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THEORETICAL AND METHODOLOGICAL APPROACHES TO

DEVELOPMENT OF THE “ROAD MAP” FOR PROMOTING A NEW

MEDICINE PRODUCT TO THE PHARMACEUTICAL MARKET

The aim of the article is to develop theoretical and methodological approaches to composing
the “road map” to promote a new medicine product (MP) to the market. The methodological basis

of the research is the statements of the Ministry of Health of Ukraine, analytical companies of the

pharmaceutical market, scientific publications and reports. During the research we used the following

methods, namely: marketing, system-based and analytical, modeling, logical analysis and generaliza-
tion, structural grouping, “road mapping”

Results and discussion. The article indicates that “road maps” are one of the most effective tools

for solving problems to enhance innovative potential and for improving the process of making stra-

tegic decisions to promote a new MP to the market, which are successfully applied by a number of

foreign high-tech companies. We have developed the model of the “road map” for promoting a new

MP to the pharmaceutical market, as well as detailed implementation of its stages.
Conclusions. The model of the “road map” was developed to promote a new MP to the market, the

implementation of which will ensure pharmaceutical enterprises to effectively market the product, by

taking strategic decisions on defining the communicative and economic efficiency of the promotion

process. We have proposed the methods of risk modeling while implementing the “road map” model
for promoting MP to the market.

Key words: medicine product; pharmaceutical market; “road map’; model; promotion, marketing

communications

A. B. OnbxoBcbKA, B. B. Mannii

Hauionanvruii ghapmavyesmuuruli yrigepcumem

TEOPETUYHI TA METOAWYHI MIJIXOI1 10 PO3POBKHU «I0POKHBOI KAPTH»

MMPOCYBAHHSA HOBOT'O JIIKAPCHKOT'O 3ACOBY HA ®APMAIIEBTUYHUI PUHOK

Mertoio po6oTu € po3pobKa TEOPETUYHNUX Ta METOSUYHIX MiIXO/IB /IO CKIa/JaHHA «JOPOKHDBOI
KapTu» IPOCYBaHHA HOBOTO JIiKapchKoro 3aco0y (JI3) Ha pyHOK. MeTOfo/MOoriYHy OCHOBY HOCIIKeHHA

cxaanu 3BiTr MO3 Ykpainny, aHamiTUIHMX KOMIIaHil (papMalieBTIYHOrO PUHKY, HAYKOBi my6mikaii

Ta JIONOBIfi. Y mpoljeci oCiI)KeHHA BUKOPUCTOBYBAINCA TaKi METOAM: MapKeTMHIOBi, CICTeMHO-

aHAITUYHI, MOJIE/IOBaHHS, JIOTIYHOTO aHA/Ii3y Ta y3arajabHeHH:A, CTPYKTYPHOTO IPYIyBaHHA, J10-
POXXHDBOTO KapTyBaHHS.

PesynpraTn Ta ix 06roBopeHHs. Y CTaTTi 3a3HAYEHO, 10 OAHUM 3 Hait6ibir eeKTUBHUX iH-

CTPYMEHTIB BUPilIEHHA 3aBJaHb 3 aKTMBi3aljil iHHOBALIIHOrO IIOTEHIIia/Ty Ta BIOCKOHAJIEHHS IIPO-

1[eCy IPUIHATTA CTPaTeriuHMX pillleHb 3 IPOCYBAaHHA HAa PUHOK HOBOTO JI3 € «JopoxHi KapTu»

(road maps), sAKi YCITIIIHO 3aCTOCOBYIOTHCS PALOM 3apYODKHIX BUCOKOTEXHOMOTIYHIX KOMITaHiI.

Pospobeno Mofienb «TOpOXHbOI KapTi» IPOCYBaHHA HOBOTO TiKapCchKOTO 3aco0y Ha apMaries-
TUYHNI PUHOK Ta feTajli30BaHa IIPAKTUYHA peaisallis Ii eTalris.

