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�Market information system

�Market research purpose

�Market research process

�Typology of marketing studies

�Market data analysis and 
decision-making process

Part 1

�Product portfolio analysis

�Strategic thinking process

�Market segmentation

�Clients targeting

�Brand positioning

Part 2

�Situation analysis

�SWOT

�Sales forecasting

�Brand Strategy Card (brand 
strategy development)

Part 4

�Brand value

�Product

�Price

�Place (distribution)

�Promotion

�Sales force effectiveness

�Resource allocation 

�Key performance indicators

Part 3

Brand strength: Principles

A brand’s strength depends on its identity (i.e. the sum of its objective and subjective 
characteristics) and on its degree of awareness

Source: Adapted after G. Lewi and J.N. Kapferer

� Efficacy

� Safety

� Convenience
� Price

� Services

=x

IDENTITY

Tangible criteria

Intangible criteria

� Appearance (e.g. packaging, color, form, 
taste, texture…)

� Personality (e.g. past history, positioning
communication style…)

� Affectivity (ex. feeling conveyed by the 
company and its 
collaborators…)

AWARENESS

vs. competitors

� Awareness rating:

– Top of mind

– Spontaneous

– Assisted

� The awareness rating depends on 
cumulated marketing investments 
dedicated to the brand since its 
launch, including:

– Medical calls

– Press ads

– Scientific meetings

– Clinical studies

– Sampling

“The brand strength reflects its ability to create client loyalty over time”

vs. 
competitors

Brand 

strength
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IDENTITY (I = TC + IC)1
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� Assisted
� Unknown

1.00 2.60 3.00ƩƩƩƩ
4.8 5.7Brand Strength (I x A) =

1 Rating scale from 1 = Low to high = 4 – 2 Reflects the relative prescribing likelihood  

� Select a brand (called brand A) and compare its 
strength to its most serious competitor (called brand 
C) by using the proposed methodology 

� The weighting and rating of each criteria should be 
supported by some rationale elements and result 
from group discussion

The following methodology evaluates the overall strength of brands and measures the 
importance of identity and awareness versus competitors

Brand strength: Measurement methodology

Brand A Brand C

1.85 1.90

6
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Awareness Index0
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Brand C 

(strength = 5.7)

Brand A 

(strength = 4.8)

Identity gap

Awareness
gap
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The brand name is key to facilitating memorization and differentiation of products

Benefits of the brand in the pharma sector

Source: Study carried out by Smart Pharma Consulting in 2007

For pharma companies For prescribers
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Part 2 – Strategic Marketing p. 39

Portfolio & Process

� Strategy definition p. 40

� Marketing strategy at portfolio level p. 41

� BCG portfolio matrix p. 42

� Composite portfolio matrix p. 43

� Smart portfolio matrix p. 44

� Performance optimization of mature brands p. 46
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Segmentation – Targeting & Positioning 

� Segmentation & targeting  p. 64
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Part 3 – Operational Marketing p. 93

Brand / Product
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� Benefits of the brand in the pharma sector p. 97
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� Drug branding p. 100
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� Price setting principles p. 105
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