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Abstract
For the purpose of writing this paper, we were motivated to choose this
subject as it is a core part of the pharmaceutical companies’ business strategy
of promoting medicines. Regarding the importance of the research theme and
the business environment, it is crucial that anyone connected to this business
should realize the importance of organization, details, good deployment and
impact of each event. In this respect, marketing can be seen as a true system of
economic activities related to the programming of products and services that
have the role of satisfying the requirements of current and potential consumers
considerably, but is also linked to prices, promotion and distribution products
or services.
Having knowledge about how important is the marketing part of
pharmaceutical market, taking in consideration the huge budgets that medical
and pharmaceutical companies spend on the events organized in this domain,
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we consider that a company which is able to have a new approach and a new
vision for the organization of events and sharing medical education to doctors
and medical information to patients will succeed in the very near future.
Keywords: marketing events; pharmaceutical industry; drug promotion
strategy; social networks; AdWords; search engine optimization; digital
marketing.
JEL Classification: M37

Introduction
The pharmaceutical industry is one of the key points in the evolution of medicine.
Since the discovery of Aspirin, 100 years ago, the research-oriented pharmaceutical
industry has provided medicine with a continuous flow of products designed to treat
and ameliorate diseases with increasingly complex mechanisms. The ability to
market new products is still a determining factor in a company’s commercial success,
and the proportion of R & D sales is essential.
Marketing, on the other hand, means that activity carried out by an individual and
which is aimed at satisfying consumer needs and wishes in the light of an exchange.
In the same sense, marketing is the managerial process whose responsibility includes
both identifying and anticipating customer requirements and satisfying them in terms
of profitability.
An event could also be outlined as one thing happening or continual incidence or
gathering with a purpose. Event promoting could also be delineated as “the promoting
discipline targeted on face to face interaction via live events, trade shows and corporate
meeting among other events”. Event marketing is concerned with designing and
developing a live theme based activity to promote a social cause, a product or an
organization. Event promoting is one among the quickest growing fields in promoting
and advertising nowadays.
Event promoting has got tremendous growth potential and aims at achieving
company objectives, being considered a good and higher different tool of selling
communication. Thus, events’ marketing helps people to understand the importance
of marketing through effective communication.
For the medical and pharmaceutical domain, continue medical education event
is more than just a casual gathering; it's an opportunity for physicians and other
health care employees to learn new skills and brush au courant their patient care.
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There square measure thousands of medical events control each year, and most
comprise of lectures and seminars, while the best ones have the most effective
promoting, with promotion across various channels.
As we have a tendency to all grasp company promoting strategy is formed on
entirely customary set of tools: mass advertising inside the media, participation and
organization of events, support, PR support, promotions,
Direct marketing, etc. Event promoting is that the promotion of products
Associate in Nursing services by making and organizing special events creating as
follows an emotional association between the buyer and also the complete.
The variety and layout of special events is unbounded and huge. Considering
business goals special event may be taken as a type of human involvement within
the culture of the complete, company or different facet of organization through
their actions and feelings.
Literature Review
Marketing is an Anglo-Saxon term that began to be used among American
farmers in the early twentieth century. At that time in the US, the stage in which
agricultural production was superior to what the market could absorb was
beginning, which caused surplus production. Farmers began to ask for advice in
agricultural schools and soon, from some of them, valid answers began to emerge.
The term marketing began to be coined to designate the new experts as “marketing
professors”, who were able to answer the farmers' initial question: “How to market
my product?”. In different languages there have been attempts to translate the word
“marketing“ without achieving great success in its use. The etymological meaning
of marketing can range from that marketing is the common sense applied to
business, or according to Chaffey and Ellis-Chadwick (2019: 52), marketing is the
set of efforts, studies and techniques that, based on a better knowledge of the needs
and satisfactions of the consumer, promote the creation of a product and its
distribution obtaining an economic profitability. Considering the market as the set
of relations between supply and demand, we can find five basic situations, which
each force different attitudes and aptitudes:
1. Demand> offer
2. Demand = offer
3. Demand < supply
4. Demand << offer
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5. Demand <<< offer
Events marketing involves the development of a series of planned events, in
which the consumer can interact with the brand, the product or the service.
