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Abstract. The paper substantiates the relevance and necessity of studying the specifics of marketing in pharmaceutical
enterprises. The purpose of the paper is to determine the specifics and characteristics of modern pharmaceutical
marketing. The paper uses methods of analysis, grouping, and a system approach. The features of the modern
pharmaceutical industry in countries with market economies are presented. Current trends and features of the
development of the global pharmaceutical market are identified. The key problems of the pharmaceutical market
of Ukraine and priorities of its development are considered, taking into account the feasibility of using marketing
tools. Among the identified priorities, it is important to increase the competitiveness of products and enterprises
of the pharmaceutical industry through qualitative changes and innovations; ensure the innovative development of
industrial enterprises in this industry; apply creative approaches. Specifics of pharmaceutical marketing are given.
The interests of the subjects of the modern pharmaceutical market are combined into a “complex” covering two
levels: micro- and macro-. The interaction of the main subjects of the pharmaceutical market is studied. The main
forms of a marketing application in the pharmaceutical industry are considered. The scientific originality of the
paper is reflected in the authors’ proposals to combine the interests of all subjects of the modern pharmaceutical
market into a certain complex that covers two levels; to build a graphical display of all possible connections between
the subjects of the pharmaceutical market. The practical significance of the paper consists in the possibility of
introducing priorities for the development of the pharmaceutical market in Ukraine, considering the feasibility of using
marketing tools. It is noted that most manufacturers in the pharmaceutical industry do not implement the third form
since all functions related to marketing are performed by intermediary networks. Prospects for further research are
to study the international experience of cooperation between pharmaceutical companies, a detailed review of global
trends in pharmacy

Keywords: pharmaceutical market, demand, forms of a marketing application, subjects of the pharmaceutical market,
marketing

The Problem Statement

On the one hand, the pharmaceutical industry is high-tech
and knowledge-intensive, and on the other hand, it is socially
important since it provides support for a healthy nation.
Research in this particular area is important and interesting
both for scientists and for all subjects of the pharmaceutical
market.

Nowadays, most pharmaceutical companies apply
marketing measures at the “basic level’, require the develop-
ment of a marketing strategy, the introduction of creative
ideas in product promotion. The solution of this problem
is impossible without studying the specifics of marketing of
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pharmaceutical enterprises. Therefore, consideration of the
features of modern pharmaceutical marketing is certainly
a relevant and important area of research. To determine the
features of modern pharmaceutical marketing, it is nec-
essary to study the subjects of the pharmaceutical market
and their interests more deeply, and determine all possible
connections between them.

Analysis of Recent Research and Publications

Among the scientists who study the pharmaceutical mar-
ket, papers of the following authors can be distinguished:

Zadorozhniuk, N.A., Malysh, I.A., & Minieieva, Ya.D. (2020). Specifics of pharmaceutical industry marketing. Scientific
Bulletin of Mukachevo State University. Series “Economics”, 7(1), 86-91.

Scientific Bulletin of Mukachevo State University. Series "Economics”, 7(1), 86-91 86




O.I. Vavulin [1], N.I. Gavrylenko, and Ya.V. Kulich [2],
S.Yu. Goncharova [3], V.P. Kolesnikov [4], Yu.M. Melnik [5],
O.G. Chirva [6], A. Kisiolek [7; 8], M. Tannoury [9],
I. Samanta [10], M. Stros [11], B. Shaw, P. Whitney [12],
M.C. Becker, M. Lillemark et al. [13]. The analysis of modern
publications on this issue identified the need to determine
the features of modern pharmaceutical marketing.

Purpose of the Study

The purpose of the paper is to determine the specifics and
characteristics of modern pharmaceutical marketing.

Research Results

The study of the degree of use of marketing in the phar-
maceutical industry shows that most industrial enterprises

use only part of the possible marketing potential, and
therefore receive less profit. One of the main reasons for
this is the ever-increasing R&D costs to ensure the innova-
tive development of pharmaceutical enterprises. However,
marketing is also important and should be considered as
one of the components of innovative development. The
modern pharmaceutical industry of countries with market
economies is characterised by the following [2]:

1. It consists of two sectors with a fundamentally different
economic model and business strategy:

o the first sector is knowledge-intensive or innovative,
for which reliable protection of intellectual property rights
is very important since it is characterised by the use of pat-
ents, trademarks, aggressive advertising, and as a result -
making a considerable profit (profitability of more than 13%);

« the second sector is the sector of reproduced products,
which brings considerably less profit (profitability is 5-10%).

