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1. Advertising 2. Personal selling
3. Sales promotion 4. public relation
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Communication tactics

= Advertising

o Direct marketing Sales Personal selling

In-pharmacy displays
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Non paid & Non personal
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Personal & Non paid
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1. Advertising, is identified as paid, nonpersonal communication. It is the paid presentation and
promotion of ideas, goods, or services by an identified sponsor in a mass medium.

Examples include print ads, radio, television, billboard, direct mail, brochures and catalogs, signs, in-
store displays, posters, mobile apps, motion pictures, web pages, banner ads, emails

2. Personal selling is paid, personal communication, It is the process of helping and persuading one or
more prospects to purchase a good or service or to act on any idea through the use of an oral
presentation, often in a face-to-face manner or by telephone.

Examples include sales presentations, sales meetings, sales training and incentive programs for
intermediary salespeople, samples, and telemarketing.!

3. Sales Promotion is Paid, nonpersonal promotional means. It includes media and non-media

marketing communication used for a pre-determined limited time to increase consumer demand,
stimulate market demand or improve product availability.

Examples include coupons, sweepstakes, contests, product samples, rebates, tie-ins, self- liquidating
premiums, trade shows, trade-ins, and exhibitions.

4. Publicity : Nonpaid, nonpersonal promotional means.




* Public relations (PR)

v' Public Relations include a variety of programs to promote or protect companies’ image or individual product.

v’ PR focuses on maintaining the good reputation of the company.
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FUCTIONS OF THE PR DEPARTMENT

* Press relations ¢ Product publicity ¢ Corporate communication e Lobbying e Counseling

S clelad (5 gia o iy Public relation b S (3,8 Jars Ay
A gV 5 A4Sy pa¥) syl g
(2909 AT aa dlaxdy

\4

. Public relation or departments -} (» £ 3> A& Usa L Jia Product publicity - 4 43



PR plays an important role in the following tasks

e Launching new products

e Repositioning a mature product

e Building interest in a product category

e Influencing specific target

e Defending products that have encountered public problem

e Building the corporate image in a way that reflects favorably on its products
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2- Events-news conferences, seminars, outings, trade shows Scientific talks (Jaxi LJJ\J\ GilS o L A3) BaL )
3- sponsorship-sponsoring sports or cultural activities T .

4-News-get the media to accept press releases and attend press conferences -2
5- speeches-talks of company executives at trade associations or sales meetings




Push & Pull advertising strategy

Push advertising pull advertising strategies
v v
Pharmaceutical Company Pharmaceutical Company
Marketing effort DTC advertising
Prescriber Patient
Prescriber
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"Push” strategy "Pull” strategy
Manufacturer | Manufacturer
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Wholesaler | Wholesaler
Retailer | Retailer
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Consumer | Consumer
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Working with customers (the public)

Elements of Marketing
Communications

Advertising

Public relations

Sales
promotion

Personal
contacts

Direct
Marketin

Means of promotion

1. TV-advertising
2. Advertising in
the media

3. Advertising on
the radio

4 Interior
advertising

S. Outdoor
advertising

6. Merchandising

1. Medical and
educational
television and
radio broadcasts
2. Publication

3. Sponsorship
4 Symposia and
conferences

5. Medical and
social campaign

1. Discounts

2. Prizes and
competitions
3. Presentation
of the drugs
and others

1. Sales
representatives
of
pharmaceutical
companies

2. Specialists
pharmacies,
customers and
others

Distribution
of
information
materials
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Working with experts

Elements of

Marketing _J> Advertising, PR, sales promotion, personal contacts
Communicat

. Proprietary information publications and internet sites
. Sponsorship of scientific and practical activities
. Exhibitions, demonstrations, etc.

1. Advertising in trade publications
Means of 2. Medical representatives
i _:) 3. Prizes and competitions for commercial enterprises
promotion 4. Discounts

5. Distribution of free samples
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High Low
Rapid- Slow
Skimming Skimming
Strategy strategy
Rapid- Slow-
Penetration Penetration
Strategy Strategy

Product Quality

Medium High

Low

High

Premium
Strategy

Over
charging
Strategy

Rip-off
Strategy

Price

Medium

High
Value
Strategy
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False

Economic

strategy

Low

Superb
Value
strategy

Good
value
strategy

Economy
strategy

Pricing
strategy
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