BucHoBku. Po3po61eHo Mozienb «ZOPOXKHBOI KapTit» IPOCYBAHHS HOBOTO JIIKaPCHKOTO 3aC00y

Ha PUHOK, IPAKTUYHA peaizaliis sKol f03BOMUTD (papMalieBTUIHIM MiAIPUEMCTBAM e(eKTUBHO
IIpOCYBaTy TOBAP HA PMHOK, IIOE€TAITHO NPUIIMAIOYM CTPATErivyHi pillleHH:A 3 BU3HAYEHHAM KOMYHI-

KaTVMBHOI Ta eKOHOMIYHOI e()eKTMBHOCTI IIpoliecy IPOCyBaHH:A. 3alPOIIOHOBAHI METO/YI MOJIe/TIOBaH-

HsA PU3MKY IIpY IIPAaKTUYHIN peastisalnil Mogeni «JOpOKHbOI KapTi» IIPOCYBaHHA JIIKapChKUX 3aCO-

6iB Ha PVHOK.

Kniouosi cnosa: mixapcbkuit 3aci6; GpapMaleBTUYHUIT PUHOK; «JOPOXKHS KapTa»; MOJE/Ib; IIPOCY-
BaHH:A; MAPKETVHIOBI KOMYHiKalii
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A. B. OnbxoBckad, B. B. ManbIii
HauuoranbHolli gpapmaues muveckull ynugepcumem

TEOPETUYECKUE U METOAUYECKHUE OIXObI K PABPABOTKE
«IOPOYKHOI KAPTEI» ITPOABUKEHNAS HOBOI'O JIEKAPCTBEHHOT'O
CPEJICTBA HA ®APMAIEBTUYECKHAN PLIHOK

Ilennio paboThI sABIAETCSA pa3paboTKa TEOPETUIECKNUX Y METORUIECKMX OJIXO/IOB K COCTaB-
JIEHUIO «TOPO>KHOI KapThl» IPOJABIDKEHNS HOBOTO JIeKapCcTBeHHOro cpeficTa (JIC) Ha phIHOK.
MeTomONOrN4ecKy0 OCHOBY MCCIENOBAHNA COCTaBUMN OTIeThl M3 YKpanHbl, aHaTUTUIeCKIX KOM-
maHuit papMaIeBTNIeCKOr0 PBIHKA, HAyIHbIe MyOIMKALM ¥ ZOK/IA/IbL. B mporjecce ncciefoBanms
MCIOIb30BAINCD C/IEYIONINE METObI: MAPKETHHIOBbIE, CUCTEMHO-aHaIMTUIeCKIE, MOIENMPOBa-
HIsI, IOTMYEeCKOTO aHa/IN3a U 0000Ie s, CTPYKTYPHOI TPYIIINPOBKIY, JOPOXKHOTO KAPTUPOBAHMSL.

PesynbraTel 1 X 06CykaeHNe. B cTaTbe yKasaHo, 4TO OfHUM U3 Hanboree 9P PeKTUBHBIX MH-
CTPYMEHTOB peIleHMs 3afiad 110 aKTUBM3alMy MHHOBAIOHHOIO IOTEHI1ajla ¥ COBEPIIEHCTBOBA-
HIUA Ipollecca IPUHATUA CTPaTeTNYeCKUX PellleHNuit 0 MPOIBYDKEHNIO Ha PpIHOK HOBOTO JIC AB-
JIIIOTCS «JOPOXKHBIE KapThl» (road maps), KOTOpbIe YCIIENTHO IPUMEHAIOTCA PALOM 3apyOexHbIX
BBICOKOTEXHO/IOTMYECKIX KOMITaHui1. PaspaboTaHa MOIEIb «JOPOXKHOI KapThl» MPOABIDKEHNUS HO-
BOTO JIEKAPCTBEHHOTO CPeCTBA Ha (PapMal|eBTIIeCKIUIT PHIHOK U leTa/TM3MPOBAaHHAs IPAKTIIECKas
peanusanys ee 3TanoB.

