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METHODOLOGY OF MODERN MARKETING MANAGEMENT

PHARMACEUTICAL ORGANIZATIONS

Complications of the functioning environment of pharmaceutical organizations contribute to the

introduction of innovative approaches to marketing management.

Aim. To determine the theoretical, methodological and practical features, as well as the effective-

ness of marketing management in the activities of pharmaceutical organizations.
Materials and methods. Formation of marketing management. The content of the current mar-

keting goals of pharmaceutical organizations by the example of pharmacies and their networks, mod-

ern tools for their achievement and the expected effectiveness.

Results. The conducted research showed that the influence of the unstable business space (VUCA-

world) motivates the pharmaceutical organizations to establish actual marketing goals. Among them
are the provision of economic security and competitive stability, the achievement of goals in the field

of marketing interaction, the formation or maintenance of a loyalty program, the introduction of

innovative and information technologies, etc. To achieve these goals, the newest tools of marketing

management are used: the application of the Big Data marketing, Model G2B, the definition of new
staff competencies, the use of the market intelligence principles, the use of category management,

CRM-systems, the introduction of P2P, B2B and B2C models, personalization of services in the B2B

segment, online marketing, the introduction of mathematical models, etc. As a result, pharmaceutical

organizations, in particular, pharmacies and their networks have the opportunity to achieve the effec-
tive functioning and competitive advantages, which described in the article.

Conclusions. The influence of modern models and methods, digital technologies on the struc-

ture, means of achievement and indicators of the effectiveness of pharmaceutical organizations on

the example of pharmacy enterprises or their chains is shown. The principles of modern marketing

management in the pharmaceutical market are formulated. The results obtained will allow further
study of the weight and quantitative criteria for indicators of the social and economic effectiveness of

marketing management of pharmaceutical organizations.

Key words: marketing management; pharmaceutical organizations; marketing goals; marketing

tools; marketing activities effectiveness; principles of marketing management

I. B. IIectyH, 3. M. MHVIIKO

METO0J0TII CYYACHOI'O MAPKETUHI'OBOT'O MEHEJIZKMEHTY

OAPMAIEBTUYHUX OPTAHIBAIINA

YcxnagHeHHA cepefoBuina GyHKIIOHYBaHHS dapMaljeBTMYHIX OpraHisaliil clipuse sanposa-
JPKEHHIO IHHOBALIHUX IiIXO/iB O MapKETMHIOBOIO MEHEDKMEHTY.

Meroro faHoi po60TH € BU3HAYEHHS TEOPETUKO-METONOMOTIYHNUX | MPAKTUYHNUX 0COOMMBOCTEN

Ta e(eKTUBHOCTI MAPKETUHIOBOTO MEHEKMEHTY B [isS/IbHOCTI (hapMalleBTUYHNX OpPraHisaliil.

PesynpraTn. [IpoBeneHi ocmimKeHHs MOKas3any, o BIUTUB HeCTabimbHOTO 6i3HeC-IPOCTOPY
(VUCA-cBiTy) MOTMBYE (hapMalieBTUUHI OpraHisariii 10 BUSHauUeHHs aKTyaJbHUX MapKeTHMHTOBUX

nineit. Cepeli HUX JOMIHYIOTD 3a0e3IIedeHHs eKOHOMIUHOI Oe3IeK Ta KOHKYPEHTHOI CTifIKOCTi, KO-

CSATHEHHSI 1iij1el y cdepi MapKeTNHTOBOI B3aeEMOZL, GopMyBaHHs a0 MIATPUMKA IIPOTPAMU JTOSIb-

HOCTI KJIIEHTIB, 3aITpOBaJPKEeHHs iHHOBaI[ilIHO-iHPOPMALIIHMX TeXHOOTil TOO. [/ JOCATHEHHs

ITOCTABJIEHMX LIiJIell BUKOPUCTOBYIOTHCA HOBITHI iHCTPYMEHTH MapKETUHIOBOIO MEHEKMEHTY: 3a-
CTOCyBaHHA MeToAy MapKeTuHT-Big Data, sanposamkennsa mofeni G2B, BsHaueHHA HOBUX KOMIIe-

TeHLIill TepCoHay, BUKOpUCTaHHs npuHIuniB market intelligence, kateropiitHOro MeHeKMEHTY,

¢ynkuionysanHa CRM-cucrem, 3anpoBampkeHHa Mopenett P2P, B2B, B2C, nepcoHnarnisauis ceppicy y

cermeHTi B2B, 3acTocyBanHA [HTepHET-MapKeTUHTY, BIPOBA/PKEHHA MaTeMaTUIHIX MOJIe/IeN TOIIO.
Y nipcymky dapmaneBTH4Hi oprasizanii, 30kpeMa alrTeku Ta ix Mepexxi MaloTb MO>K/IMBICTD TOCATTH

eeKTNBHOTO (PYHKIIOHYBAHHS Ta KOHKYPEHTHUX II€PeBar, 1[0 3a3HAYEHO B CTATTI.

