through an effective product lifecycle.

Agencies need to use market research for product development to visualize market opportunities and reduce
associated risks in releasing a product.
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There are a few types of product development:

Altering Existing Products:

Modifications are added to existing products in response to changing customer needs, or to improve its
performance.

Additions to Current Product Lines:

Products are added to already established product lines, such as augmenting a product line with a new product
that can add a solution or make it better.

New Concepts.

An entirely new product that has been created due to a drive to innovate, and which might create a whole new

market.
MARKET RESEARCH HAS A PURPOSE
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Fig: Purpose of market research

Purpose of Market Research in Product Development
Market research has a purpose for every stage in a product lifecycle, as can be seen in the diagram above. From
recognizing and establishing needs, to testing products and improving their performance, to identifying its place
in the near and distant future, market research is the most crucial component in solidifying an approach to
product development.
Companies apply significant portions of their budget to research:
= Electronics companies average an R&D budget that matches about 15% of their sales because of the
quickly changing nature of the market.
* A majority of companies spend between 2% and 5% of sales on R&D, such as Honda, Siemens, or
Boeing.
= More than 90% of all product innovations that are truly successful actually start as a failure and are
considered happy accidents, such as Velcro, Post It Notes, the telephone, and x-rays.

Examples of Successful Product Development Due to Market Research

Implementing a standard process when planning product development is something a lot of companies do. Of
course, there are a lot of variations, but most of them rely on an 8-step process:
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8 STEPS OF PRODUCT TESTING STUDIES
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Fig: Product Testing Studies

Idea Concepts

Offers insights about consumers and what product features they need. Includes secondary research to pinpoint
consumer trends. One of the main objectives of the research from a primary research standpoint is to provide
insights into any gaps in existing product offerings or to identify unfulfilled customer needs.

Idea Testing and Development

Offers insights about consumers and what product features they need. Includes secondary research to pinpoint
consumer trends. One of the main objectives of the research from a primary research standpoint is to provide
insights into any gaps in existing product offerings or to identify unfulfilled customer needs.

Business Analysis

The potential business implications of releasing a new product is determined via the analyzation of competitive
market space, branding, production expenses, marketing, and pricing.

Product Development

Market Researching teams need to remain very involved in this stage to keep products aligned with the
consumer insights that created a foundation for the idea.

Test Marketing

Includes marketing, effectiveness research, tracking research, and product satisfaction research using any
number of methods like basic surveys or QR codes on mobile devices.

Commercialization, Monitoring, Evaluation

Tracking marketing effectiveness and customer satisfaction are very much needed. Analysis of the result is
dependent on the questionnaire layout, sample quality, and reporting.

A company’s ability to design new products from conception to release must involve in-depth market research
to sustain or surpass market goals and realize the true competitive advantage.

Market Research for New Product Development

Companies shouldn’t underestimate the virtue of solid market research. Many successful new companies can
enjoy market durability due to regularly performed market research that offers insights about their market,
consumer problems, and competitors.

Though market research can be conducted at any stage in the business lifecycle, a clear understanding of the
market from the very beginning helps establish a strategy for brand growth.

Businesses also need to figure out and define their unique goals for successful market research:

Primary Market Research
4 Sale effectiveness
+ Measuring service quality offered by the competition
+ Identifying competitor communication channels
4 Measuring active competition in the market

Secondary Market Research
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4+ Published company data reports
#+ Existing studies or surveys

+ Newspaper reports

#+ Government Information

Market Research Process
% Analyze if any similar research has already been conducted.
% Study the existing data that meets your goals.
+ Decide how any existing data can be used and who will use it.
+ Figure out if your company needs to perform primary market research, and if not, decide who will
conduct it.
Market research helps new businesses understand the way their customers think so that they can be converted
into champions of your brand. Typically, there are three types of customers:
Smart Shopper
Usually wants to find the best available value for their buck and are usually informed about competitor pricing.
Influencer
Educated about your target market and is in a position to influence other customers that value their opinion and
insights.
End User
Regularly uses your products and services and are the perfect candidate for primary market research.

When to Begin Market Entry Research
To sidestep issues like wasting internal resources, money, and time, businesses need a new product
development strategy (NPD) that helps avoid:
# Launching a weak product.
% Mispricing products.
& Ineffectively allocating resources and budgets.
+ Exposing your company to competitor threats.
Here are some critical steps for planning an NPD strategy:
#* Define your product.
#+ Identify market needs.
#+ Establish development and implementation timeframes for your product.
4+ Pinpoint key challenges and develop appropriate approaches for your customers.

How to Conduct Research and Identify at Which Stage a Market Research Agency Should be
Approached
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Fig: Specific methodology in market research process
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Defining Goals and the Problem

This stage is when you must figure out what the core question is that market research can help you answer.
Usually, it’s a business opportunity or problem that requires action and helps keep research heading in the right
direction.

Figuring Out a Research Design

Enables businesses to plan the market research method, which might be a focus group or survey. Also includes
selecting your sample of research customers and the research method like mail, in person, or the internet. It’s
based on what type of data needs to be collected:

Exploratory Research

Perfect for when the topic isn’t well defined or understood, and the knowledge base is limited.

Descriptive Research

Produces detailed information through quantitative research, with the objective of evaluating targeted topics.
Causal Research

Test or experimental research phase that helps identify the relationship between different variables, such as a
possible connection between sales and store ambiance.

Creating the Research Tool

Starts with preparing a questionnaire, aligning a focus group, or gathering materials for a moderator, all
dependent on the tools determined in step 2.

Data Collection

All the insights gathered and recorded in this step are vital in the conclusions that you’ll draw.

Data Analyzation

Turns raw data into actionable insights, summaries, and reports that help define trends and inform decision
making.

Data Visualization and Communication

Transforms insights into a meaningful way of interpreting market research, and includes showing answers,
recommendations, and insights in a way that helps support decision makers.

How to Interpret the Research Data in New Product Development
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Fig: Research data in new product development

8 Steps in New Product Development
Interpreting research data in New Product Development (NPD) is crucial in ensuring that the proper stages can
be completed before introducing the new product in the market.
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Idea Concepts
Pooling ideas from different sources like internal, SWOT Analysis, customers, market research, competitor
SWOT analysis.

Idea Screening
Used to weed through the best and most lucrative ideas and get rid of those that don’t work. Business strengths
and weakness, customer needs, trends, and forecasted ROI are all a component.

Concept Development and Testing
Preparing a blueprint of an idea and testing it.

Business Strategy and Analysis and Development
Determining the branding, marketing, and other strategies that are used to project profitability of both product
and market.

Product Development
Turns a concept into an actual product, like a prototype or limited model.

Market Testing
Product prototypes are provided for research and consumer feedback.

Commercialization
Marketing strategies need to be ready when the product is ready. Preparing final marketing strategies or
bringing in different departments for decision making is important.

Introduction

The beginning stage of the product lifecycle when products are released on the market.

Engineering Feasibility Analysis for New Product Development

Determining the feasibility of manufacturing products can be complicated. Businesses need to assess the cost-
effectiveness and efficiency of their chosen methods to ensure that quality, production, pricing, and engineering
processes align with product development objectives.

First, ask yourself if your product is feasible for market success, and then decide if your concept is a candidate
for further development. The business model, funding, and intellectual property are all elements of NPD that
should be included in a feasibility evaluation.

Certifications and Required Legal Approvals

o

Product Development Certificate Programs
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Secondary Research on Product Concept and Developments in the Past

There’s uncertainty surrounding NPD, and this can’t be avoided using only forecasting ability. Insights acquired
from quantitative modeling, along with social, technological, legal, and political elements, are integral to
successful NPD.

One of the most challenging aspects of new product research is minimizing the high rates of NPD failure.
There’s a strong tendency to focus on successful NPD, which provides minimal information about any elements
that contribute to failure.

There’s a lot of famous cases of NPD failures that prove that even elevating successful existing products aren’t
guaranteed to succeed:
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There are two main areas of uncertainty connected to NPD:

Epistemic

Survival bias where the majority of products that we are exposed to are the ones that were successfully
integrated into the market. Successful new products are fundamentally different from unobserved failures, so
evaluating the causes of NPD failures based solely on evidence from NPD successes is vulnerable to
misidentification and leaves the NPD process at risk of selection bias.

Ontic
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Uncertainty in the change of the nature of reality that occurs from a successful new product. Due to the
uncertainty in decision making, there’s no certain NPD forecasting value.

Therefore, the best way to avoid NPD uncertainty is to combine forecasting with scenario planning.
What Research is Necessary for Product Prototyping and Simulation
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Fig: The virtual prototyping environment

Virtual Prototyping Environment for New Product Development
When developing new product prototypes, Simulation Driven Product Development (SDPD) and Simulation
Driven Design (SDD) are two methods that are used successfully.
For example, the S80 model by Volvo was developed based on simulations that took place in 2001. Spot-
welding strength was forecasted through digital calculation rather than traditional testing methods.
The distinctions between SDPD and SDD reside in the implementation:
SDPD: Simulations provide the foundation for the whole product development methodology, not just the
decision making that’s connected to the design stages. It might be a mixture of different forms of virtual testing
or virtual factories, and physical testing may still be an important factor in verifying any legacy necessities for
accurate model simulations.
SDD: This is utilized to help design engineers create concept options built on simulations. Simulation is also a
complementary method for physical testing to help verify solutions.
However, product development and production cycles are heavily computerized today and rely on Computer
Aided Design (CAD), Computer Aided Engineering (CAE), and Computer Aided Manufacturing (CAM) which
provide the stages of virtual prototype environments.
Target Market Research and Impact in New Product Development
Even established businesses should acknowledge the value of product market research for product
development. Honing product details and acquiring the opinions and thoughts of your target demographic, is
what shapes decision making for packaging, marketing, and branding.
If you aren’t effectively offering what customers want, they’re going to patronize your competitors. So, it’s
important to use product market research to seize opportunities to develop products that are wanted or needed.
Other critical components of market research for product development:

»== Helps businesses connect and communicate with potential customers.

«== Reduces risk associated with new product launches.

w== Helps identify new market opportunities.

«== Measures business reputation.

»== Pinpoint issues within a business’s service range, packaging, website, or product features.

«== Helps deliver better value to different demographics.
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Market Feasibility Research
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Fig: Market Feasibility Research Flow Diagram

Using market research feasibility studies enables the business to acquire insights into their market and assess if
there’s a strong enough demand for a new product venture to be fruitful.

here’re five elements to market research feasibility studies:

Stakeholder In-depth Interview

Discussing your venture with stakeholders is a good starting point because it allows all groups to gain
ownership of the process and support market research and helps market researchers become acquainted with
project objectives.

Trend Analysis and Demographic Evaluation

Using secondary research and market analysis establish a demographic population and target audience that
businesses use for demand modeling and calculations. This is particularly related to trends, consumer budgets,
and other statistics that factor into project feasibility.

Quantitative Surveys

Primary data is gathered from end users with a questionnaire that targets current and predicted use and
evaluates what impact a new product venture may have on the market.

Competitive Evaluation

Determines how competitors can impact a new business via competitor profiling, which helps businesses
identify product gaps that they can take advantage of.

Demand Model and Valuations with Guidance

Combines the first four elements (above) and then applies the respective findings to develop a demand model
that forecasts the potential for a new business or product.

Competitor Analysis

b

Fig: Diagram of competitor analysis

Businesses truly need to understand the ins and outs of the economic, social, and cultural context of
demographic markets. Thorough and focused market research for the planning phase of a startup business, and
before launching products and services, have an undeniable impact on success rates.
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Qualitative research, surveys, social media, online traffic analysis, and data analytics are showing consistent
growth rates among businesses, with data analytics seeing a 350% rise in usage from 2012 to 2016.
Companies should consider the accessibility, measurability, and possible maturation and size of each market
segment to determine the potential ability to find customers and develop a winning strategy.
Competitor analysis is one of the most valuable information sources for startup businesses because they can
understand what works well and what doesn’t for similar companies and have a blueprint of overall success.
Defining an approach to competitor research can be done with a few questions:

+ Which businesses do you directly compete with?

+ How are these companies positioned about a customer base, their key products and services, and

pricing?

+ What’s their success rate for market growth?

4+ Which marketing strategies have they used successfully?

+ What types of online reviews do they have?
Procurement Research
There’re a couple of different ways to handle the supply chain for acquiring equipment, supplier, and
components for NPD:
In-House Product Development
Occurs when product development is handled internally, usually by a contractor who is separate from
manufacturing because that’s a supplier duty.
External Product Development
The constructor relies on the supplier to provide knowledge bases for development, and apart from the main
purpose that’s fulfilled by product or system, only the interfaces are detailed.
Product Development Partnership
R&D competencies that are necessary to acquire from external businesses, where a constructor and the system
suppliers work together right from the initial stages. There’re varied contracts between all of the different
businesses that are working within the partnership, so there needs to be full transparency.

Co-Development

Associates cooperation and competition that arises when a supplier works for a group of specific manufacturers
which positions them in direct competition. The manufacturer demonstrates their intention to the suppliers
during the beginning project phases using a reference to key program objectives to integrate the chosen supplier
into the process as demonstrated in the image below.
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Fig: Forms of integration

Example of a Co-Development Model in the Automotive Industry
Product Development Process (PDP) supplier integration forms include two different types of collaboration,
illustrated in the graphic below, which features an example from an automotive perspective.
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Fig: Forms of integration quasi supplier integration and full supplier integration

Example of PDP Forms of Integration for Automotive

A Quasi Supplier Integration

The knowledge base and information reside individually, but there’s a sharing of feedback and
recommendations

Full Supplier Integration

Involves a free sharing of knowledge and information across the entire product development cycle.

How to Logistically Distribute the Product
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Fig: Logistical distribution of the product

Likelihood of New Product Development Success
Despite a business’s best intentions and excessive preparation, there’s always a chance for product launches to
fail:

4% The new product doesn’t live up to its claim.

#+ The new product creates a new market category and needs a significant amount of customer education

but can’t acquire it.

# It’s a ground-breaking product without a market.

4+ The business can’t support rapid growth rates.
These are just a few reasons why market research needs to be conducted before product development occurs. In
fact, 75% of consumer packaged and retail products fail to earn even $7.5 million during their first year because
of the transient nature of customer shopping behaviour. And under 3% of new consumer packaged goods
exceed $50 million in first-year sales (the hallmark of a successful launch).
NPD processes can fail because companies are using outdated research or gut instinct to move new products to
the next stages of development instead of relying on fact-driven market research.
Companies also need to avoid tunnel vision about the product itself and incorporate the sales process into their
knowledge base, so that product rollouts succeed. And finally, they need to test their functions with a proven
product market research process.
Research for Product Development Research
90% of new product market research focuses on product modifications and additions instead of concepts
because improvements are natural developments and are typically more readily accepted by customers than
entirely new products.
Conceptually new products can be extremely risky:
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+
+

FedEx lost $340 million on a new zap mail system.
DuPont lost $100 million on their Coram Synthetic Leather products.

Companies must commit to using market research as a type of insurance to minimize risk and apply the skills of
market research analysts to interpret their product development research findings and gain insights.

10.

Frequently Asked Questions (FAQs)
What is meant by "current market information on new products"?
It refers to up-to-date knowledge regarding the introduction, availability, features, and market
positioning of newly launched products in the pharmaceutical or healthcare industry.
Why is it important for sales reps to stay updated on new products?
Staying updated allows reps to remain competitive, understand industry trends, and respond effectively
to customer inquiries.
How can information about new products be gathered?
Through medical journals, conferences, pharma newsletters, competitor brochures, product launch
announcements, and interactions with healthcare professionals.
What types of new products are relevant to track in medical sales?
New drug formulations, biosimilars, medical devices, vaccines, and over-the-counter (OTC)
medications.
How does knowledge of new competitor products help sales reps?
It helps in highlighting the advantages of their own products and adapting sales strategies accordingly.
What are some key features to analyze in a new product?
Mechanism of action, indications, dosing, side effects, price, and differentiation from existing therapies.
Can healthcare professionals be a source of information on new products?
Yes, HCPs often receive early insights through conferences, representatives, and professional networks.
What role does digital media play in tracking new product launches?
Company websites, online journals, and pharmaceutical news portals are valuable for real-time updates.
How frequently do new pharmaceutical products enter the market?
Frequently—especially in therapeutic areas like oncology, infectious diseases, and chronic care.
What should sales reps do with information about new competitor products?

Use it to refine product positioning, emphasize unique selling points, and handle objections effectively.

Multiple Choice Questions (MCQs)
What does "current market information on new products" primarily include?
A. Old product recall details

B. Pricing of generic brands
C. Latest product launches and features

D. Expired medications
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Why is knowledge of new products crucial in medical sales?
A. To create advertisements
B. To stay competitive and address customer needs

C. To attend more meetings

D. To increase prescription errors

Which of the following is NOT a good source of new product information?
A. Medical conferences
B. Pharma journals

C. Social gossip

D. Competitor websites

What type of products should be tracked in medical sales?
A. Household items

B. Food supplements only

C. Biosimilars, devices, and drug formulations

D. Clothing brands

What is a key factor to evaluate in a new product?
A. Mechanism of action

B. Logo design

C. Employee count

D. Factory color

Who can provide early insights about new products?

A. Delivery drivers
B. Healthcare professionals

C. HR managers
D. Bankers

Which platform is most reliable for real-time product updates?
A. Social influencers

B. Pharmaceutical news portals

C. Local radio

D. SMS marketing
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What should sales reps do with new competitor product info?
A. Ignore it

B. Spread misinformation
C. Use it to refine positioning

D. File complaints

How often are new products introduced in pharma?
A. Rarely
B. Every decade

C. Frequently

D. Once a year

Tracking new products helps sales reps to:

A. Avoid client visits
B. Better highlight their own product’s strengths

C. Delay promotion

D. Copy competitor names

Class — 16
Market Research and Analysis and Retail Chemist Prescription Audit
Current market information on delivery schedules

Delivery scheduling is a crucial component of modern logistics that involves planning and organizing the
timing and sequence of deliveries to ensure efficiency and reliability. As consumer expectations evolve,
particularly in e-commerce, scheduled delivery has emerged as a strategic approach for businesses to meet
demands for timely shipments. This method allows businesses to provide customers with specific delivery
windows, enhancing satisfaction by ensuring that products arrive when expected. For example, a grocery
delivery service might offer customers various time slots, such as same-day delivery or specific hours like 4-6
PM, allowing them to choose what works best for their schedule. Moreover, effective delivery scheduling
optimizes resource allocation, reduces operational costs, and improves overall supply chain performance,
making it an essential practice for businesses striving to maintain competitiveness in a fast-paced market.

What is Delivery Scheduling?

Delivery scheduling is the process of planning and organizing the delivery of products to ensure they reach
customers efficiently and on time. It involves creating a detailed schedule that specifies when, where, and how
items will be delivered, taking into account factors such as production and shipping times, customer
preferences, and available resources. This scheduling can be optimized using technology to determine the most
effective routes and sequences for deliveries, minimizing delays and costs. A well-structured delivery schedule
not only enhances operational efficiency but also improves customer satisfaction by providing clarity on
expected delivery times.

How Does Delivery Scheduling Work?
It is a systematic process that organizes when and how products are delivered to customers or warehouses. It
begins with assessing inventory levels and understanding customer demand to determine optimal delivery
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times. Businesses often provide customers with options to select their preferred delivery windows during the
checkout process, which helps in planning logistics effectively. The scheduling process involves coordinating
with suppliers, carriers, and recipients to ensure that deliveries meet the operational needs while minimizing
delays and congestion.

Key components include route optimization, which uses software to determine the most efficient routes for
drivers and real-time tracking to keep all parties informed about delivery statuses. This ensures that deliveries
are not only timely but also cost-effective. Additionally, effective communication and flexibility are crucial, as
changes may arise that require adjustments to the schedule. By implementing a well-structured delivery
scheduling system, businesses can enhance customer satisfaction and streamline their operations.

Delivery Scheduling vs. Delivery Planning

Understanding the distinction between the two is crucial for effective logistics management. Both processes are
integral to ensuring timely and efficient delivery of goods, but they focus on different aspects of the delivery
process.

Key Differences
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Key Challenges in Scheduling Deliveries
Scheduling deliveries effectively is crucial for businesses, yet it presents several challenges that can impact
operations and customer satisfaction. Here are the key challenges:
Complex Coordination: Managing delivery schedules involves coordinating multiple factors such as various
locations, carriers, and customer preferences. This complexity requires meticulous planning; any
mismanagement can lead to delays or missed deliveries, adversely affecting customer trust and operational
efficiency.
= Capacity Management: Efficiently utilizing resources while handling numerous scheduled deliveries
can be a significant challenge. Businesses must optimize routes and manage inventory to avoid
overloading their delivery capacity, which can lead to delays and increased costs if not handled
properly.
= Handling Last-Minute Changes: Adaptability is essential in delivery scheduling due to frequent last-
minute changes from customers, such as address modifications or change of delivery date requests. This
flexibility requires quick adjustments to existing schedules without disrupting overall operations, which
can be a logistical nightmare.
= Accurate Communication: Clear and timely communication about delivery statuses, changes, or
potential delays is vital. Inaccurate or delayed information can lead to customer frustration and a loss of
trust in the service provider. Ensuring that all stakeholders are informed is crucial for maintaining
service quality.
= Meeting Customer Expectations: With rising demands for faster and more convenient delivery options,
businesses face the challenge of meeting these expectations consistently. Failure to deliver at committed
timelines can result in negative reviews and lost customers, making it essential for businesses to
enhance their delivery capabilities continuously.
= Dynamic Workload Management: Fluctuating workloads due to seasonal demands or unexpected spikes
in orders complicate scheduling efforts. Businesses must be adept at distributing resources effectively in
a dynamic environment to maintain efficiency and service quality.
= Unforeseen Events and Disruptions: External factors such as traffic congestion, adverse weather
conditions, or road closures can cause unexpected delays that disrupt carefully planned schedules.
Businesses need robust contingency plans and real-time tracking systems to adapt quickly to these
disruptions.
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+ Technology Implementation Challenges: Integrating new technologies into delivery scheduling
processes can be daunting. Organizations often face hurdles related to user training, system
compatibility, and data management. Overcoming these challenges is essential for leveraging
technology effectively to enhance scheduling efficiency.

Benefits of Scheduling for a Delivery Business

Implementing a scheduling system for deliveries offers numerous advantages that can significantly enhance

both customer satisfaction and operational efficiency. Below are the key benefits:

Enhanced Customer Satisfaction: Scheduled delivery allows customers to choose a specific time slot that

suits their availability, significantly enhancing their overall experience. By providing flexibility, businesses

can cater to individual preferences, leading to higher satisfaction levels. Customers appreciate the
predictability of knowing exactly when their package will arrive, which fosters loyalty and encourages
repeat business.

Reduced Missed Deliveries: By allowing customers to select their preferred delivery times, scheduled

delivery minimizes the chances of missed deliveries. This proactive approach means that customers can

plan their day around the delivery, ensuring they are present to receive their packages. As a result,
businesses experience fewer missed deliveries and reduced operational disruptions.

Improved Operational Efficiency: A well-organized delivery schedule optimizes logistics operations by

enabling better route planning and resource allocation. Businesses can streamline their processes, reduce

idle time for delivery personnel, and enhance productivity. This efficiency not only lowers operational costs
but also ensures timely deliveries, which is crucial for maintaining customer trust.

Better Resource Utilization: Scheduling deliveries allows businesses to allocate resources more effectively.

With a clear understanding of delivery windows, businesses can manage their fleet and personnel more

efficiently, reducing waste and maximizing the use of available resources. This optimization leads to cost

savings and improved service levels.

Minimized Theft and Damage Risks: Having a designated delivery time means that packages are less likely

to be left unattended, reducing the risk of theft or damage. When customers know exactly when to expect

their deliveries, they can ensure someone is available to receive them. This added layer of security not only
protects the shipment but also enhances customer confidence in the delivery service.

Cost-Effectiveness: Scheduled deliveries can be more cost-effective compared to on-demand or same-day

services. By optimizing routes and consolidating deliveries within specific time frames, businesses can

reduce fuel consumption and labour costs. This balance between service quality and operational expenses is
essential for maintaining profitability in a competitive market.

Delivery Scheduling Best Practices

Effective delivery scheduling is crucial for optimizing logistics, improving customer satisfaction, and

reducing operational costs. Here are some best practices to consider:

Prioritize Customer Communication: Clear communication with customers is essential for successful

delivery scheduling. Providing customers with accurate delivery windows and timely updates can enhance

their experience and reduce missed deliveries. Utilizing automated notifications via SMS or email can keep
customers informed about their order status, leading to better satisfaction and trust.

Optimize Route Planning: Utilizing route optimization software can significantly improve delivery

efficiency. By analyzing traffic patterns, road conditions, and delivery locations, businesses can create the

most efficient routes for their drivers. This minimizes travel time and fuel costs while maximizing the
number of deliveries made within a specific timeframe.

Implement Real-Time Tracking: Real-time tracking allows both the business and customers to monitor the

delivery status at any given moment. This transparency not only helps in managing customer expectations

but also enables businesses to respond quickly to any issues that arise during transit, such as delays or
rerouting.

Use Data Analytics for Forecasting: Leveraging historical data and predictive analytics can help businesses

forecast demand and plan their delivery schedules accordingly. Understanding peak times, seasonal trends,

and customer preferences allows for better resource allocation and improved service levels.

Maintain Flexibility in Scheduling: Flexibility is key in delivery scheduling, as unexpected events such as

traffic jams or vehicle breakdowns can occur. Having contingency plans in place, such as alternative routes

or backup drivers, ensures that deliveries can still be made on time even when disruptions happen.
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Train Drivers Effectively: Investing in driver training enhances not only safety but also efficiency in
delivery operations. Well-trained drivers are more adept at navigating routes, managing time effectively, and
handling customer interactions professionally, contributing to overall delivery success.
Review and Adjust Regularly: Regularly reviewing delivery performance metrics allows businesses to
identify areas for improvement. By analyzing key performance indicators such as on-time delivery rates and
customer feedback, businesses can make informed adjustments to their scheduling practices to enhance
overall efficiency.
How Delivery Scheduling Software Can Help?
The software offers numerous advantages that streamline operations and enhance customer satisfaction.
Here’s how it can help businesses:
Route Optimization: Delivery scheduling software uses advanced algorithms to plan the most efficient
routes for deliveries, significantly reducing travel time and fuel costs. By analyzing factors like traffic
conditions and delivery windows, it ensures that drivers take the shortest paths, allowing for more deliveries
in less time.
Real-time Tracking: This software provides real-time visibility into the status and location of deliveries.
Customers can track their orders, which enhances transparency and reduces inquiries about delivery status.
Businesses benefit from improved communication with customers, fostering trust and satisfaction.
Automated Workflow: By automating various delivery processes, such as scheduling and dispatching, the
software minimizes manual intervention. This leads to faster order processing and better resource
allocation, improving operational efficiency.
Enhanced Customer Experience: With features like real-time updates and accurate delivery windows,
customers enjoy a seamless experience. The ability to receive timely notifications about their orders increases
customer satisfaction and loyalty.
Improved Fleet Management: The software allows for effective management of delivery agents by tracking
their performance and optimizing their schedules. This ensures that the right personnel are assigned to the right
tasks based on their skills and availability.
Data-Driven Insights: The software collects valuable data on delivery performance, customer preferences, and
operational bottlenecks. This information helps businesses make informed decisions to continuously improve
their delivery processes and adapt to market demands.
Cost Reduction: By optimizing routes and automating processes, businesses can significantly reduce
operational costs associated with fuel, labor, and manual errors. This cost efficiency contributes to higher profit
margins.
Scalability: Delivery scheduling software is scalable, making it suitable for businesses of all sizes—from small
enterprises to large companies. As a business grows, this software can adapt to increasing delivery demands
without compromising efficiency.
How Can FarEye Help Improve Delivery Processes
FarEye is an advanced logistics platform that streamlines delivery processes for businesses, enhancing
efficiency and customer satisfaction. Here’s how it can transform your operations:
Real-time Tracking: FarEye enables businesses to monitor deliveries in real-time, providing visibility into the
delivery process and allowing for proactive adjustments based on traffic or delays. This transparency helps in
quickly addressing any issues that may arise during transit, ensuring timely deliveries.
Route Optimization: The platform uses Al-powered algorithms to optimize delivery routes, reducing travel time
and costs while enhancing efficiency. By analyzing historical data and current conditions, it can suggest the best
routes, saving fuel and improving overall delivery speed.
Flexible Delivery Options: FarEye offers a variety of delivery methods (standard, express, scheduled) to
meet diverse customer needs, improving overall satisfaction. This flexibility allows businesses to cater to
different customer preferences and urgency levels, enhancing the customer experience.
Proactive Address Verification: By validating addresses before dispatch, FarEye helps prevent misdeliveries
and enhances delivery accuracy, reducing operational costs. This feature minimizes the risk of returned
shipments and improves customer trust.
Automated Order Processing: The platform streamlines order workflows, automating processes from order
entry to dispatch, which speeds up fulfilment times and reduces errors. Automation reduces manual workload
and allows staff to focus on more strategic tasks.
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Enhanced Customer Communication: Through mobile notifications and updates on ETAs and delays, FarEye
keeps customers informed, building trust and reducing anxiety about their deliveries. This proactive
communication fosters a positive relationship with customers, encouraging repeat business.
Data-Driven Insights: Advanced analytics provide businesses with insights into delivery performance, enabling
data-driven decisions that can enhance operational efficiency and customer experience. By identifying trends
and bottlenecks, businesses can continuously improve their delivery strategies.
Conclusion
Effective delivery scheduling is a vital aspect of modern logistics that significantly impacts customer
satisfaction and operational efficiency. By strategically planning and organizing delivery times, businesses can
meet evolving consumer expectations, reduce missed deliveries, and optimize resource utilization. Challenges
such as complex coordination, capacity management, and adaptability to last-minute changes can be effectively
managed through delivery scheduling software. Ultimately, leveraging advanced delivery scheduling software
can streamline operations, reduce costs, and enhance the overall customer experience, positioning businesses
for success in a competitive marketplace.
Frequently Asked Questions (FAQs)
1. What is meant by “current market information on delivery schedules™?
It refers to up-to-date knowledge of how and when pharmaceutical products are delivered to
distributors, pharmacies, hospitals, or healthcare providers.
2. Why is delivery schedule information important in pharmaceutical sales?
It ensures timely product availability, helps manage customer expectations, and improves trust with
clients.
3. How can sales reps access delivery schedule information?
Through internal logistics systems, coordination with the supply chain team, CRM tools, and regular
updates from the warehouse.
4. What factors can affect delivery schedules?
Transportation delays, inventory levels, supply chain disruptions, public holidays, and weather
conditions.
5. How often should delivery information be updated?
Daily or in real time, especially in fast-moving or critical drug categories.
6. Can delayed deliveries affect customer relationships?
Yes, frequent delays can lead to dissatisfaction, lost sales, and reduced confidence in the product or
company.
7. What role do distributors play in delivery scheduling?
Distributors coordinate the last-mile delivery and inform retailers or hospitals about expected arrival
times.
8. How can technology help in monitoring delivery schedules?
Through GPS tracking, inventory management systems, and real-time dashboard alerts.
9. What is back-ordering, and when does it occur?