BriBoppl. PazpaboTaHo Mopienb «JOPOXKHOI KapThl» IPOJIBIKEHMI HOBOTO JIEKaPCTBEHHOTO
CpencTBa Ha PHIHOK, IIpaKTIYecKas peannsalys KOTOpoil o3BOMUT (papMalieBTUYeCKUM IIpefIIpu-
ATNAM 9 (PEKTUBHO IPOABUraTh TOBAP Ha PBIHOK, OJTAIIHO IIPYHUMAs CTPaTerndecKye peleHs
IO OIIpefie/IeHINI0 KOMMYHIKATUBHO 11 9KOHOMIYeCKOIt 3¢ (peKTMBHOCTH IIpoIjecca IPOfBIDKEHISL.
IIpennosxenpl METOLBI MOLEIMPOBaHNA PUCKA IIPY IPAKTUYECKOI peann3aly MOLIENN «TOPOXKHOM

KapTbI» ITPOABVDOKEHNS JIEKAPCTBEHHDIX CPEACTB HAa PbIHOK.

Kntouesvie cnosa: mekapcTBeHHOE CPEACTBO; papMalleBTUYECKIII PBIHOK; «IOPOXKHAs KapTar;
MOJIe/Ib; TIPOABIDKEHNE; MapPKeTVHIOBbIe KOMMYHMKALINI

STATEMENT OF THE PROBLEM

The health care of people is a priority for the
pharmaceutical sector of healthcare, whose innova-
tive development is a key to realization of its socio-
economic function. This idea was confirmed in the
strategy of development of high-tech industries of
Ukraine until 2025 (agro-industrial complex, phar-
maceutical industry and medical services) [1].

In 2017, 759 enterprises were engaged in inno-
vation activity in industry, with 53.8 % enterprises
manufacturing basic pharmaceutical products and
chemicals, which generally launched only 7.8 % of
innovative products [2].

In such conditions, a priority is given to in-
tensifying innovation and investment processes at
all stages of the life cycle of the medicine product
(MP), as well as to improving the process of mak-
ing strategic decisions on the development and
introduction of an innovative MP to the market.
“Road maps” are one of the most effective tools
for solving these problems, which are successfully
used by a number of foreign high-tech companies
in almost all industries [3-6].

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS
Over the past ten years, a number of scientific
studies have been carried out on the aspects of ar-
rangement and management of innovation process-
es in pharmacy [7-9]; substantiation of cost effec-
tiveness and commercial expediency to introduce

a new medicine and financing development of new
MP as long-term investment projects [10, 11]; de-
termining the role of the innovation factor in the
economic growth of pharmaceutical enterprises and
the theoretical foundations and methodological sub-
stantiation of a complex analysis and modeling of
expediency and effectiveness of development of
new MP [12, 13] and the main functional blocks
of the organizational and technological process of
development of a new medicine [14].

IDENTIFICATION OF ASPECTS OF THE
PROBLEM UNSOLVED PREVIOUSLY
Thus, today occasional were scientific studies

on promoting a new MP to the market with the
development of its “road map” in terms of market-
ing communications, which requires a concretized
general concept of the “road map” and its structural
components.

OBJECTIVE STATEMENT OF THE ARTICLE

The aim of the article is to develop of theoreti-
cal and methodological approaches to composing
the “road map” for promoting a new MP to the
market.

The methodological basis of the research is the
statements of the Ministry of Health of Ukraine,
analytical companies of the pharmaceutical mar-
ket, scientific publications and reports. During the
research we used the following methods, namely:
marketing, system-based and analytical, modeling,
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logical analysis and generalization, structural group-
ing, road mapping.

PRESENTATION OF THE MAIN
MATERIAL OF THE RESEARCH

Generics amount to 91 % of MPs in the phar-
maceutical market of Ukraine, with innovative drugs
represented insufficiently. Thus, their share in the
monetary equivalent is about 9 %, and almost all of
them are imported ones [15].

Today in various countries of the world there
are more than 5,000 new prospective MP being de-
veloped, with most of them still at the non-clinical
study stage.

In these conditions, focus is placed on the in-
tensified innovative and investment component of
the product life cycle and the process of making
strategic decisions on the development and mar-
keting of innovative MPs.

One of the most effective tools for solving these
problems is “road maps”. The first “road maps”
were [3]:

o corporate, developed by Motorola and Philips
in the early 1990’s;

o sectorial, launched in 1992 in the field of semi-
conductor industry of the USA, and are being
developed up to the present day;

 international, operating since 1997 and funded
by international consortia and national indus-
trial associations of the USA, Europe, Japan,

Korea, Taiwan, etc.