2. The specific feature of competition is that it manifests
itself mainly not in the form of lower prices but in the form
of the development and production of new drugs charac-
terised by high efficiency and safety for health.

3. The production and sale of modern medicines is car-
ried out in the private sector. The role of government agen-
cies is only to develop requirements for the effectiveness,
safety, and quality of manufactured medicines. In many coun-
tries, government agencies also regulate the price of medi-
cines, especially for certain groups of people (seriously ill,
socially vulnerable, etc.).

4. The international character of the development, research,
production, and marketing of medicines is mainly manifested
not in the form of direct exports but in the form of invest-
ments abroad. Innovative developments play an important
role in international economic and scientific and technical
cooperation in the pharmaceutical industry.

Current trends and features of the development of
the global pharmaceutical market, which have been observed
in recent years, are as follows:

« deepening pharmaceutical globalisation;

« improvement of quality standards for the production
of medical products;

« activation of medical reforms;

« increasing the scope of R&D;

o aggravation of problems related to the increase in
the number of counterfeit and low-quality medicines on
international markets;

» merger and absorption processes in the global phar-
maceutical market, which lead to an increase in the risks
of monopolising the market or creating oligopolies on it.

The specifics and main feature of the modern phar-
maceutical market is the active introduction of nanotechno-
logies, which act as techniques and methods used in relevant
research, production and use of nanostructures, devices, and
systems [14]. The introduction of such innovations increases
competitive advantages between pharmaceutical market enti-
ties since the development and implementation of nanotech-
nologies requires huge financial investments. Therefore,
industrial enterprises of the pharmaceutical market are
looking for investors because they need constant invest-
ment injections. And it is marketing activities that, on the
one hand, help to attract investment (both internal and
external), and on the other hand, stimulate the promotion
of innovative products in markets of various levels.

Another important feature of the modern phar-
maceutical market is the production and improvement of
conventional medicines that include natural ingredients
of plant and animal origin. This is conditioned upon the
global trend of a healthy lifestyle and the consumption of
natural products.

The condition of the Ukrainian pharmaceutical mar-
ket is characterised by a fairly considerable share of impor-
ted medicines and a predominance of outdated, clinically
ineffective medicines. In other words, the pharmaceutical
market of Ukraine remains import-dependent. Among the
key problems of the pharmaceutical market of Ukraine are
the following:

« imperfection of legislation as one of the consequen-
ces — violation of intellectual property rights;

« increase in the number of counterfeit medicines, viola-
tion of the procedure for buying and selling narcotic drugs;

« lack of control over setting prices for medicines and
medical devices;

« lack of state financial support, low or complete lack of
motivation for pharmaceutical companies to develop and
implement new original drugs and increase export potential;

o lack of effective partnership between the state, produc-
tion, and science in the field of creating complete technolo-
gical cycles for the production of innovative pharmaceutical
products [3];

« outdated base of scientific and technical support for
pharmaceutical production;

« unfavourable climate for attracting investment, etc.

The main priorities for the development of the phar-
maceutical market in Ukraine, considering the feasibility
of using marketing tools, can be:

« development and implementation of an effective mech-
anism for state control not only over the production but
also over the sale and advertising of pharmaceutical products;

« increasing the competitiveness of products and enter-
prises in the pharmaceutical industry not only by improving
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the quality but also by creatively promoting products,
especially innovative ones;

o improvement of the state registration system, in partic-
ular through adaptation to international standards, primarily
in European countries;

o implementation of a set of measures, including mar-
keting, to justify and provide information resources of the
pharmaceutical market (conducting marketing research to
determine the needs and requirements of consumers, etc.);

« using a marketing approach to managing the innovative
development of pharmaceutical enterprises. It is pharmaceu-
tical marketing that will help to open up new opportunities
for the development of drug manufacturers.

The main purpose of pharmaceutical marketing is to
optimise the pharmaceutical care market, which means analy-
sing the relationship between need, demand, supply and demand,
as well as considering the impact of all internal factors of
the drug supply system for the population. Pharmaceutical

marketing has a number of features [6, p. 94]:

o the demand generator in the buyer (patient) - seller
(pharmacist) system is a doctor;

« when analysing the market, it is necessary to consider
not only demand but also the need;

o consumers often view medical and pharmaceutical
products not as a desirable product but as a necessary pur-
chase in case of illness or elimination of certain discomfort;

«lowlevel of awareness of the end user (patient) about what
medications they need, taking into account the analogues
available on the market;

« pharmaceutical products should only be of high quality
to ensure the health of the nation.