It refers to placing orders for products that are currently out of stock but will be delivered once

available.
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10. How should a sales rep handle complaints about delayed deliveries?
By informing logistics, providing clear communication to the customer, and offering realistic timelines

or alternatives.

Multiple Choice Questions (MCQs)
What does "delivery schedule" refer to in pharma sales?
A. Meeting schedules
B. Shipment and arrival timing of products

C. Employee work shifts

D. Medical appointment timings

Why is updated delivery information important?

A. To track doctor's availability

B. To plan salary disbursement

C. To ensure timely supply and customer satisfaction

D. To organize team parties

Which of the following can disrupt delivery schedules?
A. Good weather

B. Transportation delays

C. Frequent product training

D. Increased marketing budget

How frequently should delivery schedules be updated?
A. Once a month

B. Annually
C. Daily or in real time

D. Never

What is the main role of distributors in delivery?
A. Designing labels

B. Conducting clinical trials
C. Coordinating product delivery

D. Manufacturing drugs
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Which tool can assist in real-time delivery tracking?
A. Spreadsheet only
B. CRM systems

C. Paper memos

D. Manual reports

What is back-ordering?

A. Cancelling an order permanently

B. Delaying payment intentionally

C. Ordering out-of-stock items for later delivery

D. Returning expired items

How can delayed deliveries affect a company?
A. Boost product value

B. Increase customer satisfaction

C. Damage customer trust and satisfaction

D. Improve employee morale

Who should be informed first in case of a delayed delivery complaint?
A. Social media manager
B. Logistics or supply chain team

C. Security department

D. Finance team

Which of the following helps prevent delivery-related issues?
A. Ignoring client feedback

B. Using outdated methods

C. Regularly monitoring supply chain status

D. Overpromising timelines

Class — 17

Market Research and Analysis and Retail Chemist Prescription Audit

Current market information on promoting techniques

Every business needs a dedicated marketing plan, and pharmaceutical companies are no exception.
Documenting your marketing goals and strategies helps everyone on your team stay on track and work
cohesively.
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A pharmaceutical marketing plan should be a living document that develops as your business grows. It should
be flexible to suit market conditions and disruptions, so whatever happens, you can always position your
company effectively.

Not sure how to write a pharmaceuticals marketing plan or which pharmaceutical marketing strategies to use?
You’ll find all the information you need in this guide, including step-by-step instructions on compiling your
marketing plan and a list of 14 successful pharma marketing ideas and strategies.

What Does Pharmaceutical Marketing Entail?
Marketing strategies for pharma companies have two primary audiences: patients and healthcare professionals
(HCPs). To be successful, the tactics you use must engage with both audiences to:

+ Build brand awareness

4 Establish a reputation of trust and reliability

4+ Provide information about diseases, symptoms, and available treatments

+ Communicate details of new drug launches and treatments
In earlier years of pharmaceutical sales, strategies went little further than employing enough sales reps to make
regular HCP visits to promote products and services. However, the market has changed.
In today’s digital age, fewer and fewer HCPs are rep-accessible, and it’s estimated that the pharma industry
spends over a billion dollars each year on unsuccessful attempts to see physicians. Plus, patients and their
caregivers are not as reliant on HCPs for medical information as before. The internet has become a wealth of
knowledge and a place where people can connect with other members of the disease community independently
of their healthcare providers. This trend is likely to continue with 82% of pharma execs agreeing that
digitalization will likely continue post-covid.1
In light of this, an omnichannel approach is required to connect with your audiences where they are most active.
Your campaigns must be mobile-first because there are over 300 million smartphone users in America alone, all
spending an average of 38 hours a week attached to their devices. Additionally, healthcare professionals are
using social media more than ever to easily find information. On average, HCPs check social platforms at least
three times a day, spending up to 2 hours throughout the day.
Effective pharma marketing strategies use a variety of digital channels to provide consistent messaging that
reaches HCPs through the most relevant platforms and connects with patients to educate and inform them.
When done well, the right pharmaceutical marketing strategies carry both HCP and patient target audiences
through your sales and marketing funnel while also providing reps with the support they need to drive sales.

Building a Pharmaceuticals Marketing Plan
The ultimate goals of a solid pharma marketing strategy are to increase:

+ Visibility

4 Sales

+ Revenue

#+ Return on marketing and advertising investment
However, knowing what you want to achieve doesn’t necessarily mean you know how to get there. If you're
going to spend time, money, and resources developing a pharmaceutical marketing plan, you want to know that
your efforts will pay off. Here are the steps to follow.

1. Define Your Audience

The first priority is establishing your market so you can select the correct communication channels to reach
your audience. That means nailing down the specific groups of HCPs and patients you want to reach rather than
casting your net as wide as possible and hoping for the best. Knowing which market segments fit your
propositions helps you target them more effectively.

2. Set Your Goals
What market position are you trying to achieve? The answer will play a significant role in dictating which
marketing strategies you use. The four most common goals are:

4+ Market Penetration — Increasing sales of existing drugs and treatments in existing markets.

+ Market Development — Promoting existing drugs and treatments to a new market.

+ Product Development — Introducing new drugs and treatments to existing markets.

4 Diversification — Selling new drugs and treatments to a new market.

Page 152 of 245



MSR 5021 (English)

3. Define Your Unique Selling Propositions (USPs)

Defining your USPs will help you create the right content that sends the right message to the right people. To
gain a competitive advantage, you’ll need to thoroughly review your USPs versus your competitors to ensure
your product offering is truly above and beyond. Examples of pharmaceutical USPs include:

Drug efficacy

Service quality

Experience and expertise

Track record

Price

Fulfilment time

FEEEEE

4. Ask the Right Questions

Hindsight might be 20/20, but why not use a crystal ball instead to inform your marketing strategy? Market
research is your opportunity to ask your target audience about their specific needs.

But, before you decide on specific marketing tactics, it helps to ask yourself a few questions to ensure your
marketing efforts will equate to increased sales.

What emerging market trends do you need to account for?

What communication channels best suit your audience?

What kind of experience are you trying to create for your audience?

How can you differentiate your drugs and treatments from those of your competitors?

5. Set Some Key Performance Indicators (KPIs)
What’s the point in developing a pharmaceuticals marketing strategy if you have no way of assessing how
effective it is? The specific metrics you measure will depend on your goals, but some common examples
include:

e Average revenue per HCP

e Inventory turnover

e Non-prescription sales as a percentage of total sales

e Overall sales, revenue, and profit
If you are including targeted pharma marketing strategies in your overall marketing plan, you may also wish to
include metrics that tout the efficacy of a drug or the reputation of your brand.
With these steps followed, you can start to focus on more specific pharmaceutical marketing strategies and
drive your campaign forward.

Pharmaceutical Marketing Strategies
Let’s take a more in-depth look at some of the different tactics you can use to optimize your pharmaceuticals
marketing strategy.

1. Update Your Website

Your website is a virtual representation of your company resume. As a result, revamping it every now and then
so it retains a modern and attractive look, contains the most up-to-date information, and is straightforward to
navigate is vital. Information should be easy to find, and you should work with your developer to ensure your
site:

4 [s mobile-friendly — Research shows that 92% of the top pharmaceutical manufacturer’s websites pass
Google’s mobile-friendly test. Yet, none of the top 25 meet Google’s Core Web Vitals standards, and
92% fail Google’s mobile speed test.

+ Adopts accessibility best practices — According to the CDC, 1 in 4 Americans has a disability that can
make accessing information online difficult. This includes hidden disabilities like vision problems,
neurological differences, cognitive impairments, language issues, and learning difficulties, in addition to
physical disabilities and mobility issues.
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2. Invest in Pharma SEO

Did you know that Google receives over 1 billion health questions every day? Updating your web copy to
include more keywords and improve metadata and alt tags will improve your Google ranking. Adding
additional pages allows you to incorporate more internal and external links and include local SEO and long-tail
keywords that will help you to gain domain authority. Publishing a regular blog is a great way to increase your
website size and add all-important SEO data to please the Google machine, while also showcasing your product
range, experience, and expertise to raise HCP and patient awareness of your brand.

3. Use Online Communities to Connect with Physicians

LinkedIn is the internet’s largest professional network. However, you should also join HCP-specific channels
like Sermo to ensure you are reaching a verified, targeted audience. When you work with Sermo, you gain
access to more than 1.3 million healthcare professionals across 150 countries, allowing you to network more
effectively with your HCP audience.

4. Establish a Social Media Presence

Americans spend an average of 2 hours and 27 minutes on social media every day, so being active on the same
platforms as your target audience is essential. HCPs are more active on social media than ever before, and
social engagement is taking off. For example, we’ve witnessed an increase in 70% of physicians sharing their
drug knowledge through Sermo’s Drug Rating platform, and participation in polls has skyrocketed by almost
300%.

5. Use Customer Relationship Management (CRM) Technology
CRM technology is a must for your pharma marketing strategy to succeed. It helps you gather and action
information about your leads so you can build trusted and long-lasting relationships. CRM tools capture and
centralize data concerning communication preferences, relationship history, and online behaviours, etc.
Examples of how you can use this data include:

4+ Sending customized email campaigns based on clicks on your website

+ Cross-selling new drugs and therapies based on previous uptake

+ Sending personalized messages for birthdays and other key milestones to personalize each recipient’s

journey with you
+ Providing after-sales support
+ Sending free sample offers

6. Provide Free Samples

On the topic of free samples, this is one of the most traditional marketing strategies for pharma and is a good
idea if your HCP networks allow it. After all, physicians will be more likely to prescribe a drug if they have
received a free sample. However, you should exercise caution and ensure samples are distributed responsibly.

7. Create Visual Aids

Educational posters provide additional value in your product offering to physicians while simultaneously
boosting your brand’s visibility. When placed in their clinics and offices, more potential customers will see
them, which increases the chance of conversions.

8. Maximize Networking Opportunities

What better way to fine-tune your pharmaceutical sales strategies than by speaking to members of your target
audience at professional networking events to gather their comments and feedback? Attending conferences and
events is one of the best ways to network with HCPs. In a recent Sermo poll, 94% plan to attend an in-person
event this year (the remaining 6% will attend a virtual event).

9. Use Different Approaches for Each Audience
The tactics you use to convert HCPs are unlikely to have the same effect on patients and vice versa. Neither
market uses the same platforms or research techniques, and the USPs they are interested in will vary
significantly. The tone of your communications will also need to change. For example, patients are usually
more receptive to an emotional or empathetic approach, whereas HCPs typically appreciate more analytical,
data-driven communications.
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10. Be Patient-Centric

Because patients can research and cross-reference information given to them by their HCPs using the internet,
it’s more important than ever to build trust and keep patient needs as the focal point of your pharma marketing
strategies. By identifying where patients look for information about symptoms, drugs, and therapies, and
finding forums where they share their experiences online, you can use the same channels and design marketing
campaigns to reach them more easily.

11. Navigate the Cost of Treatment

It’s estimated that the mean cost of developing a new drug range between $314 million to $2.8 billion, yet only
around 12% are ever approved by the FDA. To ensure the best chance of return on investment (ROI), your
marketing plan should emphasize payer marketing, including strategies that target insurance providers and
educate patients about financial aid opportunities.

12. Pay for Leads

If your budget allows it, paying for advertising and leads can make a big difference. Healthcare and insurance
have among the highest cost per lead, so outsourcing some of the effort may save you valuable time and
resources in the long run. Finding customers through paid means typically takes one of two forms:

+ Google ADS — Some careful research is required to capitalize on the right keywords to get the best
quality score. Still, websites that pay for ads usually appear at the top of page 1 search results,
increasing your visibility and making conversions more likely.

+ Paid Leads — Outsourcing to a reputable lead generator produces a higher volume of better-quality leads,
ultimately increasing your conversion rate and sales revenue. Professional lead generation services
automate data collection and ensure only the prospects who are most likely to buy are included in each
campaign.

13. Consider the Regulations

Whatever pharma marketing ideas you have, you must ensure your communications do not fall foul of HIPAA
regulations or FDA laws, meaning your marketing messages must be truthful regarding drug efficacy and
consistent with FDA-approved prescribing information. You must also ensure your pharmaceutical marketing
strategies align with privacy legislation like the General Data Protection Regulation (GDPR).

14. Measure and Adjust
It’s impossible to know if your strategies are working or allocate future marketing budgets without analyzing
data. You’ll need to go back to the list of KPIs in your marketing plan and monitor them consistently. Only then
will you be able to develop a formula for long-term success. Assess each KPI against your marketing
objectives. Depending on which strategies you implement, you may have many variables to measure. As your
marketing efforts progress, you may wish to refine your measurements into various categories to assess ROI
more thoroughly.

+ Sales KPIs — Number of new HCP contracts, dollar value of new contracts, number of engaged qualified
leads, net sales, etc.
Financial KPIs — Revenue growth, net/gross profit margin, operational cash flow, etc.
Customer KPIs — Number of HCPs retained, market share percentage, Net Promoter Score (NPS), etc.
Operational KPIs — Sales by region, order fulfilment time, time to market, etc.
Marketing KPIs — Website traffic, SEO results, email bounce/conversion rates, social media
engagement, etc.

=

Power up Your Pharma Marketing Strategies with Sermo

We turn physician experience, expertise, and observations into actionable insights for the global healthcare
community. Engaging with more than 1 million HCPs across 150 countries, we provide physicians with a social
platform that fosters impactful peer-to-peer collaboration and discussions about issues that are important to
them and their patients. Sermo offers on demand access to physicians via a suite of proprietary technology to
provide business intelligence that benefits pharmaceutical, healthcare partners and the medical community at
large.
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For many business leaders, sales and marketing are interchangeable specialties with a singular goal: increasing
revenue. However, sales and marketing teams should align together for a single objective. The truth is that they
are distinct fields with differing strategies.

Marketers often prioritize brand equity and capturing customers’ attention, while salespeople focus exclusively
on immediate customer conversions. And more importantly, sales needs marketing to succeed.

This is especially true within the pharmaceutical industry. Digital marketing's rise makes it crucial for business
leaders to grasp how marketing functions in the current landscape. And the best place to start is by answering a
critical question: what is pharmaceutical marketing?
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Although its primary objective is to increase product awareness. Along with driving demand, and ultimately
influencing healthcare professionals and consumers to choose a particular brand over others.

Pharmaceutical marketing also aims to create a positive image of the drugs and the companies that manufacture
them. It attempts to accomplish this by presenting scientific data, case studies, testimonials and other content
persuasively.

To do this, pharma marketers activate various channels, including digital marketing, traditional marketing (TV
and Print), branding, direct-to-consumer advertising, and events.

The only way to get your products in the hands of your target customers is to develop effective marketing
strategies that make you stand out.

Here is where having a targeted pharma marketing strategy comes in.

Doctors heavily influence the type of prescription drugs patients use, which means that your marketing strategy
should consider how doctors think when deciding which drug is the best for their patients’ conditions.

For non-prescription drugs, patients usually prefer the ones with a marketing message that resonates with their
symptoms and concerns. They also trust drugs that fellow patients recommend.

In this chapter, we teach you how to adapt your message for patients, doctors, and B2B partners and convince
them that your pharma interventions are safe and effective.

What is pharma marketing?

Pharma marketing refers to strategies that help pharmaceutical companies achieve their business goals by
drawing physicians and patients to their brand.

Even though drug affordability and disease prevalences continue to drive the growth rate of the pharmaceutical
industry, government regulations slow it down. According to the Pharmaceutical Drugs Global Market Report,
the pharmaceutical industry is growing at the rate of 5% which is behind only two other healthcare segments:
medical services and equipment.

Despite the tight regulations and policies of the governments in different countries, the demand for
pharmaceutical drugs is only likely to rise. This is because the pharmaceutical industry is one of the most
profitable and in-demand industries in the world.

So how exactly do you beat your competition to win the trust of patients and physicians?

It is through understanding the consumer needs and finding the solutions to meet these needs.
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Successful marketing in the healthcare industry depends significantly on trust and brand transparency. The best
way to develop trust with your target clients is to show them how your product helps them solve their problems.
By demonstrating its features transparently, including its efficacy and side effects, physicians begin to trust you
and prescribe your product to their patients.

4 reasons why you need to invest in a well-designed pharma marketing plan

There are three types of target customers in the pharmaceutical industry: doctors, patients, and B2B partners.
Most companies aim at developing strong relationships with physicians because they have a considerable
influence over the type of drug patients will purchase. Content marketing that is clear and well-researched
convince physicians to go with your brand.

Here are the benefits an effective pharmaceutical marketing strategy delivers to your business:

#1 Increases sales

Pharma marketing improves your sales because tailored messages meet the needs of your target customers.
Doctors will only prescribe your product to their patients once they review the studies that prove its efficacy in
treating a specific disease. By coming out clearly on the features of your drug, including its proven benefits and
side effects, healthcare experts will trust you more.

#2 Improves brand awareness
Thoughtful and targeted marketing messages get your brand in front of your ideal customers. With improved
brand awareness and reliable products, you steadily grow your brand authority.

#3 Strengthens relationships with customers

Strong relationships in the pharma industry are formed when your product improves patients’ well-being. A
patient who has experienced health improvements thanks to your products is likely to share its benefits to the
world.

As part of your well-defined pharma marketing plan, you should be active on such platforms and engage with
your audience. This enhances your brand awareness and shows your customers that you are available and ready
to help them.

#4 Triggers product development

Understanding how customers feel about your brand, services, and products is vital to promote the right
marketing messages. In the pharmaceutical industry, feedback helps you improve various features of your drugs
through comprehensive research and how you communicate with your audience.
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So how do pharmaceutical companies market their products? Successful marketing strategies in the pharma
industry focus on physicians and patients. The marketing messages presented to physicians are supported with
proven research about the efficacies and side effects of the drugs.

Here is a 5-step pharma marketing strategy that will help you get ahead of your competition.

#1 Creating buyer personas

Every successful pharma marketing strategy starts with defining your target patients and physicians. This
improves your pharma marketing ROI (return on investment) because the messages are tailored to meet a
specific patient’s needs.

A buyer persona is an ideal customer with a specific set of challenges that your product solves. Having a deeper
understanding of what your target doctors consider about a drug before prescribing it to their patients helps you
craft compelling messages in the healthcare industry.

#2 Content marketing

Content marketing in the pharmaceutical industry enables you to showcase the features of your product to
doctors and patients. While there are different forms of content marketing that you can use to present your
product to doctors and patients, many countries have strict regulations on which types of content you can
promote. This is because some pharma companies may portray a drug as having features that may not be true.
So when using content marketing, make sure you do so legally and transparently.

#3 Case studies

Case studies are a great way to show how your products have helped people and ultimately win doctors’ and
patients’ trust. A case study presents the results your customer received after using your product over a specific
period.

In pharmaceuticals, it points to the challenges of the target patient before consuming your drug and the
solutions your drug offers. It is like a detailed testimonial.

The strength lies in the symptoms that your drug was able to treat. If your target patients’ condition aligns with
these symptoms, they will be encouraged to try your medication in the hope that they get the same relief.

#4 Email marketing and list building

Email marketing is one of the oldest marketing tricks in digital marketing, and it is still effective if used in the
right way. Emails remain the most personalized way to communicate with your target audiences. It allows you
to empathize with their conditions and show how your medication may relieve their symptoms. Using
marketing automation, you can reach thousands of patients and doctors who are part of your email list
personally and develop deep relationships that transform into sales.

When creating an email list, you should implement lead generation strategies such as white papers, checklists,
webinars, and ebooks. Patients and doctors who are interested in your resources download them in exchange for
their emails. Once you capture their emails, you begin providing relevant information about how your drug can
help them treat their conditions, hoping that they will purchase it.

#5 SEO

SEO helps your website’s content rank high on search results and increase organic traffic.

As a pharmaceutical company, SEO best practices help you increase the number of relevant physicians and
patients who visit your site through targeted searches on the internet. Valuable and educational content helps
them learn about the benefits and advantages of your drug.

SEO best practices include building your content around specific keywords related to the diseases your drugs
can treat, building backlinks, guest posting, and much more.

How to adapt your pharmaceutical marketing to specific audiences

There are three primary audiences in the pharmaceutical industry: doctors, patients, and other healthcare
companies. By learning their needs and motives, your marketing approach is tailored to increase the chances of
selling them your drugs.

Here’s how to use your pharma marketing plan to target each of your audiences:

Marketing to doctors

Marketing to doctors involves giving them detailed information about your product to help them decide
whether they can prescribe it to their customers.

To gain the trust of doctors, you should provide scientific evidence about your products, including their benefits
and side effects. You can create content such as case studies and in-depth research showing the results of the
phases of clinical trials of a drug.

Marketing to patients
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Most patients tend to trust their doctors’ prescriptions whenever they get sick. However, outbound marketing
methods such as radio ads and TV ads can influence patients to ask their doctors about a specific treatment. If
you promote the right message through the proper communication channels, patients will be encouraged to ask
for or use your medication.

B2B pharmaceutical marketing

There are pharmaceutical products not used directly by patients. These include items such as laboratory
equipment, medical devices, and medical tests. In these instances, you need to target B2B partners to sell your
pharmaceutical products to. Writing case studies is one of the best ways to inform other medical businesses and
B2B partners about your products.

1.

10.

Frequently Asked Questions (FAQs)
What are promoting techniques in the pharmaceutical industry?
These are strategic methods used to inform, persuade, and influence healthcare professionals to
prescribe or recommend a specific product.
Why is it important to stay updated on current promotion techniques?
To remain competitive, adapt to industry trends, and effectively engage healthcare professionals.
What are some common promotional techniques used in the pharmaceutical market today?
CME (Continuing Medical Education) sponsorships, digital marketing, doctor visits, product samples,
webinars, and branded giveaways.
How has digital transformation changed pharmaceutical promotion?
It has introduced e-detailing, virtual conferences, email marketing, social media campaigns, and mobile
apps as tools for outreach.
Which promotional technique is most effective for reaching remote or busy healthcare professionals?
E-detailing and virtual meetings, due to their flexibility and accessibility.
What role do compliance and regulations play in pharmaceutical promotion?
They ensure that all promotional practices are ethical, evidence-based, and not misleading.
How can sales reps measure the effectiveness of their promotional techniques?
Through feedback, prescription trends, engagement metrics, and ROI analysis.
What is the importance of tailoring promotion techniques by audience type?
Different professionals (e.g., GPs, specialists, pharmacists) respond better to specific messaging and
formats.
How often do promotional strategies need to be revised?
Regularly—based on competitor activity, product lifecycle, customer feedback, and market dynamics.
What is peer influence, and how does it impact promotions?
Recommendations from fellow HCPs often shape prescribing habits and can amplify the impact of

promotional efforts.

Multiple Choice Questions (MCQs)

What is the main goal of promotional techniques in pharma?

A. To increase manufacturing costs
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B. To reduce staff size
C. To influence product adoption and prescription

D. To delay market entry

Which of the following is a modern digital promotional technique?

A. Roadshows
B. E-detailing
C. Bulletin board posters

D. Manual brochures only

Why is it important to stay updated on promotion methods?
A. To follow fashion trends

B. To comply with food safety

C. To adapt to customer preferences and market trends

D. To plan vacations

Which promotional method is ideal for remote healthcare professionals?
A. In-person booth setup

B. E-detailing and virtual meetings

C. Physical product fairs

D. Outdoor events

Which platform is NOT a part of modern pharmaceutical promotion?
A. Social media

B. Medical apps

C. Webinars

D. Morse code

What ensures that promotional methods are ethical and legal?
A. Personal judgment

B. Company tradition

C. Industry compliance and regulations

D. Customer preferences only

How can sales reps assess promotional success?

A. By estimating traffic manually
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B. Based on gut feeling
C. Through prescription data and engagement metrics

D. By comparing uniforms

What is peer influence in medical promotions?
A. HCPs influencing others' product choices
B. Friends deciding lunch

C. Managers giving raises

D. Social media likes

How often should promotional strategies be reviewed?
A. Once every decade

B. Rarely
C. Regularly, based on market and customer feedback

D. Only after losses

Tailoring promotional techniques helps because:
A. All audiences are the same

B. It avoids repeating messages
C. Different audiences respond to different approaches

D. It saves printing costs

Class — 18
Market Research and Analysis and Retail Chemist Prescription Audit

Use the techniques of market research

Pharmaceutical companies use market research to collect and analyse data about the pharmaceutical industry.
This includes evaluating drug market size, patient demographics, competitive analysis, pricing strategies, and
pharmaceutical sales trends. The research also covers building an understanding of prescribing habits, patient
experiences with medications, and emerging drug development trends.
What is the aim of pharmaceutical market research?
The objective of market research within the pharmaceutical sector is equip organisations, healthcare providers,
and policymakers with actionable insights that guide decision-making. This can range from drug development
and approval processes to marketing strategies and patient education. Enhanced patient outcomes, improved
innovation, and commercial success are all benefits of conducting research in the pharmaceutical sector.
What are the research methodologies for the pharmaceutical sector market research?
There are several key methods of gathering intelligence to improve decision-making for pharmaceutical
organisations:
»  C(linical trials: conducted to assess the safety and efficacy of new drugs or treatment regimes, clinical
trials are performed in various phases, each with increasing sample sizes and complexity.
»  Pharmacovigilance studies: these are post-marketing surveillance studies that monitor and evaluate the
effects of approved drugs over long periods. They detect adverse reactions or long-term side effects,
which may not have appeared during clinical trials.
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= Patent analysis: a key process in the early stages of drug development, this involves studying existing
patents to understand what innovations are already protected and where there might be opportunities for
new developments.

*  Pharmacoeconomic studies: evaluate the cost-effectiveness of a drug by comparing health outcomes
with the costs of two or more therapeutic alternatives. This is becoming increasingly important as
healthcare systems seek to maximise value.

= Competitive intelligence: a detailed analysis of competitors’ products, strategies, and activities. It
includes analysing competitor clinical trial data and tracking marketing campaigns.

= Real world evidence (RWE) studies: this refers to the health outcomes achieved in normal clinical
practice, as opposed to the controlled environment of clinical trials. This analysis can provide valuable
insights about long-term drug safety and effectiveness.

Why is it important to conduct pharmaceutical market research?
Pharmaceutical market research plays a critical role in all phases of a drug’s lifecycle, from development to
post-market investigation. Here are six reasons why it’s so important:

1. Informed decision-making: pharmaceutical market research provides valuable data that helps companies
make informed decisions at every stage, from preclinical development to post-market surveillance.
Early research into patient needs and existing treatments can guide new drug development. While
research into physicians’ prescribing habits and patient experiences can inform marketing and
education.

