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Lecture Notes: Introduction Pharmaceutical Marketing — Module by Dr Mohanad Odeh

Overview Pharmaceutical Marketing Vs Regular Marketing

Comparison of Pharmaceutical to Consumer Market
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Many layers of customers and consumers Yes Less layers
The consumer in decision maker Not true true
The consumer pays directly for the product Not true True
Product brand loyalty Higher Lower
Importance of ethics Higher Lower
Degree of government regulation Higher Lower
Liability consideration Higher Lower
R&D complexity Higher Lower
R&D On human necessary yes No
R&D costs Higher Lower
Price sensitivity Lower Higher

A%pp e \\ | )
(e
bl Sl o8 dallall A5, Jusg &394

s 53lfg promotiony yewll o8 SS9 0952 O0Saag JSsl
AR A Al G sl [ alall (08 company fiae (15539 Ea5ius (30 jaS| oaisy

F\\&VHL‘I < (UL\"EQMA b_,-“ —P Drs
b y v er 6
- - % . Y Insurance
Promotion ——» ‘Formulary Hospitals L Pharmacist <
22 A, 1y ) Gllbs shpn ot e company
3
—  Government PE) 5 Consumen (palient)
L T T Y syl
n-u’:ul'u“

standard marketing schoole Lus geas other marketing o 43,8s ,4iS mature s pharmaceutical marketing



Lecture Notes: Introduction Pharmaceutical Marketing — Module by Dr Mohanad Odeh

=) 1]
L =
Manufacturers Ultimate users The organizations-
consumers
_] Pharmaceutical enterprises, Doctors-patients, Hospitals, out-patient
,  [anufactures, small enterprises| | |Visitors of drugstores MBS out-paten
f® Je - g departments, schools AND
preschool institutions
¥ /

SUBJECTS OF THE
PHARMACEUTICAL MARKETING
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Wholesale trade Retail trade Marketing services
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Transactional marketing Vs Relationship Marketing marketing i/ suii patient centralized sa yucas aa gl Js o1
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EXHIBIT 1.4 Major Characteristics of Transactional and Relationship Marketing
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Transactional Marketing Relationship Marketing
Marketing Focus Customer Acquisition 44l =41 Customer Retention A
Time Orientation Short-Term Long-Term 5‘9 I
Marketing Goal Make the Sale Mutual Satisfaction
Relationship Focus Create Exchanges Create Value
Customer Service Priority Low High
Customer Contact Low to Moderate Frequent
Commitment to Customers Low High
Characteristics of the Interaction Adversarial, Manipulation, Conflict Cooperation, Trust, Mutual Respect,
Resolution Confidence
Source of Competitive Advantage Production, Marketing Relationship Commitment
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