BucroBkn. [Toka3aHo BIVIMB CyYaCHUX METOZIB, I11(POBUX TEXHOMOTiT, MOfeTIelt Ha CTPYKTY-

PY; 3ac00M TOCATHEHHSI Ta MOKA3HMUKY e(peKTUBHOCTI (hapMalleBTUYHIX OPTaHisallill Ha MPUKIIa/i anTed-
HYIX HiApueMcTB a6o ix Mepexx. ChopMynboBaHi NPUHIUIN CYIaCHOTO MapKeTUHIOBOTO MEHEXK-
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MEHTY Ha (apMaleBTUYHOMY pUHKY. OfepKaHi pe3y/IbTaTi [O3BOIATD Y IOAIBLUIOMY 3Hi/ICHUTH
BUBUEHHs BarOMOCTI Ta Ki/IbKiCHUX KPUTEPIIB [/Is1 iHAMKATOPIB COLiaTbHO-eKOHOMIYHOI eeKTUB-
HOCTi MapKeTHHTOBOTO MEHePKMEHTY (hapMalleBTUIHMX OpraHisaliil.

Kniouosi cnosa: MapKeTIHIOBUI MEHEIKMEHT; papMalieBTIYHI opraHisaiii; MapkeTMHIOBI I1ii;
iHCTpyMeHTV MapKeTHHTY; e(heKTMBHICTb MapKe THIOBMX 3aXOJiB; IIPMHIIUIIN MapKeTUHTOBOTO Me-
HEJPKMEHTY

H. B. IIectyn, 3. H. MHuYIIKO

METOL0JOTHSI COBPEMEHHOTO MAPKETUHTOBOI'O MEHE[JKMEHTA
®APMAIEBTHYECKAX OPTAHU3AIINIA

Ocrno>xHeHMs cpefbl PyHKIMOHMPOBaHM (papMalleBTIIeCKIX OPTaH3alii CIOCOOCTBYIOT BHEIpe-
HIIO MHHOBAIIVIOHHBIX ITOJX0/I0B K MAPKETMHIOBOMY MEHEM)KMEHTY.

Ienbro faHHOI PabOTHI ABJIAETCSA ONpEfe/eHNe TeOPETUKO-MeTONOMOTNYECKIX Vi IIPAaKTUYeCKUX
0co0eHHOCTe, a Takke 9P PeKTUBHOCTI MapKEeTVHIOBOTO MEHEIKMEHTa B JIeATe/IbBHOCTY (apMa-
LIeBTUYECKUX OpraHU3al il

Pesynbrarsl. [IpoBefjeHHbIE MCCTEIOBAHN [TOKA3a/IM, YTO BIVSAHME HECTAOMIBHOTO OU3HeC-TIPO-
crpacTBa (VUCA-Mupa) MoTuBupyet apMalieBTU4ecKyie OPraHM3aIy K YCTAaHOBJICHNIO aKTyalb-
HBIX MapKeTHHTOBBIX Heneit. Cpefiy HUX JOMUHUPYIOT obecIedeHrie SKOHOMIIECKOI 6€30ITacHOCTI
Y KOHKYP@HTHOJ! YCTOMYMBOCTY, HOCTIDKEHME I1esieil B 06/1acTy MapKeTMHIOBOTO B3aMOJeIICTBIA,
¢dhopMupoBaHIe WM IOAAep>KaHye IIPOrPaMMBbl JTOA/IBHOCTY K/IMEHTOB, BHE[PEHMEe NHHOBAIVIOHHO-
MH(OPMALMOHHBIX TEXHOIOTUI U Ap. JI/Is1 ZOCTIDKEHMs IIOCTaB/ICHHBIX I{e/Iell UCIIONb3YIOTCS HO-
BelilIe MHCTPYMEHThI MapKETMHIOBOTO MEHEIPKMEHTA: IIPYMeHEeHNe MeTofla MapKeTuHr-Big Data,
BHenpenue mozienu G2B, onpeyienieHne HOBbIX KOMIIETEHIINII IIEPCOHAIA, MCIIOIb30BAHME IPUHIIN-
nos market intelligence, ncronbp3oBanue KaTeropunitHOro MeHeXKMeHTa, PpyHKIMoHNposanue CRM-
cucreM, BHegpenne mopeneit P2P, B2B, B2C, nepconanusanms: cepsuca B cermenTe B2B, npumenenne
VIHTepHeT-MapKeTIHIa, BHEIPeHMe MaTeMaTI4eCKIX MOfieliell U T. I. B urore dapmanesruyeckue
OpraHMU3ALUN, B YaCTHOCTH AITEKM U UX CETU MOTYT HOCTNYb 3(p(PeKTUBHOrO PyHKIMOHMPOBAHNS
U KOHKYPEHTHBIX IIPeMMYILECTB, ONIMCAHHBIX B CTaThe.