2. Risk reduction: developing a new drug is expensive and risky. Market research can help reduce risks by
identifying the most promising drug candidates, understanding the competitive landscape, and
forecasting demand.

3. Regulatory approval: bodies such as the FDA or MHRA require extensive data on a drug’s safety and
efficacy before it can be approved for marketing. Clinical trials are the primary method for gathering
this data.

4. Competitive advantage: up-to-date market intelligence can provide a critical advantage in this highly
competitive market. Organisations can stay ahead of the competition by understanding emerging trends,
tracking competitor activity, and responding to changes in the market quickly.

5. Patient-centric approach: pharmaceutical market research helps companies understand patient
experiences, needs, and preferences. This can lead to drug development that’s closely aligned with
patient needs, resulting in better health outcomes and higher levels of patient satisfaction.

6. Health economics: as healthcare costs rise, there’s an increasing focus on cost-effectiveness in treatment
decisions. Pharmaceutical market research can provide data on a drug’s cost-effectiveness, a key factor
in its adoption and usage.

Why is pharmaceutical market research essential?

Pharmaceutical market research is vital to the success of a drug and the profitability of a pharmaceutical
company. It informs decision-making, reduces risk, aids regulatory approval, provides a competitive edge,
promotes a patient-centric approach, and supports health economics.

Types of Market Research in Pharma & Life Sciences Industry

Primary Research

Primary market research in pharma involves collecting original data directly from sources through surveys,
interviews, and focus groups. This type of research is invaluable for gaining specific insights into patient
behaviour, preferences, and experiences. It can also provide direct feedback from healthcare professionals,
aiding in understanding the patient journey in life sciences.

Secondary Research

Secondary research involves analyzing existing data from published sources such as scientific journals, market
reports, and industry databases. This pharmaceutical market research type helps identify trends shaping the
future of pharma and offers a broad understanding of the competitive landscape.

Quantitative Research

Quantitative research focuses on numerical data and statistical analysis. It involves methods like surveys with
closed-ended questions, experiments, and data analytics. Quantitative research is essential for measuring market
size, segmenting target audiences, and assessing the effectiveness of marketing campaigns through data-driven
decision-making.
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Qualitative Research

Qualitative research explores non-numerical data to understand underlying reasons, opinions, and motivations.
Methods include ethnographic studies, in-depth interviews, and observational research. Qualitative insights are
crucial for understanding complex patient behaviors and the contextual factors influencing healthcare decisions.

Types of Markel Research in Pharrma
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Fig: Types of market research in pharmaceutical industry

Key Components of a Market Research Study

Defining Objectives

Setting clear and actionable research goals is the first step in a pharma market research study. Objectives should
align with the overall business strategy and address specific research questions, such as improving patient
engagement or optimizing promotional strategies. Aligning objectives with the role of consulting in pharma
success can lead to more impactful outcomes.

Research Design

Selecting appropriate methodologies and tools is essential for gathering relevant data. The research design
should be tailored to meet the defined objectives, whether it's exploring the patient journey or analyzing market
trends.

Data Collection

Gathering data through various means, such as surveys, interviews, and digital analytics, forms the core of
pharmaceutical market research. Effective data collection tools are necessary to ensure data accuracy and
reliability, which is critical for understanding the patient journey in life sciences.

Data Analysis

Techniques for analyzing and interpreting data include statistical analysis, thematic coding, and trend
identification. Data analysis enables organizations to derive actionable insights and make informed decisions,
emphasizing the importance of data-driven decision-making.

Reporting and Presentation

Effectively communicating findings through reports and presentations is vital for stakeholder engagement.
Visual aids, executive summaries, and actionable recommendations help in translating pharma market research
insights into strategic actions.
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Tools and Techniques for Market Research

Data Collection Tools

Surveys, questionnaires, and interviews are fundamental tools for collecting data. These tools help gather
insights into patient experiences, healthcare professional opinions, and market dynamics, enhancing
understanding of the patient journey in life sciences.

Analytical Tools

Software for statistical analysis and data visualization, such as SPSS, R, and Tableau, are crucial for processing
and presenting data. Analytical tools support data-driven decision-making by transforming raw data into
meaningful insights.

Market Analysis Techniques

Techniques like SWOT analysis, PEST analysis, and competitive analysis are used to evaluate the internal and
external factors affecting an organization. These techniques provide a comprehensive view of pharma market
growth opportunities and threats, aiding in strategic planning.

The Role of Technology in Modern Market Research

Al and Machine Learning

Al and machine learning technologies are revolutionizing market research for pharmaceutical companies by
enhancing data analysis and predictive modeling. These technologies are integral to trends shaping the future of
pharma, enabling more accurate and efficient research processes.

Big Data Analytics

Big data analytics leverages large datasets to uncover patterns, trends, and correlations. In the life sciences
industry, big data analytics can provide deep insights into patient behaviours, treatment outcomes, and market
dynamics, supporting data-driven decision-making.

Digital Platforms and Social Media

Digital platforms and social media are valuable sources of real-time data. Monitoring online conversations,
reviews, and social media interactions can provide insights into patient sentiments and emerging trends,
contributing to a better understanding of the patient journey in life sciences.
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Best Practices for Conducting Market Research in Pharma

Ethical Considerations

Ensuring compliance with ethical standards is paramount in pharma market research. Ethical considerations
include obtaining informed consent, protecting participant confidentiality, and ensuring data integrity. Adhering
to ethical practices is essential for understanding the patient journey in life sciences.
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Maintaining Data Integrity

Maintaining data integrity involves implementing robust data management and security measures. Accurate and
reliable data is crucial for data-driven decision-making and ensuring research validity.

Continuous Improvement

Market research should be an iterative process, with continuous refinement of research strategies based on new
insights and changing market dynamics. Consulting in pharma success plays a significant role in providing
expert guidance and ensuring continuous improvement.

Challenges and Solutions in Pharma Market Research

Common Challenges

Market research in pharmaceutical faces several challenges, including data accuracy, participant recruitment,
and budget constraints. Identifying key challenges and opportunities in the pharma and life sciences industry is
essential for developing effective research strategies.

Proposed Solutions

Innovative approaches, such as leveraging technology and adopting flexible research methodologies, can help
overcome common challenges. Solutions should focus on enhancing data quality, improving participant
engagement, and optimizing resource allocation.

Future Trends in Market Research for Life Sciences

Fig: Future trends in market research

Emerging Technologies

Technologies like Al, machine learning, and blockchain are transforming pharma market research. These
technologies are part of the trends shaping the future of pharma, enabling more precise and efficient research
processes.

Changing Regulatory Landscape

The regulatory landscape in life sciences is continuously evolving. Adapting to new regulations is a key
challenge and opportunity in the life sciences industry, requiring agile research methodologies and compliance
strategies.

Evolving Market Dynamics

Understanding the patient journey in life sciences helps companies adapt to changing market dynamics. By
staying attuned to patient needs and preferences, organizations can develop more effective products and
services.

Conclusion

Market research in pharma is a vital tool for pharmaceutical and biotech companies, providing the insights
needed to navigate the competitive landscape and achieve business objectives. By understanding the patient
journey in life sciences and leveraging data-driven decision-making, companies can address key challenges and
opportunities in the life sciences industry. Consulting in pharma success further enhances the impact of
pharmaceutical market research, ensuring continuous improvement and strategic alignment.

Frequently Asked Questions (FAQs)
1. What is market research in the context of the pharmaceutical industry?
Market research refers to the systematic gathering, recording, and analysis of data related to the market,

customers, and competitors to support decision-making.

2. Why is market research important in medical sales?
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10.

It helps in understanding customer needs, identifying trends, evaluating product performance, and
guiding marketing strategies.

What are the primary techniques of market research?

Surveys, interviews, focus groups, observation, and data analysis (quantitative and qualitative).

What is the difference between primary and secondary market research?

Primary research involves collecting new data directly from sources, while secondary research involves
analyzing existing data from reports, articles, and databases.

How can surveys be used effectively in pharmaceutical market research?

They help gather structured feedback from healthcare professionals and consumers regarding product
satisfaction, needs, and preferences.

What role do focus groups play in market research?

Focus groups provide in-depth qualitative insights into customer attitudes, perceptions, and expectations
about products.

How can data analytics improve market research outcomes?

By analyzing large datasets to identify patterns, forecast trends, and assess campaign effectiveness.
What is competitive analysis in market research?

It involves evaluating competitors' products, pricing, promotional strategies, and market share.

How often should market research be conducted?

Continuously or periodically, depending on business needs, new product launches, or changing market
dynamics.

How do market research findings impact product promotion strategies?

They guide the tailoring of messages, choice of communication channels, and identification of target

segments.

Multiple Choice Questions (MCQs)

What is the primary goal of market research in pharma sales?

A. Hiring staff

B. Understanding the market and guiding decisions

C. Planning vacations

D. Designing packaging only

Which of the following is a primary research method?

A. Internet article review

B. Reviewing old sales reports

C. Conducting surveys

D. Reading competitor advertisements
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Which research technique provides qualitative insights from group discussions?

A. Data mining
B. Focus groups

C. Laboratory testing
D. Brochure printing

What is the main difference between primary and secondary research?
A. Primary is cheaper

B. Secondary is always more accurate

C. Primary involves collecting new data

D. Secondary involves interviews

Which tool helps gather structured feedback from HCPs?
A. Brochures
B. Surveys

C. Posters

D. Samples

What is competitive analysis?

A. Alegal dispute

B. A way to copy ads

C. Analysis of competitor activities

D. A discount strategy

How can data analytics help market research?

A. By making reports look fancy

B. By forecasting trends and identifying patterns
C. By removing old data

D. By planning office events

How frequently should market research be conducted?
A. Every 10 years

B. Only before a product launch

C. Regularly or continuously

D. Never if the product is successful
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Which of the following is an example of secondary data?

A. Interviews

B. Published journal reports

C. Mystery shopping

D. Product demos

Why is market research valuable for product promotion?

A. It reduces product quality

B. It eliminates competition

C. It helps tailor strategies to audience needs

D. It replaces sales completely

Class — 19

Market Research and Analysis and Retail Chemist Prescription Audit

Identify needs of potential customers by going through the prescriptions given by the doctors to their patients in

the defined geography

How to Identify Customer Needs?

Imagine launching a new product in your business without first understanding your customers' needs. Even if
the product is unique, it might suffer poor sales and reception because it does not match what your customers
want. This underlines how crucial it is for you to thoroughly recognize your customers’ requests to tailor your
offerings effectively. To avoid this scenario and truly grasp your customers' desires, consider utilizing these five
simple tools:

Ask with Surveys: Surveys let you gather information about what your customers want, prefer and do.
Talk Directly with Customers: Learn what they value and what issues they face.

Test your Product: Watch how your customers use your product. This helps you see what works and
what does not.

Look at social media: Check social media to see what customers are saying. Learn what they like,
dislike and how they feel about the products.

Study your competitors.: Discover what customer demands your competitors are failing to fulfil.
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What are customer needs?

Customer needs are the essential factors that drive a consumer to seek out your product or service. They
encompass a wide range of requirements, preferences, and expectations that customers have when they interact
with a company. At their core, these needs often revolve around solving a problem or enhancing the customer's
life or business in some way.

Now, while each customer's needs can be unique, there are common threads that run across consumer groups.
These universal needs form the backbone of effective business strategies. Let's explore the top 6 primary
customer needs every company must address. Alongside, we will also examine strategies to assess these needs
effectively, ensuring that your business is not just meeting but exceeding customer expectations, setting you
apart in your industry.

Need 1: Functionality

The practical utility of a product or service is often a key factor in a customer's purchasing decision. You need
to ensure that what you offer not only works well but also meets your customers' expectations for usefulness
and performance.

Aligning the functionality of your offerings with what your customers require can greatly enhance their
experience. This approach is key to keeping them coming back and building loyalty. Here are five
straightforward examples from various industries that demonstrate the importance of functionality:

4 Live Chat Software: 1f a live chat software intended to cut down response times proves difficult to
integrate, clients may face long setup periods. This might drive them to seek alternative solutions with
easier, quicker implementation.

& Electronics E-Commerce: If an electronics ecommerce site's product page personalization doesn't offer
accurate recommendations, it could lessen the shopping experience. Disappointed customers might look
for sites with more precise personalization features.

4 Customer Service in Banking: If a bank's Al virtual assistant often misunderstands customer requests,
leading to transaction errors, it can increase customer complaints and dissatisfaction, driving them
towards banks with more reliable services.

& Food Delivery Services: If a food delivery app has a complex interface or fails to update restaurant
menus and prices accurately, customers might get frustrated. This could lead them to use competitor
apps that offer more user-friendly and up-to-date services.

4 Cellphone Service Provider: 1f a cellphone service provider introduces a new support ticketing system
that is slow and prone to crashes during peak hours, it could lead to customer frustration and negatively
impact loyalty and retention.

To effectively assess the 'functionality need' of your customers, start by conducting thorough user testing and
feedback collection. Involve a diverse group of users in testing your product or service in real-world scenarios.
Gather their insights on usability, performance, and any challenges they encounter.

Additionally, utilize customer surveys and feedback tools to capture broader user experiences. Analyze this data
to identify common functionality issues and areas for improvement. Regular updates and iterations based on
this feedback will ensure your offerings remain aligned with customer expectations for functionality.

Need 2: Price

Price often plays a significant role in informing customer decisions. Serving as a fundamental factor, it
influences whether a customer will purchase a product or service and it is instrumental in shaping their
perception of value for money.

Let's explore how various pricing strategies can effectively cater to customer needs, offering you actionable
insights to align with your audience's expectations:

+ Loss Leader Approach in Retail: Demonstrated effectively by supermarkets, this strategy involves
pricing select popular items lower to attract potential customers. This approach not only boosts sales of
the discounted items but often results in the purchase of additional, non-discounted products, enhancing
overall revenue.

+ Dynamic Pricing: This strategy, adopted by airlines, involves adjusting prices based on real-time factors
like timing, demand, and seat availability. It capitalizes on fluctuating demand, offering premium prices
during peak times and discounts during off-peak periods to optimize seat occupancy and profitability.

+ Prestige Pricing: Employed by luxury brands, this model sets high prices that signify more than just
value — they convey quality, prestige, and exclusivity. This pricing appeals to a niche market segment
that values and is willing to pay for these attributes.
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+ Incentive Pricing for Early Engagement: Used by service providers and event organizers, early bird

il

pricing offers initial lower prices to create urgency. This approach motivates customers to act quickly,
ensuring early sales and solidifying event or service engagement.

Tiered Access in Digital Freemium Models: Common in the digital services sector, this model offers a
basic service for free, with the option to upgrade to paid versions for more advanced features. This
strategy effectively draws in users with the free offering and then entices them to upgrade for a more
comprehensive experience.

Psychological Pricing: This strategy involves setting prices that have a psychological impact. For
example, pricing a product at $19.99 instead of $20.00 can make a significant difference in perception,
making the price seem much lower than it actually is.

Bundle Pricing: Offering products or services as part of a bundle at a reduced price compared to buying
each item individually can be attractive to customers. This approach not only increases the perceived
value but can also boost sales volume.

Penetration Pricing: Used to enter a new market, this tactic involves setting a low initial price to attract
customers away from competitors. Once a customer base is established, prices can be gradually
increased. This is particularly effective in markets with strong competition.

Premium Pricing: Opposite to penetration pricing, premium pricing involves setting prices higher than
competitors to create a perception of superior quality and exclusivity. This works well for brands with a
strong, unique value proposition.

Value-Based Pricing: This strategy focuses on setting prices based on the perceived value to the
customer rather than the cost of the product or service. It requires a deep understanding of customer
needs and preferences and is often used for niche or highly specialized products.

Anchor Pricing: This involves displaying a higher original price next to the current lower price, making
the deal appear more attractive. This tactic plays on the customer's perception of getting a significant
discount.

Geographical Pricing: Adjusting prices based on the location and economic conditions of different
markets. This can be useful for international businesses where purchasing power and market conditions
vary greatly between regions.

Seasonal Pricing: Adjusting prices based on the season or time of year. This is commonly used in
industries like travel and fashion, where demand can vary significantly with the season.

To effectively address the 'price need' of your customers, conduct market research to understand competitor
pricing and customer value perception. Analyze your costs for profitability and create different pricing tiers
catering to various budgets. Use discounts and promotions wisely and incorporate flexible pricing models.
Regularly review and adjust your pricing strategy to meet customer expectations and market conditions.

Need 3: Convenience

Convenience is about making things easy and quick for people. It is about saving time and effort when they buy
or use a product or service. This simplicity can make customers happier and help your business stand out.
Below are practical use cases that illustrate how businesses fulfil this need, highlighting the impact of
convenience on customer behaviour:

il

E-Commerce: Online shopping platforms provide the ultimate convenience by allowing customers to
browse and buy from anywhere, anytime. They offer easy product comparison, user reviews, and swift
checkout processes.

Mobile Payments Solutions: Customers can swiftly and securely complete transactions through their
smartphones with payment apps, streamlining the payment process and eliminating the need for cash or
credit cards.

Efficient Pickup Options: Retailers and restaurants with curbside pickup or drive-thru services allow
customers to purchase items without leaving their cars, saving time and providing added convenience.
Subscription-Based Simplicity: By offering subscription-based services, such as meal delivery kits or
streaming platforms, companies can provide an ongoing, seamless experience that grants access to
products or services at regular intervals, creating a hassle-free customer experience.

24/7 Customer Support: Companies that offer round-the-clock customer support increase convenience
for customers, addressing concerns, answering questions, or troubleshooting issues whenever they arise.
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+ AIl-Driven Personalized Recommendations: Utilizing Al to analyze customer behaviour for personalized
product suggestions streamlines the shopping experience and makes product discovery more efficient,
increasing the likelihood of a purchase.

To effectively cater to the 'convenience need' of your customers, focus on creating intuitive and user-friendly
interactions with your brand at every touchpoint. Engage in comprehensive user testing, encompassing diverse
experiences to refine your offerings. Gather insights through customer surveys and feedback tools, paying close
attention to any obstacles or frustrations they encounter. Prioritize features that save time, simplify processes,
and enhance accessibility. Regularly update and improve based on this feedback to ensure your product or
service continually meets the evolving convenience needs of your customers, fostering satisfaction and long-
term loyalty.

Need 4: Experience

The essence of customer experience lies in crafting moments that leave lasting impressions, encompassing all
interactions a customer has with your brand, from browsing to purchasing and beyond. A positive and unique
experience not only enhances satisfaction but also fosters loyalty and gives your brand a distinctive edge.
Consider these three case studies highlighting the impact of well-executed customer experience strategies
leading to success:

* Rozum Robotics' Enhances Customer Experience: Rozum Robotics leveraged Awario to understand
audience needs and improve customer experience at Rozum Café. Identifying new target audiences and
connecting with relevant media, they personalized and boosted the experience. Competitor analysis
enabled them to assess and refine their offerings, resulting in increased visibility across social and press
channels.

+ Valvoline Optimizes Client Engagement: With Textel's MMS Picture Texting, Valvoline undertook a
strategic move to improve client engagement. This innovation elevated their coupon send rate by 76%
and shortened call wait times by 20 seconds, illustrating the profound impact of a positive customer
experience on overall satisfaction.

+ Clemenceau Medical Center Improves Healthcare Experiences: Clemenceau Medical Center (CMC)
embarked on a new construction project, aiming to uplift the experience for both patients and staff.
Collaborating with Herman Miller and Advanced Business Concept, CMC created an adaptive
environment that streamlined efficient care delivery. Their patient-centric approach enhanced the
patients' experience in all areas.

To excel in providing an outstanding customer experience, focus specifically on the nuances of how your
customers interact with your brand. This involves delving deep into their journey — from initial contact through
to post-purchase support. It's crucial to map out each touchpoint and assess how it can be optimized to make
their journey smoother and more enjoyable.

Encourage direct feedback, monitor customer behaviour, and analyze data to pinpoint what makes your
customers happy and identify potential areas for improvement. Training your customer service team in
customer engagement and empathy is important, ensuring that every interaction they have reinforces a positive
brand experience. This approach not only enhances customer satisfaction but also empowers your team to be
more effective and responsive to customer needs.

By consistently measuring satisfaction through metrics like the Net Promoter Score (NPS) and staying

committed to customer-centric innovation, you can cultivate a rich and rewarding experience that not only

meets but exceeds customer expectations.
Need S: Reliability
Reliability is essential in building consumer trust and fostering loyalty by actively ensuring consistent quality in
products or services. Here are five distinctive approaches that demonstrate how brands can effectively display
their reliability, giving confidence to their customers:

+ Deliver on Promises: Consistently meet customers' expectations by fulfilling all promises. This
approach fosters reliability and encourages customer loyalty.

+ Provide Excellent Customer Service: Respond promptly and efficiently when customers experience
issues. Providing this level of customer service instils confidence.

+ Maintain Quality: Ensure the provision of high-quality products or services consistently. Repeat
purchases and loyalty come when customers know they can trust the quality of the offerings.

+ Be Transparent: Communicate openly with customers to build trust. Transparency about production
processes, costs, or other business aspects demonstrates reliability and reinforces customer loyalty.
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= Recover Gracefully from Mistakes: Handle errors responsibly and respond appropriately to rectify them.
Admitting mistakes and committing to improvement demonstrates dedication to reliability.
To ensure reliability, consistently deliver on promises and maintain product or service quality. Provide swift,
efficient customer service and communicate openly about your business aspects. Handle errors responsibly and
improve, thereby reinforcing customer trust and loyalty.

The Reliability Roadmap: 5 Steps to Earn Customer Trust =
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Fig: Demonstrating unwavering reliability, fostering customer trust and loyalty in your brand

Need 6: Personalization
To make products or services stand out, businesses must reinforce personalization. It adds a unique touch to
customer interactions. Recognizing and catering to a customer's individual needs draws them in and strengthens
their trust. Now, let us explore some examples to better grasp this concept:
= Offer Customized Products or Services: Meet customers' specific needs by providing custom-made or
customizable products.
= Leverage Al for Personalized Recommendations: Use Al-powered recommendation engines to enhance
the shopping experience, suggesting products or services based on customers' browsing history or past
purchases.
= Design Targeted Marketing Campaigns: Increase conversion likelihood by designing personalized
advertising, emails, or promotions directly connecting with customers' preferences.
== Personalize Customer Service: Make customers feel valued and foster a deeper connection with them by
addressing them by name or recalling past interactions.
= Responsibly Analyze Customer Data: Respect data privacy while tailoring products, services, and
marketing campaigns based on customer data analysis and ensure transparency in data usage.

Common Challenges in Meeting Customer Needs

Successfully identifying and addressing customer needs is no easy feat. Businesses often encounter obstacles
that can complicate the process. Here are six common challenges you might face and actionable solutions to
help you overcome them:

1. Misinterpreting Customer Feedback

Challenge: Customer feedback can sometimes be unclear or inconsistent. Misinterpreting it may lead to
solutions that don’t fully address their needs.

Solution: Use multiple feedback channels, like surveys, interviews, and product testing, to triangulate customer
insights. Combine qualitative and quantitative data to get a clearer, more reliable picture of their expectations.

2. Adapting to Changing Needs

Challenge: Customers’ preferences and priorities can shift rapidly due to market trends or personal experiences,
making it difficult to keep up.

Solution: Stay proactive by regularly analyzing customer behaviour and industry trends. Implement agile
strategies that allow your business to pivot quickly and adjust offerings to align with changing needs.
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3. Balancing Personalization and Privacy

Challenge: Personalizing customer experiences is important, but collecting the data to do so can raise privacy
concerns and create trust issues.

Solution: Be transparent about your data collection practices and give customers control over their information.
Use anonymized or aggregated data wherever possible to balance personalization with privacy protection.

4. Managing Resource Constraints

Challenge: Limited time, staff, or budget can prevent businesses from fully addressing customer needs.
Solution: Prioritize areas that will have the greatest impact on customer satisfaction. Use technology, like Al-
driven customer service tools, to streamline operations and maximize resources.

5. Dealing with Conflicting Needs

Challenge: Different customer segments may have varying or even contradictory needs, making it hard to
please everyone.

Solution: Segment your audience carefully and customize solutions for each group. Focus on meeting the needs
of your primary customer base while offering adaptable options for others.

6. Overlooking Internal Alignment

Challenge: Poor communication between teams or misaligned goals can lead to disjointed strategies and unmet
customer expectations.

Solution: Foster collaboration by creating shared goals and ensuring all departments—from marketing to
product development—are aligned on the customer-first approach. Use regular meetings and cross-functional
tools to stay on track.

Winning Customers Through Effective Strategies

Identifying and fulfilling customer needs effectively is the backbone of successfully winning loyal customers.
Tailoring experiences and products according to individual preferences cultivates trust and customer loyalty.
Implementing strategies like personalized customer interactions and attentive services empowers your team to
provide a great customer experience. Integrating these elements into your marketing strategies not only
resonates with your audience but also establishes a foundation for lasting relationships. By focusing on
delivering a great customer experience through every interaction, your marketing strategies become more
effective in attracting and retaining a loyal customer base.

A doctor in India on an average spends about 10 minutes with his patients. Have you ever wondered what runs
inside a physician’s mind while prescribing a certain brand to the patient?

From a patient’s point of view, it is a simple answer — based on the ailment and medical history. But if you look
at this situation from the pharma’s perspective — there are several factors that influence a doctor while writing
the prescription.

How much does pharma invest in driving these decision-making factors?

Importance of Branding

Most successful products in the market are the results of great brand values. And, trust promotes brand value
among consumers. The logic for healthcare is no different. In fact, the trust factor is more crucial for pharma as
it deals with life-saving products.

A doctor always remembers the brand that has shown great results on his patients. This enables in building the
trust in a doctor, thus shaping a favourable perception in the physician’s mind about the brand.

Brand Name

Similarity in names of the drug and molecule is essential. Doctors have an intuitive memory and considering
their relationship with science, they tend to remember the molecule’s name. It is observed that drugs with
names similar to those of their molecules are more popular among doctors.

Understanding the doctor

Doctors are pharma’s customers and the success of the drug largely depends on the physician’s willingness to
prescribe it. To influence the doctor’s decision, pharma must understand the psychological, social and scientific
factors that impact his/her choice of brand.
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Fig: Prescriber Mindmap

Psychological and Social Factors
A Study of Psychosocial Factors on Doctors’ Prescribing Behaviour by NeetiKasliwal concludes that
psychosocial factors are a crucial criterion in the doctor’s decision to prescribe a drug. Her study finds that
these factors have more weight among young doctors than on senior doctors. Doctors above the age of 40 are
mostly senior and some of them are Key Opinion Leaders. This makes them reluctant in seeking advice from
anyone on prescribing a drug.
KOL Opinion
Key Opinion Leaders are nodal points for communicating the quality of the drug to the doctors’ community.
Every pharma organization heavily relies on the feedback from KOLs about their drug.
A large section of the community is influenced by the drug used by the KOLs to treat their patients. Pharma has
to be conscious of this factor and ensure continuous engagement with KOLs. It is also essential that pharma
sends out KOL opinions loud and clear to the rest of the community through the right channels.
Scientific Factors
While psychosocial factors influence the doctors’ decision to a certain extent, the community chooses to rely on
the scientific proof before prescribing the drug. For every doctor, the sole aim is to improve the status of health
of his/her patient. At any cost, a good doctor never chooses to compromise on the health outcomes of his/her
patients.
There are a few scientific factors that determine the possibility of a drug getting prescribed by a doctor.
Digital to Increase Brand Identity
Digital is the future and the sooner pharma realizes this, the better it will be. Among the several mediums
available today, digital is the best medium for branding. It is the only medium that offers you engagement. And,
this two-way communication channel is the best source for insights — be it the doctors, patients or any other
healthcare stakeholder. A Docplexus study shows that 80% doctors prefer to read about latest medical updates
online. Given this scenario, pharma should use the advantage of multiple forms of content on digital medium to
brand its products.
However, the catch here is that a pharma-owned website has never been successful. The mantra is to use an
unbiased third-party medium to brand your product. This will increase the credibility of the brand and the
product, thus increasing the chances of the drug finding a mention in the doctor’s prescription.
In the digital era, it is important how you communicate with the doctors. Pharma will have to embark upon
custom-made efforts to reach the physicians.
5 Ways to Get Doctors to Prescribe Your Brand
1. Build a real relationship with them: Engage in meaningful conversations where you talk about new
developments in the medical field, findings and clinical trials of related drugs. This will result in a
trustworthy relationship.
2. Establish yourself as THE authority in a particular therapeutic area: Predominantly, a pharma
company is a big player of a certain therapeutic area (TA). A good communications strategy would be to
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initiate dialogue around the TA and engage the physician. Pharma professionals can indulge in latest
developments of that TA or new scientific publications.