In the American terminology, the “road map’,
in one of the figurative meanings, is a “plan for mov-
ing further; plan for the future, visual representa-
tion of the scenario of development, etc” [16].

Today, the range of “road map” application is
wide and covers not only business, but also other
types of management activities, including state ma-
nagement. Thus, at the national level, the Cabinet
of Ministers of Ukraine published the “road maps”
with respect to [17-20]:

o Sustainable Development Strategy Ukraine -
2020;

o access to MP and vaccines for 2019-2023 -
Comprehensive Support for Access to Medicine
Products and Vaccines;

o the memorandum on the intentions of coope-
ration to implement a transparent and effec-
tive electronic healthcare system in Ukraine;

o Health 2020 strategies — a new European poli-
cy and strategy in the interests of public health.
Success of the identified “road maps” as a mar-

keting strategy depends on the effective implementa-
tion of their provisions into the practical activities
of the relevant industries (in this case, healthcare),
sectors (medical and pharmaceutical) and, direct-
ly, enterprises of the branch and structural subdi-
visions.

In order to specify the above idea, our task is
to model the effective marketing strategy of pro-
moting a new MP to the pharmaceutical market,
the application of which enables, firstly, to optimize
the selection and implementation of marketing re-
search at the analytical stage; secondly, to use the most
effective and least costly methods of promotion by
means of separate marketing communication tools
at the stage of promoting MP to the market and,
thirdly, to minimize the cost of MP for the end user.
To perform this task, we have developed a model
of the “road map” for promoting MP to the phar-
maceutical market, which consists of four succes-
sive stages (Fig.).

We are going to detail each stage of the model.
The first stage, which consists of two components -
a comprehensive study of the pharmaceutical mar-
ket and incidence of the disease of a certain noso-
logy - involves a substantiated information array
on the following issues, namely:

o the market situation (volume and growth rate
of the market, the ratio of innovative MP and gene-
rics in the market, prescribed and non-prescribed
MPs, available channels of promotion, their efficien-
cy, financial solvency of consumers, its tendencies);

o incidence of the disease, cured with the MP
which is being promoted to the market. This array of
information can be generated by a complex analy-
sis of various sources, namely: statements of the
WHO, the Ministry of Health of Ukraine and ana-
lytical companies of the pharmaceutical market,
scientific publications and reports at congresses,
symposiums, conferences, etc.

Thus, according to the results of the first stage
of the model, a strategic decision can be made re-
garding the demand of the MP in the pharmaceu-
tical market.

The second stage involves a comprehensive mar-
keting research directly as a market characteristic
of this MP, as well as its relevant environmental
factors. This stage is a key to further implement the
model stages, since it decides on the feasibility of
promoting a new MP to the market, thus, the com-
plex of studies of this stage should include:

o customer-based analysis (of distributors and
pharmacy networks);

o segmentation of the market, which enables
to identify prospective consumers as a target group
focused on the consumption of the MP;

o positioning of the MP which we propose to
perform according to such characteristics as effi-
ciency and safety of the product, its composition,
pharmaceutical form, dosage, price, manufacturer
and even packaging and its design. In other words,
all those characteristics which position the MP as
more competitive than its analogues in the market;

o analysis of the internal and external competi-
tive environment of the MP, which involves complex

Mapremumne, nozicmuxa ma Gapmarxoexonomiuni 00cAi0HCeHHs
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The comprehensive study of the pharmaceutical market

Stage No. 1 ::

The study of the prevalence of a disease of a particularnosology

Implementation
of the first stage
of the model

Making a strategic decision on the demand
of the MP at the pharmaceutical market

Marketing research of the MP

Stage No. 2 |
|
! Analyzing ) Determining I
: prospective %?g:ge;:_tlgt] MP positioning the target '
| consumers audience :
|
|
! Analyzing the internal External analysis . - |
: competitive environment of the competitive Chooir;gzhaogrlcmg |
| of the MP environment of the MP :
|
|
| . .
Determining the capacity . |
: of the market for a new MP The SWOT analysis |
el ——————— |
Implementation