To determine the specifics of the pharmaceutical mar-
ket, it is necessary to specify the interests of all its subjects.
The authors propose to combine the interests of subjects of
the modern pharmaceutical market into a “complex” covering
two levels (Fig. 1).

Complex of interests of the modern pharmaceutical market at all levels

> Individual and family interests of the population

> Interests of pharmacy chains
e Professional interests of medical institutions
EE— Economic interest of real and potential investors

> Economic interest of manufacturers

> Interests of promotion of scientific developments and innovations

> National security interests

> Social mandate

> International interests and obligations

Figure 1. Complex of interests of pharmaceutical market participants

Source: authors’ suggestion

1. The micro-level to which the following interests

belong:

« individual and family interests of the population
(interests of households);

« interests of pharmacy chains (as an intermediary
of the pharmaceutical market);

« economic interest of pharmaceutical producers (as
a participant in the pharmaceutical market);

« interests in promoting scientific developments and
innovations (for particular market participants);

« professional interests of medical institutions (as an
intermediary of the pharmaceutical market);

o economic interest of real and potential investors
(national or foreign as a participant in the pharmaceutical
market).

2. The macro level to which the following interests belong:

« interests of promoting scientific developments and
innovations (as a result of state achievements, as well as
in the context of international cooperation and attracting
foreign investment);
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« social mandate;

« national security interests;

« international interests and obligations (the market
entity is the state).

It is important to note the “uniqueness” of interests
in promoting scientific developments and innovations
since they can cover both the micro- and the macro level.
An important role in the implementation of long-term and
innovative plans of pharmaceutical companies is assigned
to real and potential investors who are interested in profit-
able placement of their funds and improving their rating

of reliable partnership, as well as involvement in socially
important projects.

In the context of global threats, there is a need for
cooperation at a new technological and information level,
which will allow transferring funds to those enterprises
that are necessary for the implementation of international
programmes of completely new investors, and attracting
innovative projects and technologies. For further consid-
eration of the specifics of pharmaceutical marketing, it is
necessary to study the interaction of the main subjects of
the pharmaceutical market (Fig. 2).
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Figure 2. Interaction of pharmaceutical market entities

Source: developed by authors

All subjects of the pharmaceutical market (suppli-
ers, manufacturers, intermediary and pharmacy chains,
medical institutions, investors, and individual consumers)
interact with each other, exchange not only products of
manufacturers of the pharmaceutical industry and money
but also knowledge and experience, which are the basis of
innovative potential and innovative development of the
pharmaceutical market.

The use of marketing in the pharmaceutical indus-
try is of particular importance as the area of attracting new
customers and retaining existing ones, introducing loyalty
programmes and increasing sales of products [5]. In mod-
ern conditions, the role of marketing research in all indus-
tries that are directly related to a person and his safety is
considerably increasing. It is important to cooperate with
pharmaceutical companies which are similar not only with-
in one country but also with manufacturers from other
countries. This collaboration will reduce the cost of research,
long-term and complex trials, and introduce them into
everyday medical practice.

Based on [15], several forms of marketing application
in the pharmaceutical industry are proposed.

The first form - marketing is used in enterprises
sporadically (advertising, propaganda, market research, pub-
lic relations). In this case, enterprises do not have structural
divisions engaged in marketing.

The second form - marketing is used periodically as
a set of its tools. Enterprises have various structural divisions
(including marketing departments).

The third form - marketing is constantly used as
a mandatory part of enterprise management.

The company’s management independently decides
on the implementation of the marketing form, but today
most pharmaceutical industry manufacturers do not imple-
ment the third form since all functions related to marketing
are performed by intermediary networks.

Conclusions

The use of marketing by pharmaceutical companies has
its own specifics, creative ideas for product promotion will
not only increase profits but also attract new investors to
ensure innovative development. In further research, it is plan-
ned to consider the international experience of cooperation
between pharmaceutical companies.
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Cneuudika MapkeTuHry papmaleBTUYHOI ranysi

Hatanis OnekciiBHa 3aOPOXXHIOK,
IpnHa OnekcaHppieHa Manwi, SiHa IJMutpiBHa MiHeeBa

HayioHanbHui yHiBepcuTeT «Ogecbka rnositTexHika»
65044, npocn. leB4yeHka, 1, M. Ogeca, YkpaiHa