3. Reinforce your products’ quality, safety, efficacy.: Talk about the product like an outsider. That is the
first step to show neutrality and an unbiased Ensure that you disclose all key data and documents about
the drug, like results of clinical trials, pharmacovigilance, FDA approvals and other.

4. Create Engagement that matters: There is no dearth of space on the digital medium. But this does not
give pharma a free hand to bombard the physicians with unlimited content. Pharma will have to prune
and then present the content that matters. A way of doing this would be to consistently monitor the
engagement with doctors. A qualitative analysis of the activity of online doctor communities will help
pharma understand what kind of conversations need to be had with them so that all concerns are
addressed and favourable opinions formed.

5. Make yourself heard across channels: With the introduction of multiple channels marketing has evolved
rapidly. For any company to thrive today, it has to provide a seamless experience for its consumers via
an omnichannel strategy. With the advent of digital, the avenues for marketing range from an online
website to social media. Mobile phone applications are equally important, too. While online marketing
has taken the lead, you should not discount offline marketing. The challenge is to understand and
designate the role of offline marketing based on the need.

Way Forward
With huge investments made in developing a drug, marketers cannot let their brands not be the doctors’ first
choice. To make this happen, they need to show willingness in understanding new behaviors and adopt new
ways of communicating.

Frequently Asked Questions (FAQs)

1. Why is it important to analyze prescriptions in a defined geography?

It helps identify prescribing patterns, understand disease prevalence, and tailor marketing strategies to
local needs.

2. How can prescriptions help in identifying customer needs?

They reflect the doctor's preferred drugs and treatment patterns, which indicate what patients in that area
commonly require.

3. What insights can be gathered from analyzing prescription data?

Information about drug demand, preferred brands, dosage trends, frequency of specific conditions, and
prescribing behaviour.

4. How can a medical sales representative access prescription data ethically?

Through pharmacy audits, third-party market research agencies, or with consent from healthcare
providers.

5. What is the role of geography in prescription analysis?

Different areas may have varying disease burdens, economic conditions, and healthcare infrastructure
affecting prescription trends.

6. How does understanding prescriptions help in product positioning?

It enables sales reps to match product benefits with doctors' treatment preferences and patient needs.

7. What is the importance of identifying high-prescribing doctors?

They influence treatment patterns significantly and are key targets for focused promotional efforts.

8. Can prescription analysis help in launching new products?
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Yes, it helps identify gaps in current treatment options and opportunities for introducing better or
alternative therapies.
9. What tools can assist in analyzing prescription trends?
CRM software, prescription audit tools, and analytics dashboards from pharma data providers.
10. How does prescription-based need identification impact customer relationships?
It builds credibility, shows preparedness, and leads to more relevant and value-driven conversations

with doctors.

Multiple Choice Questions (MCQs)
What is the main purpose of analyzing doctor prescriptions in a specific area?
A. To manage hospital staff
B. To understand local disease and drug usage patterns

C. To reduce clinic visits

D. To create social media content

What do prescription patterns reveal about a geography?
A. Weather changes
B. Patient birthdays

C. Disease trends and treatment preferences

D. Construction updates

How can sales reps use prescription data?

A. To monitor traffic
B. To align product promotion with treatment preferences

C. To predict fuel prices

D. To arrange events

Which method is ethical for obtaining prescription data?

A. Buying patient records directly
B. Pharmacy audits and market research agencies

C. Hacking hospital servers

D. Guessing

Why is geography important in understanding prescriptions?
A. People have the same illnesses everywhere

B. Disease patterns vary by region
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C. It affects internet speed
D. It determines product expiry

What benefit comes from identifying high-prescribing doctors?
A. More social media likes
B. Influencing regional treatment patterns

C. Better parking spots

D. Increased delivery time

What can be identified from dosage and frequency data in prescriptions?
A. Exact patient details
B. Drug quality

C. Treatment patterns and patient needs

D. Manufacturing defects

How does understanding prescription data improve doctor engagement?

A. It allows general conversation
B. Enables targeted, value-driven discussions

C. Speeds up sales processes only

D. Avoids data collection

Which tool is commonly used to track and analyze prescription trends?
A. Maps

B. Games
C. CRM software and analytics dashboards
D. Calendar apps

Prescription analysis helps in product positioning by:
A. Matching product features with treatment needs
B. Reducing sales visits

C. Avoiding meetings

D. Discontinuing products

Class — 20

Market Research and Analysis and Retail Chemist Prescription Audit
Perform the data analysis for the information collected during RCPA
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What is RCPA?

Retail chemist Medicine Review is the imperative concept in pharmaceutical item administration and deals
administration. Pharma dispersion organize begins from stocklist named by company.

Stocks at that point conveyed to retail chemists. When specialist endorses theitem to quiet, patients buy at retail
chemist This way the dealsare done. Here you may discover genuine buyer is quiet and circuitous customer is
specialist since he endorses the item You never come in coordinate contact with buyer. That’s why pharma
offering is distinctive from otheroffering. Here retailer will stock items of different companies and has got
noteworthy part to impact your offering.

What information does RCPA provide?

Within the ferocious world of pharmaceuticals, RCPA stands for Retail Chemist Medicine Review. It’s not a
therapeutic test, but a capable advertise inquire about device utilized by sedate companies to pick up important
experiences into endorsing patterns. Think of it as a way for companies to look behind the window ornament
and get it what specialists are endorsing and why.

Here’s how RCPA gives a riches of data for sedate companies:

Deals Execution:

RCPA information permits companies to track how their drugs are performing compared to competitors. This
uncovers in case their drugs are being endorsed as frequently as anticipated, or in case competitors are picking
up footing.

Specialist Inclinations:

By analyzing medicine records, companies pick up understanding into which medicines specialists are
endorsing most as often as possible for particular conditions. This permits them to get it what’s in tall request
and tailor their promoting endeavors in like manner.

Showcase Patterns:

RCPA information can divulge vital shifts in endorsing designs. For case, in the event that specialists are
moving absent from a specific course of pharmaceutical due to security concerns or the development of more
current alternatives, RCPA information can recognize this move and permit companies to adjust their
methodologies.

Information Gathering:

So, how does RCPA collect this data? Restorative agents play a key part, acting as information collectors. They
visit drug stores and may audit medicine records or specifically meet drug specialists. The data they accumulate
incorporates:

Medicine Sort:
This tells the company how their particular pharmaceutical is performing compared to others on the advertise.

Measurement:
Understanding the commonplace dose endorsed can give bits of knowledge into how extreme the condition
being treated could be.

Endorsing Specialist:
Knowing which specialists are endorsing their medicines and how regularly permits companies to target their
promoting endeavours more viably.

(Discretionary) Competitor Information:
In a few cases, therapeutic agents could be able to gather data almost competitor drugs being endorsed, giving
the company a broader picture of the advertise scene.

Benefits and Considerations of RCPA
Within the competitive world of pharmaceuticals, RCPA (Retail Chemist Medicine Review) acts as a key
instrument for sedate companies. It’s not a therapeutic test, but a showcase investigate strategy that sheds light
on endorsing patterns, advertising important bits of knowledge with both focal points and contemplations.
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Benefits of RCPA for Sedate Companies:

Focused on Deals Procedures:

By understanding which medicines specialists endorse most regularly (and for what conditions), companies can
tailor their showcasing endeavors. Envision a specialist with a tall inclination for Brand X medicine for
migraines. The RCPA information permits the company behind Brand X to target that particular specialist with
important data and special materials.

Item Advancement Bits of knowledge:

RCPA information can educate choices almost unused sedate improvement. In the event that a specific course
of pharmaceutical is falling out of favour due to side impacts, for case, RCPA information can highlight this
drift. This permits companies to centre their inquire about and advancement endeavors on making more secure
or more compelling options.

Competitive Advantage:

Knowing what medicines competitors are pushing and how specialists are reacting permits companies to remain
ahead of the bend. They can distinguish potential shortcomings in competitor techniques and adjust their
possess promoting and advancement approaches appropriately.

Contemplations and Potential Issues with RCPA:

Protection Concerns:

Understanding security is vital. RCPA information ought to be anonymized and center on by and large patterns,
not person persistent data. Moral contemplations are vital to guarantee understanding privacy isn’t
compromised.

Information Exactness:

The data accumulated by therapeutic agents can be subjective and might not continuously be completely exact.
Depending exclusively on RCPA information without considering other showcase inquire about strategies may
lead to skewed conclusions.

Advancing Scene:

Stricter protection controls and the expanding utilize of electronic restorative records might require modern
strategies for data collection within the future. Conventional RCPA strategies that depend on physical medicine
records might ended up less compelling.

How RCPA Works?

Data Collection:

Retail chemists gather prescription facts from customers who buy medicinal drugs. This records typically
includes facts about the prescribed medicines, dosages, frequency, patient demographics, and the prescribing
physician’s info. This initial step is critical for ensuring that everyone relevant and accurate facts is captured for
similarly evaluation.

Data Entry:

Once the data is accrued, it needs to be as it should be entered right into a centralized system. This may be
completed manually by way of records access employees or thru computerized digital equipment which include
barcode scanners and electronic fitness document (EHR) systems. Accurate facts entry is vital to keep away
from mistakes that would skew the analysis results.

Data Aggregation:

The character prescription data from a couple of retail chemists is then aggregated to form a complete and

centralized database. This step involves combining records from numerous assets to create a bigger dataset that

may be used to research broader prescription patterns and trends. Aggregation helps in imparting a greater

holistic view of the marketplace and remedy usage.

Data Analysis:

The aggregated statistics is analysed the usage of statistical and analytical tools to perceive traits in medicinal

drug utilization, commonplace prescriptions, and the prescribing conduct of docs. This evaluation can screen
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styles including which medicinal drugs are most often prescribed, seasonal versions in prescriptions, and the
effect of advertising campaigns on prescription conduct. Advanced analytics can also be expecting destiny traits
and help in strategic making plans.

Compliance Check:
During the analysis, the prescription facts is reviewed to make certain it complies with regulatory standards and
pointers. This includes checking for correct dosages, capability drug interactions, adherence

Reporting:
Detailed reports are generated based on the analysis. These reports provide insights into prescription trends,
market share of different medicines, and the effectiveness of marketing strategies.

Actionable Insights:

The insights gained from the RCPA reports are used by pharmaceutical companies and healthcare providers to
make informed decisions. This can include adjusting marketing strategies, identifying areas for medical
education, and improving patient care practices.

How RCPA Benefits Drug Companies?

Within the competitive world of pharmaceuticals, RCPA (Retail Chemist Medicine Review) acts as a mystery
weapon for medicate companies. It’s not a therapeutic test, but a advertise investigate instrument that gives
important bits of knowledge into endorsing patterns, advertising a noteworthy advantage. Let’s investigate how
RCPA benefits sedate companies:

More honed Deals Techniques:

Focused on Promoting:

By understanding which drugs specialists endorse most regularly (and for what conditions), companies can
tailor their showcasing endeavors. Envision a specialist with a tall inclination for Brand X pharmaceutical.
RCPA information permits the company to target that specialist with important data and limited time materials
for Brand X, maximizing showcasing affect.

Specialist Profiling:

RCPA information can offer assistance make profiles of specialists with particular endorsing propensities.
These profiles can at that point be utilized to target outreach endeavors with more prominent proficiency. For
illustration, a company with a modern torment pharmaceutical might recognize specialists who as often as
possible endorse torment relievers and target them with data on their unused item.

Advertise Require Distinguishing proof:

RCPA information can reveal neglected needs within the showcase. On the off chance that a specific condition
has restricted pharmaceutical options, or on the off chance that specialists are disappointed with existing
medicines, RCPA information highlights this crevice. This could illuminate the advancement of modern drugs
to address those particular needs.

Competitive Examination:

By understanding which competitor drugs are performing well and why, companies can pick up profitable bits
of knowledge. This permits them to recognize potential shortcomings in competitor items and create their
possess drugs with progressed highlights or details.

Remaining Ahead of the Bend:

Rising Patterns:

RCPA information can recognize unused patterns in endorsing designs. For illustration, it might uncover a
move towards a particular course of pharmaceutical due to modern investigate or security concerns
encompassing more seasoned medicines. This permits companies to adjust their methodologies and possibly
capitalize on rising patterns.
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Expecting Advertise Changes:

Understanding changes in endorsing hones permits companies to alter their item advancement endeavors
proactively. They can guarantee they are creating medicines that adjust with future advertise needs and stay
competitive.

Objective of RCPA

Interpreting Specialist Inclinations

The essential objective of RCPA is to get it specialist endorsing behavior. By analyzing medicine information,
sedate companies pick up bits of knowledge into:

Medicine Choice:

Which medicines are specialists endorsing most as often as possible for particular conditions? This uncovers
how a company’s drugs are performing compared to competitors and recognizes areas where they might got to
move forward.

Treatment Designs:

RCPA data can shed light on normal treatment designs for distinctive conditions. Are specialists employing a
combination of solutions, or are there particular solutions that appear to be favored as first-line treatment?
Understanding these designs permits companies to tailor their promoting and item advancement endeavors in
like manner.

Specialist Inclinations:

By distinguishing specialists who as often as possible endorse a company’s solutions or a specific course of
drugs, RCPA makes a difference construct focused on showcasing techniques. These strategies can centre on
giving profitable data and assets to specialists who are as of now recognizable with and responsive to the
company’s items.

Showcase Patterns:

RCPA information can uncover developing patterns in endorsing designs. For case, it might recognize a move
towards nonexclusive medicines due to fetched concerns or a move absent from a particular pharmaceutical
lesson due to security issues. This permits companies to adjust their procedures and possibly capitalize on
unused patterns.

Competitive Scene:

Understanding what drugs competitors are pushing and how doctors are reacting permits companies to remain
ahead of the bend. They can recognize potential shortcomings in competitor items and create their own
medicines with progressed highlights or definitions.

Reporting:

Detailed reports are generated primarily based on the analysed statistics. These reports offer insights into
diverse elements of prescription developments, such as the marketplace percentage of different medicinal drugs,
the effectiveness of advertising strategies, prescribing styles of individual medical doctors, and patient
adherence to prescribed remedies. Reports may be custom designed to fulfil the particular needs of
pharmaceutical businesses, healthcare providers, and regulatory our bodies.

Accuracy of Dispensing: RCPA

Prescription Verification:

Before meting out any medicinal drug, the pharmacist or pharmacy technician ought to cautiously evaluation
the prescription furnished with the aid of the consumer. This involves verifying the authenticity of the
prescription, ensuring it’s miles from an authorized healthcare issuer, and checking for any capability troubles
together with incomplete or doubtful records. Proper verification helps save you errors and guarantees that the
affected person receives the ideal treatment.
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Medication Selection:

The accuracy of meting out heavily is predicated on deciding on the suitable remedy as prescribed. This
includes selecting the right logo or time-honoured equivalent, the suitable system (e.g., tablet, pill, liquid), and
ensuring that the medicine suits the precise specifications outlined inside the prescription. A mismatch at this
level can cause serious fitness dangers for the patient.

Dosage Accuracy:

Dispensing the suitable dosage is crucial to affected person protection and remedy efficacy. The pharmacist
need to ensure that the dosage electricity and quantity align flawlessly with what has been prescribed. Whether
it’s counting capsules, measuring liquids, or meting out topical remedies, precision is paramount to avoid
underdosing or overdosing, each of that could have big fitness implications.

Patient Identification:

It is vital to affirm that the medicine is being disbursed to the suitable affected person, especially in busy retail
environments wherein more than one prescription is treated simultaneously. Proper patient identity entails
move-checking the patient’s call, date of start, and some other relevant identifiers. This step enables prevent
mix- could lead to some other individual receiving the wrong medicinal drug.
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Conclusion
Retail Chemist Prescription Audit (RCPA) serves as a vital device for information market dynamics, comparing
prescription patterns, and figuring out developments within the pharmaceutical industry. Through systematic
evaluation of prescriptions and retail chemist practices, RCPA offers precious insights into the alternatives of
healthcare carriers, the effectiveness of promotional techniques, and the provision of medications.
By carrying out regular RCAPs, pharmaceutical groups can better align their product services with market
demand, optimize inventory control, and refine their advertising efforts. This technique also facilitates in
making sure that retail chemists adhere to moral standards and regulatory necessities, that’s crucial for
preserving the integrity of the pharmaceutical supply chain.
Frequently Asked Questions (FAQs)
1. What is RCPA in pharmaceutical sales?
RCPA stands for Retail Chemist Prescription Audit, a process used to gather data from retail pharmacies
about prescriptions, brands, and competitor activities.
2. Why is RCPA important for sales representatives?
It provides insights into doctor prescribing behaviour, brand performance, market share, and competitor
presence in a given area.
3. What kind of data is collected during RCPA?
Data includes doctor names, prescribed brands, frequency of prescriptions, competitor products, and
pharmacy stock details.
4. What is the goal of analyzing RCPA data?
To identify customer preferences, brand penetration, sales opportunities, and areas for improvement in

promotion.

5. Which tools are commonly used for RCPA data analysis?
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Excel spreadsheets, CRM tools, mobile apps, and pharmaceutical sales dashboards.

6. How frequently should RCPA data be analysed?
Regularly—weekly or monthly—to track trends and adjust sales strategies promptly.

7. What is the significance of identifying fast-moving brands in RCPA?
It highlights customer demand and helps focus promotional efforts on high-performing or competitive
brands.

8. How can RCPA analysis improve doctor engagement?
It allows sales reps to have data-driven conversations with doctors about prescribing trends and unmet
needs.

9. What is the importance of competitor analysis in RCPA?
It helps identify competitor strengths, promotional strategies, and market share, guiding better
positioning of your own product.

10. What should be the next step after RCPA data analysis?
Plan targeted sales strategies, update call plans, and prepare customized detailing to influence doctor

prescribing behaviour.

Multiple Choice Questions (MCQs)
What does RCPA stand for?
A. Retail Chemist Product Analysis
B. Regional Competitor Product Audit

C. Retail Chemist Prescription Audit

D. Research for Competitive Promotion Activities

What is the main benefit of performing RCPA?
A. Collecting email addresses
B. Understanding sales trends and doctor prescriptions

C. Setting up pharmacy interiors

D. Managing invoices

Which of the following is a key type of data collected in RCPA?
A. Transport costs

B. Doctor names and prescribed brands
C. Clinic opening hours

D. Patient complaints

Why is RCPA data analysis important?
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A. To predict weather
B. To align sales strategies with real market data

C. To reduce product quality
D. To finalize packaging design

Which tool is commonly used for RCPA data analysis?
A. Google Maps

B. Excel or CRM software

C. Video games

D. Instant messengers

What is one benefit of identifying fast-moving brands from RCPA data?
A. Reducing manufacturing
B. Identifying customer demand 4

C. Organizing events

D. Writing blogs

What frequency is recommended for RCPA analysis?
A. Every five years

B. Weekly or monthly

C. Once a decade

D. Only at product launch

How does RCPA data improve doctor conversations?

A. By allowing weather updates
B. Through data-driven insights and trends

C. Through handwritten notes

D. By avoiding product discussion

Which insight can be gained from competitor data in RCPA?
A. Doctor’s birthday
B. Prescription trends and competitor strategies

C. Pharmacy renovation plans

D. Delivery routes

What should a sales rep do after analyzing RCPA data?
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A. Go on vacation
B. Adjust sales pitch and target potential doctors

C. Ignore trends

D. Reduce field visits

Class — 21

Pharmaceutical Marketing

Pharmaceutical marketing and its role

Pharmaceutical Drug Delivery Market Definition

Pharmaceutical drug delivery refers to the process or method of administering a drug to an animal or human to
achieve a therapeutic effect. It is a formulation or apparatus that allows a medicinal material to target its site of
action while avoiding nontarget cells, organs, or tissues.

The main types of pharmaceutical drug delivery routes of administration are Oral, ocular, pulmonary, nasal,
injectable, topical, and other routes. The oral route refers to the administration of a drug through the mouth,
which is the most common route for drug administration due to its sustained and controlled delivery, ease of
administration, and feasibility for solid dosage forms. The different pharmaceutical drug delivery applications
include infectious diseases, cancer, cardiovascular diseases, diabetes, respiratory diseases, central nervous
system disorders, autoimmune diseases, and other applications. The different end-users include hospitals, home
care settings, ASC/Clinics, and other end users.

Pharmaceutical Drug Delivery Market Segmentation

The pharmaceutical drug delivery market covered in this report is segmented —

1) By Route Of Administration: Oral, Ocular, Pulmonary, Nasal, Injectable, Topical, Other Routes

2) By Application: Infectious Diseases, Cancer, Cardiovascular Diseases, Diabetes, Respiratory Diseases,
Central Nervous System Disorders, Autoimmune Diseases, Other Applications

3) By End-User: Hospitals, Home Care Settings, ASC Or Clinics, Other End Users

Subsegments:

1) By Oral: tablets, Capsules, Liquids, Powders

2) By Ocular: Eye Drops, Ocular Inserts, Ocular Implants

3) By Pulmonary: Metered-Dose Inhalers (MDIs), Dry Powder Inhalers (DPIs), Nebulizers

4) By Nasal: Nasal Sprays, Nasal Gels, Nasal Powders

5) By Injectable: Intravenous (IV) Injections, Intramuscular (IM) Injections, Subcutaneous (SC) Injections,
Biologics and Biosimilars

6) By Topical: Creams, Ointments, Gels, Transdermal Patches

7) By Other Routes: Sublingual, Buccal, Rectal, Intranasal

Pharmaceutical Drug Delivery Market Size 2025 And Growth Rate

The pharmaceutical drug delivery market size has grown strongly in recent years. It will grow from $1794.75
billion in 2024 to $1901.48 billion in 2025 at a compound annual growth rate (CAGR) of 5.9%. The growth in
the historic period can be attributed to increase in prevalence of chronic diseases, growing demand for
biologics, increase in R&D investments by pharmaceutical companies, rising demand for personalized
medicine, increased focus on patient compliance.
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Pharmaceutical Drug Delivery Market Growth Forecast

The pharmaceutical drug delivery market size is expected to see strong growth in the next few years. It will
grow to $2497.33 billion in 2029 at a compound annual growth rate (CAGR) of 7.1%. The growth in the
forecast period can be attributed to growing demand for self-administration of drugs, increasing adoption of
home healthcare, growing demand for targeted drug delivery, increase in the number of elderly people,
regulatory support for drug delivery technologies. Major trends in the forecast period include advancements in
drug delivery technologies, telemedicine integration, 3D printing in drug delivery, targeted drug delivery
systems, continuous manufacturing processes.

Pharmaceutical Drug Delivery Market Driver: Rising Prevalence of Chronic Diseases Fuels
Pharmaceutical Drug Delivery Market Growth Addressing Treatment Challenges

The growing prevalence of chronic diseases is expected to propel the growth of the pharmaceutical drug
delivery market going forward. Prevalence of chronic diseases refers to the total number of existing cases of
chronic diseases in a population at a specific time. Pharmaceutical drug delivery helps the patients suffering
from chronic diseases by delivering a pharmaceutical drug to a specific part of the body to treat different
diseases. For instance, according to the World Health Organization, a Switzerland-based specialized agency of
the United Nations, noncommunicable diseases kill 41 million people each year, equivalent to 71% of all deaths
globally and cardiovascular diseases account for most of the deaths. Therefore, the growing prevalence of
chronic diseases is driving the pharmaceutical drug delivery market growth.

Pharmaceutical Drug Delivery Market Driver: Telemedicine's Influence on Pharmaceutical Drug
Delivery Market Growth Expanding Healthcare Reach through Remote Services

The expanding use of telemedicine services is expected to propel the growth of the pharmaceutical drug
delivery market. Telemedicine is a type of healthcare that involves the use of technology, namely
telecommunication equipment and digital platforms, to provide healthcare advice, evaluation, therapy, and
follow-up to patients remotely. Incorporating pharmaceutical drug delivery systems with telemedicine
facilitates simple and efficient healthcare delivery, assuring patients receive appropriate drugs, support, and
advice even if they are geographically separated from healthcare practitioners or facilities. For instance, in
August 2022, according to the Australian Digital Health Agency, an Australia-based government organization in
charge of digital prescriptions, medical referral networks, and My Health Record, 118.2 million telehealth
therapy services were offered to 18 million people between March 2020 and July 2022, and more than 95,000
practitioners currently employ telehealth services. Therefore, the expanding use of telemedicine services is
driving the pharmaceutical drug delivery market.

Global Pharmaceutical Drug Delivery Market Major Players

Major companies operating in the pharmaceutical drug delivery market include 3M Company., AbbVie Inc.,
Amgen Inc., AstraZeneca plc, Bayer AG, Becton Dickinson And Company, C. H. Boehringer Sohn AG & Co.
KG, Boston Scientific Corporation, Bristol-Myers Squibb Company, Consort Medical plc, Eli Lilly and
Company, Emergent Biosolutions Inc., F. Hoffmann-La Roche AG, GlaxoSmithKline plc, Johnson & Johnson,
Kite Pharma Inc., Merck & Co Inc., Nemera France SAS, Novartis AG, Pfizer Inc, Sanofi S. A., SHL Medical
AG, Teva Pharmaceuticals Industries Ltd., West Pharmaceutical Services Inc., Aerogen Pharma Limited,
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AptarGroup Inc., Biocon Ltd., Catalent Inc., Evonik Industries AG, Inovio Pharmaceuticals Inc., Mylan NV,
Sensile Medical Inc., Ypsomed Holding AG.

Global Pharmaceutical Drug Delivery Market Trend: Strategic Partnerships for Enhanced Brain Drug
Delivery Innovations in Overcoming the Blood-Brain Barrier

Major companies operating in the pharmaceutical drug delivery market are adopting a strategic partnership
approach that seeks to find novel transport targets and shuttle molecules to improve medicine delivery to the
brain. Strategic partnerships refer to a process in which companies leverage each other's strengths and resources
to achieve mutual benefits and success. For instance, in September 2023, Cordance Medical, a US-based
medical equipment manufacturer company formed a strategic partnership with EXACT Therapeutics to make it
easier to deliver drugs to the brain. This collaboration combines Cordance Medical's NeuroAccess platform,
which can open the blood-brain barrier (BBB) without surgery, with EXACT Therapeutics' Acoustic Cluster
Therapy (ACT) technology. This partnership aims to improve treatments for brain diseases like tumours and
neurodegenerative disorders by making it easier for medicines to reach the brain. EXACT Therapeutics, is a
UK-based, clinical-stage biopharmaceutical company.

Global Pharmaceutical Drug Delivery Market Trend: Innovative Drug Delivery Solutions Gufic
Biosciences' Dual Chamber Bag System for Medication Administration

Major companies operating in the pharmaceutical drug delivery market are focusing on producing innovative
products, such as the dual chamber bag delivery system, to better meet the needs of their existing consumers.
Dual-chamber bags are specially designed containers that are used for keeping and sending medications or
medicinal solutions in the setting of drug delivery systems. For instance, in June 2022, Gufic Biosciences
Limited, an India-based pharmaceutical company, introduced a new medication delivery system, Dual Chamber
Bags, at a reasonable cost in India. Gufic's Dual Chamber Bags are 2-chamber IV bags constructed of
polypropylene (DEHP-free) with peelable aluminium foil that allow the storage of unstable medications that
require reconstitution immediately before delivery to the patient. The peelable seal keeps the lyophilized (or
powdered) medication and its diluent separate. Furthermore, the product is compliant with American and EU
pharmacopeias and is prepared in an ISO7 clean room under cGMP.

Pharmaceutical Drug Delivery Market Merger and Acquisition: Strategic Acquisition Halozyme
Therapeutics Expands Portfolio with Antares Pharma Deal

In May 2022, Halozyme Therapeutics, a US-based biotechnology company, acquired Antares Pharma for a deal
amount of $960 million. With this acquisition, Halozyme targets to strengthen its position as a leading drug
delivery company by including Antares specialty products. Antares Pharma is a US-based specialty
pharmaceutical drug delivery company.

Regional Outlook for The Global Pharmaceutical Drug Delivery Market

North America was the largest region in the pharmaceutical drug delivery market in 2024. North America is
expected to be the fastest-growing region in the forecast period. The regions covered in the pharmaceutical drug
delivery market report are Asia-Pacific, Western Europe, Eastern Europe, North America, South America,
Middle East, Africa

The countries covered in the pharmaceutical drug delivery market report are Australia, Brazil, China, France,
Germany, India, Indonesia, Japan, Russia, South Korea, UK, USA, Canada, Italy, Spain.

What Defines the Pharmaceutical Drug Delivery Market?

The pharmaceutical drug delivery market includes revenues earned by entities by administering a
pharmaceutical compound to achieve a therapeutic effect. The market value includes the value of related goods
sold by the service provider or included within the service offering. Only goods and services traded between
entities or sold to end consumers are included.

How is Market Value Defined and Measured?