According to McDonald and Wilson (2016: 177), this type of marketing is
considered as the practice of promoting the interests of a company and its brands by
associating the organization and its brand with a significant activity. This practice
represents an effective way to express the commitment to a community and
strengthen the relationship with it, as manifested in the marketing literature, which
provides evidence on the role of event marketing in promoting the relationships
between consumers and the brand [Ryan, 2016]. In this way, it helps to legitimize the
company from obtaining favourable perceptions of its stakeholders, becoming an
important tool to achieve both institutional and marketing objectives. From an
institutional perspective, for example, event marketing can help companies increase
brand awareness, strengthen corporate image and relationships with stakeholders.
Regarding marketing objectives, it contributes, for example, to achieving the target
market, increasing sales; generate advertising and reinforce advertising campaigns,
among others. Pride and Ferrell (2016: 73) suggest that among the main purposes
that motivate organizations to develop event marketing are: improve the image of the
organization, increase the visibility of the company , differentiate from competitors,
show specific products and services, sell surplus inventory and help build closer
relationships with current customers. These scopes, seen as benefits, allow us to infer
that a company that executes positive event marketing strategies tends to improve its
image and make its brands better known and perceived more favourably in the
market. Among the types of marketing events are sponsorships, conventions,
exhibitions, seminars, product launches and initiatives, advertising events, product
sampling, conferences, press conferences, contests, entertainment, charity fundraising,
fairs, training programs, among others.
On the other hand, experiential marketing is born in a context in which previous
marketing approaches begin to lose effectiveness: “Consumers have changed their
habits in recent years by becoming more and more volatile, unpredictable and
increasingly” immune “to communication tools traditional marketing” [Powell et al.,
2016]. Today there is a fragmented and heterogeneous market, mass communications
are becoming less effective, giving way to much more personalized and
individualized communications, as consumers want “products, communications and
marketing campaigns that dazzle their senses, reach them heart and stimulate your
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mind”; they look for products that they can relate to and that they can incorporate
into their ways of life [Yolal et al., 2016]. In this way, experiential marketing
emerges as a strategy that can be a bridge to the future of marketing, since it is based
on personalized messages that offer the consumer the possibility of getting involved
with the brand. Experiential marketing actions introduce innovation in this context,
due to its ability to change the consumer's relationship with the brand, using credible
resources for him and providing him with the necessary tools to get involved and
experiment with it, which generates direct and significant sensory and emotional
connections during their interaction.
Methodology
The methodological aspect regards the current situation of the background on
industry, as well as a strategic business analysis. In this plan, the best marketing
strategy of the product will be defined, alternatives for internal production or
technology transfer will be evaluated. This is how licensing processes on patents or
patent assignments can be established, and strategic alliances with other companies
are also established. The main activities would concern a PEST analysis
identification of the environment, as well as an analysis of the five forces of Porter,
identifying the main forces that impact the industry.
Research Results
Objectives of pharmaceutical marketing
Pharmaceutical marketing is a specialized sector of general marketing whose
objective is to ensure that pharmaceutical products reach not only the patients who
need them but also the consultations of doctors, health centres, hospitals and in
general all kinds of establishments that offer health services and products. As with
other types of marketing aimed at specific markets such as education, fashion or
sports, pharmaceutical marketing is essential to sell medicines in a super
competitive market in which manufacturers struggle to position their products and
become the most prescribed by health specialists. Marketing for the pharmaceutical
sector should serve to establish a chain towards all types of customers and to define
the bases that allow the distribution networks to be established at regional level for
the retailers of the guild. The marketing plan should also contemplate and promote
the creation of strategies for pharmaceutical manufacturers to publicize and
promote their products among professionals in the sector.