Making a strategic decision on the expediency

of the second stage
of the model

of promoting a new MP to the market

>

Modeling the promotion of the MP to the market

Stage No. 3

>

Formation of the budget for promoting the MP to the market

Implementation
of the third stage
of the model

Strategic decision on the implementation of a set
of measures to promote the MP to the pharmaceutical
market by marketing communication tools

Stage No. 4

Evaluation of the effectiveness of promoting a new MP to the market

Implementation
of the fourth stage
of the model

Making a strategic decision on a marketing strategy
for promoting the MP to the market at the next

stages of its life cycle

Fig. The “road map” model of promoting a new MP to the pharmaceutical market

Source: original development

studies of the assortment line of MP, which are

positioned in the market as products to cure the

disease of the same nosology as the new MP;

o forming the optimal retail price of a new MP
is the key issue of this stage, since today solvency
of consumer demand for pharmaceutical products
is quite low and tends to further decrease. In or-
der to realize the social function of medicines as a
commodity, the pharmaceutical market can apply
the following pricing methods [21, 22], namely:

Peter van Westendorps method (PSM (Price Sen-

sitivity Meter)) as a method which is clearly

focused on demand and its flexibility;

- BPTO method (Brand-Price Trade-Off), which
is applied to identify the following elements of
the competitive and price position of the test
product, in this case, the sensitivity of the mar-
ket to the altered price of the MP, promoted to

the market and the price level, which will be
more competitive than the analogous products;
- conjoint analysis as a method which takes into
account the benefits of consumers and allows to
determine the impact of individual product cha-
racteristics on the decision to purchase the MP;

- determining the market capacity for the MP,
which enables to develop an effective promo-
tion strategy, calculate the optimum amount of
its production and, in general, ensures a high
economic effect to all participants of promot-
ing the MP to the market.

According to the results of the second stage of
the model, a strategic decision is made regarding
the expediency of promoting the MP to the market.

Component 3.1 of the third stage of the model -
Promotion modeling provides for the development
of an optimal marketing plan to promote the MP
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to the market with the involvement of the most eftec-
tive marketing communications for the MP. We recom-
mend that the effectiveness of the selected promotion
methods and tools of marketing communications be
determined by the expert evaluation method when
experts are represented by three groups: doctors
(ranking therapeutic efficacy), pharmaceutical work-
ers and consumers (identifying prospective and real
demand), marketers of marketing and sales depart-
ments of the pharmaceutical manufacturer (making
their proposals on volumes of production).

Component 3.2 of the model - Formation of
the budget of promotion also requires an expert as-
sessment of the promotion methods and tools of
marketing communications with a possible range
from 1 (maximum financial effect) to 0 (the mini-
mum efliciency of the promotion method).

Implementing the indicated components of the
third stage of the model enables to make a strategic
decision on the implementation of a complex of
marketing communications for the promotion of
the MP to the pharmaceutical market.

At the fourth stage — Evaluation of the effective-
ness of the promotion of new medicine products to
the market, we suggest determining the criteria for
communicative and economic efficiency. In order
to implement this stage of the “road map” model
for promoting the MP to the market, a pharmaceu-
tical enterprise should thoroughly and consistently
analyze all the previous stages of the “road map”
of the process of promoting the MP to the market.
Since the effects of communicative measures are
varied and difficult to measure, we suggest using
such indicators as communicative effectiveness which
determines the impact of a marketing message on
the target audience and enables to quantitatively
measure such criteria as spontaneous knowledge
of the MP as a percentage of consumers, being aware
of this trade mark without its previous mention and
knowledge of the MP as a representative of a certain
pharmacotherapeutic group. Successful marketing
communications, as a rule, results in purchasing
the MP, transforming communicative efficiency into
€conomic one.

Economic efficiency is determined by the in-
creased profit after implementing all stages of the
model, and can be calculated quantitatively (in mo-
netary terms) as the ratio of actual sales to the cost
of the promotion.

Thus, assessment of the effectiveness of promot-
ing a new MP to the market is a result of the commu-
nicative and economic effects. In the pharmaceutical
sector, the complex character of determining the ef-
fect of measures to promote a new MP is due to the
specific characteristics of this process, namely:

» promotion is one of the factors affecting the
final marketing results. An important role is played
by other elements of the marking complex, macro-
factors and others;

« thebehavior of a particular consumer of phar-
maceutical products is individual, and it may be ditf-
ferent when the same factors influence the target
audience.