The market value is defined as the revenues that enterprises gain from the sale of goods and/or services within
the specified market and geography through sales, grants, or donations in terms of the currency (in USD, unless
otherwise specified).
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The revenues for a specified geography are consumption values that are revenues generated by organizations in
the specified geography within the market, irrespective of where they are produced. It does not include
revenues from resales along the supply chain, either further along the supply chain or as part of other products.

What is the Market Assessment and Strategic Qutlook for the Pharmaceutical Drug Delivery Industry?
The pharmaceutical drug delivery market research report is one of a series of new reports from The Business
Research Company that provides pharmaceutical drug delivery market statistics, including pharmaceutical drug
delivery industry global market size, regional shares, competitors with a pharmaceutical drug delivery market
share, detailed pharmaceutical drug delivery market segments, market trends and opportunities, and any further
data you may need to thrive in the pharmaceutical drug delivery industry. This pharmaceutical drug delivery
market research report delivers a complete perspective of everything you need, with an in-depth analysis of the
current and future scenario of the industry.

Customer Engagement Strategy

A popular strategy, that one way or another, most companies will adopt. The strategy aims to create compelling
content and experiences and encourages interaction and participation.

With the development of technologies and the growth of marketing platforms and channels, a customer
engagement strategy is highly common for most B2C organisations, as well as B2B brands who are looking for
a two-way dialogue with their audiences. This is certainly the case for us here at Orientation Marketing. The
aim here is to develop a community around the brand whereby audiences can interact with certain content.

In the pharmaceutical industry, more so big pharma, and just like most other consumer-facing industries, there
are more products and more messages subsequently meaning more noise. PharmaPhorum explores this and
looks at key trends affecting a customer engagement strategy in the pharmaceutical industry such as the
changing audience, rise of medical affairs and the development of new patient support programmes.

Communicate frequently
with your customers

Dﬁ Taking feedbacks on
current products

Communicate new Top customer
features and updates engagement
strategies

- Revenue generation
£30  through cross selling

Increase retention and
decreaze churn

Fig: Customer Engagement Strategy

Pharma Marketing Mix

The pharmaceutical industry’s core is called the “marketingmix.” The “10 Ps” marketing strategy ranks each
advertisingcampaign’s ten most essential aspects. McCarthy’s FourCore Ps (product, pricing, place, and
marketing), Boomsand Bitner’s Three Additional Ps (people, process, andphysical evidence), and the Three
New Ps presented here (packaging, partnership, and policy) all reflect the intricaciesof integrated care. A
business-oriented strategy is necessaryto better address the needs of customers (or patients), stakeholders, and
segmentation options in the corporateenvironment (such as health and social care providers). This classification
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may benefit health and social careprofessionals, their target patients, and other stakeholderswhen marketing
decisions to promote integrated care.

Fig: Pharmaceutical marketing mix

“Green marketing” refers to advertising products often seen as environmentally beneficial. Green marketing
was developed in response to concerns about the effects of environmental deterioration on human health and
the economy. To meet the needs of customers and society in a profitable and environmentally responsible
manner, firms should adopt a “green marketing” strategy. Sustainable business practices are crucial for the
present and a company’s long-term growth and profitability.
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Fig: Different stages of marketing strategies of green marketing

Pharma Markeiing Execusion

Fig: Execution of pharmaceutical marketing
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In recent years, the need for ecologically friendly advertising has soared due to the tremendous strain caused by
dwindling natural resources. Creating a sustainable market for “Green” or environmentally preferable products
is vital. However, organizations may find it difficult to focus intently on the product and the surrounding
marketing methods. This might be aided by analyzing the supply chain and the marketing mix. As a result of
customers’ growing concern for the environment, several products and services have been modified. To
emphasise customer desires, businesses should transition away from traditional product sales and toward sales
of environmentally friendly things. As an illustration, for instance, there is a consistent shift toward eco-friendly
advertising.

A way forward- Pharma Marketing

Advertising strategies in the pharmaceutical industry are comparable to those of other sectors. However,
marketing’s future is bright across all industries. In addition, the prevalence of pharmaceutical marketing has
increased. These figures indicate that the pharmaceutical sector is evolving toward ecologically responsible
advertising. The “Green” designation represents an eco-friendly approach. Due to your commitment to these
issues, pharmaceutical marketers will be interested in your eco-friendly packaging materials, medical waste
management methods, and branding activities.

Conclusion

Pharmaceutical product marketing will always be riddled with challenges and opportunities. Pharmaceutical
advertising is distinct from advertising in other industries. The marketing principle may help businesses manage
the difficulties and risks posed by increasing competition, globalization, and the pursuit of market dominance.
The green marketing approach illustrates how technological innovation may lead to higher industrial
productivity. Different types of individuals frequent the local drugstore. Patients are the customers, but
physicians and pharmacists make the first purchases. A pharmaceutical product, such as a life-saving treatment,
necessitates a unique set of marketing strategies since consumers are expected to demand the product, and
physicians prescribe it. Selling an OTC product is like marketing any other product. In contrast to marketing
fast-moving consumer items, the pharmaceutical sector markets to customers’ “wants” rather than their “needs.”
The subsequent phases of the study will focus on enhancing the efficacy of intermediaries. In contrast to their
previous position as passive conduits for the conveyance of products, intermediaries are now expected to
participate actively in the delivery process as collaborative partners. The present foundations of green
marketing essentially initiate ad hoc marketing channels with public and environmental moral duties. The
marketing of pharmaceuticals affects the company’s ability to capitalize on market possibilities and sets its
business strategy.

Frequently Asked Questions (FAQs)
1. What is pharmaceutical marketing?
Pharmaceutical marketing refers to the strategies and activities used to promote medications and
healthcare products to doctors, pharmacists, hospitals, and patients.
2. What is the primary role of pharmaceutical marketing?
To educate healthcare professionals and patients about the benefits, usage, and availability of
pharmaceutical products.
3. Who are the main targets of pharmaceutical marketing?
Doctors, pharmacists, healthcare providers, hospitals, and sometimes patients.
4. What are the common strategies used in pharmaceutical marketing?
Detailing to doctors, sampling, CMEs (Continuing Medical Education), digital marketing, and patient
awareness campaigns.
5. Why is ethical marketing important in the pharmaceutical industry?
To ensure accurate, responsible, and fair promotion of drugs, avoiding misleading claims that could

harm public health.
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6. How does pharmaceutical marketing influence prescribing behaviour?
It informs doctors about new products, clinical data, and therapeutic options, thereby influencing
treatment decisions.

7. What is the role of a medical representative in pharma marketing?
They act as a liaison between the pharmaceutical company and healthcare professionals, promoting
products and gathering feedback.

8. How has digital technology impacted pharmaceutical marketing?
It has enabled virtual detailing, e-sampling, webinars, online campaigns, and data-driven marketing
approaches.

9. What is product positioning in pharmaceutical marketing?
It’s the strategy of placing a drug in the market in a way that highlights its unique benefits compared to
competitors.

10. What challenges are faced in pharmaceutical marketing?

Regulatory restrictions, market competition, product differentiation, and evolving healthcare policies.

Multiple Choice Questions (MCQs)
What is the main purpose of pharmaceutical marketing?
A. To manage hospital equipment
B. To promote and educate about medicines
C. To replace doctors

D. To increase hospital bills

Who is a primary target of pharmaceutical marketing?
A. Construction workers

B. Software engineers

C. Doctors and healthcare providers

D. Bankers

Which of the following is a marketing tool used by pharma companies?

A. Legal notices
B. Sampling
C. Noise advertising
D. Weather forecasts

Why is ethical marketing essential in pharma?

A. It increases drama
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B. It protects public health and promotes transparency

C. It avoids product sales

D. It confuses patients

How does marketing influence prescription behaviour?
A. By telling patients what to buy

B. By providing clinical info to doctors

C. By changing laws

D. By offering food

Which professional plays a key role in pharma marketing at the field level?
A. Data analyst
B. Medical representative

C. Gym trainer

D. Chef

What has digital marketing enabled in pharma?
A. Less doctor interaction

B. Improved remote detailing and outreach
C. Selling clothes

D. Increased paperwork

What is product positioning?

A. Placement of boxes in stores

B. Marketing the drug based on its unique benefits
C. Writing labels

D. Removing competitors

Which of the following is a challenge in pharmaceutical marketing?
A. High internet speed

B. Cooking meals

C. Regulatory compliance

D. Playing music

What does CME stand for in pharmaceutical marketing?

A. Central Medical Equipment
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B. Continuing Medical Education
C. Current Market Events
D. Clinical Marketing Effort

Class - 22
Pharmaceutical Marketing
Identify the role of marketing

Overview of Pharmaceutical Marketing in India

India has a strong pharmaceutical marketing industry. It has over 10,500 drug factories. It exports a large share

of the world’s drugs.

Its busy labs serve global markets. Its low-cost products reach patients worldwide. It affects global healthcare

access and affordability.
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Fig: Overall Market Size and Growth (2019-2023)

India’s pharma sector, the world’s top producer, is vital for global health. Its medicines save lives across
continents. Soaring demand will boost the industry’s value to $65 billion by 2024.

India’s pharmaceutical industry has established a strong global presence through strategic marketing
approaches. Companies focus on exporting high-quality, affordable medicines to over 200 countries, leveraging
certifications WHO-GMP for credibility. Strategic collaborations with local distributors and compliance with
international regulations enhance market reach.

Why do Pharmaceutical Companies need a Marketing Strategy?

Crowded pharma markets demand unique strategies. Effective marketing plans are key to standing out in
business.

In a crowded pharma market, unique drug traits stand out. Companies highlight unique characteristics to stand
out among thousands of rivals. Structured strategies lead to successful interactions.
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Fig: Steps of Marketing Strategy
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Strict protocols boost ties with healthcare providers and patients. Launching New Products needs two steps.
Boost sales. Then, build trust with consistent messaging. It builds brand awareness and market growth.

What are the Marketing Challenges in the Pharmaceutical Industry?

Decreasing Market Growth

The growth of the pharmaceutical industry is slowing. The forecast shows a sharp drop, halving from 12% in
2015 to 6-9% by 2021. Competition and discounts cut profits, limiting growth.

Changes in Policy

Pharmaceutical marketing changes with policies. New rules and laws force businesses to change their plans.
This can be costly and difficult.
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Fig: Challenges in Pharmaceutical industry

Loss of product distinction in medical professionals’ minds
In a crowded drug market, pharma companies struggle to stand out. Doctors struggle to choose between
Generic Medicines. Firms have a hard time standing out.

Competition
Pharmaceutical companies offer similar medications. They fiercely compete for dominance in a tough market.
Stand out through creative promotion and clear product advantages.

Figuring Out the Best Sales Channel

Businesses struggle to reach their target audiences. Distributors offer wide networks. Online platforms ensure
global reach. Direct sales create personal ties. Each method has its benefits and drawbacks. Careful selection is
key to success.

What are Pharmaceutical Marketing Solutions?

Pharma marketing must go digital and focus on patients. Strategies aim to engage consumers online and meet
their needs.

Patients and providers connect via dynamic online tools and live web events. These platforms encourage lively
discussion and sharing of ideas. They craft messages to engage specific audiences.

Top tech and services make content that resonates. These strategies fuel growth and connectivity.

Creating Top Marketing Strategies for the Pharmaceutical Sector?

You can create top pharma marketing strategies in a few steps. Prioritize digital engagement. Create web
content to engage both healthcare professionals and patients.

The audience needs to drive personalization. First, understand what they like. Then, modify your approach. To
communicate effectively, you must know your listeners.

So, customize your message for the best impact. Use analytics to improve your pitch and address buyer worries.
Data insights boost messaging, removing sales barriers.

These elements help build unique, effective strategies in the pharma market.
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Pharmaceutical Marketing Strategies in India
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Market/product development strategy
Indian pharma firms aim to develop affordable, effective drugs for local needs. India’s rules and preferences
influence global products. Companies adapt products to regional standards and tastes.

Revenue strategy
Speciality drugs are expensive, while generics are affordable. This strategy helps companies boost revenue in
various market segments. They work with local firms to cut costs and increase profits.

Target Marketing strategy

Pharma firms analyze demographics and health needs. They use this to target diverse segments. They tailor
products to urban or rural areas and age groups. They focus on chronic disease management and preventive
care.

Positioning and differentiation strategy
Drug companies claim their products are better than others. Some highlight superior results, while others focus
on fewer side effects. They stand out with strong branding and data.

Customer engagement strategy
Engagement means education campaigns, social media, and health apps. Feedback is crucial for progress.
Patients and providers share insights to improve services and build trust.

Multi-channel strategy
Pharma brands use various methods to reach patients. They sell online, in stores, and directly talk to doctors.
Digital marketing boosts traditional methods. It widens reach and access.

Simple Steps to Build a Marketing Strategy
Push Marketing:

Pharma companies use push marketing to promote drugs directly to doctors. They do this via sales reps and
samples. Pharma companies target healthcare professionals, not patients.
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Fig: Difference between Push & Pull marketing
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Pull Marketing:

Pull marketing uses ads and public awareness to attract customers. Patient requests for specific drugs are rising
due to awareness campaigns. Chronic condition sufferers, swayed by ads, seek brand-name meds. Demand
surged due to health promotions over the long term.

What is the Role of a Pharmaceutical Marketer?
Pharma Market Research
Pharmaceutical Marketers and promoters use rigorous market analysis. It helps them find new trends and
demands. They study demographics and preferences to shape their products.
Maintaining Product Positioning
Clear communication is key to effective pharma marketing. It must convey a drug’s unique features and
benefits. Pharmaceutical marketers work to keep the product ahead of competitors. They also help it stand out
in a crowded market.
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Fig: Role of a Pharmaceutical marketer

Product Lifecycle Management

Performance tracking is key in managing a product’s lifecycle. It starts at launch with metrics guiding
decisions. Marketers then analyze data and adjust strategies. Managers monitor and adapt throughout the
product’s lifecycle.

Pharma Product Pricing

It’s crucial to set the right price. Marketers analyze costs, competitor prices, and market demand. They seek
pricing strategies that maximize revenue. They must be competitive and accessible.

Pharma Marketing Communication

Engaging content draws attention and sparks interest. Its impact extends beyond digital and traditional media. It
captivates all audiences. Well-crafted ads inform healthcare pros and patients of new therapies.

Creating Detailed Reports

Marketers create reports from data. They collect data and extract insights. These reports show campaign
performance and market trends. Analysis from these reports guides decisions. They measure marketing success
and guide future campaigns.

Collaborating with Diverse Business Units

A team effort brings innovative treatments to patients. R&D creates breakthroughs. Marketers craft messages.
Sales teams engage physicians. Regulatory experts get approvals. Units enforce rules for marketing and product
development.

Controlling Marketing Plan

Marketers run campaigns, adjusting tactics as data show what works. They monitor key indicators. They adapt
to maximize impact and reach their audience. They meet company goals and regulations.

Key Factors in Effective Pharmaceutical Marketing

Effective pharmaceutical marketing hinges on a few key factors. Most patients seeking medical info turn to
digital health platforms.
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Fig: Factors in pharmaceutical marketing

Pharma firms must connect with patients through smartphones and the web. Personalized digital outreach is
key. A multi-channel strategy boosts reach.

It combines social media, search ads, and email campaigns for a wider impact. Lastly, measuring ad
performance improves strategies.

It helps analyze metrics like engagement and conversion rates.

Challenges in Pharmaceutical Marketing

Pharmaceutical marketing has several hurdles to overcome. HIPAA and FDA regulations are challenging.

They make it hard to create impactful messages while staying compliant. GDPR and other privacy laws make
campaign analytics harder. Marketers now struggle to measure success due to stricter data collection rules.
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Fig: Challenges in pharmaceutical marketing
These laws protect consumers. But they complicate traditional measurement methods. Audience targeting
remains a key challenge. It requires advanced tools and consumer insight.
Also, it can be tough to keep up with fast tech changes and a unified brand message. High treatment costs are a

big obstacle. A single drug can cost about $2.6 billion to develop.

What Does Pharmaceutical Marketing Entail?

Pharma marketing aims to promote drugs to doctors and consumers. It uses digital ads, social media, and
educational content to reach audiences.
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Fig: Steps of marketing

Pharma firms must use online channels and data-driven strategies, with 44% of healthcare pros being less
available for in-person sales.
Pharma companies must adapt. It bridges the gap between medical professionals and those seeking care.

Optimize your marketing strategy using the Opportunity > Strategy >

Start by spotting new opportunities. Use emerging trends. Develop a targeted online strategy. Enhance digital
engagement.

It will maximize impact and keep you competitive. Use targeted tactics to connect with your audience. Engage
them with compelling ads and captivating content on social media. These methods will make your marketing
effective and relevant.

Conclusion
India’s pharma sector is a global leader in innovation and production. This pharmaceutical giant is a leader in
the worldwide market.
It makes one-fifth of all generics and ranks as the third-largest drug manufacturer. Its impact on medicine
production is clear. India makes 60% of the world’s vaccines, outpacing all competitors.
Its growing influence in pharma comes from strong government support and new methods. Marketing and
digital trends are crucial to success. Innovation will help India’s pharma sector save lives worldwide. Use these
strategies to stay competitive and impactful.
Frequently Asked Questions (FAQs)
1. What is the primary role of marketing in a business?
To create awareness, generate interest, and drive sales of products or services to meet customer needs.
2. Why is marketing important in any organization?
Marketing connects the company with its customers, builds brand value, and drives business growth.
3. How does marketing contribute to customer satisfaction?
By understanding customer needs and delivering products and services that meet or exceed their
expectations.
4. What are the key functions of marketing?
Market research, advertising, promotion, sales, customer relationship management, and product
positioning.

5. How does marketing help in brand building?
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Through consistent messaging, promotions, and customer engagement that establish trust and
recognition.

6. What is the role of marketing in launching new products?
Marketing creates awareness, communicates value, and ensures the product reaches the target audience
effectively.

7. How does marketing influence business strategy?
It provides insights into market trends, consumer behaviour, and competition, shaping strategic
decisions.

8. What is the difference between marketing and sales?
Marketing focuses on creating interest and attracting customers, while sales involve closing the deal and
generating revenue.

9. How is digital marketing transforming traditional marketing?
It allows targeted, measurable, and cost-effective campaigns through channels like social media, email,
and search engines.

10. What role does customer feedback play in marketing?

It helps in improving products, refining marketing strategies, and enhancing customer satisfaction.

Multiple Choice Questions (MCQs)
What is the main goal of marketing?
A. Managing employees
B. Increasing customer awareness and sales
C. Hiring more staff
D. Writing legal contracts

Which of the following is a core function of marketing?

A. Product manufacturing
B. Market research
C. Quality testing

D. IT maintenance

Marketing helps businesses by:

A. Reducing employee count

B. Communicating with customers and building brand image
C. Doing tax audits

D. Managing budgets
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Marketing is essential for:
A. Machine repairs
B. Delivering value and building customer relationships

C. Office cleaning

D. Writing software code

Which of the following best describes marketing?
A. Buying products

B. Promoting and selling products or services

C. Legal paperwork
D. Health inspections

Which department works closely with marketing to close deals?

A. Human Resources
B. Sales

C. Security
D. Logistics

What does product positioning involve?

A. Placing products on shelves
B. Strategically marketing a product to highlight its benefits

C. Returning unsold stock

D. Choosing warehouse locations

Customer feedback in marketing is used to:

A. Fire staff
B. Improve products and marketing strategies

C. Predict rainfall

D. Replace suppliers

What is a key advantage of digital marketing?
A. Higher costs

B. Less measurable
C. Broader reach and targeted campaigns

D. No internet needed
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Which of the following is NOT a function of marketing?
A. Advertising

B. Promotion
C. Data backup

D. Customer relationship management

Class - 23

Pharmaceutical Marketing
Significance of product lifecycle

Introduction

Pharmaceutical is one of the highly regulated industries, where organizations mustfollow regulations and
remain compliant with a local governing body such as FDA (Food& Drug Association), EMA (European
Medical Agency), PMDA (Pharmaceuticals andMedical Devices Agency, Japan), CDSCO (Central Drugs
Standard Control Organization,India), SFDA (Saudi Food and Drug Authority), and more, at every stage of the
productlifecycle including regulations for the research, pre-clinical phase, registration phase,clinical trials,
processing, manufacturing equipment, instrument validation, qualitymaintenance, packaging, labelling, and
more. Following the lifecycle within the definedregulation is an integral part of pharmaceutical industries based
on which the FDAapprovals are provided to the companies. The objective of the regulation is to promoteand
maintain the guaranty of drug usage. These regulations coherently define thelifecycle of the drug at all phases.
By defining a Workflow and complying to its lifecycle phases in each set of guidelines, companies can
standardize their processes throughout and track each and everyactivity at every stage of the lifecycle. Using
applications and tools eases the processand makes it less prone to errors. This whitepaper discusses various
stages involved inpharmaceutical drug lifecycle and use of the software at every stage.
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Fig: Ghmpses of workflow in llecycle phases

DRUG LIFECYCLE

In general, the pharmaceutical industry product passes through the following lifecycle
phases. On a broad level, the lifecycle has the following stages.
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Fig: Stages of drug lifecycle

PHASES OF DRUG LIFECYCLE

In the pharmaceutical domain, drug consumes a considerable amount of time, efforts, trials,
risksdocumentations, and approvals to reach the market. At every lifecycle phase, application of
differenttechnologies and software helps in strictly adhering to the guidelines as specified by local
regulatoryauthorities.

Pre-Clinical Phase

In the pre-clinical phase, all processes in the entire lifecycle of drug discovery till its registration in
localregulatory authorities (FDA, EMA, and more) are covered.

The pre-clinical phase includes the following sub-stages:

Drug discovery & design (Clinical Development Plan)

It begins with the requirement of the drug in the market; thousands of compounds and formulae aretested in a
highly regulated environment by experts in that field to meet the requirement. The drugs atthe early stage are
scientifically tested, and the raw sample of the product is developed at thestate-of-the-art lab.

Developing a formulation

Medicine is a successful result of thousands of permutations and combination of Active
Pharmaceuticallngredients (API) along with compatible excipients that will cure the disease. Hence the
formulation ofthe ingredient is an iterative and complex effort of selection, proportionating and processing of
APIsand excipients to come up with a successful formula.
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Fig: Formulation of drug development

Scientific advice

EMA gives scientific advice' by responding to developer’s specific questions and advice the plan on
thedeveloper’s proposals to the medicine developer on the development of a particular medicine.

Non-Clinical Development

There are mainly two types of preclinical researches based on environments where they are beingtested named
as “In Vitro (work that's performed outside of a living organism)” and “In Vivo (research orwork is done with
or within an entire living organism)”. Preclinical safety studies must be performed incompliance with GLP
(Good Laboratory Practice) in a GLPcertified laboratory.

INITIAL REGISTRATION

Following sub-stages are followed in this phase.

Initial registration of the drug at regulatory authority

After the drug discovery, initial registration of the new drug/new API (Active Pharmaceutical
Ingredients)/changes of medical product at local authority is mandatory to get approval from them aswell as it
helps to preserve the intellectual property rights of the drugs. Medicine is needed to beregistered following the
Standardized Initial Registration Process?® as suggested by the FDA.

Regulation of clinical trial

Well-maintained documents and regulations in the pre-clinical phase are utilized to register the drug. The
regulations as defined by local regulatory authorities of the medicinal product are followed while developing
the drug in lab.

Clinical development in lab

Clinical development procedure must be strictly followed as per Good Clinical Practices (GCP) standardsset by
the FDA and make sure the drugs are developed under the lab atmosphere itself.

Regulation of medicinal product

Once the registration of the drug is done, it is further processed for clinical trials whose regulations orGood
Clinical Practices (GCP) are set and followed; accordingly, the drug is clinically developed in the lab.

Common Technical Document (CTD) for approval

All the data and information obtained at each stage of drug development lifecycle are recorded underCommon
Technical Document (CTD) to demonstrate drug's quality, safety, and efficiency.

Module 1: Administrative information and prescribing information

Module 2: Overviews and summaries of Modules 3—5

Module 3: Quality (pharmaceutical documentation)

Module 4: Non-clinical reports (pharmacology/toxicology)

Module 5: Clinical study reports (clinical trials)

Risk Management Plan (RMP)

Risk Management Program starts with risk identification associated with the product/process usedwhile
developing, manufacturing or distribution. Hence an effective quality risk management ensuresdelivering a
high-quality product to the patients.
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CLINICAL TRIAL
A clinical trial is the most vital and time-consuming process throughout the lifecycle of the medicine.This can
be broadly divided into below phases:

‘Phase 0, also known as "Human Phase 1, also called as “Exploratory trial”
pharmacology trial” to estimate the dosage are conducted to explore the effectiveness
form, dosage size and its safety and and shart-term side effects of the drug on

tolerability. Phase O is experimented to a larger group of people. After a successful
shnd:rarﬂlgﬂmnﬂrﬂgs for the first time. trial in phase 0, the test is conducted on a
This Phase 0 trial is experimented on a larger group of humans to monitor adverse
small group of people to evaluate a-safe effects. The primary purpose of the phase

desage range and identify side effects. 1 trial is to find the best dose of a new drug

with the fewest side effects.

Phase 3 also known as "Post marketing
trial® In this phase, the drug is tested after

Phase 2 also called as "Confirmatory trial’

As the name suggests, this phase is carried
out to confirm the therapeutic benefits of srug approval o when [t is Enched in the
the drug, Studies are conducted on even Triaks are out oountry

i = R Sl the drug for commercal purpose
larger populations and in different regions W ] ; :
and countries. This phase ensures the amis studied to evaluate the need for

approval of the drug or treatment. further tsting in 2 wide poptiation over.2
longer timaframe.

Fig: Phases of clinical trial

Evaluation of Marketing Authorization

Marketing Authorization Approval (MAA)/New Drug Application (NDA) is essentially a license to place
amedicinal product in the market to be used by patients. The drugs are first evaluated for
marketingauthorization before promotion. The evaluations are of different type. A full marketing authorization
isthe standard type, which requires a comprehensive amount of information on clinical benefit and safetyfor the
drug in question. If clinical studies confirm that a new drug is relatively safe and effective, andwill not pose
unreasonable risks to patients, the manufacturer files an MAA/NDA, the actual request tomanufacture and sell
the drug in the United States.
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Fig: Vaccine development phases
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DRUG PRODUCTION

After successful clinical trials and approvals, drug production can be started. Below stages are observedduring
this phase.

Marketing Authorization Approval (MAA)/New Drug Application (NDA)

A Marketing Authorization Approval (MAA)/New Drug Application (NDA) can be filed only when the
drugsuccessfully passes all the phases of clinical trials and includes all animal and human data, dataanalysis,
clinical trial results, the pharmacokinetics of the drug and its manufacturing and proposedlabelling. MAA grants
generally take two months to severalyears (on an average it takes two years).

Drug Manufacturing

Drug Manufacturing is a sensitive and important process. Production of a drug can be started once thedrug is
authorized for marketing. Drug Manufacturing is the process of industrial-scale amalgamationof pharmaceutical
drugs by pharmaceutical companies. This phase can be considered from procuringthe quality raw
material/substance with defined ingredients and quality equipment meeting regulatoryrequirements required to
manufacture the drug, processing the drug in physical condition compliant tothe Good Manufacturing Practices,
till delivering it in the market. GLP should be followed throughoutthe drug manufacturing phase.

Maintenance of Product Data

Maintaining the product drug data and protecting intellectual property rights till the end of the patentonce the
product is manufactured. Product data also needs to be revised if required. Maintenance ofthe product data is
important as the whole efforts and cost of the drug discovery is dependent on theproduct data maintenance.

SUPPLY CHAIN MANAGEMENT

Providing the product to the market without losing its quality is still one of the challenging tasks in the whole
lifecycle. Below are the typical four phases of Supply Chain Management.

Packaging & Labelling

Packaging & labelling on the drug plays a vital role in maintaining the product quality as well as itsdirections to
use. The artworks used to label the medicine should adhere to the standard FDA'sPrescription Drug Labelling
Resources website which provides over 150 labelling resources for thePrescribing Information, FDA-approved
patient labelling, and/or carton and container labelling forhuman prescription drugs, including biological
products (including over 50 guidelines with labellingcontent). Packaging of the drugs should be complied with
as per the guidelines for GoodManufacturing Practices as provided by FDA.

Inventory Management & Transportation

Shipment and inventory management should be done in containers for bulk drug substances with aproper
qualification of the container closure system may include characterization for solvent and gaspermeation, light
transmittance, closure integrity, ruggedness in shipment, protection against microbialcontamination through the
closure, and compatibility and safety of the packaging components as perappropriate suitability as mentioned
by FDA guidelines “Container Closure Systems for PackagingHuman Drugs and Biologics” with the storage
conditions indicated on the packaging information and onthe label of the product.

Distribution

The distribution of the drugs is based on the sensitivity of the product. Narcotics Control Boards
highlymonitors controlled substances. The distribution of the drugs should adhere to local guidelines on“Good
Distribution Practices for Pharmaceutical Products”.