Boisop. [TokasaHo BIIMsAHME COBPEMEHHBIX MOJIETIEll I METOMIOB, LI(YPOBBIX TEXHOMOINIT HA CTPYK-
TYPY, CPEfICTBA JOCTIDKEHNA 1 MoKasarenu addexTuBHOCTY (papMalieBTUYeCKNX OpraHM3aIuil Ha
IpyMepe alTeYHbIX NpefupyuATuii um ux ceteil. CHopMynnpoBaHbl IPYHIVIIEI COBPEMEHHOT0 Map-
KeTVHIOBOT'O MeHe[KMeHTa Ha (papMalieBTUYecKOM pbIHKe. [ToTydeHHBIe pe3y/IbTaThl I03BOAT B
TanbHeIIeM OCYyIIeCTBUTD M3ydeHNe BECOMOCTH M KONMMYeCTBEHHBIX KPUTEPUEB I/ MHIMKATOPOB
COIMATBbHO-9KOHOMUYECKOIT 9 PEKTUBHOCTI MAPKETMHIOBOIO MEHEKMEHTA (papMalleBTIIeCKIX

OopraHM3aLuit.

Kniouesvie cno6a: MapKeTMHIOBbIII MEHE[PKMEHT; (hapMalleBTUYeCKlie OpraHu3aly; MapKeTIH-
TOBBIe L[e/IN; MTHCTPYMEHTBI MapKeTIHTIa; 9 (PeKTMBHOCTD MapKeTHHIOBBIX MEePOIIPYATII; IIPUHIU-

IIbI MapKETMHIOBOI'O MEHEIDKMEHTA

STATEMENT OF THE PROBLEM

Complications of the functioning environment
of pharmaceutical organizations predetermine the
need to introduce innovative approaches to man-
agement, increase attention to marketing, use of in-
formation technology, rationalization of expenses,
changes in staff competencies. Accordingly, the abil-
ity of management and managers of pharmaceuti-
cal organizations to adopt creative, non-standard
solutions is actualized; the ability to build effective
relationships; predict market trends, etc.

ANALYSIS OF RECENT RESEARCHES
AND PUBLICATIONS

The problems of the activity of pharmaceuti-
cal organizations, especially pharmacies and their
chains, are systematically discussed in Ukraine at
numerous forums, seminars, roundtables [1-4], where
a variety of marketing activities are offered to in-
crease the number of consumers (patients, customers),

to increase competitiveness of enterprises and the
effectiveness of interaction between market actors,
and so on. There are scientific publications devot-
ed to the analysis and forecasting of the market of
medicines [5-9], separate marketing aspects of the
activity of pharmaceutical organizations [10-16].

IDENTIFICATION OF ASPECTS OF THE
PROBLEM UNRESOLVED PREVIOUSLY
Despite considerable attention to the practical
use of traditional and innovative approaches to the
marketing, the availability of individual studies and
publications, the methodological generalization of
the provisions of modern marketing management
in pharmacy is virtually non-existent.

OBJECTIVE STATEMENT OF THE ARTICLE

The purpose of this work is to define the theo-
retical and methodological and practical features
of marketing management, as well as their effec-
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tiveness in the activities of pharmaceutical organi-
zations. The materials of the study were data from
scientific literature, Internet information sites.
Structural-logical, analytical methods, grouping
method were used.

PRESENTATION OF THE MAIN
MATERIAL FOR THE RESEARCH

The development and wide application of the
marketing philosophy in the activities of organi-
zations contributed to the formation of marketing
management. The purpose of this theory and prac-
tice is to create a complex of management decisions
and influence on all units and officials interacting
in the field of marketing. The influence of market-
ing management extends to the personnel manage-
ment, the collective as a whole, responsible for achiev-
ing the organization’s goals. As a result, marketing
management involves targeted coordination and im-
plementation of all company activities at the mar-
ket level and at the level of society as a whole [17].