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Essential keys to design an effective marketing campaign aimed at the
pharmaceutical sector
When designing a marketing for pharmacy products, certain essential factors
must be taken into account:
1. Pricing and programs
The first thing to do in a good pharmaceutical marketing strategy is to set prices
and design specific programs so that customers can optimize the distribution of
their basic products and their profit margin. This type of marketing will allow
pharmacies to strategically place their key products, and at the right prices.
2. Front-end promotion
This marketing strategy applied to the pharmaceutical field consists of applying a
monthly premium in the places where a product is promoted to increase the retail sales
of the most relevant items. This in turn will result in more competitive prices for the
consumer. For this, a monthly fund will be created along with a selection of products
that will be advantageously sent to all the partners participating in the campaign.
3. Placement in the market
In pharmaceutical marketing, it is very important to ensure that new products
arrive at pharmacies, offices, centres and hospitals as soon as possible in order to
increase sales and, consequently, benefits.
4. Product catalogues
It is essential for any seller to sell their products. For this they can promote them
through special monthly offers, which they will show in specialized catalogues. In
these catalogues will be the products and offers, that is, the basis of the business.
5. Fairs, events, exhibitions
The tactic of organizing fairs or conferences is an annual opportunity (or semiannual, quarterly etc.) to interact and sell pharmaceutical products to a large number
of professionals in the sector. In the events that are organized, the entire range of
products can be presented, clearly explain their characteristics and benefits, and
promote their consumption and health benefits.
6. Empathy
For the digital marketing created for a particular product to fulfil its function of
reaching the consumer, it is essential that there is a relationship of trust between
doctor and patient. This relationship of trust is the basis of pharmaceutical care.
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Porter’s Five Force Model for the Pharmaceutical Industry
The models of the five forces aim at analysing the attractiveness of an industry
for new entrant threats, buyer negotiation power, substitution threat, supplier
negotiation power, and competitive rivalry.

Fig. 1. Porter’s Five Force Model for the Pharmaceutical Industry
In the pharmaceutical industry, suppliers are represented by:
 DISTRIBUTORS – represents the connection between manufacturers and
pharmacies; have decision power;
 PHARMACY – much power in brand recommendation (type of prescription
DCI);
 DOCTORS – reduced influence in brand recommendation, but increased
influence in prescribing the molecule;
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 PATIENTS – uneducated in pathology.
On the other hand, competition is very strong in the pharmaceutical field and
refers to commercials / TV spots, company’s image, pharmacies discounts, strong
marketing campaigns for drug promotion, low prices. To a large extent, in all areas
of activity, competition is not very loyal in this area.
Also, threats regard:
 THREAT OF NEW ENTRANTS: Most pharmaceutical companies combine
several molecules and have tended to “polypill” (Poly-pills simplify patient treatment).
 THREAT OF SUBSTITUTES: In recent years, herbal and homeopathic products
have increased. There are a lot of doctors who recommend such products and more and
more people who follow such treatments. Research in the field is not well documented.
Entrance barriers for the pharmaceutical sector are economic and legislative.
PESTEL analysis
PESTEL analysis is done to define the large number of possible issues that may
affect an industry. The PESTEL analysis classifies environmental influences on
businesses, such as:
 Political factors: refers to government policies and regulations. There are
stringent patent protection laws with a fixed duration prevent many pharmaceutical
companies from adopting a new product.
 Economic factors: refers to factors such as exchange rates, tax changes, and
inflation and market fluctuations. The demand for pharmaceutical products is solely
dependent on the general health of the population. The increase in the pharmaceutical
market depends directly on the growth of the gross domestic product.
 Social factors: refers to income distribution and social trends. Changes in
social trends may have an impact on the demand for pharmaceutical products.
Funding systems for the health care system are facing enormous pressure to fund
the elderly. The generic medicine has a great impact on the pharmaceutical
industry (innovation and competition on the market).
 Technological Factors: It refers to the influences of technology. The cost of
making technological changes by healthcare services has affected pharmaceutical
companies. Technology development facilitates the production of drugs and the
domain is promoting innovation.
 Environmental factors: include pollution and waste issues,
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 Legal Factors: It refers to industry laws. There is larger legislation regarding
the marketing of medicines- legislation on indications (treatment guides) and hard
legislation on the medical act.