Track & Trace

Product Tracing is important to safeguard the authenticity of the product eventually, avoiding thecounterfeit
drugs in the market, which risks the patient health, the company’s brand image and itsrevenue. To avoid this,
serialization is used as a measure to track, trace & identify each productproviding transparency in the supply
chain.

MARKETING OF DRUG

Placing the drug on the market

Post-Production, marketing of the drug is an essential part of the lifecycle. Proper care needs to betaken that
counterfeit product is not circulated in the market, which could risk the lives of the patientsand tarnish the
brand image.

Marketing & Patient communication
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The labelling should clearly give instruction about storage and transportation. Also, the distributionshould be
made region-wise with compliance of the local governing authorities. Drugs can be marketedby medical
representatives.

Evaluation of variation

The effects of the drugs on patients should be monitored continuously throughout all regions, all agegroups
with different health conditions. The variation in the drug effects & it’s variations should becommunicated with
patients & feedbacks should be evaluated.

POST-MARKETING SURVEY

This is the last stage of the drug life cycle. It has mainly three sub-phases.

Pharma-Co-Vigilance

Once the drug reaches the market and prescribed to the patients, its effects on the patient are studiedfrom
different regions and on all age groups. This study is called as Pharmacovigilance. World HealthOrganization
(WHO) defines the Pharmacovigilance (PV) as “the science and activities relating to thedetection, assessment,
understanding, and prevention of adverse effects or any other drug-relatedproblems”. Following are the steps
involved in Pharmacovigilance studies.

PUBLIC HEALTH
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Fig: Flowchart of Pharma-Co-Vigilance

Renewal/Cancellation of Marketing authorization

Based on Pharmacovigilance studies, the drugs should be evaluated & can be upgraded, renewed, orcancelled.
Further development of the Product

Furthermore, the product is improved, developed and new lifecycle for the new product begins.

BENEFITS OF IT SERVICES IN PHARMA

Pharmaceutical companies have quickly adopted rapid advancements in the technology, whichresulted in a
considerable increase in efficiency, transparency and security in communication andproductivity in daily
transactions. Digitalization has brought up more uniformity and compliant, friendly environment, which has
standardized the process throughout the lifecycle. Except for thehuman trials, each and every phase in the
lifecycle is now technology dependent in all verticals ofpharmaceutical irrespective of the nature and size of the
business.With the use of Software, it has become easy to manage business more efficiently. Pharmaceutical
software solutions can be implemented quickly and help industries to fulfil requirements effectively.Also, the
existing data held by the organization can be migrated as per requirement withoutcompromising the security
and data loss. The quality of the product is enhanced with betterdecision-making, and stakeholders have crystal-
clear visibility to real-time & accurate information.
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Frequently Asked Questions (FAQs)
1. What is the product lifecycle?
The product lifecycle refers to the stages a product goes through from its introduction to the market until
its decline or withdrawal.
2. What are the main stages of the product lifecycle?
Introduction, Growth, Maturity, and Decline.
3. Why is understanding the product lifecycle important in marketing?
It helps companies plan effective strategies for pricing, promotion, and distribution at each stage.
4. How does the marketing strategy change during the lifecycle stages?
It shifts from awareness in the introduction phase to maximizing profit in maturity and minimizing loss
in decline.
5. What happens during the introduction stage of the product lifecycle?
The product is launched, awareness is built, and initial sales are usually low.
6. What characterizes the growth stage?
Sales increase rapidly, competition enters the market, and profitability improves.
7. What are the challenges during the maturity stage?
Market saturation, price competition, and the need to differentiate the product.
8. What is the focus during the decline stage?
Reducing costs, phasing out the product, or finding niche markets to extend the product’s life.
9. How can businesses extend the lifecycle of a product?
Through innovation, rebranding, entering new markets, or changing packaging.
10. What is the role of product lifecycle in inventory and production planning?
It helps optimize stock levels, manage production efficiently, and prevent over- or under-supply.

Multiple Choice Questions (MCQs)
Which of the following is NOT a stage in the product lifecycle?

A. Introduction
B. Innovation

C. Maturity
D. Decline

What is the primary focus during the introduction stage?
A. Profit maximization

B. Cost reduction

C. Building product awareness
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D. Withdrawal

Sales are growing rapidly during which stage of the product lifecycle?
A. Decline

B. Introduction

C. Growth

D. Maturity

What characterizes the maturity stage?
A. Low competition
B. High sales and market saturation

C. Product development

D. Launch events

What typically happens in the decline stage?
A. Increased investment

B. Withdrawal from the market

C. New market entry

D. Rapid sales growth

Why is understanding the product lifecycle important?

A. To design logos

B. To create packaging

C. To develop suitable marketing and pricing strategies
D. To hire staff

Which of the following strategies can extend a product's lifecycle?
A. Decreasing product quality

B. Entering new markets

C. Reducing customer service

D. Ignoring competitors

Which stage usually requires heavy promotional efforts and investment?

A. Growth
B. Introduction

C. Decline
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D. Maturity

At which stage do competitors typically enter the market?

A. Introduction
B. Growth
C. Decline

D. Retirement

How does the product lifecycle impact inventory management?

A. Encourages overproduction
B. Helps plan stock according to demand at each stage
C. Avoids marketing altogether

D. Has no impact

Class — 24
Pharmaceutical Marketing
Outline trends in life sciences marketing

What is Meant by Life Science?

For those of you who are mildly confused about the differences between the two, understand that life sciences
are an industry responsible for researching, testing, and developing medical instruments, devices,
biopharmaceuticals, advanced health instruments, common lab chemicals, and more.

Pharma, on the other hand, researches, tests, and develops drugs that are either over-the-counter (OTC) or
prescribed by doctors. Pharmaceutical companies develop drugs that treat symptoms, fight chronic diseases,
and more, and they are subjected to several safety and efficacy protocols.

Now, both are complex in terms of their operations and ride on risky lines. They deal with the direct health and
well-being of people and hence cannot afford any mistakes. The vaccines they develop would treat millions,
and the devices they roll out monitor the health of billions. With their applications so vast and crucial, this
industry has to be airtight in all aspects.

Ironically, several loopholes in their systems and workflows still prevent them from realizing their full
efficiency. Today, we will understand exactly what that is.
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Life Sciences and Pharmaceutical
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For those of you who are mildly confused about the differences between the two, understand that life sciences
are an industry responsible for researching, testing, and developing medical instruments, devices,
biopharmaceuticals, advanced health instruments, common lab chemicals, and more.

Pharma, on the other hand, researches, tests, and develops drugs that are either over-the-counter (OTC) or
prescribed by doctors. Pharmaceutical companies develop drugs that treat symptoms, fight chronic diseases,
and more, and they are subjected to several safety and efficacy protocols.

Now, both are complex in terms of their operations and ride on risky lines. They deal with the direct health and
well-being of people and hence cannot afford any mistakes. The vaccines they develop would treat millions,
and the devices they roll out monitor the health of billions. With their applications so vast and crucial, this
industry has to be airtight in all aspects.

Ironically, several loopholes in their systems and workflows still prevent them from realizing their full
efficiency. Today, we will understand exactly what that is.

Facts about Life Sciences & Pharmaceuticals
» In 2018, the global worth of the pharmaceutical industry was close to $1.2 trillion.
=t costs around $2.6 million to develop a new drug.
= There are close to 7,000 drugs that are in their development stages currently.
* The biggest pharma market is the US.
= Over 70% of Americans are at least on one prescribed drug.
* One out of four Americans skips a dose of their prescribed medicine to save on the expenses associated
with procuring it.
* Pharma companies spend more on advertising a drug than developing it.
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Fig: 7 facts about Life sciences and Pharmaceuticals
What are the Challenges Faced by the Pharmaceutical and Life Sciences Industries?
Compliances, policies, R&D, marketing, administration, coordination, and more involved, it’s probably one of
the most hectic industries to be associated with. Every single day, more than one concern is plaguing the
operations.

Streamlining Equipment Servicing

Industries like life science and pharma are heavily equipment-reliant. From the creativity and research of a new
drug or a biomedical instrument that happens on paper to running simulations of it and getting 3D-rendered
images to its development and manufacturing, the entire industry depends on equipment and its functionality.
Unfortunately, this is one of the industries' first (and major) challenges. The segment lacks a streamlined
equipment servicing process, where there is no way to devise servicing calendars or maintenance days in
advance. Mostly, servicing happens on a case basis, where they are given attention when equipment
malfunctions or begins to show malfunction symptoms. This ends up rattling the entire manufacturing process.
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Lack of Coordination with Clinical Trial Patients

Clinical trials are one of the crucial stages in drug research and development. They are where pharmaceutical
companies record and process data on whether the new drug or vaccine being developed is actually effective,
works on symptoms, shows results, and more. In this process, the data generated has to be in real time to record
the most precise developments about the drug and its functionality in the human body.

However, this is not the reality today, as clinical trial patients are still contacted and tracked by obsolete
mechanisms (mostly through email, which is not very effective in this industry). These delays recording the
progress of the drug’s interaction with bodily fluids and chemicals and gives rise to a report that is either
skewed or invalid. The expense, time, and effort channelled into clinical trials are futile. The need for a highly
effective and instantaneous clinical trial system is inevitable today.

Accuracy

As segments in healthcare transition towards a more data-heavy mechanism, what becomes crucial is the
accuracy at which data is generated, stored, accessed, and retrieved. This refers to the efforts taken by an
organization to ensure the accuracy of its data. With cybersecurity still becoming airtight and data being
exposed to vulnerabilities and manipulations, there are intense requirements concerning data integrity. Data
collected should be original, accurate, attributable, legible, and contemporaneous at any given time. Such
integrity not only pushes product quality but patient safety as well. Where there is no data integrity, instances
like loss of strategic insights, public trust, plant shutdowns, and others are bound to be attracted.

Operating Costs

According to a report by Deloitte, the price involved in bringing a drug successfully into the market has
increased by 25%. This cost surge is the culmination of fragments of costs associated with the operations of all
company departments. Machinery, staffing, enterprise software and tools, supply chain, and more costs are
incurred at every step. Though none of the stages can be eliminated, digitizing processes can immensely reduce
expenses. When smaller shortcomings are addressed and resolved, they lead to an increase in operational
efficiencies. An efficient process requires less costs and produces more output. Achieving this is a challenge
today.

Delay in Time to Market

The records and insights generated during clinical trials will be pointless if they are not streamlined and put to
their purposes. The trials have to follow a systematic process so data is passed on from one stakeholder to the
other for the entire process to attain fruition. A disjointed process only delays the process of drug development
and manufacturing. In a time like a pandemic, streamlining processes is critical, and the new drug has to be
rolled out as early as possible and as effectively as possible. Organizations stuck with obsolete mechanisms can
hardly achieve both.

Trend Analysis

Big pharma is always under pressure to stay updated and advanced with evolving technologies. This is mainly
because of their market. Companies can be a step ahead of pandemics and viral outbreaks only when they are
equipped with advanced technologies and tools. That’s why it is a constant challenge to stay abreast of current
happenings and keep an eye out for emerging trends in tech implementations and integrations as well. Such
trend analysis will not only help companies stay ahead but also capitalize on any opportunity that comes their
way.

Task Assignment

When companies use only emails to assign tasks, it becomes difficult to track conversations during escalations.
Though emails get the job done, pharma and life science companies need elements beyond processes that
merely get the job done. Technicians and staff cannot be held accountable for emails and are subjected to much
bias and intervention. Micromanagement becomes a problem for them. A centralized task allocation process or
workflow, where every member of the team and department knows their roles, tasks, accountability, and
responsibility, is needed today. This also empowers technicians and staff as they don’t have to wait for orders,
which could further delay other processes.
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Complain and Reputation Management

Complaint management is key in healthcare. It’s not like broken furniture, where any carpenter could fix it. It’s
a highly specialized and science-driven process and results that deal with human lives. Ineffective drugs,
malfunctioning medical devices, drugs that induce side effects, and more are problems that big companies need
to address and fix. For that, a portal where consumers or businesses could directly file complaints and interact
with them is essential. With obsolete mechanisms, complaints hardly take off from the desks of associated staff
members. They don’t reach the hierarchy with authority. So, they remain unresolved. When middlemen are
eliminated, complaints can be minimized. A portal or a channel is inevitable in this case.

Sales Team Misconduct

Data collected between 1998 and 2016 showed that Big Pharma's spending on lobbying expenses was close to
$3bn. It would be unjust to say that misconduct doesn't happen in this segment. Salespeople indulge in
malpractices to fetch deals, sign contracts, meet targets, push drug discovery, and more. This goes unnoticed
when there is no proper tracking system in place. Call audits, digital surveillance, confidentiality protocols, and
other aspects are key in managing and controlling such instances.

Siloed Information

Siloed information refers to insights and information that get stagnated or restricted within one particular
department or team. Efficiency can be optimized only when insights are interoperable and put to collective use.
When only two teams or departments have access to insights and other stakeholders don’t, and it gives rise to
process inaccuracies, delays, and more. What is worse than no information is siloed information, which mainly
stems from the lack of a centralized portal or enterprise management system that brings everyone together
digitally.

Disconnected Systems and Work Processes

Similar to the above-mentioned point, this is when processes and systems are disconnected. That is, they all
operate autonomously with no coordination among them. When five versions are operating for one common
goal, the results are not just diverse but disjointed as well. It’s like every single team or department is fixing its
version of the jigsaw puzzle.

This puts the organization in a sketchy spot when it comes to legal and compliance issues, as immense
coordination is required from teams. In terms of product development and its cycle, such disconnection results
in a frustrated environment, where teams develop and deploy modules with variations. Drug research and
development could take a heavy hit in such instances.

Collaboration

Collaboration is essential with teams and departments operating out of the same premises globally. When an
organization has multiple branches and a team from Singapore has to collaborate with a team in Dallas,
coordination becomes all the more crucial. So, regardless of the geography of operation, companies require
portals that can connect every single employee with every other seamlessly. Besides this, collaboration is also
essential among R&D centres, manufacturing units, and dispatching units to ensure the cycle is complete.
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How Digital Transformation can Change Life Sciences and Pharmaceuticals Health Paradigm
Digital Transformation

i Life Sciences and Pharmaceuticals
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Fig: Digital transformation in Life Sciences and Pharmaceuticals

This extensive list of complex challenges has distinct solutions — through digitaltransformation. Let’s check out
some of the implementations.

Enterprise Application Integration

Problems like collaboration, coordination, disjointed processes, and disconnected workflows can be easily
addressed and fixed by integrating enterprise applications. An enterprise application is one that the entire
business deploys across its operations. Staff use this to log in, mark attendance, check tasks, coordinate, reach
out, communicate, schedule meetings, get insights, see progress, and more. With appropriate access, any detail
can be retrieved by any employee. An enterprise application streamlines processes and makes data and insights
seamlessly accessible to all stakeholders, reducing any associated delays and optimizing interoperability.

Predictive Analytics

Predictive analytics is a data science wing that uses historical data, prevailing trends, and user-generated data to
predict outcomes at a given point in time. It uses artificial intelligence (AI) and machine learning algorithms to
accurately predict outcomes. With this integration, clinical trials could be simplified, with Al taking care of
genome sequencing, synthesis, and simulating outcomes and combinations.

This could accelerate the entire drug development and testing process, as Al is not only foolproof but also
precise. Al could also detect how a drug would respond to different body conditions and identify side effects.
It’s being increasingly deployed for cancer detection, DNA analytics for hereditary diseases, and more.

Discovery and Preclinical Solutions

The effectiveness of a drug isn’t determined once it is manufactured and rolled out but even before it's noted
down on paper. The pharmaceutical market is cluttered with medications today, and so companies have to spend
more time identifying different parameters to stand out. Drug discovery is a crucial phase that can be made
airtight only with tech implementations. Credible algorithms and enterprise search engines for market research,
data mining tools for competitor analysis, and more are required to manufacture and release an effective drug in
the market.

Regulatory Compliance

Life science and pharma are complicated industries. There are tons of intricacies involved in terms of
regulations, legalities, and compliances. Most associates go into these protocols and practices in compiling
documentation and paperwork. However, this could be simplified and streamlined with automation, where
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compliance and statutory obligations could be listed and automated for collection, processing, and compiling of
paperwork and documentation. Human intervention can be brought in to verify the outcomes and take the
processes further.

Multi-channel Marketing

There are several avenues for companies to reach out to their target companies and consumers. There are PR,
professional networking tools, social media for corporate social responsibilities (CSR) features, and more. On
each channel, the tone, approach, and content vary. What sounds too technical in a PR piece could be simplified
for social media and video streaming channels. With so many channels involved, generating and distributing
content becomes a mess. That’s why a centralized content management system with built-in content calendars
and automation tools could save marketing people tons of time executing tasks and focus more on ideating
campaigns.

Multi-channel
Marketing

Fig: Multi-channel marketing

Al and ML for Medical Information
Medical information takes a distinct meaning in different departments. From a patient perspective, this means
their electronic health record carries information like patient name and demographics, health history, allergies
and symptoms, diseases running in the family, and more. From a pharma perspective, this means insights and
information related to drugs in terms of their composition, strength, dosage, effectiveness, clinical trials and
versions, mutations, evolutions, side effects, and more.

For both ends to meet effectively, the right drug has to be prescribed for the right symptoms, and this is where
Al and ML could simplify the entire process. They could make data interoperability more possible, detect
mutations and diseases beforehand, and suggest the right medication that doctors could verify and then
prescribe. Prescriptive and predictive analytics could work in tandem for this.

Al & ML For Medical
Infarmation

Fig: Al & ML for medical information

Medical information takes a distinct meaning in different departments. From a patient perspective, this means
their electronic health record carries information like patient name and demographics, health history, allergies
and symptoms, diseases running in the family, and more. From a pharma perspective, this means insights and
information related to drugs in terms of their composition, strength, dosage, effectiveness, clinical trials and
versions, mutations, evolutions, side effects, and more.

For both ends to meet effectively, the right drug has to be prescribed for the right symptoms, and this is where
Al and ML could simplify the entire process. They could make data interoperability more possible, detect
mutations and diseases beforehand, and suggest the right medication that doctors could verify and then
prescribe. Prescriptive and predictive analytics could work in tandem for this.
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Benefit and Risk Management

Pharma and life science companies could cut their budget and time spent on product development by
implementing the benefits and risk management phase. This systematic process involves assessment, controlled
communication, and review of the risks and benefits of the final product under development. This report gives a
clear idea of the quality of the product. It paves the way for optimized communication and reduced budget as it
eliminates assumptions and introduces data-driven decisions, simplified escalation management, and more.

For both ends to meet effectively, the right drug has to be prescribed for the right symptoms, and this is where
Al and ML could simplify the entire process. They could make data interoperability more possible, detect
mutations and diseases beforehand, and suggest the right medication that doctors could verify and then
prescribe. Prescriptive and predictive analytics could work in tandem for this.

Benefit and Risk Management

Pharma and life science companies could cut their budget and time spent on product development by
implementing the benefits and risk management phase. This systematic process involves assessment, controlled
communication, and review of the risks and benefits of the final product under development. This report gives a
clear idea of the quality of the product. It paves the way for optimized communication and reduced budget as it
eliminates assumptions and introduces data-driven decisions, simplified escalation management, and more.

Wearable Tech

The future is gradually unfolding right in front of our eyes. Our smartphones have functionalities that can
monitor and track our health. Wearable devices like FitBits, smart pacemakers, and more can be connected to
our smartphones (through apps) to consistently track health details and use predictive analytics to signal when
something is about to go wrong.

This signal could notify doctors and families registered on the phone along with electronic health records for
physicians and specialists to work on without relying on other sources of information. If you didn’t know,
devices like the Apple Watch have saved people from heart attacks by predicting minutes before the incident.

YWearable Tech

Fig: Wearable Tech

RPA in Clinical

The term RPA stands for Robotic Process Automation and involves the deployment of artificially intelligent
bots and robots to manage complex processes and mechanisms. In clinical trials, RPAs can be used to minimize
the time required to complete trials, increase success ratios, improve patient matching and co-vigilance,
improve regulatory processes, and more. They are also used to automate supply-chain processes in pharma.
RPA helps save time and millions annually on expenses like trials, retrials, fines, legal expenses, etc.

RPA in Clinical

Fig: RPA in clinical
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Case Study

Johnson & Johnson (J&J) has been a household name for decades. People across the world are familiar with the
brand, its value, and its product quality. With over 250 companies under its name, it recently reidentified itself
as a health tech innovator as well.

It implemented tech to improve patient care and healthcare outcomes. To get started, it rolled out diverse digital
tools that, using technology and clinical knowledge, guided patients in their healthcare journey.

Johnson & Johnson

Digilal Transfommalion

Fig: Glimpses of digital transformation
For instance, it rolled out an app called Remote Assessment in Rheumatoid Arthritis that leveraged the potential
of a wearable device like Fitbit. By consistently monitoring and collecting health information through the
device, the app processed the data to assess and notify the patient of the medication's effect on them and tell
them if their condition was worsening or improving.
To help people suffering from diabetes, it also rolled out an app called Reveal, which allows patients to monitor
and control their blood sugar levels. This works in tandem with J&J’s one-touch glucometer.
The company is also venturing into robotics by developing cost-efficient surgical robots. By collaborating with
Verb Surgical for this purpose, it aims to perform 75 to 90% of surgeries in the future with robots. Currently, the
number is less than 5%.

A Wearable Tracker That Can

Help You Manage Rheumatoid
Arthrifis

Fig: Tracker to detect arthritis

Future of Life Science and Pharma

The life science and pharma segments have an interesting future ahead of them, with increased integrations of
technologies like big data, artificial intelligence, machine learning, deep learning, RPAs, the Internet of Medical
Things, and more. As the race to drug discovery increases, we can also see the introduction of blockchain in
pharma to make drug manufacturing, patents, chemical compositions, and synthesis processes more discreet
and internal.
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Complaint management would also involve the deployment of bots that could mimic human interaction with
accurate information. Data analytics would be at the heart of most processes, from patient care and drug
research and development to marketing. We would also witness the onset of tech like augmented reality and
virtual reality to study molecular composition and crystal structures in detail for educational and research
purposes.

10.

Frequently Asked Questions (FAQs)
What is life sciences marketing?
Life sciences marketing focuses on promoting products and services in sectors such as pharmaceuticals,
biotechnology, diagnostics, and medical devices.
What are the latest trends in life sciences marketing?
Some major trends include digital transformation, content marketing, personalized communication,
omnichannel engagement, and data-driven strategies.
How has digital marketing changed life sciences promotion?
It has enabled targeted, measurable campaigns using email, social media, webinars, SEO, and Al-
powered tools.
What is omnichannel marketing in the life sciences sector?
It's a strategy that integrates multiple communication channels (online and offline) to provide a seamless
experience for healthcare professionals and patients.
Why is content marketing important in life sciences?
Because it educates stakeholders with scientifically accurate, relevant, and engaging content that builds
trust and authority.
How is personalization used in life sciences marketing?
Companies tailor messages based on customer behaviour, preferences, and professional roles (e.g.,
doctors, pharmacists, researchers).
What role does data analytics play in life sciences marketing?
It helps understand market trends, customer behaviour, and campaign performance to improve targeting
and ROL.
How are webinars and virtual conferences relevant to life sciences marketing?
They allow real-time engagement with healthcare professionals and decision-makers across geographies
without physical constraints.
What is the significance of compliance in life sciences marketing?
Due to strict regulations, marketers must ensure that all promotional materials are accurate, balanced,
and in line with legal standards.
What future trends are emerging in life sciences marketing?
Al-driven insights, automation, real-time customer journey tracking, and value-based messaging are

becoming more prominent.
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Multiple Choice Questions (MCQs)
What does life sciences marketing primarily promote?
A. Agriculture tools
B. Pharmaceutical and biotechnology products
C. Fashion items

D. Sports equipment

Which of the following is a current trend in life sciences marketing?
A. Ignoring digital tools

B. Door-to-door marketing

C. Omnichannel communication

D. Cold calling only

What is the goal of content marketing in life sciences?

A. To confuse customers

B. To entertain people

C. To educate stakeholders with accurate, engaging content

D. To sell directly without explanation

Which platform is commonly used in digital life sciences marketing?
A. Social media

B. Construction forums

C. Radio channels only

D. Postcards

What is an example of omnichannel marketing?

A. Using only print ads

B. Combining webinars, emails, and in-person visits
C. Running only radio ads

D. Avoiding customer interaction

Why is compliance critical in life sciences marketing?
A. To increase profits quickly

B. To comply with strict regulatory standards

C. To hide product details

D. To create misleading ads
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Which of the following tools supports data-driven marketing?
A. Astrology charts

B. Google Analytics

C. Handwritten notes

D. Coin tosses

Personalization in life sciences marketing involves:

A. Sending the same message to everyone
B. Customizing communication based on user profiles

C. Ignoring customer behaviour

D. Avoiding interaction

Which of the following is a benefit of using webinars in marketing?
A. High travel cost
B. Limited reach

C. Real-time engagement with healthcare professionals

D. Low information delivery

A future trend in life sciences marketing is:

A. Using telegrams
B. Al-powered decision-making tools

C. Disabling feedback loops
D. Reducing content quality

Class — 25

Pharmaceutical Marketing

Implications of changing marketplace on promotional activities

The World Health Organization defines pharmaceutical promotion as, “all informational and persuasive
activities by manufacturers and distributors, the effect of which is to induce the prescription, supply, purchase
and/or use of medicinal drugs” (WHO,1988). These activities include advertisements, one-to-one sales visits,
free samples, sponsorship of educational and scientific events that could affect treatment decisions, and a range
of other activities, as outlined below. The term encompasses both direct and easily recognizable promotional
activities and disguised promotion.

Manufacturers spend more money on promotion than on research and development (R&D). In the United
States, which represents half of the global pharmaceutical market in terms of sales, the industry is estimated to
have spent US $57.5 billion in 2004 on drug promotion, as compared with $31.5 billion on R&D (Gagnon &
Lexchin, 2008). Around one quarter of sales revenues (24.4%) were spent on promotion, as compared with 13%
on R&D. Spending on promotion also largely overshadows the resources allocated to independent medicines
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information. The UK devotes more public resources to drug information than many countries, but spending
amounts to 0.3% of industry spending on promotion (Ferner, 2005).

Why are medicines so intensely promoted?

A fundamental contradiction exists at the heart of the pharmaceutical marketplace. When a new medicine is
approved for marketing, the manufacturer does not need to show that it is any better — any more effective or
safer — than existing alternatives. However, each new medicine also needs to generate sales so manufacturers
can recoup drug development costs and provide a return on investment for shareholders. The solution: market
your new medicine aggressively, especially if it really is no better than cheaper, established alternatives.

Many people, including health professionals, are surprised to hear that most newly approved medicines have
not been shown to be any better than existing treatments, given the extensive research that companies need to
carry out to obtain market approval. Medicines are usually tested against a placebo, an inert substance also
referred to as a ‘sugar pill’. Manufacturers must show that the new medicine has the intended effect to a
sufficient extent to satisfy regulators. If it is unethical to use a placebo, for example when a medicine is used to
treat a life-threatening condition for which effective treatments exist, the manufacturer must show that the new
treatment is no worse than existing treatments, through ‘non-inferiority’ trials. Figure 1 describes the results of
10 years’ worth of evaluation of new medicines by a French independent drug bulletin, La Revue Prescrire.
Most are ‘me-too’ products with little to no evidence of advantage over existing alternatives.

Companies need to recoup the costs of developing and bringing each new medicine to market, even if it is the
13th new °‘me-too’ anti-inflammatory drug or the 6th new antidepressant affecting serotonin uptake.
Promotional activities aim to convince physicians and other health professionals to buy medicines and patients
to buy them. Most promotion focuses on relatively new, patented medicines both because these products are
higher-priced and because patent protection ensures a monopoly on sales.
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Fig: La Revue Prescrire ratings for new drugs and indications 1999 to 2008 (n=961)

What techniques are used to promote medicines?
Gagnon and Lexchin (2008) combined market research data from two leading companies to develop a
breakdown of the proportion of resources allocated to different marketing techniques. (Table 1)
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Markelirg vechnigue Percent of U5 pemding 2004

Table: Proportion of U.S. spending per marketing technique

Most countries prohibit direct-to-consumer advertising (DTCA) of prescription medicines. However, even in
the United States and New Zealand, which allow this form of advertising, most spending targets health
professionals. The largest category is sales representatives who make one-to-one visits to physicians to promote
medicines, often also providing free samples of promoted medicines. The third category in this table,
‘unmonitored promotion’ warrants comment. This reflects a range of activities including promotion not
captured in market research audits, unmonitored journals, and disguised and ‘non-traditional’ promotional
activities.

In addition, in developing countries and transitional economies, where prescription-only status of medicines is
often poorly enforced, gifts to pharmacists linked to achieving specific sales volumes are an important
component of promotion.