Marketing management has significant features
in the activities of pharmaceutical organizations,
which are the result of work in an unstable busi-
ness space, in the context of a conflict of social and
economic problems, a conflict of interests of all
actors involved. Unstable modern business space
in the literature is called the VUCA-world. VUCA
is an acronym formed by the initial letters of four
words: Volatility, Uncertainty, Complexity, and Am-
biguity [18]. At the same time, it motivates the phar-
maceutical firms (enterprises, wholesale companies,
pharmacies and their chains) to develop adaptive
management, stimulate innovation and use trend
management technologies.

It should be noted that the functioning of phar-
macies in the conditions of competition in the phar-
maceutical market is hampered by existing contra-
dictions between financial goals, institutional con-
straints and social tasks, the negative psychological
attitude of consumers to the need to purchase drugs
and prices for them, the duty to form a wide range
with different price positions, to ensure the avail-
ability of drugs, to improve the mechanisms of mo-
tivating the professionalism of staft and respect for
the principles of ethics and communicating the
pharmacist with the client and others.

The theory of marketing management provides
for a control effect on the objects (consumer, pro-
ducer, commodity, intermediary, competitor); on
processes (the formation of financial and economic,
trade, commodity, innovation policies, the forma-
tion of relationships with stakeholders, etc.); on the
functions (planning, analysis, organization, motiva-
tion, control and audit). Under the influence of public
and market trends, methods and means of achiev-
ing marketing goals, accomplishing the tasks of
the organization are changing. The content of the

current marketing goals of pharmaceutical organi-
zations by the example of pharmacies and their
networks, modern tools for their achievement and
the expected effectiveness are given in the table.
Without going into a detailed analysis of this in-
formation, it is necessary to pay attention to some
actual and most effective components.

Ensuring economic and competitive stability is
one of the main goals of marketing management,
which is proposed to be evaluated by indicators of
external and internal efficiency. Thus, the external
effectiveness of pharmacy enterprises can be attri-
buted to the interests of the target segment of cus-
tomers, healthcare requirements, society as a whole.
This is also the compliance of activities with the
requirements of licensing conditions, the quality
management system, regulatory restrictions, etc.
Accordingly, it is advisable to introduce the model
G2B (Government to Business) [19]. This set of soft-
ware tools facilitates the development of business,
the use of information on websites of state authori-
ties, electronic procurement systems, etc. This Sys-
tem can be especially useful in connection with fre-
quent changes in the regulatory framework. Impor-
tant components of internal efficiency are social
(satisfaction of owners or shareholders, managers,
dispensing pharmacists, other personnel) and eco-
nomic - the optimal ratio of financial result to costs.
In the conditions of the modern business environ-
ment, it is effective to form the so-called VUCA-
competence among the staff, especially the mana-
gement team. Among them is a logical, systemic,
structured thinking, communication skills, the ability
to cooperate, to solve fundamentally new problems;
leadership, etc. Since the stable market positions
of the pharmaceutical organization depend on the
targeted impact on the consumer, the use of Big
Data marketing becomes relevant for the company.
These are methods of collecting, storing and pro-
cessing huge data [20]. The use of these methods
allows in-depth study of the target audience of con-
sumers, attract a similar contingent through the
Internet, assess customer satisfaction and service
level, and introduce new approaches in accordance
with customer expectations. Achievement of the
majority of marketing goals of pharmaceutical or-
ganizations is facilitated by the use of market in-
telligence — information about the target markets
of the company, collected and analyzed specifically
for accurate and informed decision-making in de-
termining market opportunities, market penetra-
tion and development strategies in a particular mar-
ket [21]. Categorical management is becoming in-
creasingly widespread in the operation of pharmacy
chains. Its use over time has broadened the boun-
daries from the management of assortment and pur-
chases to price positioning, the impact on whole-
sale and retail markups, effective interaction with
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Table

COMPONENTS OF MODERN MARKETING MANAGEMENT AND THEIR EFFECTIVENESS

Marketing goals

Tools of marketing management

Expected results (efficiency)

Ensuring economic
security and
competitive stability

Comprehensive use of indicators of external and
internal efficiency

Application of the BigData marketing

Implementing the G2B model

Identifying new staff competencies

Using market intelligence principles

Using category management Implementing marketing
audit

Adapting to market changes

Stability / growth of financial and economic
performance indicators

Positive dynamics of sales volumes

Formation and dominance of VUCA-competencies of
personnel

Determining market
opportunities

for development,
market strategy

and actions in a
particular market

Using technology marketing intelligens
Conducting SWOT analysis
Using market valuation models and forecasting