Discussion
Marketing of events
As we know, the company’s promoting strategy is constructed on a full set of tools:
mass media advertising, event participation and organization, support, PR support,
promotions, marketing, etc. Currently, event marketing is becoming more and more
popular. That is why it immediately affects multiple channels of communication and
successfully complements the opportunities offered by the advertising marketing tools
above.
Marketing of events consists of promoting goods and services by creating and
organizing special events, creating an emotional bond between the consumer and
the brand. The range and appearance of special events are limited and immense. In
particular, this category includes celebrations and opening ceremonies, presentations,
corporate events, festivals, fairs, press conferences and seminars, club parties,
concerts, sports events and so on. As the size and needs of the event industry grew,
event marketing gradually and surely appeared in the event industry. In the early
years of industry, the field was characterized by a large number of volunteers.
Those event organizers who occupy well-paid positions come from a variety of
related fields, relying on their accumulated knowledge and skills acquired in the
former job. Many of them come from allied areas such as theatre and entertainment,
audio-visual production and film, and have adapted their skills to events. Others
have come from work for event providers such as lighting and sound production
companies. They were the ones who found that they could expand and build on
their existing skills to perform the general management of events.
Event marketing is fast as a promotion to traditional marketing communication
tools. Corporations using traditional means have a disillusionment based on cost
increases and reduced efficiency. In terms of events, marketing is considered
exclusively a means of selling and promoting. In this respect, the following definitions
of marketing are noted, in close connection with the consumer: “Marketing can be
viewed as a true system of economic activities related to product and service
programming that have the role of meeting the requirements of current and potential
consumers considerably, but is also linked to prices, promotion and distribution of
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those products or services”; “Marketing, on the other hand, means that activity
carried out by an individual which is aimed at satisfying consumer’s needs and
wishes in the light of an exchange”. In the same sense, “marketing is the managerial
process whose responsibility includes both identifying and anticipating customer
requirements and satisfying them in terms of profitability”.
According to Kotler et al. (2017), promoting is “that method of socio-managerial
nature through that some people or teams of people get what they have by making
merchandise and values and exchanging them”. By presenting advantages over other
means of communication, events capture the attention of the target audience through
scenic representation as well as the combination of language and text, dance and
music, sound and light, communication and decoration environments, taste and
flavour. In other words, the marketing of events involves the use of all the receptors
in order to achieve a result that is far more intense than that caused by the pure visual
appeal of the traditional advertisement.
Strategic options for positioning the product
Positioning the product on the target market means how a product is perceived
by the components of a target market. Together with the selection of target markets,
the positioning decision is of crucial importance for a newly launched product or
for the revitalization of an already existing market. The link between the selected
target market and the positioning strategy needs to be highlighted; different
targeting target groups will require different positioning strategies. Positioning
involves creating or identifying and communicating differentiated benefits. The
key to success in positioning a product is that it provides the target customer with
benefits that competing products cannot offer. A differentiated advantage consists
of one or more characteristics of the product offered, characteristics that meet three
fundamental criteria:
 Differentiates the product from all others (creates a unique perception of it);
 It is important or can be made important to the target audience;
 Exhibits resistance over time in the face of competition.
Each of the three criteria outlined above are vital in establishing a viable
product position on the market. The criteria of uniqueness and importance make the
difference between the characteristics of the product and its benefits. A product
feature becomes a product benefit only if it is perceived as unique and important.
These product benefits create product value for both customer and prescriber. As a
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result, it becomes increasingly important to broaden the concept of product in order
to create space for alternative differentiated advantages.
The dynamics of product placement is such that if a product has a highly
differentiated advantage – unprotected by a patent – competitors will try to copy
this advantage or try to minimize it. In this case, the task of marketing management
is to defend, revive and renew the differentiated benefits of existing products and
try to prevent counter-competition.