Much of what is known outside of the industry about ‘non-traditional’ promotional activities comes from U.S.
court cases and congressional hearings. Between May 2004 and December 2009, seven companies paid a total
of U.S. $7 billion in fines and penalties for illegal promotion in the United States (Evans, 2009). Steinman and
colleagues (2006) describe activities that became public in court documents in one of these cases, involving the
promotion of an epilepsy drug, gabapentin (Neurontin) for unapproved uses. The drug was promoted through
many types of disguised promotion, including: clinician key opinion leaders; sponsored continuing medical
education; ghost-writing of journal articles; selective publication of research results; public relations
campaigns; funding of patient groups and professional societies; and clinical guideline development.

Key opinion leaders are academic or specialist clinicians who are influential in their fields, who are invited onto
a company’s speakers’ bureau or advisory boards and essentially are seen by the marketing department as paid
spokespeople. This relationship can be subtle; a key opinion leader may feel free to craft their own message, but
if this is no longer consistent with marketing goals, the contract ends. Daniel Carlat, a psychiatrist, describes
being flattered when a Wyeth representative asked him to speak about the use of venlafaxine (Effexor or
Efexor) to treat depression (Carlat, 2007). He believed the drug was more effective than alternatives and
initially saw nothing wrong in the arrangement. It was only after he began to provide more information on
harmful effects, and saw the district manager’s negative response, that he fully understood that, “something I
would never, never have predicted happened: I ended up being a cog in their marketing machine.”
‘Ghostwriting’ refers to a practice in which a company pays a professional writer or communications company
to draft articles, which appear under the names of academic or clinical authors. In some cases, many of the
articles published about a drug may be ghostwritten. For example, when the antidepressant sertraline (Zoloft)
was launched a company called Current Medical Directions (CMD) had a contract with Pfizer to produce 85
publications on the drug (Spielmans et al., 2010). Documents that surfaced in a legal case included notes listing
the author as TBD (“to be determined”) at various stages of development. Most were eventually published with
academic authors listed. Another example that surfaced in U.S. Senate hearings involves a medical
communications company, DesignWrite, hired by Wyeth to draft articles that called into question evidence of
harm, such as increased risks of breast cancer, from use of Wyeth’s Prempro (combined estrogen-progestin
hormone replacement therapy) (Wilson, 2008).

Sponsored continuing medical education and industry-funded clinical guidelines are another way to boost sales.
A survey published of guideline development panels published in Nature found that 70% had members with
financial links to manufacturers, and over a third of authors had a conflict of interest, but nearly half of the
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guidelines failed to provide information on these conflicts (Taylor & Giles, 2005). In a 2002 study, only 2 of 44
guidelines disclosed the authors’ conflicts of interest, although most authors had industry financing (Choudhry
et al., 2002). Treatment guidelines can have an enormous effect on sales. In 2006, new anaemia guidelines
raised the target level of haemoglobin that clinicians should aim to meet in patients with chronic renal disease
(Coyne, 2007). This directly leads to broader use of erythropoietin-stimulating hormone. Of even greater
concern, serious risks associated with erythropoietin treatment to these higher targets had already surfaced by
the time the guidelines were released. Fourteen of the 16 guideline panel members had funding from
manufacturers of erythropoietin products.

The expansion of disease definitions and of thresholds for treatment — in this case the level of haemoglobin
considered to be too low — is a key strategy used to increase medicine sales.

Does promotion affect prescribing and medicine use?

There is compelling research evidence that promotion has a strong effect on prescribing and medicine use
decisions, and that this influence is often underestimated (Wazana, 2000). Physicians with greater reliance on
promotion prescribe less appropriately, have higher prescribing volumes and are more likely to adopt new
medicines, regardless of therapeutic benefit (Norris et al., 2005).
A landmark study by Avorn and colleagues (1982) first tested the influence of drug promotion on physicians
beliefs by surveying them about their belief in two ‘commercial myths’ not backed by scientific evidence.
Although they did not think that their beliefs about medical treatments were affected by promotion, the
physicians were highly likely to believe that proxyprophene, an analgesic with a poor safety profile, was more
effective than aspirin, and that poor blood flow to the brain was a major cause of senile dementia. Both of these
‘commercial myths’ were inaccurate and contributed to poor prescribing practices.
More recently, Prosser and colleagues (2003) used a technique called ‘critical incident analysis’ to question UK
family physicians about the information sources they relied on when first prescribing a new drug. When asked a
general question, the doctors said that they relied on scientific information sources such as journal articles or
clinical experts. However, when they were asked to unpack influences on a specific prescribing decision,
pharmaceutical sales representatives were most often mentioned. Similarly, a U.S. study of initial prescriptions
for psychiatric outpatients found that timing of sales visits was predictive of which product they received
(Schwartz et al., 2001). In a French study of 905 primary care physicians, they were three times as likely to
initiate antipsychotic prescriptions after sales visits for these drugs, regardless of how many schizophrenic
patients they had (Verdoux, 2005).
Large geographic variations in prescribing rates exist for drugs for many common conditions, independent of
patient characteristics (Zerzan et al., 2006; Davis et al., 1994). These differences, as well as qualitative research
on prescribing decisions (Damoisseaux et al., 1999; Cockburn & Pit, 1997), point to the important influence of
promotion on prescribing appropriateness (Bergman, 2000). The proton pump inhibitor esomeprazole (Nexium)
was ranked third globally in terms of sales in 2008, with US $7.8 billion in sales (MS Health, 2008).
Esomeprazole (Nexium) is virtually identical to omeprazole, which is off-patent, available generically and
much cheaper. There is no valid scientific reason for prescribing the more expensive of the two drugs; this is a
clear case of marketing driving product choice.
Provision of free samples also affects prescribing decisions. Boltri and colleagues compared first prescriptions
for patients with uncomplicated high blood pressure before and after a new policy was introduced banning free
samples (Boltri et al., 2002). Before the policy, only one-third of first prescriptions were for medicines that
should be provided first-line according to treatment guidelines; this rose to two-thirds of first prescriptions after
the policy was introduced. In countries with inadequate public payment for medicines, physicians often see free
samples as a way to help poorer patients obtain needed treatment. When U.S. researchers used the results of a
large survey to look at who received free samples, however, they found that wealthier and insured people were
more likely to receive samples than poorer or uninsured people, confirming their role primarily, “...as a
marketing tool, not as a safety net” (Cutrona et al., 2008).
Surveys in wealthy industrialized countries have found that on average, physicians see pharmaceutical sales
representatives around once a week (Gagnon & Lexchin, 2008). In contrast, in Turkey urban physicians saw
sales representatives on average once a day (Guldal & Semin, 2000). The amount spent per physician can be
considerable. In a national survey of a representative sample of over 3000 U.S. physicians carried out in 2004,
over 80% received gifts of food, usually free lunches for themselves and staff at their workplace, and over a
third had the costs of professional meetings or conferences covered by industry (Campbell et al., 2007).
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The widespread belief that small gifts are ethically more acceptable and less likely to affect prescribing
decisions than larger gifts, is inconsistent with the social science evidence on the unconscious and unintentional
nature of this influence (Dana & Loewenstein, 2003). Moynihan (2008) describes the sumptuous sponsored
educational events accompanying a large psychiatry conference in New York City: “...psychiatrists learnt about
bipolar disorder over breakfast at the Marriott Marquis Hotel, courtesy of Eli Lilly. Over lunch at the Grand
Hyatt they studied maternal depression, thanks to GlaxoSmithKline, and for dinner it was generalised anxiety
disorder in the grand ballroom of the Roosevelt Hotel, funded by Pfizer.”

Most countries allow advertising to the public of medicines that may be bought over-the-counter, but only the
U.S. and New Zealand allow direct-to-consumer advertising (DTCA) of prescription-only medicines. In many
poorer countries, however, prescription-only status is poorly enforced, and both direct sales and advertising to
the public occur.

There is evidence that direct-to-consumer advertising (DTCA) of prescription medicines affects medicine
prescribing and use. In a study of patients in family doctors’ offices in a U.S. city, where DTCA is allowed, and
a Canadian city, where there it is illegal but there is some cross-border exposure from the U.S., patients with
greater exposure to DTCA were more likely to request advertised medicines (Mintzes et al., 2003). Physicians
prescribed most requested medicines, but were more likely to express ambivalence about these prescriptions,
considering them a ‘possible’ or ‘unlikely’ treatment decision for other similar patients, rather than a ‘very
likely’ decision, as compared with medicines the patient had not requested. Another study used women actors as
‘standardized patients’ who were randomly assigned to different symptoms of health problems and to different
behaviours, including requests for an advertised medicine, before making unannounced visits (Kravitz et al.,
2005). They either described symptoms of clinical depression, or a milder condition related to temporary stress
from life problems, ‘adjustment disorder’. If a ‘patient’ requested an antidepressant, she received a prescription
just over half the time, whether she had depression or ‘adjustment disorder’. Physicians were much less likely
to prescribe an antidepressant for adjustment disorder if the patient had not requested a prescription. Patient
requests led to prescriptions for a milder health problem for which no medicine is needed. There is no evidence
that an antidepressant is any more effective than a placebo (or ‘sugar pill’) to treat adjustment disorder.

Even where DTCA is prohibited, there is evidence that promotional campaigns aimed at the public can affect
sales. ‘t Jong and colleagues found that a television campaign telling people to seek treatment for toenail fungus
affected both the rate of consultations for this condition, which is usually mainly a cosmetic problem, and drug
sales. Although no drug name was mentioned in the television ads, sales for the sponsors’ products increased,
and a competitor’s sales decreased, most likely because the direct-to-consumer campaign was linked to
physician-directed promotion (‘t Jong et al., 2004).

Is there a potential for harm?
From a public health perspective, a tension exists between a manufacturer’s need to rapidly stimulate sales to
recoup investment costs, and the limited knowledge of rare and longer-term harmful effects of new medicines.
Most drug safety withdrawals and new post-market warnings of serious risks occur in the first few years that a
medicine is on the market (Lasser et al, 2002). With intense promotion and rapid widespread stimulation of
sales, hundreds of thousands if not millions of patients may be exposed to a new medicine soon after it is
marketed. Any potential harm becomes more widespread than with more cautious gradual introduction.
Because of the potential for harm from unnecessary or inappropriate medicine use, drug promotion is subject to
a greater degree of regulation than other forms of advertising. When a medicine is approved for marketing, it is
accompanied by approved product information specifying the product’s characteristics and conditions of use,
the condition or conditions it is intended to treat, appropriate patient population, dose and administration
schedule, warnings and contraindications, and observed beneficial and harmful effects. Regulations governing
drug promotion generally require consistency with approved product information. However, enforcement is
often poor, with few public resources devoted to the task, little to no active monitoring, and extensive reliance
on industry self-regulation.
The potential harm to patients from inaccurate promotional information was highlighted during US
Congressional hearings concerning the arthritis drug Vioxx (rofecoxib). In 2001, a US Food and Drug Agency
(FDA) advisory committee recommended that physicians be warned of evidence of cardiovascular risks. The
next day, an internal Merck memo to sales staff advised them to avoid discussing these risks (Waxman, 2005).
This was one year into rofecoxib’s five years on the market. In those five years, it is estimated to have caused
88,000 to 140,000 heart attacks in the US (Graham et al., 2005). Another source of harm is through ineffective
care if unapproved uses are promoted that fail to be backed by scientific evidence, as occurred with the anti-
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epileptic drug, Neurontin (gabapentin) (Steinman et al., 2007). These are isolated examples, but they highlight
the serious potential for harm from incomplete and inaccurate medicines’ information.

How is promotion regulated?
Laws governing pharmaceutical advertising and other forms of promotion are usually included in broader
national pharmaceutical legislation. In practice, however, many countries delegate most regulatory oversight to
industry self-regulatory bodies or to multi-stakeholder organizations that may also include health professional
associations and other non-governmental organisations. There is little active monitoring of promotional
practices, and few fines or other sanctions levied for promotional violations in many countries. Although the
aim of regulation of drug promotion is protection of public health, few public health agencies have direct
involvement.
Drug promotion has a strong effect on costs of medicines through increased volume of use and through
stimulation of use of the newest, most expensive products. In most cases, public payers have little to no
involvement in the regulation of drug promotion. An exception is in France where the agency that determines
drug prices and reimbursement conditions, the “Haute Autorite de la Sante (HAS)”, is implicated in regulation
of the activities of pharmaceutical sales representatives and can in principle reduce the allowable price of
overpromoted products (Le ministére en charge de la santé, n.d.). In the U.S., health reform legislation
introduced in 2010 included a provision requiring drug companies to publish annual reports of all payments to
individual doctors.
Many lower income countries have few resources to devote to medicines regulation in general, including the
regulation of drug promotion. In practice little to no regulation occurs. Wealthier countries have adequate
resources in principle but often drug promotion is viewed as a low priority regulatory activity, with little to no
staffing in comparison with pre-approval drug review.
At an international level, the WHO Ethical Criteria (see Box 1, below) provide an international standard that
may be applied by governments, industry, media and health professional and consumer groups. Developed in
1988, the criteria are not legally binding; the aim is to provide a standard that national governments,
professional societies, industry and others can use and adapt. These criteria are applicable in both developing
and industrialized countries but have not been widely implemented.
Example 1. An international ethical standard for drug promotion
The WHO Ethical Criteria for Medicinal Drug Promotion (1988) are an international ethical standard for drug
promotion consistent with rational medicine use. Key criteria include the following:
= All claims concerning medicines should be reliable, accurate, truthful, informative, balanced, up-to-
date, capable of substantiation and in good taste;
* Promotion should not contain misleading or unverifiable statements or omissions likely to induce
medically unjustifiable drug use or to give rise to undue risks
= The word ‘safe’ should only be used if it is properly qualified;
= Promotional material should not be designed so as to disguise its real nature;
= Financial or material benefits should not be offered to health professionals to influence prescriptions;
= Scientific and educational activities should not be deliberately used for promotional purposes. (WHO,
1988)

Conclusion: what sorts of changes are needed?
An upstream solution to the current over-promotion of medicines is to require evidence of substantial
therapeutic improvement over existing alternatives for a new medicine to be approved. This would address
much of the problem at its source: a crowded marketplace, with many ‘me-too’ products of limited value that
nevertheless need to obtain market share.
The influence of drug promotion on prescribing decisions also needs to be much more limited if patients are to
receive the best possible treatment, in terms of potential health benefits, protection from harm, and cost-
effectiveness. This can include institutional firewalls against industry funding to prevent conflicts of interest in
the development of treatment guidelines, the education of health professionals, or provision of CME. The U.S.
health insurer Kaiser Permanente prohibits its doctors from seeing pharmaceutical sales representatives. In
France, national rules prohibit sales representatives from providing gifts, food or free samples to physicians.
South Africa has also limited provision of free samples.
Adequate regulation, with active monitoring, pre-screening of promotional information by public health
officials, and sanctions that effectively prevent repeat violations and correct misinformation, could also make a
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difference. In cases of serious injury and death to patients because of unethical promotional activities, the threat
of criminal prosecution of the pharmaceutical executives responsible is also needed.

Individual health professionals can also follow the lead of the non-profit group ‘No Free Lunch’ and refuse to
see sales representatives or accept industry funding, relying instead on independent information about drug and
other medical treatments. Better education of medical, pharmacy, nursing and other health professional
students, so that they understand the implications of being wooed by industry, are also important, as are
improved consumer education and access to full, unbiased, independent information on the beneficial and
harmful effects of medicines.

More broadly, we need to work towards delinking drug promotion from the health professions and especially
the practice of medicine, so that medicines can regain their rightful — rather than excessive — place in health
care.
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Frequently Asked Questions (FAQs)
1. What is meant by a “changing marketplace™?
A changing marketplace refers to evolving trends, technologies, customer preferences, and competitive
dynamics that impact how businesses operate and promote their products.
2. How do market changes affect promotional strategies?
Companies must adapt their messaging, channels, and approaches to stay relevant and competitive.
3. What role does technology play in changing promotional activities?
Emerging tools like Al, automation, and analytics allow for more personalized, efficient, and targeted
marketing.
4. Why is customer behaviour important in adjusting promotional activities?
Changing customer expectations demand tailored content, faster responses, and engagement across
multiple platforms.
5. How does digital transformation impact traditional promotional methods?
Digital platforms offer broader reach, real-time feedback, and measurable outcomes, often replacing or

enhancing traditional methods.
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6.

10.

What are the challenges faced due to marketplace changes?

Increased competition, short product lifecycles, data privacy concerns, and keeping up with rapidly
shifting trends.

How can companies ensure their promotional activities remain effective?

By continuously monitoring market trends, leveraging customer insights, and being flexible with
strategy changes.

What is the impact of globalization on promotional activities?

Companies need to localize content while maintaining global brand consistency to appeal to diverse
markets.

How has the use of social media evolved promotional strategies?

Social media allows for real-time engagement, influencer collaborations, and targeted ad campaigns.
What is the significance of regulatory changes in promotional activities?

Regulations may restrict certain promotions, especially in pharmaceuticals, requiring careful

compliance.

Multiple Choice Questions (MCQs)

What is a key implication of a changing marketplace on promotions?
A. Reduced need for advertising

B. More rigid marketing plans

C. Constant need for strategy adaptation

D. Focus on one channel only

Digital transformation in marketing leads to:
A. Less customer data

B. Broader and targeted promotional reach
C. Slower feedback

D. Elimination of online campaigns

Why is monitoring customer behaviour essential?
A. To ignore feedback

B. To reduce sales effort

C. To tailor promotional activities effectively
D. To avoid innovation

What tool enables personalized marketing at scale?
A. Paper flyers

B. Manual entry logs

C. Marketing automation software

D. Fax machines

Globalization affects marketing by requiring:

A. One-size-fits-all messaging

B. Localized and culturally sensitive promotions
C. Ignoring international markets

D. Less communication effort
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Which of these is a challenge due to marketplace evolution?
A. Decreased competition

B. Stable consumer habits

C. Shorter product lifecycles

D. Predictable trends

Social media allows brands to:

A. Avoid customers

B. Reduce interaction

C. Engage in real time with customers
D. Deliver only printed materials

How can companies stay relevant in a changing market?
A. Ignore new technologies
B. Rely only on old methods

C. Adapt promotional strategies continuously
D. Avoid analyzing trends

What impact does regulation have on promotional activities?
A. Encourages exaggerated claims

B. Requires compliance and ethical messaging

C. Eliminates all restrictions

D. Promotes false advertising

One benefit of digital promotional methods over traditional methods is:
A. Less cost-effectiveness

B. Real-time performance tracking
C. Limited reach
D. Higher printing costs
Class — 26
Pharmaceutical Marketing

Significance in Pharma/Biopharma sub sectors

Key Factors Influencing the Pharmaceutical Industry

=  With several swaying factors exerting a direct or indirect impact on the overall functioning of the
pharmaceutical industry, understanding the nitty-gritty of the operational model of the industry can be

clumsy.

* PharmaShots presents an intuitive article on 6 key factors that exercise control over the pharmaceutical

industry.

* To counter such challenges, we have devised an IADI model that encompasses the nuances and
intricacies of such challenges with the help of our parent company Octavus Consulting. Sit back and
relax, while the article unfolds before you, the magic model that is certain to revamp your company.

Achieving economic sustenance and ensuring smooth sailing even in unfavourable situations are two

common dreams that every pharmaceutical company shares. To integrate these significant aspects into the

present industry models, industries must identify their limitations and devise strategic plans to mitigate the
fallible conditions. The pharmaceutical industry is no exception when it comes to challenges. Several
aspects, like social, regulatory, economic, technological, and environmental affect the pharmaceutical
industry. Nerve centres of giant companies assess the future possibilities and challenges that may befall the
company and try to overcome them with a well-structured roadmap. Even though it is impossible to block
future adverse scenarios completely, companies can recalibrate strategies to get well-prepared for such
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instances beforehand. Assessment of such factors holds a degree of paramount importance, as such factors
define the overall requirement in a particular geography or a country. The article briefly elaborates on the
six major factors that every pharma company should assess to scale up and ace the market and introduces an
efficacious model to keep frequent checks on the factors. Sit back and relax, while PharmaShots unfolds the
six factors that influence the pharmaceutical industry.
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Social Factors

Generation Health: This aspect is crucial as it corresponds to the layouts of drug development requirements
based on the patient population of geography. Compared to the younger generation, the geriatric population
requires more drugs. With demography groups attributing to the considerable number of sales, it becomes
essential for pharmaceutical companies to develop personalized medicines to meet the unmet demands.
Prevalence of Obesity: Obesity acts as an instigator for other health-related conditions like diabetes,
cardiovascular, hypertension, and many more. Due to a surge in such conditions, companies must manufacture
drugs related to such conditions.

Health Consciousness: With an acute inclination towards a healthy lifestyle, people nowadays tend to exercise
more and indulge in fitness activities. Moreover, dietary awareness amongst the general public has spiked
owing to loTs, indirectly influencing the sales of vitamin supplements.

Regulatory Factors

A few key factors create dramatic upshots in the pharmaceutical sector. Some of the major aspects are:
Government Framework: While certain countries follow a liberal approach towards pharma companies, most
frameworks push startups towards generic drug development. Such frameworks inhibit companies from
developing new drugs due to the lack of innovations and the risks involved.

Price Control: In the US, the pharmaceutical industry has the liberty to regulate drug prices, whereas, in the
EU, the government regulates the prices by dealing directly with pharmaceutical companies. Moreover,
different entities like insurance companies and pharmacies indirectly influence the price of a drug.

New Drugs: With unceasing R&D, new drugs always hit the market now and then. The arrival of a new drug
impacts the competitive environment for the existing companies, affecting sales, market reach, procurement and
supply chain management, and many other crucial aspects.

Technological Factors

Innovations and technological advances expedite the overall growth of the pharmaceutical industry. Several
other aspects attribute to the pharmaceutical sector, such as

Growth in the Biotech Industry: Biotech industry directly influences the progress of the pharma sector. When it
comes to introducing trending vaccines and medications, the biotech industry has always served as a frontier
manufacturer for any condition.

Market Reach: Pharma companies often struggle to sustain themselves in the market as similar products
compete closely to gain dominance. Companies that leverage thorough market research succeed in making a
place in the market.

Rigid Legislation: To ensure consumers' health, green practices, and overall safety, the pharmaceutical industry
is impelled to comply with rigorous legislative guidelines.

Corporate Espionage & Cyber Security: The classic incident of corporate espionage was witnessed in 1997
when two defendants pleaded guilty to stealing a plant cell culture technology, a product of BMS. With the
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massive reliability of technology for data management, cyber-attacks combined with espionage have taken a
vicious form. To mitigate the potential risks of cyber-attacks, companies are gradually transitioning to
blockchain technology to safeguard their data.

Environmental Factors

Pharmaceutical companies are compliant to adopt a green approach towards manufacturing. With countries
unanimously drafting plans to control carbon emissions and ensure good manufacturing practices, the docile
pharma industry has no other options than to enact safe manufacturing processes. Companies are obligated to
enact these two parameters:

Minimal Carbon Footprint: To minimize the carbon footprint, companies make sure that (CO2) emission at the
time of manufacturing is by the set standard.

Free from Contamination: Pharmaceutical companies, right from the early drug discovery stage create an
aseptic environment to ensure that every stage, ranging from discovery to approval, is carried out in the absence
of any unsought pollutant that may damage the integrity of the drug.

Procurement & Supply Chain Management

One of the major factors in the pharmaceutical industry is ensuring a continuous supply of resources and end
products to meet market demand. With contract manufacturing organizations (CMOs) and contract development
& manufacturing organizations (CDMOs), big pharmaceutical companies often outsource manufacturing to cut
costs by abstaining from in-house manufacturing.

Geopolitical Factors

In the pharmaceutical industry, there are a few challenges, like geopolitical conflicts, that cannot be assessed
beforehand. Amidst Russia Ukraine war, the pharmaceutical industry suffered a major setback. This inadvertent
factor impacted the pharmaceutical industry negatively leading to a considerable loss of revenue as Ukraine
ranked 61st among pharmaceutical product exporters. Owing to the tension in the South China Sea between
Taiwan and the People's Republic of China, such instances are more likely to be seen. In such cases, drafting a
backup plan is a major challenge for the pharmaceutical industry.

Overcoming Challenges

So far, we have encompassed major existing as well as near-future challenges for the pharmaceutical sector. A
holistic approach to handling such scenarios is entirely subjective, as the one-size-fits-all model does not work
for every pharmaceutical company. Devising a single roadmap to overcome the challenges is beyond the scope
of this article. PharmaShots has closely studied the operations and challenges of the pharmaceutical industry
and developed a straightforward IADI model to help companies overcome the challenges.

The model unfolds with four power verbs, Identify, Analyze, Develop, and Implement. Let us discuss each
aspect in brief to get an overview of the model.
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Fig: PharmaShots IADI Model

Identify: From the assessment of finances to human resources and beyond, the evaluation of key performance
indicators (KPIs) plays a crucial role in identifying the significant aspects and focus areas of a company. When
we deal with the pharmaceutical industry, which is a staggering tower of multiple departments, the
identification of KPIs can be overwhelming. The first step to integrating the model into the industry is
identifying the KPIs.
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Analyze: Post identification comes to the analysis of several other aspects such as market analysis, ethnographic
research, and most importantly a detailed study on competitive intelligence. For such extensive research work,
often, companies hire market analysts to maintain a constant influx of high-end market intelligence.
Develop: Creating a strategic roadmap requires an intricate understanding of the framework development and a
comprehensive knowledge of integrating real-time business intelligence into the current model to gain
maximum profit. A minimal error in drafting a framework can accelerate long-chain jeopardizing consequences
that may affect the overall growth of the company.
Implement: The final call to action in the IADI model is implementation. Now, this is the most crucial step of
the model as many major companies have drastically failed when it came to its proper execution.
Implementation is a multimodal step that requires multiple checks to ensure proper enforcement of the model.
The Indian economy has seen significant growth over the past few years and is poised to grow at a rate of 7%
over the next two years. The BioEconomy sector in particular, has shown immense promise. Over 2020, the
Indian BioEconomy sector registered an impressive growth of 14.1%, which accounts for about 2.6% of India’s
GDP. The sector was valued at $80.12 billion in 2021, increasing from $70.2 billion in 2020.
As one of the largest suppliers of low-cost drugs and vaccines worldwide and home to over 5,000 startups, the
Indian BioEconomy sector is poised to reach a value of $300 billion by 2030. India is among the top 12 hubs of
biotechnology worldwide, and the third largest destination for biotechnology in the Asia Pacific region. India's
biotechnology industry covers several areas, such as biopharma, bio-services, bio-agriculture, bio-industry, and
bioinformatics.
According to the India BioEconomy Report of 2022, the biopharma segment is the largest contributor to the
biotechnology industry in India, with a market share of 49% and total economic contribution of approximately
$39.4 billion in 2021.
The ever-growing pharmaceutical industry in India produces a range of drugs and formulations, including
generic drugs, branded generics, over the counter (OTC) products, active pharmaceutical ingredients (APIs),
and contract research and manufacturing services (CRAMS). The industry is also a major exporter of drugs and
formulations to several countries, especially emerging markets. According to IBEF, this industry is witnessing a
surge in innovation and research activities, especially in the areas of new drug discovery, novel delivery
systems, biosimilars, and vaccines.
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Fig: Indian BioEconomy Sector Growth

In particular, the biopharma segment develops products such as therapeutics, vaccines, and diagnostics. Of
these, diagnostics alone account for 52% ($20.4 billion) share of the total biopharma market, while therapeutics
segment account for 26% ($10.3 billion). The vaccine segment (excluding COVID-19 vaccines) account for the
rest (22%, at $8.7 billion).

The COVID-19 pandemic has had a significant impact on the sector, leading to changes in the dynamics of
production capabilities and trade. Prior to the pandemic, the European Union (EU), the United States of
America (USA), and India were leading vaccine producers. While vaccines produced by the EU cater largely to
economically advanced nations, the US vaccine production served its domestic requirements. In contrast, India
supplied vaccines primarily to the economically developing nations.

Although India’s export volumes accounted for about a quarter of the global exports, in terms of value, they
amounted to less than 2%. These figures can be attributed to India’s focus on producing vaccines at affordable
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prices and supplying them to developing and low-income countries, as per the India BioEconomy Report.
However, India remains the largest vaccine producer only second to the EU, with annual production capacities
of around 14.5 million kgs—comparable with that of the EU’s annual production capacities, of around 15.5
million kgs.
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Fig: Biopharmaceutical Segment Contributions

Moreover, the Indian in-vitro diagnostics market is one of the leading sub-segments in the diagnostics sector. Its
performance has risen owing to factors such as the high prevalence of chronic diseases, increasing use of point-
of-care (POC) diagnostics, and rising awareness and acceptance of personalised medicine and companion
diagnostics.