Thus, according to the results of the final stage
of the model, a strategic decision is taken regard-
ing the marketing strategy for promoting the MP
to the market at the next stages of its life cycle.

It should be emphasized that every stage of the
“road map” model for promoting the MP to the
market has certain economic risks, for the accurate
assessment of which one should use a quantitative
analysis of their measurement. The most common
methods of risk assessment are as follows:

o risk assessment when determining the dis-
count rate. Thus, the works [11, 14] suggest that the
capability of a particular investment project is con-
firmed by calculations of the main economic indi-
cators, namely: discounted pay-back period (DPB),
net present value (NPV) of cash flow, internal rate of
return (IRR), return on investment (ROI). Thus, for
example, the economic effect can be adjusted, pro-
vided that the recommended interest rate is taken
into account, including the remuneration for the
risk by its category and market situation. The theo-
ry and practice of innovation projects involves the
following categories and risk situations: the first ca-
tegory is deep penetration into the market (inte-
rest rate of 10 %); development and promotion of
a new product is the second category (15 %); third
and fourth categories are expansion of the market
boundaries and diversification of production and
sales (25 % and 30 % respectively). That is, the higher
the level of risk, the more the targeted profit to
compensate for this risk [23];

o the scenario method. During the analysis of
the possible development of events in the market,
there are several scenarios, namely: optimistic, pes-
simistic, and nominal. Then, one should determine
the expert method or calculate the probabilities
(by the statistical method) of the selected scena-
rios of the development of events and the possible
effects of each scenario separately, depending on the
possible combinations of impact factors. The expec-
ted effect value is also calculated as an average one
by the probable scenarios;

« comparison of costs and results. To assess the
risk of implementing the “road map” model, one
should compare its expected results and possible
losses in the implementation of the risk situation
(not achieving planned sales, lowering the solven-
cy of consumer demand, interference of competi-
tors, etc.). The results of the evaluation are used to
make decisions on the feasibility of implementing
the model, based on the following indicators of the
ratio (K) of the probable loss potential (V) to the
amount of funds spent to promote the MP to the
market (V,): acceptable — K < 0.25; permissible -
K <£0,50; critical - K < 0,75; critical - K > 0,75.
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We should note that risk modeling enables to
conduct a multi-factor analysis, predict possible
outcomes of strategic decisions at each stage of the
model, evaluate the impact of individual risk fac-
tors on its overall size, and choose the best solution
for implementing the “road map” model for pro-
moting the MP to the market as a whole.

It should be noted that the process of compos-
ing “road maps” for promoting a new MP has not
been fully unified yet. Each pharmaceutical enter-
prise applies a creative approach in accordance with
its own level of innovation and investment poten-
tial and strategic goals.

CONCLUSIONS AND PROSPECTS
FOR FURTHER RESEARCH

1. We have determined the significance of the “road
maps” as one of the main tools for shaping a
strategy which gives a clear idea of the sce-
nario to develop a new product and fulfills a
strategic function of the withdrawal and pro-
motion of a new MP to the market.

2. We have described the range of the “road map”
application, which covers not only the business
sphere, but also other types of management

3. We have also devised the “road map” model for
promoting a new MP to the market, which con-
sists of four stages, the practical implementa-
tion of which enables a pharmaceutical enter-
prise to effectively promote the product to the
market, gradually making strategic decisions to
determine the communicative and economic
efficiency of the entire process of promotion.

4. 'We have suggested the methods of risk mode-
ling in implementing the “road map” model pro-
moting a new MP to the market, which enable
conducting a multi-factor analysis, predict pos-
sible results of making strategic decisions at each
stage of the model.

In terms of scientific and practical importance,
further studies may be devoted to the development
of universal indicators for evaluating the effective-
ness of “road maps”

The suggested version of the “road map” model
can be a working document, which should be tak-
en into consideration in order to optimize the pro-
cess of promoting the pharmaceutical products to
the market, in particular, selection and application
of separate tools of marketing communications.
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