AHoTaujif. Y crarTi 06rpyHTOBaHA aKTYaIbHICTh Ta HEOOXIAHIC T JOCTIKeHH crieniniKy MapKe THHTY AT PYEMCTB
(bapMarneBTIYHOI ralrysi. MeToo cTaTTi € BUsHauYeHHA crielndiky Ta 0CoOMMBOCTEN Cy4acHOTrO (papMalleBTUIHOTO
MapKEeTUHTY. Y CTaTTi BUKOPUCTAHO METOAY aHAJIi3y, TPYIIyBaHH Ta CUCTEMHOTrO nifixony. Haseneno prcu cyvacHoi
(dbapmareBTIYHOI rany3b KpaiH 3 pUHKOBOIO €KOHOMIKO0. Br3HaueHO cy4yacHi TeH/eHIil Ta 0COOMMBOCTI PO3BUTKY
CBIiTOBOTO (hapMal|eBTUYHOTO PUHKY. POSITIAHYTO KIIOYOBI IpobneMyt GapMaLieBTIYHOTO PUHKY YKpalHM Ta IPIOpUTeTH
JI0T0 PO3BUTKY 3 ypaXyBaHHAM JIOLI/IbHOCTI BUKOPUCTAHHSA MapKeTMHIOBMX iHCTpyMeHTiB. Cepesi BUSHAYeHUX
MIPIOPUTETIB BaXKIMBOIO 3HAYEHHA MAKOTh MiJIBUIEHHA KOHKYPEHTOCIPOMOXXHOCTI NMPOAYKII i MignpueMcTs
(bapmareBTMYHOI raysi 3a paxXyHOK SIKICHVX 3MiH Ta HOBOBBeJIeHb; 3a0e3IIedeHHsI iHHOBAIIITHOTO PO3BUTKY IIPOMIICTIOBIX
HiIpMEMCTB L€l rajtysi; 3acTOCyBaHH: KpeaTHBHYX niaxozis. HaBeneHo 0co61mMBOCTi papMalieBTUYHOrO MapKeTHHIY.
[ToenHaHo iHTEpecu Cy0’€KTIB Cy4acHOro (apMalieBTUYHOIO PUHKY Y «KOMIIIEKC», 110 OXOIUTIOE [Ba PiBH:, MIKpO-
Ta Makpo-. JJoC/IiPKeHO B3aEMOJiI0 OCHOBHUX Cy0’€KTiB (papMal|eBTMYHOIO PUHKY. POSITIIHYTO OCHOBHI opmu
3aCTOCYBaHHA MapKeTMHIY y ¢apMaleBTnyHill ranysi. HaykoBa HOBM3Ha po6OTH BifoOpaXKeHO y IPOIO3MIIiAX
aBTOpIB LIONO IOENHAHHA iHTepeciB ycix cy0’ekTiB cydacHOro papMaleBTMYHOIO PUHKY Y IEBHUII KOMIUIEKC,
SKUII OXOIUIIOE IBa PiBH:A; MOOYHOBU IpadivyHOrO BioOpakeHHs yCiX MOMXJIMBMX 3B’S3KIB MiX Cy6’€KTamu
¢dapmaneBTNYHOrO pHKY. [IpakTHYHa 3HAUYIIICTb CTATTi MOJIATAE Y MOXK/IMBOCTI BIIPOBA/IXXEHHS IIPiOpUTETIB
PO3BUTKY (hapMalieBTYHOIO PMHKY B HAIlllil KpalHi 3 ypaXyBaHHAM JJOL/IbBHOCTI BUKOPUCTaHHA MapKeTUHTOBUX
iHcTpyMeHTiB. 3a3Ha4yeHo, 1[0 OinbuIicTh BUPOOHNKIB hapMalieBTHYHOI raTysi He BIPOBAKYIOTh TPETI0 GOpMY,
TOMY 110 yci QYHKIi], OB’ sA3aHi 3 MaPKETUHIOM BUKOHYIOTb ITOCepefHULIbKI Mepexi. [TepcrekTuBy momanbImx
IOCTIKeHb NOJIATAI0Th Y BUBYCHHI MDKHAPOLHOTO HOCBiNy CIIiBpOOITHULITBA MIAIIPUEMCTB (hapMalleBTUYHOI rajysi,
IeTaJbHOMY PO3IVLA/ly CBITOBUX TeHJeHLiit papmaril

KntouoBi cnoBa: ¢apMalLieBTIYHNUIT PUHOK, IONNUT, GOPMIU 3aCTOCYBAHH MapKETUHTY, CY0 €KTY (hapMalleBTIYHOTO
PUHKY, MapKeTUHT
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