Positioning on a market is preceded by three steps: identifying direct competitors,
identifying differentiated competitive advantages, assessing the target market
perception of the products in competition (forming the perceptual map). Positioning
based on specific attributes – this is by far the most common approach in the
pharmaceutical industry.
Traditionally, product placement strategy in the pharmaceutical industry tends
to focus on technical aspects of the product. It is the situation of new products, the
advantage of which is the therapeutic innovation brought to the market. Efficiency,
effectiveness, side effects and tolerance are the most obvious features that can
focus on company efforts. Positioning by mode of administration – “single pill” is
the preferred approach in this case. This characteristic of the drug may be
accompanied by other (for example, gastric protection).
Positioning by type of patient – drugs can be positioned to find the most
appropriate for various stages of the disease, chronic or acute suffering, adults or
children, the elderly or young, ethnic groups or attitude towards treatment.
Competitive Positioning – differentiated benefits can sometimes be best
established by taking competition as a benchmark. This is a useful way to rely on the
good image of a product and to come up with additional benefits. It can also be
treated as an extension of the production company’s image.
Positioning versus marketing mix variables – the price is of course the key point
in positioning a product. The price is usually a poorly differentiated advantage
(unless it is based on substantial price differences). Other elements of the mix
created by marketing, such as product packaging, customized labelling, fast
delivery, are used to create a distinct image in front of the target audience. The size
and quality of the sales team is an important point in supporting a product.
A competitive positioning strategy fulfils two key criteria:
 Product to be perceived by the customer as intended to develop the strategy
 The Product Position Manager understands that the positioning strategy is
successful only if the concept can be implemented in relation to all elements of the
marketing mix.
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By applying a positioning strategy, the company will obtain: defining the
conditions under which the product is prescribed, determining the type of patient to
whom the product is prescribed, and designating the product directly. No strategy can
guarantee a complete product support, but a good positioning strategy is valid for a
longer period of time than the others.
Consumer’s behaviour in the pharmaceutical market
A correct approach to marketing issues from the perspective of pharmaceuticals
involves investigating the consumption of pharmaceuticals. Considering that
consumption is the level at which people meet their needs, it must be the essential
element in the design and conduct of any economic activity. The level of
consumption is the indicator that ultimately checks the utility of the goods or
services produced and their consistency with the needs and wishes of the people.
Consumption of pharmaceuticals is the main element of triggering and stimulating
production, but also an element to regulate it. The production of pharmaceuticals in
terms of: size, meaning and rhythm of production, depend on consumption. The
consumption of pharmaceuticals can be analysed in terms of consumer needs,
purchasing habits and consumption as well as factors of influence in these spheres.
In terms of the individual’s response mechanism in the event of deterioration in
health, the pharmaceuticals market requires a distinct approach to the consumption
behaviour of individuals. Faced with the state of health degradation, a state
described through the reported symptoms, the individual may choose to ignore or
identify the medical problem they are facing by using formal or informal diagnostic
systems. When a diagnosis is made, the individual has a choice between not using
any product and choosing the products that can be used to correct the imbalance.
The possible option for medicinal products leads to a new choice, which focuses on
the source of drug procurement, where the consumer is again confronted with the
formal and informal options at hand.
From the point of view of a company, the attractiveness of a pharmaceutical market
is assessed through human dimensions and local socio-economic characteristics.
Looking at the pharmaceutical market from the angle of the consumer, we can see that
the complexity of the problems faced by the consumer in the field of healthcare and
the use of pharmaceuticals make him difficult to choose, and leads to prudent
behaviour. Since there is an indissoluble link between the consumption behaviour of
pharmaceuticals and the consumption behaviour of medical services, an integrated
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approach to these is in the developed countries indissolubly common, a number of
US specialists use the phrase “consumer health behaviour” possible to be translated
by the “consumer of medical products and services”. Consumer behaviour is the
consequence of a learning process, and learning is strongly influenced by efforts to
meet needs and, in particular, the way cognitive processes act on the individual,
which is why the marketing specialist will need to know how the learning processes
work. Understanding the consumer and his behaviour requires recognition that
although he is an individualized being, he exists, manifests and operates in society,
being subjected to a multitude of social pressures exerted by social, environmental
and professional groups and categories, as well as membership consumer to a
specific culture. If we take into account the influence of social groups or belonging, it
must be taken into account that they are formed especially at the workplace or in the
place of residence or refer to organizations or associations of different types.