Increase in economic performance indicators
Increase in the market segment of consumers
Achievement of competitive advantages
Consumer Loyalty

Achievement of
stable competitive
advantages of the
enterprise

Use of the category management components:

« control of assortment;

e price positioning;

o effective interaction with suppliers;

 increase in turnover of commodity stocks;

» management of the assortment and sale of
parapharmaceutical products;

Applying internet marketing

Using applications to mobile devices

Increasing the number of consumers (patients,
customers)

Stability of the market position of the pharmaceutical
organization

Stability/growth in quantitative performance
indicators

Achievement of
goals in the sphere

Client-oriented organization
Using the Internet

Making of new economic ties
Comparability of the goals of the pharmaceutical

maintaining a
customer loyalty

of marketing Effective cooperation with stakeholders company with the objectives of the stakeholders
interaction The use of the Big Data marketing Differentiation of motivational expectations of the
Functioning of CRM-systems participants in the interaction
Introduction of P2P, B2B, B2C models Rationalization of the use of marketing means of
Personalization of the service in the B2B segment interaction
Cooperation with pharmaceutical representatives of | Optimization of quantitative indicators of stakeholder
companies requirements
Use of secret service Strengthening the effectiveness of the interaction
of the category manager (purchasing department
manager, marketer) from the pharmacy (network)
and the manager for work with clients or the regional
manager of the firm
Forming or Changing the methods and approaches to customer Creating additional consumer values

management in accordance with current trends
Use of discount cards, price discounts

The increase in the total number of consumers
(customers), the increase in the number of regular

business reputation
and image of the
pharmacy (network)

program Implementation/use of service standard customers, positive feedback and recommendations
Observance of proper pharmaceutical (pharmacy) Increase in the average amount of check in the
practice pharmacy
Compliance with pharmacist protocols Positive changes in the indicators of quality of work
Implementing/using applications for mobile devices | with consumers
Using a secret service
Participation in social programs
Merchandising

Strengthening the Using an integrated marketing communications Development of external efficiency

management system

Applying Internet Marketing
Participation in social programs
Promoting pharmacovigilance
Use of SPIN technology

Increase in economic performance
The image of a social and ethical institution
Forming a pharmacy (network) brand

Introduction
of innovative
information

technologies

Introduction / use of digital marketing opportunities
Automatic inventory control

Electronic orders for goods

Implementation of mathematical models for
optimizing inventory

Forecasting market trends

Timely adaptation of the company (pharmacy
network, pharmacy) to market trends

Increased level of interaction with stakeholders
Improving the quality and speed of logistics processes
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suppliers, increasing inventory turnover, etc. Despite
the fact that the use of Internet marketing by phar-
macy institutions has certain legal restrictions, it
is becoming increasingly important for expanding
the number of consumers, forming loyalty, com-
petitive stability, etc. The use of digital technologies
contributes to a number of tasks: electronic orders,
automatic regulation of commodity stocks, mathe-
matical modeling of optimization of commodity
stocks, market forecasting. Digitalization of the mar-
ket contributes to the creation and forecasting of
additional consumer values for pharmacy custo-
mers [1]. Now they are formed as a result of the
provision of a modern level of service: compliance
with service standards and the pharmacist’s pass-
port, facilitating the completeness of pharmacovi-
gilance, advising clients on rational drug intake,
selecting medications for an acceptable price cate-
gory, using mobile devices for information, etc.
It should be noted that, for example, compliance
with the protocol of the pharmacist actually ensures
the use of SPIN-technology sales [1]. Its accent is
the most important stage of the purchase - the
choice of a medicine or other commodity, ore as-
sistance in the acquisition. Given the impact of so-
cial and ethical marketing in pharmacy, business
reputation and the positive image of pharmacy en-
terprises is facilitated by the implementation and
participation in social programs. For example, to con-
duct information and educational work to restrict
self-treatment, to adherence a culture of drug con-
sumption, rational use, to participate in the pro-
gram «Available medicines» and others.

The result of the separate events should be mar-
keting control, comparison of costs and effective-
ness, in general, it is necessary to conduct market-
ing audit.

Summarizing the conducted analysis of in-
formation, it is possible to define the principles of
modern marketing management at the pharma-
ceutical market:

o  systematic, integrated, targeted management of
pharmaceutical organizations in the context of
the VUCA-world to achieve external and in-
ternal efficiency;
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