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Part 2 — Strategic Marketing
Portfolio & Process

= Strategy definition p. 40
= Marketing strategy at portfolio level p- 41
= BCG portfolio matrix p. 42
= Composite portfolio matrix p- 43
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= Investment needs of mature brands p. 47
= Strategic thinking process p- 48
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= Brand strategic marketing formulation p- 51
= Market drivers & constraints p- 52
= Competitive analysis process p- 53
= Market environment assessment p- 54
= Competitive structure of the pharma market p. 55
= Porter’s competitive response framework p. 57
= Client behaviors p. 58
= Client decision process p. 60
= Brand growth potential p. 61
= Brand growth levers p. 63
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Part 2 — Strategic Marketing (continued)
Segmentation — Targeting & Positioning

= Segmentation & targeting p. 64
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= Key learnings p- 91
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Part 3 — Operational Marketing
Brand / Product

= Brand definition & functions p- 94
= Brand strength p- 95
= Benefits of the brand in the pharma sector p- 97
= Drivers to strengthen the brand p- 98
= Drug branding p- 100
= Brand strategy & life cycle management p- 101
= Brand strategies applied to molecular variations p- 102
= Comparative performance of newly launched brands p- 103
Price
= Price setting principles p. 105
= Clients’ perception of value and price p- 106
= Clients’ sensitivity to price p- 107
= Price-demand relationship p- 108
= Conjoint analysis p- 109
= Marketing strategies based on quality / price ratio p- 111
® Price-adjustment strategies p- 112
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Part 3 — Operational Marketing (continued)

Place (distribution)
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Part 3 — Operational Marketing (continued)

Sales force
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= Sales force objectives & strategy

= Static sales force elasticity

= Dynamic sales force elasticity

= Impact of improving sales force effectiveness

= Sales force effectiveness drivers

= Segmentation & selection of the right prescribers

= Call frequency adjustment

= Sales calls management

= Adapting communication for each sales call

= Brand benefits adjusted to prescribers needs

= Obtaining commitment from prescribers to prescribe
= Systematic conditions for effective call activity

= Factors determining sales force size

= Call frequency adjustment to available resources

= Territory delineation process

= Sales force models

= Sales force activities

= Sales force performance drivers

= Medical representatives development program

= Key recommendations to improve sales force effectiveness
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Part 4 — Marketing Planning p- 185
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= Key principles of strategic planning . 187
= Strategic marketing thinking process . 188
= Key steps in the strategic marketing plan . 189
= Strategic marketing plan content . 190
= Brand current performance assessment . 191
= Assessment of current strategic orientations . 192
= Brand future environment analysis . 193
= Market drivers & constraints . 194
= Advanced SWOT . 195
= Brand strategy development . 198
= Key issues related to brand strategy development . 199
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