Reference groups are those that the consumer considers to be a norm or behavioural
standard. In this context, the views of the members of the reference groups can
strongly influence a person’s attitude towards a product or economic unit, and,
ultimately, the purchasing decision.
Long term sustainability, the key of efficient event marketing
The key to creating and maintaining the demand for pharmacy services and
products in the long term lie in the hand-in-hand collaboration with pharmaceutical
professionals, doctors, patients, and in general, with the people involved in patient
care. It would be desirable to create a network of beneficial relationships for all, with
all the resources available, which would be the basis of specialized care as an
essential part of this type of business marketing specific to the pharmaceutical sector.
Importance of digital marketing in the pharmaceutical sector
It is impossible to ignore the importance of pharmaceutical digital marketing.
To design a correct online marketing strategy one needs to know different areas of
it and know how to apply them in the necessary places. The advantages of digital
marketing for pharmaceutical products are obvious. Some essential pharmaceutical
marketing strategies to increase sales can be found in table 1.
With the appropriate strategies in the networks it is possible to increase the traffic
to a certain website or blog by up to 50% more. Social networks mean greater
commercial probabilities for the pharmaceutical sector by opening direct
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communication channels with customers. Facebook is considered the most
appropriate social network to build customer loyalty, something essential to achieve
the ultimate goal: increase business sales.
Table 1. Essential pharmaceutical marketing strategies to increase sales
Search engine optimization (SEO)

Visual and quality content

Campaigns in AdWords: Search
and Shopping

Social networks

SEO through keywords helps to achieve a good
positioning. With a good SEO strategy, the
pharmaceutical company increases the profitability
of the business in the long term.
Through networks it is possible to make our content
go viral quickly and easily. The content that is shared
through the blog or the web must be valuable, useful
and enjoyable.
Search engine advertising allows to appear before a
user at the same time in which he performs a search.
As in many other sectors, the public in the healthcare
and pharmaceutical sector goes to Google, Bing or
any other search engine to meet their needs. Google
AdWords not only allows the pharmaceutical
company to appear in the first search results with a
sponsored link, but also allows it to display the
product visually with price and features through
Google Merchant Centre. One would recommend
using a SEM agency to amortize the investment.
They optimize visibility. Nowadays networks have
become the best showcase for all kinds of products
and services, reaching a number of unimaginable
customers by physical means. Advertising on social
networks allows a pharmaceutical company to
increase the organic reach and consequently sales.

Conclusions
One must keep in mind that the market is cyclical. When an event is over and a
success, the pharmaceutical company should make sure its audience has expectations
about a possible new edition. Even those who do not know it can become prospects
for future action. Make an exceptional coverage. Investing in content production –
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especially video and image capture – is critical and generates material with long-term
potential for use. Digital marketing strategies such as social media, content marketing
and media – on and off – are some of those responsible for eternalizing a specific
event and opening doors for others. Also, do the feedback analysis: Facebook groups
and email-triggered forms are rich sources and can generate valuable insights from
those who have experienced the experience.
Events marketing in the pharmaceutical sector must integrate all managerial
decisions, as all of these are directed to the event reaching its overall goal. This
paper aimed to analyse the marketing strategies used by pharmaceutical sector. The
research highlighted the strength of social networking in promoting large events, as
well as the realization that creative and flexible marketing plans can also be used as
success tools and ensure the success in the pharmaceutical industry. However, in
order for this premise to become true, it is necessary that marketing planning be
fully instituted, since it is nowadays indispensable for any event that the marketing
procedures are properly performed. To conclude, it is emphasized the continuous
need to improve the marketing actions in the pharmaceutical events segment,
aiming to meet the expectations of a promising and profitable market, as well as
the improvement in the quality of the services offered.
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