The biotherapeutics segment is estimated to record higher growth, with diabetes, oncology, infections, and
cardiology medication as the primary contributors. With increasing acceptance to Indian made biosimilars in
developed markets like the USA, the likelihood that more nations will accept them is higher. Additionally, an
increase in the demand for cost-effective biosimilars is poised to grow rapidly.

The medical device industry is yet another key segment of the biopharma industry in India. It develops products
such as surgical instruments, implants, diagnostic equipment, consumables, and digital health solutions.
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Fig: India’s Biosimilars Market Expansion

According to IBEF, the medical devices industry in India was valued at $11 billion in 2020 and is expected to
reach $50 billion by 2025.

Drivers of Growth in Indian Biopharma

The biopharma industry in India has emerged as one of the leading exporters of generic medicines globally.
This has been consistently recording a double-digit growth year-on-year with very impressive market outlook.
This rapid growth can be attributed to multiple factors including skilled workforce to government support and
extensive research and development activities.
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India boasts a large workforce of English-speaking scientists and researchers. These professionals, possessing
strong capabilities in chemical synthesis and process optimization, play a crucial role in driving research and
development activity in the biopharma industry.

The biopharma industry is also witnessing a rise in innovation and entrepreneurship, with several start-ups
developing cutting-edge technologies and solutions for healthcare needs. The increasing demand for quality
healthcare, rising disposable income, growing medical tourism, and favourable government policies are some of
the factors responsible for this industry’s growth.

The Government of India (GOI) has been upping the ante with key policies, increased budgetary allocation to
the sector, and providing a favourable ecosystem at large for this sector. For instance, in the Union Budget
2023-2024, the Department of Biotechnology (DBT) was allotted $162.7 million (Rs 1,345 crore) to support
R&D activities in biotechnology. The DBT also implements various programmes and initiatives to foster
innovation, entrepreneurship, and collaboration in biotechnology, such as Biotechnology Industry Research
Assistance Council (BIRAC), Biotechnology Ignition Grant (BIG), and Grand Challenges India (GCI).

With an aim to promote domestic industries, the DBT has been providing incentives and formulating schemes
for the manufacturing of critical bulk drugs, pharmaceuticals, and medical devices. For instance, the Production
Linked Incentive (PLI) Scheme for Bulk Drugs and Pharmaceuticals offers financial incentives to eligible
manufacturers of identified products for six years. The Scheme for Bulk Drug Parks provides grants-in-aid to
states for developing common infrastructure facilities for bulk drug manufacturing units.

Furthermore, the GOI has taken steps to create a conducive regulatory environment for the biopharma industry.
To this end, it has appointed the Central Drugs Standard Control Organization (CDSCO) as the national
regulatory authority for ensuring the safety, efficacy, and quality of drugs and medical devices in India. The
CDSCO has streamlined the approval processes and timelines for clinical trials, new drugs, and medical
devices, and has introduced provisions for fast-track approval of certain categories of products. The CDSCO
also collaborates with other regulatory agencies and international organisations to harmonise the standards and
guidelines for the biopharma industry.

India’s demographic dividend is also at play here. Given a projected ageing population and the government has
been continuously focusing on improving healthcare infrastructure with increased spending on healthcare.
Added to this, increasing life expectancy has also boosted the demand for pharmaceuticals and therapies within
domestic markets too.

The biopharma sector is undergoing a change, moving from recombinant proteins and antibodies to more
intricate cell and gene therapies. In order to be globally competitive, a symposium was held in 2021 that was
jointly organised by the US Pharmacopeia (USP), the DBT, and the Confederation of Indian Industry (CII). It
noted that biomanufacturers must strive to meet international standards in terms of drug quality, decrease
production mishaps, and expedite the process of bringing drugs to the market. A panel of experts from
academia, manufacturing, and governmental agencies identified several drivers needed for capability building,
including a skilled workforce, public—private partnerships, advanced manufacturing technologies, novel
biologics, and favourable policies.

In summary, the biopharma industry in India is a key contributor to the economic growth and social
development of the country. It offers several opportunities for investment, collaboration, and innovation for
both domestic and foreign players. It also plays a vital role in addressing the global challenges of health
security, pandemic preparedness, climate change, and sustainable development.

Conclusions and Perspectives

In hindsight, challenges are a part of every single industry. To be well-prepared in advance, companies need a
better understanding of the market, society, and regulatory landscapes, and most importantly, companies should
always be ready to embrace new technology whenever required. To aid companies, PharmaShots and its parent
company Octavus Consulting, work extensively in catering to the needs of life science companies with several
curated models designed especially for the growth of the life science industry. While Octavus helps companies
in identifying and analyzing major limitations that have been fettering the overall growth of the companies,
PharmaShots on the other hand helps in integrating proven and efficacious models into various departments to
ensure long-term growth.

Frequently Asked Questions (FAQs)

1. What is the pharmaceutical sector?
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The pharmaceutical sector focuses on the development, production, and marketing of medications for
human and veterinary use.

2. What is the biopharmaceutical sector?
Biopharma involves drugs that are biologically derived, such as vaccines, monoclonal antibodies, and
gene therapies.

3. How do pharma and biopharma differ?
Pharma typically produces chemically synthesized drugs, while biopharma uses living organisms or
biological systems.

4. Why is it important to understand the sub-sectors within pharma/biopharma?
Each sub-sector has unique processes, regulations, and market dynamics, requiring specialized
marketing and technical approaches.

5. What are some major sub-sectors in pharma/biopharma?
Generics, branded drugs, biologics, biosimilars, vaccines, and cell & gene therapy.

6. What role do biosimilars play in the biopharma industry?
They offer cost-effective alternatives to biologics once their patents expire, improving accessibility.

7. How does innovation impact the biopharma sector?
It drives the development of advanced therapies and personalized medicine.

8. What regulatory bodies oversee pharma/biopharma products?
Examples include the FDA (U.S.), EMA (Europe), and CDSCO (India), which ensure safety, efficacy,
and quality.

9. What is the role of R&D in these sectors?
Research and development are crucial for discovering new therapies and maintaining competitive
advantage.

10. Why is the pharma/biopharma sector significant for global health?

It provides solutions for disease prevention, treatment, and management across diverse populations.

Multiple Choice Questions (MCQs)
What does the biopharma industry mainly focus on?
A. Chemically synthesized drugs
B. Over-the-counter products
C. Biologically derived drugs and therapies

D. Herbal supplements

Which of the following is NOT a sub-sector in pharma/biopharma?
A. Generics

B. Biosimilars
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C. Cosmetics

D. Vaccines

What differentiates biopharma from traditional pharma?

A. Use of faster production methods
B. Use of biological systems for drug development

C. Use of older medicines

D. Higher advertising budgets

Why are biosimilars important?
A. They are brand new drugs
B. They increase competition and reduce treatment costs

C. They reduce innovation

D. They are less regulated

Which of the following agencies regulates pharmaceuticals in the U.S.?
A. EMA

B. CDSCO

C. WHO

D. FDA

Which sub-sector involves personalized medicine and gene editing?

A. Generic drugs

B. Cell & gene therapy

C. OTC products
D. Analgesics

Why is understanding sub-sectors important in marketing?

A. It allows the same message for all products
B. It enables targeted communication strategies

C. It helps reduce documentation

D. It is not required

Which of the following is a biologic product?
A. Aspirin

B. Paracetamol
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C. Monoclonal antibody

D. Ibuprofen

Innovation in biopharma leads to:

A. Shorter shelf life

B. Generic product development

C. Advanced therapies and treatment options

D. Fewer regulatory approvals

What is the core function of R&D in the pharma/biopharma sectors?

A. Managing inventory

B. Developing new and effective therapies

C. Setting product prices

D. Handling logistics

Class — 27

Pharmaceutical Marketing

Significance in AYUSH sub sectors

The Ministry of Ayush was formed on the 9th of November 2014 with a vision of reviving the profound
knowledge of our ancient systems of medicine and ensuring the optimal development and propagation of the
Ayush systems of healthcare. Earlier, the Department of Indian System of Medicine and Homoeopathy
(ISM&H) formed in 1995, was responsible for the development of these systems. It was then renamed as the
Department of Ayurveda, Yoga, and Naturopathy, Unani, Siddha and Homoeopathy (Ayush) in November 2003
with focused attention towards education and research in Ayurveda, Yoga and Naturopathy, Unani, Siddha, and
Homoeopathy.

Objectives

Promote the traditional and indigenous systems of medicine, such as Ayurveda, Yoga & Naturopathy,
Unani, Siddha, Sowa-Rigpa, and Homoeopathy, through policy formulation, awareness campaigns, and
educational programs.

Promote research and innovation within the Ayush sector, aiming to strengthen the evidence base,
enhance quality, and ensure the global relevance of traditional Indian medicine.

Guarantee access to safe and high-quality Ayush products and services, through stringent quality control
measures and regulatory standards.

Promote Ayush systems internationally, through exchange programs, seminars, and workshops, aiming
for global acceptance and integration of traditional Indian medicine.

Focus on effective human resource development to ensure skilled professionals in Ayush practices,
through education, training, and capacity building.

Support the growth of the medicinal plants sector and ensure widespread access to Ayush services and
products, aligning with sustainability goals and enhancing public health.

Introduction to Ayush Systems of Medicine

Ayush systems of medicine include Indian systems of medicine and Homoeopathy. Ayush is an acronym for
Ayurveda, Yoga & Naturopathy, Unani, Siddha, Sowa Rigpa and Homoeopathy. Ayurveda is the oldest
system with a documented history of its practice for more than 5000 years whereas Homoeopathy is in
practice in India for around 100 years. These systems are being practised in the country with diverse
preferences of people and infrastructural facilities. Ayurveda is practised widely in the States of Kerala,
Maharashtra, Himachal Pradesh, Gujarat, Karnataka, Madhya Pradesh, Rajasthan, Uttar Pradesh, Delhi,
Haryana, Punjab, Uttarakhand, Goa and Odisha. The practice of Unani System is prevalent mainly in
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Andhra Pradesh, Karnataka, Jammu & Kashmir, Bihar, Maharashtra, Madhya Pradesh, Uttar Pradesh, Delhi
and Rajasthan. Homoeopathy is practised widely in Uttar Pradesh, Kerala, West Bengal, Odisha, Andhra
Pradesh, Maharashtra, Punjab, Tamil Nadu, Bihar, Gujarat and the North-eastern States. The Siddha system
is most popular in the southern states of Tamil Nadu, Pondicherry and Kerala. Sowa Rigpa system of
medicine is prevalent in Himalayan regions including Jammu & Kashmir, Himachal Pradesh, Uttarakhand,
Arunachal Pradesh and Sikkim. Besides, there are a few educational institutes of Sowa Rigpa in Uttar
Pradesh and Karnataka also.

AYURVEDA
Ayurveda, the science of life is one of the ancient and comprehensive systems of health care. Quest for good
health and long life is probably as old as human existence. According to Indian philosophy, health is
prerequisite to pursue materialistic, social and spiritual upliftment of human being. It is believed that Lord
Brahma the creator of the universe was also the first preacher of Ayurveda. Four Vedas considered as oldest
Indian literatures composed between 5000 and 1000 BC have information on treatment by plants and natural
procedures. Reference of medicine and surgery are also found in Indian epics like Ramayana and Mahabharata.
However, Ayurveda was established as a fully grown medical system from the period of Samhita (compendium)
i.e., around 1000 BC. The compendia like Caraka Samhita and Susruta Samhita were written in a systematic
manner with eight specialties during this period. In these treatises, the basic tenets and therapeutic techniques of
Ayurveda got very much organized and enunciated. These treatises stressed the importance of maintenance of
health and also expanded their vision to pharmaco-therapeutics. The therapeutic properties of plants, animal
products and minerals were extensively described in these compendia, which has made Ayurveda a
comprehensive system of health care.
There were two main schools of thoughts in Ayurveda: Punarvasu Atreya - the school of physicians and
Divodasa Dhanvantari- the school of surgeons. Punarvasu Atreya is mentioned as a pioneer in medicine, and
Divodasa Dhanvantari in surgery. Disciples belonging to each school immensely contributed to development of
the traditions of their own school. Six pupils of Atreya are believed to have composed their own compendia
based on their Guru's teachings, but only two namely Bhela Samhita in its original form and Agnivesa tantra
redacted by Caraka and Dridhabala are available today. Considered to be the most ancient and authoritative
writing on Ayurveda available today, Caraka Samhita explains the logic and philosophy on which this system of
medicine is based. Dhanvantari had six disciples and Susruta Sambhita, a treatise primarily focusing on surgery
was codified by Susruta based on teachings of Dhanvantari.
The essential details of Caraka Samhita and Susruta Samhita were compiled and further updated in the treatises
Astanga Sahgraha and Astanga Hrdaya authored by Vrddha Vagbhata and Vagbhata during 6 - 7 Century AD.
Thus, the main three treatises called Brhattrayi i.e., Caraka Samhita, Susruta Samhita and Astanga Sangraha
formed basis for subsequent scholars to write texts and among them three concise classics i.e., Madhava
Nidana, Sarngadhara Samhita and Bhava Prakasa having distinct features are called as Laghutrayi. Some other
eminent practitioners and visionaries like Kasyapa, Bhela, and Harita also wrote their respective compendia.
An analysis of Ayurvedic treatises signifies that the different aspects of Ayurveda were evolved and documented
from time to time in the form of texts or compendia. For instance, the Caraka Samhita an authentic source of
internal medicine emphasizes on philosophy of life and line of treatment for different diseases. Susruta Samhita
added a complete systematic approach to surgery and diseases of eyes, ear, throat, nose, head and dentistry.
Madhava Nidana, authored by Madhavakara is a work on diagnosis of the diseases. Bhava Prakasa written by
Bhava Misra gives additional emphasis on medicinal plants and Diet. Sarngadhara Sambhita focused on
pharmaceutics and Ayurveda was enriched with addition of more formulations and dosage forms. Subsequently,
texts of Ayurveda were commented upon, updated, and methodically written by many authors from time to
time. A look into commentaries on the treatises by the scholars indicates that while the theoretical framework of
Ayurveda remained the same, the knowledge about drugs and techniques of therapy got expanded. The old
concepts and descriptions were reviewed and updated in the light of contemporary understanding by the
commentators in their commentaries thus reviving Ayurveda into an applied form. Present form of Ayurveda is
the outcome of continued scientific inputs that has gone into the evolution of its principles, theories, and
practices.
During Buddhist period Jivaka, a famous surgeon who treated Gautam Buddha studied Ayurveda at Takshashila
University. Around 200 BC, medical students from different parts of the world used to come to the ancient
University of Takshashila to learn Ayurveda. All the specialties of Ayurveda were developed, and full-fledged
surgery was practiced. From 200 to 700 AD, University of Nalanda also attracted foreign medical students
Page 238 of 245



MSR 5021 (English)

mainly from Japan, China etc. Evidence show that Ayurveda had nurtured many medical systems of the world.
The Egyptians learnt about Ayurveda long before the invasion of Alexander in 400 BC through their sea-trade
with India. Greeks and Romans came to know about it after their invasion. In the early part of the first
millennium Ayurveda spread to the East through Buddhism and greatly influenced the Tibetan and Chinese
system of medicine and herbology.

Around 800 A.D., Nagarjuna has conducted extensive studies on medicinal applications of mercury and other
metals. These studies have entailed in the emergence of a new branch of Ayurveda viz. Rasa Sastra. Rigorous
procedures were developed to purify, detoxify, and process formulations with metallic ingredients by using
plant and animal materials. Classical treatises named Rasaratnasamuccaya, Rasarnava, Rasa Hrdaya Tantra
elaborating the manufacture of mineral and metallic drugs and their use in therapeutics were written during this
period. Ayurveda, in later periods used Mercury as well as other metals as important components of
pharmaceutical formulations. Many exotic and indigenous drugs for new uses are found place in Ayurvedic
literature. After 16 Century, there have been inclusions of diagnosis and treatment of new diseases based on
modem medical science.

In 1827, the first Ayurveda course was started in India in the Government Sanskrit College, Calcutta. By the
beginning of 20th Century, many Ayurveda colleges were established in India under the patronage of provincial
Rulers. Ayurveda gained more ground beginning from the 1970, as a gradual recognition of the value of
Ayurveda revived. Lots of academic work was done during 20th century and many books were written and
seminars and symposia were held.

Presently Ayurveda has well-regulated undergraduate, post graduate and doctorate education in India.
Commendable network of practitioners and manufactures exists. Infrastructure development in private and
public sectors has improved the outreach to the community in a commendable way.

Astanga Ayurveda (Eight Branches of Ayurveda): - Ayurveda was divided into eight major clinical
specialties.

Kayacikitsa (internal medicine) - This branch deals with general ailments of adults not treated by other
branches of Ayurveda.

Salya Tantra (surgery) - This branch deals with various surgical operations using different surgical instruments
and devices. Medical treatment of surgical diseases is also mentioned.

Salakya (disease of supra-clavicular origin) - This branch deals with dentistry, diseases of ear, nose, throat, oral
cavity, head and their treatment by using special techniques.

Kaumarabhrtya (paediatrics, obstetrics and gynaecology) - This branch deals with childcare as well as the care
of the woman before, during and after pregnancy. It also elaborates various diseases of women and children and
their management.

Bhootavidya (psychiatry) - This is study of mental diseases and their treatment. Treatment methods include
medicines, diet regulation, psycho-behavioral therapy, and spiritual therapy.

Agadalantra (toxicology) - This branch deals with the treatment of toxins from vegetables, minerals and animal
origin along with development of their antidotes. The pollution of air, water, habitats and seasons has been
given special consideration in understanding epidemics and pandemics.

Rasayana Tantra (rejuvenation and geriatrics) - - This branch which is unique to Ayurveda, deals with
prevention of diseases and promotion of a long and healthy life.

Vajikarana (Aphrodisiology and eugenics) - This branch deals with the means of enhancing sexual vitality and
efficiency for producing healthy and ideal progeny.

HOMOEOPATHY

The physicians from the time of Hippocrates (around 400 B.C) have observed that certain substances could
produce symptoms of disease in healthy people like those of people suffering from the disease. Dr. Christian
Friedrich Samuel Hahnemann, a German physician scientifically examined this phenomenon and codified the
fundamental principles of Homoeopathy. Homoeopathy was brought into India around 1810 A.D by European
missionaries and received official recognition by a Resolution passed by the Constituent Assembly in 1948 and
then by the Parliament.

The first principle of Homoeopathy ‘Similia Similibus Curentur’, says that a medicine which could induce a set
of symptoms in healthy human beings would be capable of curing a similar set of symptoms in human beings
suffering from the disease. The second principle of ‘Single Medicine’ says that one medicine should be
administ the bare minimum dose of a drug which would induce a curative action without any adverse effect
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should be administered. Homoeopathy is based on the theory that the causation of a disease mainly depends
upon the susceptibility or proneness of an individual to the incidence of the disease in addition to the action of
external agents like bacteria, viruses etc.

Homoeopathy is a method of treating diseases by administering drugs which have been experimentally proved
to possess the power to produce similar symptoms on healthy human beings. Treatment in Homoeopathy, which
is holistic in nature, focuses on an individual’s response to a specific environment. Homoeopathic medicines are
prepared mainly from natural substances, such as plant products, minerals and from animal sources, nososdes,
sarcodes etc. Homoeopathic medicines do not have any toxic, poisonous, or side effects. Homoeopathic
treatment is economical as well and has a very broad public acceptance.

Homoeopathy has its own areas of strength in therapeutics, and it is particularly useful in treatment for
allergies, autoimmune disorders and viral infections. Many surgical, gynaecological & obstetrical and paediatric
conditions and ailments affecting the eyes, nose, ear, teeth, skin, sexual organs etc. are amenable to
Homoeopathic treatment. Behavioural disorder, Neurological problems and Metabolic diseases can also be
successfully treated by Homoeopathy. Apart from the curative aspects, Homoeopathic medicines are also used
in preventive and promotive healthcare. In recent times, there is an emergence of interest in the use of
Homoeopathic medicines in veterinary care, agriculture, dentistry etc. Homoeopathic medical education has
developed in seven specialties in post-graduate teaching, which are Materia Medica, Organon of Medicine,
Repertory, Practice of Medicine, Paediatric, Pharmacy and Psychiatry.

RESEARCH & DEVELOPMENT

As per the Government’s Allocation of Business Rules, Ministry of Ayush has a mandate for coordination and
promotion of research and development including assistance therefor in Ayush systems of Health Care. Ministry
has 5 Autonomous Organizations working under it having a common objective of Evidence Based Research in
their respective systems of medicine. These five Research Councils are:

1. Central Council for Research in Ayurvedic Sciences (CCRAS)

2. Central Council for Research in Yoga and Naturopathy (CCRYN)

3. Central Council for Research in Unani Medicine (CCRUM)

4. Central Council for Research in Siddha (CCRS)

5. Central Council for Research in Homoeopathy (CCRH)

Apart from these autonomous organizations, Ministry of Ayush also runs Ayurgyan Scheme (Central Sector
Schemes) which has Research and Innovation as a component of scheme. This Research and Innovation
component (erstwhile Extra Mural Research Scheme) of Ayurgyan scheme was introduced to tap the potential
of medical institutes, scientific research & development institution, universities and organizations for the
research needs of Ayush sector, with an aim to expand the ambit of research in Ayush systems. Research and
Innovation component of Ayurgyan Scheme has been designed to encourage Research & Development in
priority areas based on disease burden in alignment to National Health Programme. The priority areas of
support are fundamental concepts, basic principles, theories of Ayush systems, standardization/validation of
Ayush drugs and new drug development. Outcomes of the Research Scheme have successfully demonstrated
the effectiveness of Ayush systems and were successful in developing novel technology and are expected to
harness the potential of Ayush in the interest of public health delivery.

National Ayush Research Consortium

Ministry of Ayush has also conceptualized National Ayush Research Consortium consisting of Ministry of
Ayush, DSIR, DBT and DST in consultation with NITI Aayog, to develop an institutionalized system of high
end, global standard quality research in Ayush systems. This consortium will work with a multidisciplinary
approach with scientists from basic science and Ayush to own Ayush research, sit together, visualize healthcare
challenges, and plan and execute R&D initiatives to realize the goal of Health for all.

This intends to create a Research to Policy Collaboration Model for effective implementation in Policy
initiatives and translation of R&D outcomes in public health. This initiative echoes with the recent address of
Hon’ble PM on 75th Independence Day, where Hon’ble PM has given the slogan of ‘Jai Jawan, Jai Kisan, Jai
Vigyan and Jai Anusandhan.’

Cabinet Secretary has given in-principle approval and a Consortium of Secretaries of Ministry of Ayush (as
chair), Department of Science &Technology (DST), Department of Bio Technology (DBT), Department of
Scientific &Industrial Research (DSIR), Department of Commerce (DoC), Ministry of Environment, Forest and
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Climate Change of India (MoEFCCI) and Department for Promotion of Industry and Internal Trade (DPIIT) has
been created. Sub Committee is also made to chalk out funding mechanism and roadmap.

AYUSH DRUGS

As prescribed in Drugs and Cosmetics Act 1940 and Rules 1945 made there under, enforcement of the legal
provisions pertaining to Quality Control and issuance of drug license of Ayurveda, Siddha, Unani and
Homoeopathic drugs, is vested with the State Drug Controllers/ State Licensing Authorities appointed by the
concerned State/ Union Territory Government. Rule 158-B in the Drugs and Cosmetics Rules, 1945 provides
the regulatory guidelines for issue of license to manufacture Ayurvedic, Siddha, Unani medicines and Rule 85
(A to I) in the Drugs and Cosmetics Rules, 1945 provides the regulatory guidelines for issue of license to
manufacture Homoeopathic medicines. It is mandatory for the manufacturers to adhere to the prescribed
requirements for licensing of manufacturing units & medicines including proof of safety & effectiveness,
compliance with the Good Manufacturing Practices (GMP) as per Schedule T & Schedule M-I of Drugs and
Cosmetics Rules, 1945 and quality standards of drugs given in the respective pharmacopoeia.

Vision and objectives of Drug Policy Section, Ministry of Ayush

Ministry of Ayush has a Drug Policy Section (DPS) to undertake regulatory and quality control functions for
Ayurveda, Siddha, Unani, and Homoeopathy (ASU&H) drugs and implement drugs-related initiatives. The
Drug Policy Section administers the provisions of the Drugs and Cosmetics Act, 1940 and Rules there under
and Drugs and Magic Remedies (Objectionable Advertisements) Act, 1954 in respect of ASU&H drugs and
associated matters. In this regard, the Section acts as a central drug control framework of ASU&H and
coordinates with the State Licensing Authorities/Drug Controllers and drug manufacturers associations to
achieve uniform administration of the legal provisions and for providing regulatory guidance, clarification, and
direction.

MEDICINAL PLANTS

Introduction

In order to promote medicinal plants sector, the Government of India has set up National Medicinal Plants
Board (NMPB) on 24th November 2000. Currently the board is located in Ministry of AYUSH (Ayurveda,
Yoga & Naturopathy, Unani, Siddha & Homoeopathy), Government of India. The primary mandate of NMPB is
to develop an appropriate mechanism for coordination between various ministries/ departments/ organizations
in India and implements support policies/programs for overall (conservation, cultivation, trade and export)
growth of medicinal plants sector both at the Central /State and International level.

Market Linkage

In our endeavor to provide market linkage to the farmers/ collectors involved in cultivation/collection of
medicinal plants, the detailed requirements from major companies (along with contact details of person from
purchase dept.) is shared with all State Implementing Agencies & RCFCs supporting cultivation of Medicinal
Plants.
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Ayush (Ayurveda, Yoga, Naturopathy, Unani, Siddha and Homoeopathy)
The key aim of the AYUSH Department is to provide health services under the AYUSH stream to the
people.
= The AYUSH stream includes Ayurveda, Yoga and Naturopathy, Unani, Siddha, and Homoeopathy
systems of healthcare and treatment.
= The Government promotes these systems through various initiatives aimed at integrating traditional
medicine with modern healthcare.
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Frequently Asked Questions (FAQs)
What does AYUSH stand for?
AYUSH refers to traditional systems of medicine: Ayurveda, Yoga & Naturopathy, Unani, Siddha, and
Homeopathy.
Why is AYUSH significant in the Indian healthcare system?
It offers holistic, preventive, and personalized care rooted in centuries-old traditions.
What are the major sub-sectors of AYUSH?
Ayurveda, Yoga & Naturopathy, Unani, Siddha, and Homeopathy are the primary recognized systems.
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How does AYUSH complement modern medicine?

It can be used for preventive care, lifestyle disorders, and chronic conditions alongside allopathy.

What is the role of Ayurveda in the AYUSH sector?

Ayurveda emphasizes balance between body, mind, and spirit through diet, herbs, and lifestyle.

How is Yoga important in healthcare?

Yoga promotes physical, mental, and emotional well-being, and is used in stress management and disease
prevention.

What is unique about Unani medicine?

Unani is based on the concept of the four humours and focuses on lifestyle, diet, and natural remedies.

What does the Siddha system emphasize?

Siddha is one of the oldest traditional medicine systems, especially practiced in South India, focusing on detox
and rejuvenation.

What is the government’s role in promoting AYUSH?

The Ministry of AYUSH in India supports research, education, regulation, and standardization of AYUSH
practices.

Why is there a growing global interest in AYUSH?

Due to increasing preference for natural, holistic, and preventive healthcare solutions.

Multiple Choice Questions (MCQs)
What does the "Y" in AYUSH stand for?
A. Yogurt
B. Yoga
C. Yttrium
D. Yawning

Which system in AYUSH focuses on balancing the three doshas — Vata, Pitta, and Kapha?

A. Homeopathy
B. Siddha

C. Ayurveda
D. Unani

Which of the following is NOT a part of the AYUSH system?
A. Allopathy

B. Unani

C. Homeopathy

D. Naturopathy

Page 243 of 245



MSR 5021 (English)

Which AYUSH system is primarily based on ancient Tamil literature?
A. Ayurveda

B. Unani

C. Siddha

D. Homeopathy

The Ministry of AYUSH was established by the Government of India in:
A. 2001

B. 2010

C.2014

D. 2019

Which AYUSH sub-sector focuses on spiritual, physical, and mental discipline?
A. Unani

B. Homeopathy

C. Yoga

D. Siddha

Which AYUSH system uses the principle of "like cures like"?
A. Homeopathy
B. Ayurveda

C. Naturopathy
D. Yoga

What is the key focus of Naturopathy?
A. Synthetic drugs

B. Natural healing and self-repair

C. Chemotherapy
D. Radiation

Which AYUSH system originated in Greece and was later adopted in India?
A. Homeopathy

B. Ayurveda

C. Siddha

D. Unani
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What is a major benefit of integrating AYUSH with mainstream medicine?
A. Faster drug approval
B. Holistic and preventive healthcare

C. Increased cost

D. Replacement of allopathic care
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